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Top Findings 

 

The study has found: 

 The big three confectionery companies, Mars, Nestlé and Cadbury, have 

reduced packaging and eliminated plastic from their medium range Easter 

eggs thereby increasing recyclability and efficiency.  

 However luxury eggs such as Thornton’s, Baileys, Sainsbury’s and Marks & 

Spencer continue to rely heavily on plastic packaging, most of which will 

end up in landfill. 

 Nine of the 11 products give information on which packaging parts can be 

recycled and how, up from six in the previous year.  

Excess packaging continues to be a problem across many products and is a continuing 
cause for concern. Despite cuts made through the Courtauld Commitment, there is still 
not enough use of recyclable alternative materials, which means more than three million 
tonnes of packaging ends up in landfill every year.  As recently as December 2011, 
Local Government Minister Grant Shapps, alongside Recycling Minister Lord Taylor, 
summoned supermarket heads for a summit on waste to try and tackle this problem.  

Easter eggs have typically been among the worst examples of packaging waste, but 
since the first of these annual reports in 2007, packaging efficiency has improved 
significantly.  

A major concern, highlighted in this year’s study, is that recycling information is 
misleading and packaging remains inconsistently recyclable across local 
authorities. This leaves consumers unsure as to what they can and can't recycle, 
making it harder to do the right thing.  Recyclable material can inadvertently go to 
landfill, and non-recyclable material can end up in the recycling bin. 
 
This year significantly more products specified whether their packaging material was 
made from recycled resources and how it could be recycled. Whilst only six out of 10 
products in 2011 provided detailed information on which packaging parts could be 
recycled, this year nine of the 11 contain this information. One egg, Baileys, failed to 
include any recycling or environmental information.  
 
Despite slight variations in terms of packaging efficiency, the overall trend is one 
of complacency. Industry-wide progress is slow and the majority of products have 
made little alterations to their packaging over the past 12 months. One exception is 
Nestlé who have made all their Easter egg packaging 100% widely recyclable. Another 
is Guylian who has introduced a significantly reduced box to replace the one sampled in 
last year’s study; though they still have a long way to go to reduce excessive 
packaging. 
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Five years on from my first report in 2007, today’s Easter egg packaging contains 
more guidance on recycling and environmental information and excess 
packaging has been significantly reduced. Gains continue to be made but more can 
be done.  In the absence of better plastic recycling facilities, switching to cardboard or 
minimal foil packaging should be the solution. 
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2012 League Table 
 

Notes on results above: 
In the ‘highest volume of egg to volume of packaging ratio’ column, the volume of the egg has been used rather than 
the volume of all edible contents because in most cases the other contents could be put inside the egg.  
 
 
 

 
 

Minimal versus excess packaging 

Rank Highest volume of egg to 
volume of packaging ratio 
(2011 rank) 

Recyclability  

1 Montezuma Eco Egg (n/a) Montezuma 

2 Sainsbury’s (1) Green & Black’s  

3 Marks and Spencer (5)  Nestlé  

4 Green & Black’s  (3) Mars 

5 Nestlé (9) Kinnerton  

6 Cadbury  (4) Cadbury 

7 Thorntons (6) Guylian 

8 Mars (7) Thorntons 

9 Kinnerton (n/a) Baileys 

10 Guylian (12) Marks and Spencer 

11 Bailey’s (10) Sainsbury’s 
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Background 
 

Millions of tonnes of packaging waste are generated every year in the UK. Not only 
does packaging cost money for manufacturers to produce, but the environmental costs 
are extensive: its disposal contributes significantly to greenhouse gas emissions. An 
estimated 3.6 million tonnes of grocery packaging enters households which is over two 
thirds of the total grocery packaging waste1. Moreover food and drink packaging 
emissions amount to 8.7 million tonnes of CO2e (6.1 million for household purchases)2.   
Given that 82% of participants in a DEFRA survey thought that packaging waste is 
more of a problem than food waste3 more needs to be done by the industry. 
 
In 2010 the UK disposed of an estimated 10.8 million tonnes of packaging waste, up 
from 10.7 in 2008, of which around 67% was recovered4. This is a significant 
achievement in that only 27% of packaging waste was recovered in 19985.  While this 
illustrates that a considerable amount of progress has been made it is offset by the fact 
that the amount of packaging waste disposed of overall continues to grow. 

