ACTION C.3

ASSESSMENT REPORT OF THE
SOCIOECONOMIC IMPACTS

EXECUTIVE SUMMARY
The aim of this action was to raise the awareness of the public (from the general one to the industrial one)
towards an improved knowledge of the impact of new technologies like the LIGHT-PET one on the
environment and, generally speaking, on our lives.
Different actions were implemented including post-card distribution, roll-up exhibition, questionnaire sent
to the public and general dissemination of the project.
ANALYSIS OF THE AUDIENCE
The project partners created an online questionnaire, with the goal of benchmarking the behaviour of normal
consumers and their approach to the bottles they buy and they use every day.
The idea was to understand better which are the main reasons behind the actions of the consumer, if they
are aware of the environmental impact of their purchases and if they would be ready to change their habits
to improve their green footprint.
The analysis of the results will help to develop a more user-friendly campaign to promote the new bottle
produced with the LIGHT-PET technology.
METHODOLOGY
In order to realize this analysis, a public questionnaire was published on the web.

PARTICIPANTS
The invitation to participate was sent to the whole mailing list of Proplast (3000 contacts), and through the
contacts with association it was spread to another 1000 contacts. The answers were more than 100.
FEEDBACKS
We asked to the participants how much important is the packaging in their purchases.

The awareness of the importance of packaging in the purchase of a product is very high (more than 50% of
the sample gives a lot of importance to the packaging when buying a product). It is very important that the
awareness of the value of the packaging is widely shared by consumers, because they are the ones who have
the opportunity to get involved, learn and make clear and transparent choices.
Today, advertising campaigns make extensive use of the terms "green", "sustainable," "eco-friendly", "low
environmental impact", etc. and the consumer considers this as a positive trend. According to our interview,
about a third of participants consider this way of marketing neutral or even negative. The other two third
consider the advertising promoting a green approach as positive and useful, to be informed about
environmental issues.
To be informed is a key point for the modern consumer, who investigates what he buys, wants to express his
opinion and to influence the choices of producing companies.

For more than 80% of consumers, a heavier PET bottle is not synonymous of higher quality; at the same time
if they are lighter, it does not mean that they are more fragile (at least for 66% of participants to the survey).
In recent years, the weight of the bottles has been significantly reduced and the innovative technologies that
are being developed (including the one invented in the project LIGHT-PET), are designed to contribute to
lightening the packaging.

There is a trend in the PET sector, going towards more and more massive use of recycled material. The
normative has been recently changed so there is now more interest then before. Recycled PET has two main
advantages:
- Raw material saving: petrochemicals consume reduction
- Energy saving: to recycle one kg of PET, we use 84% less energy and we produce 71% less greenhouse
gases
PET can be recycled and transformed into a variety of new products: new bottles, fibers, packaging and
automotive components.
Today, the supply chain for the recycling of PET works well and this is the reason why the majority of the
participants to our survey declare that they differentiate the garbage at home.

When asked if they would be prepared to buy a lighter bottle with the same characteristics of the “old” ones,
the 94% of consumers were ready to do it.

In the survey, we asked why, to understand which are the most important point to be considered for a
consumer. As a wordle cloud can show, there are some topics emerging: material saving, environment
protection, saving in general. Nevertheless, at the same time, the end user wants his needs and expectations
satisfied, otherwise he will not be prepared to change his habits.
This is an important challenge for the industrial world, because products should meet the market.

GENERAL AWARENESS CAMPAIGN
Different actions were implemented including post-card distribution, roll-up exhibition, questionnaire sent
to the public and general dissemination of the project results. All these actions were performed to raise the
interest of the major economic actors influencing the plastics sector, the large-scale retailers and also the
public bodies personnel.

