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Welcome to the first edition of In Brief magazine in 2022! 

This week[1] , the Prime Minister Boris Jonson announced further relaxation of the pandemic rules, including removing the requirement
for self-isolation for those infected with the virus and ending free access to Covid-tests.  The medical community is strongly against
relaxation of covid measures, with 79% of senior health staff disagreeing with plans to remove free testing and over 75% concerned
about withdrawal of isolation rules for those Covid positive[2].  The NHS remains cautious about emergence of new variants, emphasising
that the threat to lives is not yet over. Despite these warnings, there are undoubtedly many who will welcome the news that perhaps
hastily indicates, the pandemic is finally over. 

In January this year, the government released a document on The Benefits of Brexit. While this issue is still divisive as ever, it appears
that we are now feeling some significant consequences, however temporary they may, or may not, be. In addition to our internal politics,
almost daily thrown into chaos, the wider political landscape looks severely more troublesome. This week Russia embarked on a
European war, invading Ukraine. Such war could have a worldwide impact, including both humanitarian and economic implications. Europe
depends on Russian gas, and any further cost-increases of this commodity would contribute to already weakened post-pandemic
economies. Russia is also a significant producer of oil , wheat and metals, and the situation could put increased financial pressure on
these delicate markets .  At this moment in time, the sanctions appear not be enough to stop the aggression, and we must stay hopeful
for the conflict not to  escalate.

We are already of course, experiencing economic pressures caused by the pandemic and the highest inflation in 30 years, currently at
5.5%[3].  Recently on BBC news, John Allen, the CEO of Tesco, warned that the recent spike in energy costs will contribute to further food
price hikes[4].  UK households are already bracing for higher bills, rises in national insurance contributions and increased bank rates,
which are likely to limit borrowing and high price-tag purchases. While this economic situation will have a financial impact on us all, it is
likely to hit the most vulnerable communities hardest. In his interview, the Tesco boss claimed that prices for basic food staples will not
rise for the retailer’s customers, with some products cheaper now than five years ago. Despite the expected downturn, Tesco announced
their profits soaring after Christmas, topping previous forecasts by £2.6bn[5].

In this edition of the magazine, we bring you an update on many key topics. As always, our first edition of the year has an update on
Packaging Trends for 2022. In a similar spirit, we also present you with a piece on consumer behaviour trends, be it in a dynamically
changing landscape.   

Dr Alan Shaw in his article on ‘Mapping Customer Touchpoints’, provides you with modern strategies to understand consumer journeys, to
equip your customers with modern, meaningful and friction free interactions with your brand.

Finally, we would like to welcome new members of the institute: Greyhound Box, Facer Printers, Aire Global and Mesh Marketing!  
We are also delighted to have partnered with a trade organisation The Running Alliance! 

We hope you enjoy our magazine,. 

With best wishes, 

Olga Munroe 
Head of the Retail Institute 

W E L C O M E  L E T T E R
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https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/1054643/benefits-of-brexit.pdf


PACKAGING TRENDS 2022

It is with some trepidation and uncertainty that we present our packaging trends for 2022. With the
long tail of Covid still influence life and work, a cost-of-living crisis and renewed urgency to tackle
climate change and environmental destruction, there is plenty of potential ‘context’ that could
influence our path through this year. As ever, we discuss the likely trends with reference to both
industry commentaries and the latest research relevant to packaging innovations and design. Thus,
here are some thoughts on issues, solutions and designs for 2022. 

Pressing issues : Contests and Barriers

The continuing vital imperative to produce goods in as eco-
friendly a way as possible is still the main concern for most
packaging professionals. The industry has been striving
concertedly towards such goals for several years. Despite
this, as target dates draw nearer, businesses still face
barriers and contests relating to what is truly sustainable.
Multiple studies published in the past year have noted
tensions between circular principles, regulations, technical
issues and the realities of implementation within a retail
context. 

A paper from Finnish researchers Henna Sundqvist-
Andberg and Maria Åkerman describes controversies over
plastic packaging as a “typical example of a complex
sustainability governance issue, characterised by
contested and ambiguous knowledge, interests and
values” [1]. They note a tendency for circular actions to
focus on the beginning and end of the lifecycle at the
expense of the consumption phase, which requires greater
acknowledgement of plastic food packaging functions in
policy design. Life cycle assessments of packaging
materials often do not include indirect impacts on the
supply chain, such as food waste, recyclability and,
notably, packaging design characteristics that affect
consumer behaviours like household sorting and littering.
Therefore, comparisons between different types of impact
become contested judgement calls.

Such issues are becoming increasingly critical to the retail
and packaging industries as environmental standards
increase. Sundqvist-Andberg and Åkerman’s paper notes the
way that circular economy principles lead to recycling as the
most used approach, possibly at the expense of approaches
further up the waste hierarchy such as reduction and reuse.
Basing policy on circular principles could encourage industry
to simply comply with minimum recycling targets and market
those efforts as systemic change. In another paper published
last year, a team from the Swiss Federal Institute of
Technology analysed the flexible packaging value chain, noting
that while regulation is a main driver of change, it can also
create barriers in the transition to a circular economy [2].
More players in a value chain are affected in a circular system,
compared with a linear system. Therefore, government
policies and business strategies for sustainable packaging
must understand how regulatory barriers such food safety
regulations interact with technical and economic barriers. 

By Dr Ben Mitchell
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This McDonalds's packaging, created by Hutamaki is
bio-based and 100% made from wood fibres. This ice
cream cup and lid won a Packaging Award in 2021[3]. 




Government policies and business
strategies for sustainable packaging must
understand how regulatory barriers such

as food safety regulations interact with
technical and economic barriers.



The research also recorded responses from retailers who
suggested their customers present ‘mental barriers’ in the
transition to a circular economy. This refers to
discrepancies between the scientifically assessed
credentials of packaging materials and consumers’
perceptions of packaging sustainability. A review of
studies on this topic by a German-led team of scientists
[4] found that the environmental sustainability of plastic
tends to be underestimated by consumers while it is
overestimated for glass and biodegradable plastics. The
review’s authors suggest that consumers evaluate food
packaging using their emotions rather than through
cognitive reasoning. As general knowledge of the
practicalities of recycling, biodegradation and reuse tends
to be low, buying behaviour is often less environmentally
sustainable than intended. 

