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At Tetra Pak, our approach to 
sustainability derives from our 
brand promise: PROTECTS 
WHAT’S GOOD™. This 
represents our commitment to 
protecting food, protecting 
people – both our employees 
and the communities where we 
operate – protecting the future 
of our planet, and our 
customers’ futures as well as 
our own.
In 2016, Tetra Pak in the U.S. and 
Canada reached an important 
milestone around carton recycling, 
continued its education efforts about 
the importance of renewable 
resources, and made great strides in 
introducing new packaging with a 
higher percentage of renewable 
content. While these efforts are 
ongoing, we are pleased to share the 
results of our work over the past year. 

POST-CONSUMER 
RECYCLING

Carton recycling reaches 
significant milestone in the 
U.S.  
Today, a significant majority of U.S. 
households have access to carton 
recycling, up from just 20 percent in 
2008. How that came about is an 
interesting story of a unique industry 
collaboration in pursuit of a better, 
more sustainable world. 

Back in 2008, the U.S. Federal Trade 
Commission did not consider cartons 
to be a recyclable material and did not 
allow brands to communicate their 
recyclability with the recycling logo. 
With recyclability concerns growing in 
importance for consumers and brand 

owners alike, in 2009, the Carton 
Council – led by Tetra Pak and other 
carton manufacturers – began 
implementing a strategy to increase 
carton recycling in the U.S. 

Involving the entire carton recycling 
value chain, the efforts included: 
ensuring sustainable and viable 
recyclers; building the sorting 
infrastructure; collaborating with 
collection companies and 
municipalities to add cartons to their 
recycling programs; and educating 
residents about carton recycling. The 
Council began its work. 

By 2010, household access to carton 
recycling surpassed 30 percent, and, 
for the first time, cartons could carry a 
recycling logo, although qualified, in 
the U.S. market. As 2017 began, carton 
recycling reached a major milestone 
when more than half – 60 percent – of 
consumer households could recycle 
cartons. 

This jump in household access to 
recycling meant that carton recycling 
was considered mainstream and 
packages could carry an unqualified 

recycling logo, according to the U.S. 
Federal Trade Commission’s Green 
Guidelines. This achievement not only 
put cartons on a more equal footing 
with other packaging formats, but it 
also allowed us to expand our 
traditional and social media 
educational campaigns from a local/
regional to a national focus. 

While carton recycling access has 
increased by 341 percent, there is still 
much to be done. As a founding 
member of the Carton Council, we 
remain committed to the mission of 
growing carton recycling by continuing 
to expand access where it is not 
currently available, and to increasing 
consumer participation.

As 2017 began, carton 
recycling reached a major 
milestone – 60 percent  
of U.S. consumer households 
could recycle cartons.
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70%
of those surveyed 
claimed they felt 
happier when making 
eco-minded choices

CONSUMER EDUCATION

Tetra Pak engages consumers 
in a conversation about 
renewable living
While Tetra Pak has taken steps to 
increase the renewability of our 
packages and decrease the carbon 
footprint of our products and 
operations, consumer education 
remains an important piece of the 
puzzle. For the past several years, we 
have engaged the consumer packaged 
goods industry in a dialogue about 
resource scarcity and how the use of 
renewable materials from responsibly 
managed sources is part of the 
solution. 

In 2016, we expanded our attention to 
consumers across North America, 
aiming to increase understanding 
about resource scarcity issues, 
renewable resources and how to live 
responsibly. 

Renewable Living campaign
In 2016, Tetra Pak globally published 
the results of the first Renewable Living 
Social Experiment, which uncovered 
how renewable lifestyle choices 
influence levels of happiness. 

The study found that adopting a few 
simple, renewable lifestyle habits that 
help protect the earth’s natural 
resources can help people go from 
feeling glum to good, with 70 percent 
of those surveyed claiming they felt 
happier when making eco-minded 
choices.

On the heels of this announcement, 
Tetra Pak invited consumers in the U.S. 
and Canada to find joy in protecting 
the planet’s resources with the 
#RenewableLiving campaign. The 
campaign encouraged participants to 
adopt simple, renewable habits every 
day and provided ideas of habits that 
would help preserve our natural 
resources. 

Tetra Pak kicked off 
the campaign with 
the ‘Habits of 
Happiness’ Quiz to 
help participants 
assess where they 
stand in the 
happiness scale, 
both before and 
after adopting the 
renewable living 
habits. The 
campaign garnered 
283 million 
impressions.