In order to minimise the amount of non-recyclable materials in landfill sites, companies 
must take steps to improve their environmental credentials. Companies need to commit 
steps to reduce carbon dioxide emissions associated with the whole life cycle of 
packaging materials: encouraging consumers to recycle with informative logos and 
information; redesigning packaging by incorporating eco-design values; incorporating a 
greater proportion of easily recyclable materials, and recognising they have a duty to 
ensure that packaging optimisation is met.  

UK packaging recycling targets are underpinned by European Commission Directive 
94/62/EC. In the UK this is implemented through the Producer Responsibility 
Obligations (Packaging Waste) Regulations 2007, managed by the Department for the 
Environment, Food and Rural Affairs (DEFRA), and the Packaging (Essential 
Requirements) Regulations 2003, managed by the Department for Business, Innovation 
and Skills (BIS).  

DEFRA’s regulations are founded on producer responsibility, requiring companies with 
large turnovers and handling more than 50 tonnes of packaging a year to make a 
proportional contribution towards the UK’s responsibility to recycle packaging. The 
business recycling obligations for card, paper and plastic in 2011 and 2012 were 
stagnant, with card and paper set to stay at 69.5% and plastic at 32%6. However 
DEFRA has recently concluded a consultation which will see new targets set for 2013 – 
20177.  

The EU and UK targets for packaging recovery and recycling have been exceeded with 
an overall target of 60% beaten by 5.7% and likely to rise further8. From 1998 to 2009, 
recycling targets have diverted 6.6 million tonnes of packaging waste from reaching 

                                                           
1
 http://www.defra.gov.uk/statistics/foodfarm/food/pocketstats/ 

2
 http://www.defra.gov.uk/statistics/foodfarm/food/pocketstats/ 

3
 http://www.defra.gov.uk/statistics/files/defra-stats-food-pocketbook-2010.pdf 

4
 http://www.defra.gov.uk/environment/waste/business/packaging-producer/ 

5
 http://www.defra.gov.uk/environment/waste/business/packaging-producer/ 

6
 http://archive.defra.gov.uk/environment/waste/producer/packaging/index.htm 

7
 http://www.defra.gov.uk/consult/2011/12/16/packaging-regs/ 

8
 http://www.defra.gov.uk/publications/files/acp-report2010-11.pdf 

http://www.defra.gov.uk/environment/waste/business/packaging-producer/
http://www.defra.gov.uk/environment/waste/business/packaging-producer/
http://www.defra.gov.uk/consult/2011/12/16/packaging-regs/
http://www.defra.gov.uk/publications/files/acp-report2010-11.pdf
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landfill sites, and prevented 8.9 million tonnes of CO2 emissions from entering the 
Earth’s atmosphere9. However it is important to avoid falling into complacency.  It 
remains a matter of urgency to continue to reduce the effect excess packaging has on 
the environment. The UK continues to lag behind a number of European countries in 
terms of recycling, sending 48 % of its waste to landfill10. 
 
The overall scope of the Courtauld Commitment scheme is to improve resource 
efficiency and reduce the environmental impact of the grocery retail sector. The second 
phase of the Courtauld Commitment will be measured from January 2010 to December 
2012.  The voluntary agreement’s first phase prevented 1.2million tonnes of food and 
packaging waste between 2005 and 200911. Phase two is targeting a 10% reduction in 
carbon impact of grocery packaging by 201212. There are currently 52 signatories to the 
commitment.  Six of the companies producing Easter eggs surveyed are signatories to 
this commitment. 

The issue of excess packaging and waste is certainly not confined to Easter eggs and 
affects most industries. Likewise, addressing the amount of CO2 being emitted into the 
atmosphere cannot be eliminated by tackling packaging alone. However given that the 
Easter egg season occurs only once a year over a matter of weeks, it is of continuing 
interest to see the decisions companies make year-on-year to reduce packaging and 
increase recyclability. 

 

The use of plastic means packaging can end up in landfill instead of recycling

                                                           
9
 http://archive.defra.gov.uk/environment/waste/producer/packaging/documents/excec-summary-pack-

strategy.pdf 
10

 http://www.letsrecycle.com/news/latest-news/waste-management/uk-moves-above-eu-average-municipal-
recycling-rate 
11

http://www.wrap.org.uk/retail_supply_chain/voluntary_agreements/courtauld_commitment/phase_1/index.ht
ml 
12

http://www.wrap.org.uk/retail_supply_chain/voluntary_agreements/courtauld_commitment/what_are_the_tar
gets.html 

http://www.letsrecycle.com/news/latest-news/waste-management/uk-moves-above-eu-average-municipal-recycling-rate
http://www.letsrecycle.com/news/latest-news/waste-management/uk-moves-above-eu-average-municipal-recycling-rate
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Packaging Reduction Plans and Marketing 
 

Nestlé is the first major confectioner to have an entire Easter egg range packaged with 
100% widely recyclable materials. Plastic has been replaced with cardboard and film is 
now compostable.  Over six years 726 tonnes of plastic have been diverted from 
landfill. 
 