We are likely to see more work in this area in the near
future as manufacturers focus on overcoming consumer-
related barriers to the realisation of a product’s
sustainability potential. A recent example is the
announcement of a new partnership between WRAP and
Behaviour Change, a social enterprise providing behavioural
science insights and ideas for delivering change[5].  The
need for consumer behaviour change raises the question
of whether completing the transition to a fully circular
packaging supply chain would mean that corporations
have fully met their sustainable responsibilities. Analysis
of corporate sustainability reports, published in January
2022, has found that the switch to sustainable packaging
in the food and beverage sector is slow and inconsistent,
with most reports failing to address plastic pollution[6].
The focus tends to be on collection and recycling, rather
than sustainable packaging solutions aimed at systemic
change. 

Developing solutions : Biodegradables Dominate

Contemporary academic literature on packaging
innovations is dominated by references to studies on bio-
based and compostable plastics. Not all businesses
consider compostable packaging as an effective way of
achieving their sustainability targets due to uncertainties
over whether it is recyclable and whether people dispose
of it appropriately. However, the limits of recycling
systems, the preference to avoid using fossil fuels as a
source material and the general perception of
compostable packaging as being positively environmental,
mean that retailers and brand owners keep returning to
these alternative plastics as potential solution. 

The pandemic has added further impetus by intensifying
disposal of single-use packaging through fear of covid
contamination. A paper published in Trends in Food Science
and Technology promotes biodegradable food packaging
as a technological solution to “minimize the environmental
impacts of the increased volume of disposed food
packaging”[7]. It highlights PLA (polylactide) as having a
carbon neutral lifecycle while offering performance
comparable to those of petroleum-based thermoplastics.

However, the research focus is not only on the relative
functional performance of bio-based and compostable
plastics, as it also investigates its real environmental
credentials. For example, a paper published in Waste
Management during 2021 asked whether composting of
packaging counts as real recycling.[8] It notes criticisms
that compostable packaging does not add nutrients to the
compost and is also ‘lost’ in the sense of being mineralized
in CO2 and water. 
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Consumers evaluate food
packaging using their

emotions rather than through
cognitive reasoning.



However, it argues that compostable packaging
contributes to the composting process similarly to other
types of composting feedstock. Another paper published
last year discusses the complexity of sustainable
packaging, noting that while bio-based packaging helps
to reduce climate impact, less favourable environmental
impacts like eutrophication, use of water and pesticides
and effects on biodiversity should also be considered. 

Such an argument is simply making the point that, as
with any production process, environmental benefits
should be assessed against other consequences,
including the costs to minimise any negative outcomes. 
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Nonetheless, bioplastics are described as
‘revolutionising the packaging industry’[9], with work
ongoing to manufacture biodegradable alternatives
using renewable, high availability, low-cost materials
[10]. 

Other recent studies on bioplastic and biodegradable
packaging note the perceived health benefits[11], the
potential for intelligent monitoring and active shelf life
extending systems[12] , innovations in nanotechnology
[13] and advancements in coatings such as water-based
biopolymers [14].

Bioplastics are described as
‘revolutionising the packaging
industry’, with work ongoing to

manufacture biodegradable
alternatives using renewable, high

availability, low-cost materials. 




Swiss company LANZATECH developed a PET bottle

from captured carbon emissions. The technology uses

30% of PET obtained from CarbonSmart Ethanol,

created as a waste stream of steel production. The

Switzerland’s largest retail company Migros is using

bottles for own brand beverages and household

cleaners and is looking to expand into mouthwash

and liquid soaps packaging.[16] 




Image : Lanzatech [15]



Sustainable and Artistic Designs

While sustainability concerns and interventions must

continue to take precedence, retailers must still sell their

products using effective packaging design techniques.

Reducing or switching materials while maximising

recyclability restrict the range of techniques available to

designers to make a product stand out and convey strong

marketing messages. However, a glance at the latest

research and industry commentary shows that innovative

use of pack shapes and graphic design trends still have

plenty of potential in the sustainable packaging era.

Design techniques for sustainable packaging have clearly

advanced significantly in recent years. Greater knowledge

of environmental impacts plus substantial innovation in

producing formats with fewer, lighter and more

sustainable materials is continuing to change the

landscape of consumer goods packaging. A study by an

Italian team of engineering scholars could help to inform

designers by ranking by importance the functional

requirements (including environmental sustainability) and

components of packaging[17]. The design approach was

tested on household appliance packaging with a life cycle

assessment used to assess the of the redesigned

packaging showed an environmental impact reduction in

all environmental categories (approximately 30% on

average). The research team contends that their

procedure is applicable to any kind of packaging needs and

requirements.

From a more specific marketing and branding perspective, a

key preoccupation for packaging designers in 2022 will be

further improvements in the unboxing experiences related

to e-commerce packaging. As discussed in our Future of

Packaging Annual report for 2021, the substantial growth of

online shopping is creating a more competitive arena for

brands, meaning that packaging has a greater role in

producing memorable consumption experiences. It is likely

that the design trends generated by innovations in this area

will filter through to other forms of packaging. Two

prominent themes are discernible from recent industry

blogs on current packaging trends: artistic design and novel

uses of text [20]. These both help to deliver other current

branding trends such as storytelling, retro imagery and, of

course sustainability credentials.

Other recent studies on environmentally-friendly

packaging design include a discussion on the

performance of an entire package made from

sustainable packaging materials [18] and research into

the impact on consumer recycling behaviour of design

features such as packaging form, size, durability, haptic

aspects, and visual communicative properties[19]. Such

research insights and measurement approaches will

enable future optimization of environmental packaging

design. 
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From a more specific marketing
and branding perspective, a key

preoccupation for packaging
designers in 2022 will be

further improvements in the
unboxing experiences related

to e-commerce packaging.



Advances in printing techniques enable designers to

take on more ambitious packaging creations, evoking

fine art styles, collage effects, and retrospective looks

such as 1960s psychadelia or early 2000s retro-

futurism. As online shopping creates a need for text to

stand out as much as the package itself, we could see

larger fonts conveying simple, straightforward

messages becoming the norm. In addition, storytelling

style marketing messages and humorous slogans for

greater emotional engagement call for text-centric

designs. Storytelling and customer engagement are

further enhanced by digitalised packaging, with QR

codes the prominent method, as reported in our Future

of Retail report last year.

These styles, trends and methods come from

developing industry needs being met by technological

advances in packaging and print. As with the

development of new materials and sustainability

measurements, new research findings can inform and

inspire change in industry.