Earth 
Overshoot Day
In 2016, Tetra Pak continued its 
collaboration with the Global Footprint 
Network to promote Earth Overshoot 
Day, the day each year that humanity 
symbolically “used up” nature’s 
budgeted resources for the entire year. 
Humanity’s demand on the planet’s 
natural resources moved Earth 
Overshoot Day from early October in 
2000 to August 8 in 2016. 

Tetra Pak collaborated with the Global 
Footprint Network to educate 
consumers about the issues 
surrounding resource scarcity, and how 
the use of renewable resources from 
responsibly managed sources is part of 
the solution. A strong internal 
communications initiative helped our 
own employees understand how they 
also could participate in Earth 
Overshoot Day and support the effort.

Groundwork: celebrating 
those who Protect What’s 
Good
All over the world, new ideas are 
changing mankind’s relationship with 
food and the planet. From the Svalbard 

Global Seed Vault to the “ugly food 
movement” to renewable living, ideas 
big and small are making an impact to 
help reduce food waste, ensure food 
security and preserve our planet’s 
natural resources. Tetra Pak’s 
Groundwork celebrates stories about 
the people and innovative ideas 
bettering how we produce, consume 
and think about food, all while caring 
for the planet in the process.

The idea behind Groundwork is that by 
sharing small but extraordinary stories, 
people will be inspired to consider how 
their ideas and habits around food – 
however small – matter to the big 
picture. In short, when ideas change, 
actions change.

Groundwork publishes fresh stories 
each month on topics such as 
innovative thinking around the 
problems of food scarcity and security, 
new ways of cultivating and distributing 
nutritious food in the urban landscape 
and more. In keeping with the 
communal, grassroots mandate of the 
site, readers are encouraged not just to 
share, but to submit story ideas and 
tips to the editors for review and 
coverage.
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https://assets.tetrapak.com/static/us/documents/renewableliving-white-paper.pdf
https://assets.tetrapak.com/static/us/documents/renewableliving-white-paper.pdf
http://habitsofhappiness.co/
http://habitsofhappiness.co/
http://www.groundworkpresents.com/the-underground-seed-vault-thats-saving-our-plants/
http://www.groundworkpresents.com/the-underground-seed-vault-thats-saving-our-plants/
http://www.groundworkpresents.com/beautiful-thing-about-eating-ugly/
http://www.groundworkpresents.com/beautiful-thing-about-eating-ugly/
http://www.groundworkpresents.com/future-finite-world/
http://www.groundworkpresents.com
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RESPONSIBLE SOURCING

Increasing the amount of 
renewable content in Tetra 
Pak carton packages
While the average carton package 
contains 75 percent material made 
from renewable content, Tetra Pak is 
aiming higher. Our long-term global 
ambition is an aseptic package made 
from 100 percent renewable materials 
from responsibly managed sources, 
without compromising safety, quality or 
functionality. 

By using renewable materials, defined 
as natural resources that can be 
replenished over time, such as wood 
fiber from trees or bio-based plastic 
from sugar cane, we are confident we 
can meet this ambitious goal – and 
mitigate resource scarcity and climate 
change in the process. 

In 2016, two new Tetra Pak cartons 
featuring bio-based plastics from a 
responsible source were launched in 
the U.S. and Canada. 

Tetra Top® with bio-based 
plastic
The launch of the Tetra Top with 
bio-based plastic with JUST water 
represented the debut of the new 
generation of carton bottle made with 
more than 80 percent plant-based, 
renewable materials. 

The new generation of carton bottle 
got an extra boost from a cap and top 
made from high-density polyethylene 
(HDPE) derived from sugar cane. 
Combined with the Forest Stewardship 
Council® (FSC®)-certified paperboard 

used in the main sleeve of the carton, 
the bio-based cap and top pushed the 
carton’s renewable content up from 53 
percent to 82 percent, with no impact 
on its recyclability.

The addition of bio-based plastics to 
the Tetra Top bottle significantly 
reduces the product’s carbon footprint, 
while maintaining the package’s sleek 
design and functionality.

Bio-based DreamCap™
Tetra Pak also introduced the Tetra 
Prisma® Aseptic 500 Edge with the 
bio-based DreamCap to the North 
American market with Flow Water. 

The bio-based DreamCap is made of 
high-density polyethylene (HDPE) 
derived from sugar cane. It increases 
the renewable content of the package 
and reduces the overall carbon 
footprint without compromising on the 
functionality or recyclability of the 
package.
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