Mars have removed all plastic and acetate from their small, medium, premium and 
luxury eggs, saving over 50 tonnes of plastic since 2009.   Specifically on medium-sized 
eggs, Mars has reduced cardboard weight by 42% from 2009 to 2010. In addition, the 
amount of plastic used was reduced by 35% over the same time period.  

Baileys Easter eggs are produced by a third party manufacturer, Lir Chocolates. Lir 
Chocolates has removed the acetate window and the separate plastic tray and lid that 
held the chocolate, now using only one piece of plastic to hold the actual Easter Egg.  
In doing so they have reduced packaging in this product by 20%. 

Guylian continue to support a drive to be environmentally friendly and to reduce 
packaging.  Significant changes have been made between 2010 and 2011 when the 
switch was made to a more streamlined package. 

Thorntons 2012 Easter Egg season will make significant savings in terms of 
packaging, continuing to build on the successes of previous years, with a reduction of 
9.69 tonnes of packaging. Initiatives include increasing the use of materials that are 
readily recyclable and using materials that contain an amount of recycled material 
coupled with a consistent, clear labelling strategy. 

Marks and Spencer have now achieved their business wide Plan A target of reducing 
their packaging by 25%, one year ahead of plan. In 2012 they will be using around 88 
tonnes of packaging for their Easter range, a further 6% reduction in total when 
compared to last year. This Easter they have included post consumer recycled content 
in 100% of the PET plastic used in the packaging and sourced over 80% of the carton 
board from verified recycled or sustainable sources. 
 
Sainsbury’s have reduced packaging year on year achieving a 57% reduction since 
2008, a leading position which has encouraged other branded eggs to follow suit. 
 
Kinnerton have honoured their pledge to remove the plastic insert completely from 
their high volume ‘Kids Egg’ and reduced the height of the carton for an overall weight 
reduction of packaging from 24.5g to 17g. They have diverted 80% of their waste from 
landfill for reuse or recycling over the past 12 months. 

Green and Blacks have halved the total packaging for their Easter egg range since 
2008 and have removed plastic from the majority of the range. Only one of the eight 
eggs in the range has any plastic.  All Green & Black’s Easter eggs are made from 
board accredited by the Forest Stewardship Council meaning that it has come from a 
sustainable source.  

Divine in addition to significant changes made to their packaging in 2011, Divine has 
introduced on pack recycling information to their 2012 eggs to ensure recycling 
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instructions are as clear as possible for consumers. The reduced primary packaging 
size in 2011 also means they had been able to reduce the amount of secondary 
packaging. 

 
Good Practice 
 
Once again as an example of good practice, Montezuma’s Eco Easter egg is included 
in this year’s study because of its innovative design made of just two parts - a 
biodegradable outer shell and recyclable foil wrapping. The outer shell made from 70% 
post industrial recycled corrugate, is light, compostable, and biodegradable while 
completely protecting the contents inside. Hopefully creative design and product 
innovation of this nature will contribute to a greater number of manufacturers moving 
towards more lightweight, responsibly sourced and recyclable packaging strategies.  
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Direct comparisons 

This year’s study has analysed 11 eggs and draws comparisons amongst the eight 
brands that were also surveyed between 2007 and 2011. This includes major 
manufacturers’ products and supermarkets’ own brands. The dimensions and weights 
of the eggs and their packaging have been measured, packaging material examined 
and environmental information recorded. 

 
Notes on the results above: 

The eggs measured are selected from medium-range products across the market, with an extensive range of smaller 

and larger eggs also available. Direct equivalents were unavailable for some eggs therefore the closest possible 

representation was sampled. 

Easter egg Change in packaging 2011-2012 

Mars 
Mars have once again slightly reduced the total weight of packaging. The 
inner tray continues to be made of card and the egg is wrapped only in foil. 
 

Green & 
Black’s 

Green & Black’s continue to use the resourceful triangular packaging first 
introduced in 2009. Packaging material derives from responsible sources 
through connections with the Organic Soil association and the Forest 
Stewardship Council. 
 

Cadbury 

Cadbury has maintained the relative size of its box. No improvement has 
been made in terms of providing more detailed recycling information for 
consumers on the side of the box. 
 