 For example, two recent research papers, both published

in the Journal of Graphic Engineering & Design, provide

insights on consumer responses to packaging design

elements. One study suggests that packaging shape and

materials influence the actual experience of consuming the

product itself [21]. It found that consumers associated

packaging with greater shape complexity with higher taste

intensity of coffee products. Such findings could help

packaging designers to match product expectations with

actual characteristics. The second study sought to identify

which packaging shapes and graphic elements customers

find most attractive[22]. The findings – that customers

preferred non-standard packaging shapes, simple graphic

design and packaging with added value – arguably connect

with many of the trends discussed above. We know that

packaging design influences consumer decisions and we

also know that simple artistry linked to compelling

storytelling conveys quality and good taste.

Communicating the value embodied in the package is also

an essential aspect of the design task in 2022.
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A Lithanian designer, Aurimas
Kadzevičius designed a set of

educational brochures styled as
VHS cassettes. The brochures

provide students with information
on the curriculum of an

educational provider, SUL. [23]



HiBAR is a range of solid shampoos and

conditioners that almost entirely eliminates the

need for use of plastic packaging. If stored

properly (away from water) these products are

as efficient as the equivalent of 500ml bottles.

[24] 

 






SHOPPING STRATEGIES OF 
POST-PANDEMIC CONSUMERS

The pandemic has caused some radical shifts in consumer behaviour over the past two years. With
restrictions lifting and new patterns emerging, the return to a new stability is unlikely to duplicate our
lifestyle choices from before the crisis. This article considers ongoing retail transitions from a
shopper strategies perspective.  

By Olga Munroe

The economic downturn, rising inflation, interest rates and
energy prices, the latter further amplifying disruptions and
costs associated with crippled supply chains, are sending
warning signals to the UK population. Any surplus cash
accumulated by people during the pandemic[1], if not spent
on home improvements, is likely to be kept as a buffer for
forthcoming cost of living increases. 

According to Euromonitor, some of those who experienced
shortages of goods and services developed innovative
strategies to meet their needs. Consumers are open minded
about alternative product sources and new shopping
schemes, with a 28% increase in locally sourced products 

and services[2] and an increased uptake in subscription

services. This is a threat to the usual consumer loyalty,

providing opportunities for smaller, innovative retailers with

a digitised multi-channel offer. 

Consumers affected by financial insecurity might be looking

for greater control of their consumption habits and require

brands and retailers to provide transparent information on

labels and websites about their products. [3] This means

companies should look at reporting on how they source their

materials or ingredients and provide technology allowing

consumers to trace them to their origin. 

Pasta Evangelist is an online
subscription service for artisan

pasta dishes. The company sends
pasta and sauces directly to

consumers. Their artisan products
are also available in Harrods Food

Halls, at the fresh pasta counter for
customers to eat in, or take out. 

Snackfully are a Yorkshire based
business delivering (vegan, low-
calorie, gluten free) snack boxes

to consumers and corporate
clients. [4]
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Global brands have also spotted an

opportunity for a direct-to-consumer
channel, offering personalised products
on a subscription basis. Heinz to Home

offers home delivery delivered to
customers every 8 weeks. 




With restrictions on mask wearing, isolation and social
distancing fading, consumers might feel apprehensive
about abandoning safety measures they have grown
accustomed to. Even for those who could not wait to leave
their masks behind, a prospect of a crowded retail park or
concert venue will be a no-go for some time. Hence, online
channels will still remain a key choice for shoppers.  

Although e-commerce sales are predicted to slightly drop
from the lockdown-generated peak of 2020, this channel
continues to hold a significant market share of all retail
sales, accounting for 19.6% of total retail sales in 2021[6].
Globally, the top two retailers forecasted to grow are online
platforms Alibaba and Amazon, with their revenues expected
to reach by 2025 - $1,231bn and $795bn consecutively,
closely followed by multichannel presence of Walmart,
expected to hit $644bn by that time. What is also changing
on the global retail scale, is the way in which the giants are
marketing their goods, with 30% planning to sell directly via
social media and influencers, a fairly recent marketing
phenomenon. In fact, the influencer market size has grown
significantly, from $6.5bn in 2019 to an impressive $13.8bn in
2021. 

For years now, we have been observing consumers
becoming more mindful of environmental matters, such
as pollution, ethical sourcing, or carbon footprint. These
values are translating into their purchasing decisions
with steady, year on year increase of profitability of
brands who have green credentials[7]. In 2021, Mintel
launched a ‘Sustainability Barometer’ [8]– an annual
publication looking to track purchasing preferences and
attitudes towards pro-environmental products and
services. Packaging concerns, whether it comes to
overpackaging or recyclability, are still among the top
worries for buyers of FMCG products. 

Figure 1: Mintel, March 22 [9] 

Consumer eco-strategies involve shopping for products in
easily recyclable packaging, forming relationships with
retailers who offer recycle in store options, but also
reduction approaches, such as limiting clothing purchases
or meal planning to avoid food waste at home. According to
Mintel’s tracker 39% of consumers see household product
manufacturers as responsible for protecting the
environment, closely followed by 35% of packaged meat,
poultry and fish producers, drink manufactures (28%) and
retailers (23%). 

PAGE  9

Image: Heinz [5]



GIKI Zero is an online tool for consumers
who wish to track their carbon footprint and

limit their negative impact on the planet.
The app provides suggestions for steps that
individuals can take to act on environmental

matters by personal purchases choices.
From shopping for eco-clothing or making

your own cleaning products to installing
solar panels on your home – the platform
guides people on their green journey. [15]

As reported in Retail Institute’s previous publications,

consumer awareness of best environmental practice is

continually evolving. For example, 61% of British people

agree that they seek out ethical brands, 71% of Canadians

proactively choose to buy ethical food and drink products,

and 68% of Brazilian consumers state it is important to

check company’s business practices before purchasing

from them. [10]    

However, the weak economy and increasing cost of living
could prevent consumers from fully embracing sustainable
products. 

43% of companies polled by Mintel state that lack of consumer
willingness to pay for such goods presents a barrier to green
innovation. 