Sainsbury’s 

Packaging provides a breakdown of recyclable components. No other 
noticeable difference to packaging over the past 12 months. Product 
sampled is incorrectly labelled stating that plastic box is widely recyclable, 
when it should read check local recycling. 
 

Thorntons 

The Thorntons supermarket egg measured in this report is slightly larger 
than the supermarket egg sampled in 2011.  The percentage of packaging 
widely recycled has increased and the amount of packaging for landfill has 
decreased somewhat. 
 

Guylian 

Thanks to a new triangular prism design, the Guylian product sampled has 
greatly improved in terms of packaging efficiency. The weight of the total 
product has decreased, as has the weight of total packaging by 36 per 
cent.  The amount of edible content has remained the same despite 
reduced packaging.  
 

Marks and 
Spencer 

 
Packaging continues to provide a breakdown of recyclable components. No 
other noticeable difference to packaging over the past 12 months. 
 

Nestlé 
Product sampled does not have any plastic, as packaging is made 
completely from carton for both the egg and the other edible contents 
inside.   Detailed recycling information included on side of box. 
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Appendix I: Research Tables 
 

Descriptive & environmental information 

Brand of Easter egg Price of product (£)* 
Description of 
packaging 

Environmental & recycling 
information on packaging 

Mars 3.49 

Card carton, card insert, 
foil-wrapped egg, 3 plastic 
wrapped bags of 
Maltesers.  

Carton fully recyclable, foil 
and plastic ask local 
recycling centre. Detailed 
recycling info 

Green & Black’s 6.24 
Card box, foil-wrapped 
egg. 

No recycling information, 
"please recycle where 
possible", packaging from 
responsible sources. Forest 
Stewardship Council - 
packaging from responsible 
sources. 

Cadbury 3.49 
Card box, card insert tray, 
foil-wrapped egg, 5 plastic 
wrapped mini Flake bars 

No detailed recycling 
information, recycling logo. 

Sainsbury’s 6.00 
Clear plastic box, card 
insert. 

Recycled Polyethylene no 2 
plastic box and carton widely 
recyclable. 

Thorntons 
supermarket egg 

10.00 

Card carton with plastic 
window, plastic inner tray, 
chocolates in plastic box 
with plastic window. 

Carton - recyclable, carton 
window not recyclable, 
plastic inner tray made with 
50% recycled plastic. 1 PET, 
fitment = 50% recycled 
plastic. “ 

Kinnertons 3.00 
Card carton, small plastic 
bag. 

Carton widely recyclable, 
plastic and foil check local 
recycling. 

Bailey’s 10.25 
Card box, plastic inner 
tray, 8 mini sweets 
wrapped in paper. 

No recycling information. 

Guylian 5.99 

Card box and tray, foil-
wrapped egg, plastic 
window.  Additional card 
box with plastic tray. 

Detailed recycling info. 

Marks and Spencer 6.00 
Card base and insert, 
plastic carton. 

Insert and base - recyclable, 
plastic - check local 
recycling. 

Nestlé 1.25 
Card box, card insert tray, 
foil-wrapped egg, card 
box with Smarties 

Carton, tray and tube widely 
recycled.  Foil - check local 
recycling centre. Carton and 
tray made from materials 
sourced from replenished 
forestry.  
 

Montezuma Eco Egg* 0.00 
Biodegradable paper 
outer shell/sleeve and foil 
wrapping 

Outer paper shell recyclable, 
compostable and 
biodegradable.  Made from 
70% post industrialised 
recycled corrugate, 30% 
from ordinary newsprint.  Foil 
can be reused or recycled. 
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Notes on results above 

 Prices indicated are those paid for eggs though not necessarily the RRP of the eggs. Eggs were paid for 
personally by Jo Swinson, except in the case of Montezuma. 

 The recycling logo indicates that a product is recyclable. 

 The Forest Stewardship Council logo indicates that the product has met FSC criteria for meeting the “social, 
economic, ecological, cultural and spiritual needs of present and future generations.” 