On the other hand, the enforced thriftiness can encourage a
reuse and recycle ethos among consumers. With social stigma
around buying second-hand decreasing, people in their pursuit
of flexible ownership, are likely to be willing to access rental,
buy-back or resale schemes. Embracing circularity has become
commonplace with platforms such as eBay noting a 30%
increase in vintage fashion sales during the pandemic, 41% for
home furnishings and 17% for digital equipment such as TVs. [11]

An apparel US brand Reformation [12] embeds sustainability
principles at the core of their strategy. Their journey to

environmentally friendly packaging unpicks an interesting
challenge. The company originally invested in compostable bags,

but due to issues with compostability at kerbside, they replaced the
material with 100% recycled LDPE with biodegradable polymer

(BDP), allowing it to breakdown in landfills [13]. Reformation also
changed its clothing hangers to ones made from recycled paper

instead of metal or plastic, and provides transparency over its use
of chemicals, energy and water used for manufacturing their

clothing.  
Image: Pinterest [14] 

Founded by ex-Chief Exec of Whistles and
brand director of Top Shop, Jane Shepherdson,
My Wardrobe is a platform for designer fashion

rental and resale. To rent a Burberry vintage
trench coat will cost you £22 a day, or you can
purchase it for £645[17] . The platform also

offers preloved high fashion brands,
bridalwear, and teams up with retailers such as

Harrods or Liberty. [18]   

Image: My Wardrobe HQ [16]
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The pandemic has accelerated digital transformation,
encouraging those with poor digital literacy to adapt new
ways of accessing government services or commercial
products. From retrieving NHS records to grocery shopping,
the older generation of consumers became familiar and
more at ease with using online channels. With the aging
population on the rise more ‘silver surfers’ (over 60s) spend
time browsing online be it for consumeristic or social
interaction reasons. Mintel reports that over 60% of seniors
access social networking sites once a week with 21% using
weekly video gaming. The Retail Institute in the 2019 Report
‘Baby Boomers, Consumers of the Future’ highlighted that
“Baby boomers [defined as 55+] account for nearly a quarter
of the UK population and hold the majority of the UK’s
personal wealth.[19]” In 2019, 70% of older Americans used
networks such as You Tube, while 68% used Facebook and
27% are on Pinterest[20]. Two-thirds of Baby Boomers state
that technology is a vital part of their lives with over 50%
believing that technology has made their lives easier. [21]  

Digital acceleration also created innovative applications to
some existing technologies that are accessible to people
of all ages. Inspired by the pandemic, in 2021, Facebook
launched Metaverse – a virtual reality platform where
users can socially interact through the medium of
futuristic and science fiction games. Through existing  AR
and VR technology, we can visit our friend for a chat or
attend a digital concert. Meta-reality is still in the infancy,
but large tech giants, such as Microsoft, see the future in
blended reality – offering decentralised employees’
collaboration in virtual offices. 



Platforms like Decentraland[22], already

offer 3D web-browser based worlds, where
users can build virtual lives, shop in a peer-

to-peer marketplace, sell or buy land in
cryptocurrency or simply play games. 

 Metaverse offers Horizon Workrooms, which
can be accessed with a use of VR. An Oculus

headset will transport you and the team-
avatars into a scenic office of choice.


 Image: Android Authority [23] 

As economic, political, and post-pandemic realities emerge,
we anticipate these behaviours will continue and, perhaps
quite dynamically, change. Shifts by businesses towards
socially good values, innovative approaches to consumption
models and ethical consumers, along with digital exploration
supporting interaction in the real world are key trends and
we will continue to keep you updated. 
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In May 2021, French supermarket
Carrefour launched an initiative aimed at

tackling food poverty among students.
The Carrefour foundation also finances
young people with access to essential

products such as hygienic goods, welfare
and underwear goods to nearly 80,000

young people. [26] 





Image: Alcove [25]

Image: Carrefour Foundation Projects 

Older people were particularly vulnerable
during the pandemic. Online apps, such as

Mighty Health[24], looked at providing advice
on healthy nutrition and fitness with older
adults in mind.  The app was developed by

young entrepreneur James Li when his father
had to undergo a sudden open-heart surgery.
Mighty Health is a platform for preventative
care aimed at over 50s. It provides recorded
cardio content with low joint impact, paired

with coaching and healthy eating advice.

Social issues, such as loneliness and
isolation, which became more apparent
during the pandemic, have also inspired

entrepreneurs to seek solutions in
Virtual Reality (VR). Alcove, [25] a VR

app built by AARP Innovation Labs, aims
to create a meaningful connection

between family members and offers
new experiences that might otherwise
be out of users’ reach, because of age

or cost related restraints.   
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 MAPPING YOUR CUSTOMER TOUCHPOINTS 



Mapping your customer touchpoints (or customer journey) is an ideal way of identifying channels that are
performing well or ones that are causing you problems.  Current literature has many examples of this can

be done [1], [2] ,[3]. At the Retail Institute, we have been adapting and developing such frameworks to
make the process easier for our members to apply. A key aspect of our model is the inclusion of payment,
it can be a factor that ultimately encourages or discourages the purchase decision. Our model is made up

of six focused channels (see figure 1), which are linked to a given touchpoint.

By Dr. Alan Shaw

Awareness

The awareness channel is used to make individuals
aware of your products and/or services. It is essentially
a promotional exercise that has two paths. The first
path targets individuals who are unaware of your brand
or those who are aware of you but have never
purchased/consumed your offering. Before embarking
on a journey down this path you should have a clear
targeting strategy: it is highly likely that there will be
specific market segments that you will not want to
engage with. 

Knowing your target market will help you develop a
clear promotional mix strategy. The next path targets
individuals who are already purchasing/consuming your
offering, but you need to make them aware of a new
product / service. The touchpoints associated with each
of these paths can be seen in table 1.



This awareness channel is an important
mechanism for generating interest and changing
attitudes. The strategies you employ within your
promotional mix will help push individuals into the
next channel (consideration): the details of these
strategies go beyond the scope of this article but
don’t worry, I will be returning to it in a future
publication. 

Consideration

The consideration channel builds on Awareness
touchpoints (see table 2). Here we need to be mindful
of the consumer buying behaviour framework: an
example can be seen in figure 2. This is Rehman et al’s
[5] adaptation of Ajzen [6] Theory of Planned
Behaviour. Your marketing content strategy needs to
build on at least one of the following constructs:
perceived ease of use, perceived usefulness,
subjective norms and perceived behaviour control.

Perceived ease of use and perceived usefulness:  
These two constructs are linked. It may be that you are offering a brand where the perceived ease
of use is irrelevant, as an item of clothing might be. In this case, the marketing message needs to
relate to its perceived usefulness. Think outside of the box here, use hedonic measures (a treat for
you or your loved one). If it is a technology item then you push the perceived ease of use. 

Perceived behaviour control: 
This construct refers to an individual’s perception regarding their ability to procure the product or
service. From a marketing mix perspective, you should consider the ‘place’, the ‘process’ and the
‘price’.  To put it another way, is there a physical store nearby or an online platform to engage with
the brand (place)? Is the buying process simple or are there any legislative restrictions that
hamper a purchase (process)?  Finally, can I afford it? Are there any favourable buying terms
(price)? 