 1-PET is a recyclable plastic. 
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Comparison over time 

  2008 2009 2010 2011 2012 2008 2009 2010 2011 2012 

Brand of 
Easter 
egg 

% weight 
of edible 
contents 
to total 
weight 

% weight 
of edible 
contents 
to total 
weight 

% weight 
of edible 
contents 
to total 
weight 

%weight 
of edible 
contents 
to total 
weight 

%weight 
of edible 
contents 
to total 
weight 

% of 
volume 
of egg 
to 
packagi
ng 

% of 
volume 
of egg 
to 
packagi
ng 

% of 
volume 
of egg to 
packagin
g 

% of 
volume 
of egg to 
packagi
ng 

% of 
volume of 
egg to 
packaging 

Mars 73 79 74 85.4 76 16 23 26 28 21 

Green & 
Black’s 

64 83 83 80.8 83 17 41 41 45 42 

Cadbury 77 80 78 83.0 81 13 17 19 39 29 

Sainsbu
ry’s 

82 84 82 82.8 83 58 53 60 54 69 

Marks 
and 
Spencer 

83 97 79 71.2 79 35 100 34 39 58 

Guylian     60 58.9 71     9 9 20 

Nestle  57 80 79 77.8 75 9 23 27 24 29 

Thornto
n’s 

77 85 85 74.8 70 24 45 49 32 15 

Average 74.8 82.3 81 77.7 77.3 29.4 39.8 36 32.8 35.4 

 

 
 

Notes on this table: The Thornton’s value used in 2011 was an average of the shop and Supermarket eggs, this 
year’s value was taken solely from the supermarket egg range. 
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Weight measurements of Easter eggs 

Brand of 
Easter egg 

Weight 
of total 
product 
(g) 

Weight of 
total 
packaging 
(g) 

Weight of 
card 
packagin
g (g) 

Weight of 
plastic 
packaging 
(g) 

Weight 
of foil 
packag
ing (g) 

Weight 
of 
chocola
te egg 
(g) 

Weigh
t of 
other 
conte
nts (g) 

% of 
packaging 
widely 
recycled 

% of 
packaging 
not widely 
recycled 

% of 
packaging 
not 
recycled* 

Mars - 
Maltesers 

214 53 50 1 2 101 60 94 6 0 

Green & 
Black’s 

227 39 38 0 1 189 0 97.5 2.5 0 

Cadbury – 
Flake 

205 36 33 1 2 105 61 92 8 0 

Sainsbury’s 275 47 10 37 0 228 0 21 79 0 

Thornton’s 
supermarke
t egg 

453 136 82 54 0 179 140 60 40 1 

Bailey’s 594 186 86 100 0 308 99 46 54 0 

Guylian 353 104 96 7 1 123 126 92 8 0 

Marks and 
Spencer 

327 69 22 47 0 258 0 32 68 0 

Nestle – 
Smarties 

194 49 47 0 2 106 39 96 4 0 

Kinnerton - 
Hello Kitty 

115 32 30 1 1 66 17 94 6 0 

Montezuma 
Eco Egg  

231 66 64 0 2 165 0 99.7 0.3 0 

Average 290 74 51 23 1 166 49 75 25 0.1 

 

*Figure depends largely on local recycling facilities 
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Dimensions of Easter eggs 

Brand of 
Easter egg 

Height of 
packaging 
(mm) 

Width of 
packaging 
(mm) 

Depth of 
packaging 
(mm) 

Height of 
chocolate 
egg (mm) 

Width of 
chocolate 
egg (mm) 

Circumference 
of chocolate 
egg (mm) 

Mars - 
Maltesers 

195 130 85 140 69 220 

Green & 
Black’s 

222 132 111 185 145 293 

Cadbury - 
Flake 

185 115 85 150 71 220 

Sainsbury’s 190 107 107 170 114 348 

Thornton’s 
supermarket 
egg 

275 179 122 200 165 312 

Bailey’s 317 194 135 240 190 380 

Guylian 252 220 125 183 138 285 

Marks and 
Spencer 

196 125 125 233 179 366 

Nestle - 
Smarties 

160 125 85 150 70 220 

Kinnerton - 
Hello Kitty 

185 112 75 150 114 240 

Montezuma 
Eco Egg 

180 170 130 170 160 280 

Average 214 146 108 179 129 288 
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Volume and relative Measurements of Easter Eggs 

Brand of Easter 
egg 

Volume of 
packaging 
(ml) 

Volume of 
chocolate 
egg (ml) 

% weight of 
edible 
contents to 
total weight 

% of 
volume of 
egg to 
packaging 

Any landfill waste?* 

Mars - Maltesers 2155 450 76 21 No 

Green & Black’s 1626 675 83 41.5 No 

Cadbury - Flake 1720 480 81 29 No 

Sainsbury’s 1087 750 83 69 No 

Thornton’s 
supermarket egg 

6005 1500 70 25 Carton window 
 

Bailey’s 8302 1080 69 13 No 

Guylian 3168 625 71 20 No 

Marks and 
Spencer 

1531 880 79 58 No 

Nestle - Smarties 1700 495 75 29 No 

Kinnerton - Hello 
Kitty 

1554 320  72 21 No 

Montezuma Eco 
Egg 

855 830 71 97 No 

Average 2700 591 76 38.5   

 
 

*Note on this table – due to variations in local recycling facilities recyclable packaging may end up in landfill. 
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Appendix II: Responses from Manufacturers 
 

From: Hugh Lewis 

To: SWINSON, Jo 

Subject: Green & Black's Easter Egg Packaging 

Dear Jo Swinson, 

Excess packaging in Easter eggs 

Apologies for the email rather than the letter, but I am keen to reply as quickly as possible.  