Subjective norms and attitude: 
Again, these two constructs are linked. Strictly speaking, the subjective norms construct refers to
the influence bestowed on your target market by their family and friends. However, as a business,
it is unlikely that you will be able to identify these pressures. What you need to do is consider the
society trends (growth in veganism, single-use plastics etc). How does your brand deal with these
issues? What are the overall brand perceptions (i.e., people’s attitudes)? You can get this from the
many rating systems or use social media to monitor sentiment.
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All the above will help you develop a content strategy
for your brand. This strategy, which will be exposed
through touchpoint highlighted in table 2 will help
increase your target market’s intention to purchase
your brand. 

Conversion

The conversion channel is where you convince your

target market to take the plunge. Its associated

touchpoints can be seen in table 3. The physical store

and its associated sales teams (note, the sales team

could also be on the road or within a call centre) is

where direct interactions can take place. 

A salesperson who can ‘read’ the situation can make

a big difference in conveying trust or reaffirming the

need. Having trained individuals who can build

relationships is key. The same can be said of affiliate

sites although you have less leverage on developing

and supporting the salesperson. The same principles

apply to your virtual stores (web, app and social), the

UX (user experience) becomes a significant factor in

converting a customer. 

The final two moderating factors that convince an
individual to consume your brand is Trust and Need.
These fall within the conversion channel, which we
will now consider.

This also takes us back to the ‘perceived behaviour

control’ in our shopping behaviour framework (see figure

2): is it easy to sign up or filter a product or view the

details etc? Today the use of AI (artificial intelligence)

can enhance the process through the use of Chatbots.

Finally, there is the ‘Internet of Things’ (IOT). In this

instance, you create a partnership with the client where

you manage the re-purchase for them. Examples include

automatically getting new ink cartridges for your printer

or domestic heating oil for your home.
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Payment 

Within the payment channel, you will have many
options, like the awareness channel it has two paths,
the first is the business model option and the second
is the payment options. The business model option
includes (but is not limited to), Free (Metro
Newspapers), Freemium (free access to a limited
selection of your brand’s offering), Subscriptions
(Microsoft Office), fixed based pricing (most retail
models) and Auctions (eBay): table 4 provides a
comprehensive list of pricing models and payment
options.   

Linked to the pricing models is the payment system.
Many of you will be familiar with the standard formats,
however, this arena is changing and there are several
new options now available. Note the ‘Blockchain’ option,
which sits within the pricing models and payment
options. I will be writing a more in-depth review of these
at a later date, as a taster however it's worth
understanding that the blockchain pricing model option
is one where you get an individual to undertake a task
that results in a reward (not a new concept, but the
blockchain technology allows us to exploit the process
and bring value to our businesses). 

Service and Loyalty

After a sale, a business needs to ensure that its
customers return. Notwithstanding the quality of the
product /service (if this is poor then your retention rates
will be compromised), there are a number of marketing
touchpoints that need to be considered and refined
(these are illustrated in table 5). In terms of service, a
key factor is your ability to deal with an issue or
question. There are numerous channels that allow you
to engage with your customers, it has been noted that
many organisations have now chosen to remove the call
centre option (which includes a direct contact number).
This may be a strategic decision, which is based on cost
savings by reducing headcount. Unfortunately, people
still prefer direct contact [9], even if it is by phone. 

In terms of the payment options, there is Bitcoin (or
equivalents), social tokens and NFTs (Non-Fungible
Tokens are records on a cryptocurrency’s blockchain, an
immutable ledger that can record more than just virtual
coins, that represents pieces of digital media [7]). Human
Chips, which is an extension of the chip in your debit or
credit card, can now be implanted on your body to ensure
a secure mechanism for paying for goods and services
[8]. Finally, there is the AI (artificial intelligence) option,
where once you have signed up to the service you can
simply sign into a store, pick up what you want, then
leave. You will then receive a message with your receipt,
see Amazon Fresh [4].

Removing the telephone option can be mitigated by being
responsive through the other channels. Chatbot facilities
can also help, they require careful consideration of the
algorithms because it uses artificial intelligence (AI) to
respond to questions: I have personally had numerous
experiences of trying to get an answer from a chatbot
that was unable to understand the question. Another
important consideration in the service channel is the
reprocessing: how a customer can return items that are
faulty or unwanted. Having clear returns facilities also
helps instil trust in your organisation.



The loyalty channel is an extension of the service channel.

In most cases, it is the customer contacting you in the

service channel. In loyalty, permission has been given to

you (remember the Data Protection Act 2018) to contact

the customer. In this channel, you should focus on

collaboration/co-creation: identifying how to enhance the

brand in the eyes of your target market. Retention should

be the other KPI to consider here; developing loyalty

schemes will help keep you at the ‘top of the customers’

minds. That said, there are sectors, like insurance, that

choose not to reward existing customers. Individuals are

likely to get a better deal if they move to a different

provider at the end of their contract. This would be a

strategic decision because more customers are likely to

stay with their original provider than look for a new one.

Using social listening will help you identify your target

market’s concerns. It will also allow you to identify 

Final Note

Each touchpoint within the six channels will require different strategies. Our team at the Retail Institute have a wealth of
experience mapping these customer touchpoints. If required, we can help you understand the process further or map the
channels for you.

• Today our clients have many different ways of engaging with us.

• There are six key channels with numerous customer touchpoints in most commercial organisations.

• Each touchpoint requires a very specific strategy.

Summary 

advocates (an individual who praise the brand), who can be
used as brand ambassadors to help promote your products
and services. 

Finally, businesses that have adopted a subscription model or
provide an Internet of Things (IOT) option where you will be
managing their stock, will know that these users trust the
brand and have elected to adopt a long-term relationship.
You must continue to demonstrate that these individuals are
valued customers by developing customer loyalty marketing
schemes.
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M E M B E R S '  C O R N E R
We would like to introduce and welcome MESH marketing to our membership.  

Ashling McIntyre, Planning Director says:  Every day we partner with our clients in forming strategic and tactical
omni-channel marketing campaigns.  With this comes an essential hunger for up to date insight and future facing
thinking, not only around the retail environment itself but also the consumer behaviour that shapes it.

We’re excited to collaborate with the Retail Institute to strengthen our insight driven proposition and together
explore the future of consumer and shopper experience that will inform how people find and choose our clients
brands, and how these brands will need to communicate to consumers and shoppers in the future.

We identified the Retail Institute as the ideal membership organisation with likeminded businesses with whom we
can share insight and best practice.

We would also like to introduce and welcome Facer Printers to our membership.  

Luke Wilson Managing Director says “We were introduced to the Retail Institute through the Help to Grow programme
led by Olga Munroe at Leeds Beckett University Business School. The programme had helped FACER crystalise our
value proposition in highly sustainable and creative led packaging solutions. We have since become a World Land
Trust certified carbon balanced printer, having always operated an eco-conscious progressive approach adopting
vegetable oil based inks, a completely chemical-free prepress system & press technology that enables alcohol-free
printing with minimal necessary use of water. 

FACER is massively focussed on challenging, educating and helping clients achieve sustainable and creative
packaging portfolios that also eradicate or minimise single-use plastics where appropriate, as well as re-
engineering packaging both structurally and decoratively to help differentiate in markets that have arrived at
common “me-too” packaging formats. FACER has recently celebrated a number succcesses that have seen clients
significantly increase market share by reconsidering and adopting new packaging formats that better position and
communicate their brand to the consumer. 

We are excited at the opportunity to join the Retail Institute to gain insight into data and research surrounding
sustainability and innovation and the very important future of packaging in the global environment and look forward
to networking with other members.”



We would also like to introduce and welcome Aire Global to our membership. 

Olivia Gaunt, Group Finance Manager says:  Founded in 2015, Aire
Global is the privately owned, independent agency that envisioned
and built the bridge between creative strategic and production
agencies. The inventors, architects and pioneers of adaptive design,
and the innovators in the world of Design to Print and ecommerce
content.

We’re a team of specialist designers, print and production
professionals, tech gurus, and talismanic project leaders; a flexible
fusion formed by leading experts in each field. We offer In-house
design, production and technology services, delivering a seamless
end-to-end approach that guarantees exacting standards of
creativity, craft, quality, and efficiency.

To succeed in the world of FMCG, global brand owners need a fast moving and agile alternative to the
conventional agency model. That’s where we come in — a nimble speed boat in an ocean full of
lumbering tankers.
 
Having seen the work done by the Retail Institute, we saw the great potential that there was for both
ourselves and our clients by gaining expert insights into the industry. This, along with our commitment to
Sustainable business, made joining the Retail Institute a partnership that has the potential to drive out
innovation and real change.

Louise O'Brien Managing Director says:  Greyhound Box
are a trusted and competitive manufacturer and
supplier of corrugated cases specialising in design and
manufacture that help clients of all sizes fulfil their
packaging requirements.   We are creative, innovative
and inspired about what we do and why we do it. Our
ambition is to support and collaborate with our clients
in helping them achieve their goals. We are helped in
this by the values and principles we shape and respect.

We experienced the Retail Institute during lockdown
through presentations in the Small Business Leadership
Programme, this created interest in the role of
packaging and how Greyhound can learn from them.
Sustainability is a key value to our business and we feel
we will learn a great deal and understand how the
environment further fits into our business model.

We would also like to introduce and welcome Greyhound Box to our membership. 

PAGE  19 



Ardagh Glass Packaging (AGP), part of Ardagh Group, will celebrate the United Nations International Year of
Glass throughout 2022, commemorating the essential role of glass packaging in a sustainable society.
The International Commission on Glass (ICG), the Community of Glass Associations (CGA) and ICOM-Glass are
promoting 2022 as the United Nations International Year of Glass (IYOG) to underline the scientific, economic
and cultural importance of glass in all its forms in our everyday lives. 

The year-long celebration will result in a range of events across the world, including fairs and exhibitions,
seminars and social media campaigns, to inform and educate communities everywhere of the rich history that
glass has and its enormous beneficial contributions in areas such as sustainability, health, culture and art to
name a few. AGP are looking forward to supporting some of the events taking place in our own regions in
recognition of this significant milestone for our industry.  These include the National Day of Glass from 5th to
7th April at the Madison in Washington DC and the Glasstec Exhibition from 20th to 23rd September in
Dusseldorf, Germany.

The very first glass bottles and jars were made in Egypt more than 2000 years ago. Today, glass packaging is
made from 100% natural and sustainable raw materials: recycled glass, limestone, soda ash and silica sand. 
Glass is sustainable and infinitely recyclable, making it the perfect material for a circular economy. Additionally,
glass is the only widely-used food packaging granted the U.S. Food and Drug Administration (FDA) status of
‘GRAS,’ or Generally Regarded As Safe – the highest standard. 

AGP has a long and proud history of glassmaking dating back more than 300 years. All of AGP’s glass bottles
and jars contain recycled glass (cullet), and, in Europe, AGP uses up to 90% recycled content in the
manufacturing process.  

Mike Dick, Chief Commercial Officer for Ardagh Group comments: 
 “AGP is a leading supplier of sustainable, infinitely recyclable glass packaging, that plays a key role in the
circular economy. In this IYOG, AGP is focused on product and process innovations, as well as working on
breakthrough projects which will help to achieve our 2030 sustainability targets outlined in Ardagh Group’s
latest Sustainability Report.”

It's time to celebrate the past, present, and future of this iconic material, and reflect on how glass is driving
progress towards the UN Agenda 2030 goals. That’s why the container glass industry invites all brands,
customers, and retailers to join in the celebrations, to promote, enjoy and recycle products in glass as the
packaging of tomorrow, for the health of the public and the planet.

For more information on how you can participate in the International Year of Glass celebrations, please visit
https://iyog2022.org.
 
For more on Ardagh’s sustainability progress and to read our 2021 Sustainability Report, please visit
ardaghgroup.com/sustainability.
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ARDAGH GLASS PACKAGING CELEBRATES THE
INTERNATIONAL YEAR OF GLASS

https://iyog2022.org/
https://www.ardaghgroup.com/pdf/sustainability-report-2021
https://iyog2022.org/
http://www.ardaghgroup.com/sustainability
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Launched just a few weeks ago on 17th January 2022, the purpose of the Alliance is to collectively
drive the Running Industry forward and to improve the Sport and Business of Running, with retail a
key focus area. A number of running retailers have already joined as members, and further details
about the Retailer Action Group will be unveiled soon. 

RIA is the National Trade Organisation for the UK & Ireland Running Industry and brings together the
sectors of the Running Industry into one continual conversation to galvanise, align and elevate the
Running Industry, creating an amplified voice, driving focus and purpose through a thriving
community.