In accordance with Green & Black’s environmental and ethical standards, we are committed 

to reducing the amount of packaging in our products. We know that using paper, board, foil 

and inks contributes to environmental damage so we use recycled paper wrappers for our 

bars, recycled board for our gift and outer boxes, vegetable based inks and FSC materials 

wherever possible.  

In terms of what this commitment means for the Green & Black’s Easter range: 

Since 2008, we have approximately halved the total packaging for the Green & Blacks 

Easter range including the removal of the plastic from the majority of the range.   

Cartons:  All Green & Black’s Easter eggs are made from board accredited by the Forest 

Stewardship Council (www.fsc.org), meaning that it has come from a sustainable source. 

We endeavour to reduce the amount of board in our products while retaining an easily-

recognisable, and premium, look and feel. 

Plastic in our Easter eggs: Of the eight eggs in the Green & Black’s range, only one has any 

plastic (which is due to the incorporation of two existing gift products – in the recent past 

we have reduced the amount of plastic in these gifts with a more efficient design). We avoid 

the use of large plastic display windows and fitments which are common elsewhere in the 

premium Easter egg category. 

Inks: wherever possible we ensure that water based inks are used to print our packaging. 

Foils: Due to food safety standards, virgin foil material is currently used for the wrapping of 

our Easter eggs. This is fully recyclable. 

I hope that this explains the efforts we are making to minimise the environmental impact of 

our Easter range. Our adoption of the UK government’s responsibility deal on packaging 

(the second phase of the Courtauld Commitment) supports our internal programme of 

reducing the environmental impact of packaging throughout our supply chain.    

Our ongoing developments in the packaging of our products will ensure that the changes we 

make do not compromise food safety or quality and continue to provide consumers with gift 

worthy seasonal products.  

Please do get in touch if you have any further questions or require clarification. 

  

Yours Sincerely, 

http://www.fsc.org/
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Hugh Lewis 

  

Hugh Lewis  

ABM, Innovation 

GREEN & BLACK'S I  

GIFTING & SEASONAL I HOT BEVERAGES I ICE CREAM  

www.greenandblacks.com 

  

  

http://www.greenandblacks.com/
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Mars Chocolate UK 
 

DUNDEE ROAD 
SLOUGH 

BERKSHIRE, SL1 4LG 

T+44 1753 550055 

 

 

Jo Swinson MP 
House of Commons 
London 
SW1A 0AA 
 

16th February 2012 
 
Dear Ms Swinson, 
 
Thank you for your letter regarding Easter egg packaging.   
 
Mars remains committed to reducing the amount of packaging used across all its products around the 
world.  In the UK, Mars have been actively involved in the successive Courtauld agreements, and are 
currently working closely with the Waste & Resources Action Programme (WRAP) on developing these 
for Courtauld III.   
 
Mars Chocolate has made significant progress on reducing packaging and waste.  Since 2007 we have 
reduced our packaging across all our brands by 10% - we also send no waste to landfill and have 
reduced the amounts of factory waste by 19% over the same time period.  We are proud of the progress 
that has been made over recent years, but remain focused on the challenge for ourselves and industry 
to continue to find innovative ways of reducing packaging.  
 
As you will be aware we have focused much of our packaging reduction efforts on our seasonal 
confectionery. Over the last five years we have made some notable changes to the packaging of our 
Easter range.  All plastic and acetate has been removed from our Small, Medium, Luxury and Premium 
Eggs, saving over 50 tonnes of plastic since 2009.  We have reduced our card packaging on Large and 
Luxury Egg formats by approximately 40%, saving around 100 tonnes of card since 2009. We have also 
reduced down the number of delivery lorries on the road by 1/3 through enhanced palletisation.   
 
Specifically on medium-sized eggs, Mars exceeded the Seasonal Confectionary Working Group (SCWG) 
self imposed target of 25% reduction in cardboard weight, attaining a 42% reduction from 2009 to 2010. 
In addition, the amount of plastic used was reduced by 35% over the same time period.  
 