With a not-for-profit membership structure and a not-for-profit members-only B2B conference, RIA
offers membership to all sectors of the running industry to enhance the ability to connect, amplify
the narrative, inform of change and opportunities, and to further develop growth opportunities
within the industry to advance together and aid a future-proof approach with a “stronger together”
attitude. 

RIA will also be a platform for networking through targeted events, encourage collaborative work
within the RIA ecosystem, and provide bite-sized industry news and valuable future insight. 

Co-Leads Rebecca Richardson and Jonathan Midwood are both Running Industry Veterans from
complementary sectors of the Industry, bringing together their pools of combined experience
covering running retail, brands, mass participation, active communities and PR. 

Membership benefits are purpose-built and numerous, and applications are open to brands and
retailers of all sizes, as well as buying groups, distributors, mass participation events and
organisers, communities, official governing bodies, charities, expos and shows, media, and service
suppliers to the Running Industry. Annual membership costs £750+VAT and includes a 3-day pass
access for one person to the members-only “The Gathering Conference” in September, the annual
Running Industry meet up.

Alliance Partners are key sector partners across industries that together form a connective thread
in and out of the Running Industry Alliance for the UK, Ireland and globally. Working together across
the strong foundations and bridges that are built we create a larger united mass and supportive
presence. 

We are pleased to announce that the
Retail Institute and the Running
Industry Alliance are knowledge
exchange partners. 



A number of Foundation Members and Alliance
Partners got behind the Running Industry Alliance
right from the start, including a plethora of major
Running Brands and household names in the
running world. All current members are visible on
the RIA website. 

Furthermore an Alliance Board has been
established to represent a broad cross sector of
the industry and to continue its drive forward,
representing the sector as a whole and ensuring
that key topics are raised and addressed for the
Running Industry. 

Co-Leads Rebecca and Jonathan commented:
“We are very excited to have brought the Running
Industry Alliance to the UK and Ireland, the first
and much needed trade organisation dedicated to
the Running Industry and bringing everyone in the
sector together. The feedback since launching
has been overwhelmingly positive, and we want
to thank everyone who joined us from the start
and supports the vision. 

“We are stronger together, and we are looking
forward to galvanising and aligning the Running
Industry. These are exciting times and we are
looking forward to making a real difference by
working together.” 

For further details about the Running Industry
Alliance, membership and all other info please go
to runningindustryalliance.com  and follow the
LinkedIn company page running-industry-
alliance, or get in touch with Rebecca and
Jonathan directly via email:
info@breatheunity.com
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The Flexographic Industry Association (FIAUK) has announced some initial flexographic industry events for
2022 as it celebrates a landmark 50 years since its inception. 
 
Reflecting on its latest milestone, FIAUK has shared initial details of three of its events in the coming year,
which will celebrate the 50th anniversary of the organisation and provide essential networking opportunities
for its partners and members
 
The newly appointed Chairman of FIAUK, Andy Wilson, said: “2022 is going to be an exciting year for the
association as we celebrate our fantastic milestone of 50 years serving the industry and to give thanks to the
countless individuals that have contributed over the years. To honour this achievement, we will be hosting
some great events throughout the year.”
 
The first event will be held on May 19th as our ever-popular annual golf day returns. Following that will be our
50th anniversary celebration taking place on June 14th, with the annual Gala Awards Dinner on September
22nd. FIAUK will release more details for these events and additional events  in due course.
 
Andy continued: “It is an exciting time to be part of the industry as it continues its pursuit for excellence – a
theme that will be echoed across all our headline events this year. Although we are keeping our cards close
to our chest right now, we will release more details closer to the events, and we are confident this will excite
all those planning to attend!”
 
Founded in 1972, FIAUK has grown in members and partners, with an elected board drawn from all aspects of
the membership. Members and Partners include printers, designers, repro houses, plate makers, machinery
suppliers, ink manufacturers, material suppliers and technology companies. 

For more information on FIAUK or its activities, please visit the newly launched website www.fiauk.co.uk
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FIA UK TO CELEBRATE 50TH ANNIVERSARY YEAR 
WITH A HOST OF EVENTS

http://www.fiauk.co.uk/
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The UK government will introduce the PPT on 1 April 2022. After this time, tax at the rate of £200 per
tonne will have to be paid on any plastic packaging that falls within the tax rules. The tax applies when
the plastic packaging component does not contain a minimum of 30% recycled content. Companies that
manufacture or import more than 10 tonnes of plastic in 12 months will have to register and keep
additional records to calculate and pay the tax. 

Since last year the BPIF has been lobbying the new legislation by actively engaging in discussions with
HMRC and responding to the consultations. The upcoming legislation will increase pressure on business
operations, administrative processes, and impact costs.

The BPIF is working to source best practice solutions and to support the print industry in understanding
and implementing the upcoming legislation, especially how the legislation will impact specific print
industry sectors.

On the run up to the implementation of the tax there will be a PPT webinar series put in place by the BPIF
to provide companies with step-by-step guidance on the legislation and help by answering questions
about real-world applications of the tax. The PPT activity will be shared on the BPIF’s PPT hub webpage.

The BPIF has invited the industry to answer its PPT survey, to find out what individuals know about the
legislation, if they have been communicating with HMRC, and more.

Further information on the new tax, and the steps required for affected businesses, are available at:
www.gov.uk/government/collections/plastic-packaging-tax.

BPIF ADVISES ON PLASTIC PACKAGING TAX 

https://eur02.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.britishprint.com%2Fmembership-services%2Fenvironment%2Fenviroroadmap%2Fplastic-packaging-tax%2F&data=04%7C01%7CJ.Brice%40leedsbeckett.ac.uk%7C2c951cd196aa4688be7608d9f05e0cfb%7Cd79a81124fbe417aa112cd0fb490d85c%7C0%7C0%7C637805109020319156%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=PSExej73W04TxN14SDxVJ2eWsc6gQsAUjFxtL5E%2Fpyk%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.surveymonkey.co.uk%2Fr%2F86P76XL&data=04%7C01%7CJ.Brice%40leedsbeckett.ac.uk%7C2c951cd196aa4688be7608d9f05e0cfb%7Cd79a81124fbe417aa112cd0fb490d85c%7C0%7C0%7C637805109020319156%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=%2BArOBYen5jcRKyJlDEo2iAuF7VmDsauK2RWDEUoLVZE%3D&reserved=0
http://www.gov.uk/government/collections/plastic-packaging-tax.


For the fourth edition of the Benelux Online Print Event - #BOPE22 - VIGC (Flemish Innovation Center for
Graphic Communication) is back in the Flanders Meeting & Convention Center of Antwerp ZOO (Belgium) June
8th for a live event! National and international speakers will highlight the different aspects of Online Print. In
addition to business cases and innovation in technology, much attention is paid to networking opportunities. 

After challenging times, we look at the future of print and especially online print with great optimism. How
can we as an industry benefit from changing customer requirements and digitization? What is the impact of
the covid crisis on the purchasing behavior of our customers? How can technology help us create new
opportunities for the printing industry?

This and much more will be the topics at our easily accessible (car, train, plane), unique and historic venue in
the city centre of Antwerp. Combine this with great food and Belgian drinks and you’re ready to network with
your European peers.

We have, among others, Sven Rusticus, the CEO of Happyprinting (Netherlands), who will talk about
franchising in the online print industry. Miki Rubin, founder and CEO of Imprimu (Panama), presents his
insights on online print in Latin America. Ruben Baestaens, owner from Simba (Belgium), explains everything
about 'design as a service'. And Morten B. Reitoft from inkish.tv (Denmark) gives his vision of online print as
the growth engine of the graphic industry.

Also keynote speaker Bernd Zipper, CEO of Zipcon (Germany), will be on stage during BOPE. Zipper knows
better than anyone else the developments, trends and figures to indicate the online print industry. 

And there is more. On June 9th VIGC will additionally organize a Masterclass 'Digital and e-commerce trends
in print' by keynote speaker Bernd Zipper. This is really a unique moment to learn from Europe’s leading Online
Print expert and will be hosted at the Agfa headquarters in Antwerp (BE).

Event and training are English spoken. 

The event website will soon be online. Meanwhile, if you want more information on the event or your travel
plans please contact VIGC PR & Communication manager Liesbet Van Camp at liesbet.van.camp@vigc.be or
+32 (0)486 240 779
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BENELUX ONLINE PRINT EVENT

mailto:liesbet.van.camp@vigc.be


Agility, deep knowledge of the processes in the packaging value chain from design to recycling, and a
well-established network of collaboration partners. These are just some of the essential qualities that
the companies need to secure in the post-pandemic. Join the Packbridge network if your company or
organisation wants to: 

Exchange good practices on adapting existing business models to the changing market demands
and new regulatory environments
Connect to the biggest packaging community in Northern Europe 
Get insights on the uprising consumer trends and recent regulatory changes in the packaging
world
Extend the reach of your company's insights, knowledge, and solutions by sharing them with the
Packbridge member community.

Packbridge is a cluster in Southern Sweden that gathers companies and stakeholders for collaborative
effort towards a truly connected, smart and sustainable future packaging ecosystem. 
Explore the Packbridge member community at www.packbridge.se
Contact Svetlana Eskebaek, Business Development Manager at Packbridge, via svetlana@packbridge.se
about the opportunities to take part in Packbridge activities and collaboration opportunities. 

PACKBRIDGE - INVITATION TO CONNECT 

http://www.packbridge.se/
mailto:svetlana@packbridge.se
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R E S E A R C H  S N I P P E T S  
A flash of interesting research & industry headlines 

Campaign organisation Which? has recently released a study which found Waitrose and Lidl top of the list of eco-friendly
supermarkets.  The study looked at greenhouse gas emissions as well as plastic waste and food waste.

Which? collected hundreds of pieces of supermarket data, both from their published reports and by asking the companies
directly. This was then analysed to compare the sustainability of the UK’s eleven biggest supermarket chains.  Lidl scored
highly for its low greenhouse gas (GHG) emissions and targets, while Waitrose did consistently well across all the
categories.  

Lidl impressed with its low GHG emissions intensity and also scored well on plastics, with a high proportion of its own-brand
plastic being easily recyclable, although it did less well when it comes to food waste. Waitrose scored well across the board,
with reasonable GHG and food waste scores, and it uses the least plastic compared to the number of items sold.  Asda and
Sainsbury’s tied in a respectable third place, three percentage point behind the leaders.  
 

Which?’s ranking of greenest supermarkets: 
1. Lidl – 74%
1. Waitrose – 74%
3. Asda – 71%
3. Sainsbury’s – 71%
5. Tesco – 69%
6. Morrisons – 68%
7. Aldi – 66%
8. Co-op – 65%
9. Ocado – 63%
10. Marks & Spencer – 48%
11. Iceland – 29%

Iceland finished at the bottom of the rankings, performing worst on
greenhouse gas emissions by some margin.   Iceland have hit back at
Which? with Iceland’s managing director Richard Walker saying the firm
“does not recognise the data used by Which? or accept the low ranking on
sustainability that the magazine has accorded us”.  Iceland believe that the
methodology used in the study was completely flawed.  

A spokesperson for Marks & Spencer also commented  “This research is
one industry benchmark based on certain criteria and our ranking does not
fairly reflect our sustainability ambitions or achievements to date".



While no supermarket excelled in every metric considered, there were
clear front runners in individual categories, suggesting that all
supermarkets have room for improvement.

BEIS Open Consultation - UK Advanced Materials: call for evidence
BEIS have opened a call for evidence into UK Advanced Materials, part of one of the seven
technology families in the UK's innovation strategy. By their nature – at the frontier of scientific
progress – this is an ever-changing area. We therefore do not seek responses that try to define
Advanced Materials.  We welcome answers on a wide range of topics, such as commercialisation,
regulation, skills, research and innovation, promoting exports and dual-use technologies. 

To find out more, click the link. The consultation closes at: 11:45pm on 18th March 2022. Read more

The Global Research and Innovation in Plastics Sustainability (GRIPS) online conference 
15-17th march is free to attend and features sessions on all aspects of plastics, including a
panel session on Reuse and Refill Weds 16th March at 4pm.  See https://ktn-
uk.org/events/global-research-innovation-in-plastics-sustainability/ for more information. 

https://www.gov.uk/government/consultations/uk-advanced-materials-call-for-evidence/uk-advanced-materials-call-for-evidence?utm_campaign=2091227_M%26M%20Newsletter%20February%202022&utm_medium=email&utm_source=dotdigital&dm_i=2VFU,18TLN,73DNBX,4U7M1,1
https://ktn-uk.org/events/global-research-innovation-in-plastics-sustainability/


T H E  R E T A I L  I N S T I T U T E

L E E D S  B E C K E T T  U N I V E R S I T Y

L E E D S  L S 1  3 H E

T E L :  0 1 1 3  8 1 2 3 3 0 9

R E T A I L I N S T I T U T E @ L E E D S B E C K E T T . A C . U K