We have also focused on ensuring that household waste is minimised, making consumers aware of the 
reductions in packaging with ‘No Plastic’ flashes on-pack, and encouraging consumers to recycle their 
Easter packaging after use with clear and simple recycling instructions.   
 
We have also made significant reductions in Christmas and gifting packaging.  Examples include the 
introduction of the first lightweight tubs for Celebrations, resulting in a saving of 720 tonnes of 
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packaging per year, and the removal of plastic lids on our tubes that have made these packs 100% 
recyclable. 
 
Reducing packaging and the improving the recyclability of our products are important parts of our wider 
sustainability goals.  Mars are committed to finding solutions that allow us to deliver quality products 
while preserving resources, reducing the greenhouse gases created when making and transporting the 
packaging and limiting the amount that ultimately ends up in landfill. 
 
We aim to reduce, recycle and rethink our packaging.  Our short-term, global targets are to:  
 Reduce packaging weights by 10 percent by 2015, from a 2007 baseline, regardless of business 

growth  
 Design our packaging to be 100-percent recyclable or recoverable by 2015, where infrastructure 

exists 
 Increase the level of recycled content in our packaging by 10 percent by 2015, where possible given 

regulatory and food safety requirements  
 Explore the use of alternative materials or change the pack itself in a manner consistent with food 

safety and on-pack informational needs 
 
We are pleased with the progress we have made in reducing packaging in the UK, and will endeavour to 
keep you updated on our progress as we move forwards. 
 
I do hope that the information provided is of use in composing the Annual Report.  In the meantime, 
thank you for giving us the opportunity to contribute to your report, and do not hesitate to contact me 
should you have any further queries.  
 
Yours sincerely,  
 
 
 
Lee Andrews 
Corporate Affairs Director, Mars Chocolate UK 
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Dear Ms Swinson 

Excess Packaging in Easter Eggs - 2012 

I would like to thank you for your letter dated 6th February 2012 and for the opportunity to share the 

work we have been carrying out in relation to our Easter Egg Packaging. 

We continue to launch in excess of 450 products every year so while our overall commitment is to 

reduce packaging weight across the business, our emphasis is focussed primarily on the high volume 

seasonal lines such as Easter Eggs. Due to the number of packs sold every year a small reduction in 

packaging weight makes a substantial difference. As with other manufacturers our challenge is to 

reduce the amount of packaging used whilst ensuring the overall pack is fit for purpose and our 

products reach the Consumer in the best possible condition. It is also important to be aware of and 

minimise the risk of waste throughout the supply chain as a result of poorly constructed or packaged 

materials. 

In our letter to you last year we did make a commitment to remove the plastic insert completely from 

our high volume ‘Kids Egg’. I’m delighted to say we did achieve this and along with reducing the height 

of the carton we have seen an overall weight reduction of packaging from 24.5g to 17g . 

This has resulted in a reduction in percentage of packaging weight versus total product weight from 37% 

in 2009 to 24% in 2012.  

Kinnerton Kids Egg 

 Plastic insert completely removed in 2012  and carton reduced in size. 

Where appropriate this methodology has been applied to a number of high volume lines that make up 

our seasonal business. 

The choice of packaging materials used across all of our products is based on a number of factors 

including product type, proximity to naked chocolate and the fragility of the contents. We select the 

most appropriate materials which include recycled and virgin board and recycled plastic. Where 

appropriate we have replaced plastic inserts with cardboard but all of our materials can be recycled and 

this is clearly indicated on the packaging. 

 

 

Factory waste initiative 
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This is based around reducing the amount of waste packaging that is sent to landfill.  

We work closely with our waste management contractor and have diverted 80% of our waste from 

landfill for reuse or recycling over the past 12 months. 

I hope this demonstrates our commitment to overall packaging and waste reduction within the 

confectionery market. If you would like any further information, please do not hesitate to contact me. 

 

Yours sincerely 
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Marks &Spencer  
 

1st March 2012 
Jo Swinson MP 
(jo.swinson.mp@parliament.uk) 
Dear Ms Swinson, 
 

EXCESS PACKAGING IN EASTER EGGS 
 
I would like to thank you for the opportunity to update you on the work we 
are doing to reduce and optimise our packaging, with specific reference to our 
range of Easter confectionery. 
 
Packaging reduction has been a key area of focus across our business and I am 
pleased to advise that we have now achieved our business wide Plan A target 
of reducing our packaging by 25%, one year ahead of plan.  
 
With Easter approaching, and in answer to your request, we are able to 
confirm that in 2012 we will be using around 88 tonnes of packaging for our 
Easter range, a further 6% reduction in total when compared to last year. We 
try to maintain an optimum amount of packaging use ensuring a balance 
between a minimisation of food waste through breakage and overall pack 
weight, ensuring that the products get to the customer in the best condition 
for their full enjoyment. 
 
Further to packaging and food waste reduction, we are committed to 
providing an end market for recycled materials by specifying their inclusion 
in our packaging. This Easter we have included a post consumer recycled 
content in 100% of the PET plastic used in the packaging and we have 
sourced over 80% of the cartonboard from verified recycled or sustainable 
sources eg FSC. 
 
We have maintained high levels of recyclability for our packaging and we aim 
to continue to make it easy for our customers to recycle by continuing to 
include consumer recycling information directly on the packaging, based on 
the WRAP On Pack Recycling Logo system (administered by OPRL ltd). 
Overall, 91% of all Marks & Spencer food packaging is recyclable. 
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It is important to ensure that food packaging is collected and recycled in the 

UK, which is why we are continuing to invest in Strategic Local Authority 

Recycling Projects. We are pleased that our first scheme in Somerset 

continues to make good progress, with the additional packaging material 

being collected in 2011 exceeding 11,000 tonnes (5000 tonnes in 2010) - 

materials that would have previously gone to landfill or incineration. 

 

I hope this provides the information that you require for completion of your 

research.  If you have any further queries, please do not hesitate to contact 

me. 

Yours sincerely 
 

 

PAUL WILLGOSS 
HEAD OF TECHNOLOGY – FOOD DIVISION 
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28 March 2012 

 

Dear Ms Swinson, 

Please find attached Thorntons Easter 2012 headlines – I trust they will be of interest, please feel free to 

contact me directly if you have any queries. 

Thorntons Packaging Headlines 

Easter 2012 

Following a successful 2011 season the Thorntons Packaging Development team expected to make 

modest savings during the 2012 season. However, I am pleased to report significant savings have been 

made, continuing to build on the successes of previous years, minimising the environmental impact of 

our Easter products with a reduction of 9.69 tonnes of packaging. 

During the 2012 Season we have concentrated on three key areas.  

1. Packaging Reduction – Down gauging and substitution. 
2. Packaging Recycling – Increasing the use of materials that are readily recyclable and using 

materials which contain an amount of recycled material coupled to a consistent, clear labelling 
strategy. 

3. Investment in equipment and processes – To deliver more efficient pack formats. 
 

Background 

In 2010 a major review was undertaken of our low and mid priced products – During the 2011 season 

we continued this work optimising our higher volume lines to the point where with our current 

equipment profile we were unable to take out further material without impacting on  performance and 

scrap, negating any benefits. 

For the 2012 season we have reviewed our large format adult egg range by re-engineering the 

packaging formats, reducing material thicknesses and removing components where possible. 

Basis for Comparison 

By comparing 2012 volumes and packaging weights with 2011 packaging weights we are able to show 

our packaging optimisation focus is delivering a year-on-year, like-for-like saving of 9.69 tonnes. 
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Highlights 

Commercial adult egg ranges: we removed side windows from the eggs reducing the amount of plastic 

used and introduced generic formats across the range, we also removed trims and tags resulting in a 

reduction equivalent to 2 tonnes of packaging. 

Retail adult egg range: through removal of carton board and the introduction of generic profiles, the 

resulting savings equivalent to 4 tonnes of packaging. 

Premium statement eggs: we reduced the carton profile and removed tags and trims to deliver a saving 

equivalent to 2.69 tonnes. 

We also had numerous smaller improvement which equated to an additional tonne of savings. 

Packaging Sources 

All major components used are sourced from recyclable materials and where possible contain a level of 

post consumer waste 

Recycling 

Thorntons are dedicated to using recyclable materials wherever possible and providing a clear and 

consistent recycling message across all our packaging formats to aid consumer choice. We also 

reference the recycle now website www.recyclenow.com to further help consumers with their 

recycling. 

Future Plans 

Work on the Easter 2013 season has already started, a number of new formats and developments are 

being investigated and we are confident we will be able to show further savings for the coming Season. 

Once again we look forward to reading your report. If you have any questions please do not hesitate to 

contact me. 

Yours Sincerely 

 

Robin Paul Parry-Jones  

Packaging Development Manager 

Thorntons plc 

http://www.recyclenow.com/
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