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o —EFEHEBEAN, HEBRXA o FITNEREIERYA/NE
HBISUER, ARAFIHRRE e Mr. Watermelon is undressing
e Half unwrapped watermelon that from unnessary packaging!

shows its beautiful natural skin,
symbolisingour vision
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INSTAGRAM

@REMARKETHK

o EAE HAHuLEME

o EREHKITE
o Present living

» HEREMXHEERE XK

e An official site for information delivery
e A connect point with other green pages
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ABOUT US
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Re-Market is a part of Climate Advocacy Training for Youth (CATY)

2022 by CarbonCare InnoLab (CCIL). We are concerned about the Re any

overpackaging issue in supermarkets.
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ﬁﬁﬂﬂ"ﬂs%%ﬁif Our approach:

A S o B EE ] A7 HE o 1.Create a supermarket in-house plastic packaging database
I'EIJ@E i WE‘B:E*J'W@’&%H}%EE 2.Contextualise current sustainability initiatives and carbon
Sz == — A L S —— = . .
2. 555 2R AIE L REERN R ARG 5 reduction case studies

4t A2 2R /\EmoAs Ik 2N 4 A4E 3.Combine field analysis, public surveys, interviews and
3. e m%m\ Z-\/TITK:H =L DEE**” EHT‘" > WhH EI:E research to synthesise a proposal for supermarkets to

B8R DSk R LB a1 aEpy R minimize plastic packaging of fresh vegetables and fruits
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B ERE-MARKET?
WHAT IS RE-MARKET?

e Re-Market ﬁ%ﬁ’g’ri EEEMEZIR
T EREENER, TiiaRER
s IS MRV 535 K e AR R EL &
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e Re-Market represents the urge for supermarkets to
rethink the current issue of fresh fruit and vegetable
packaging, and set a clear blueprint for emission
reduction in line with the market demand for increased
environmental awareness
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AP BFIEEEITEE?
WHY DO WE ADVOCATE?

o HRR(E2020FFABE T ERZEEYIHY21.4%,
BEEE RBEIREE203510 868 :FM:REZS
ESXR/VERBER=NEE, KEoEBEHtR
BE4M5 PR R ER [E

e EhEY EmREBYS EnmEIEEEE(EA

o REXINATuAsE T NEFTEFRRNIBEEE

Plastics account for 21.4% of Hong Kong's municipal solid waste in
2020, but Waste Blueprint for Hong Kong 2035 did not specify the
retail industry’s goal of reducing plastic use, nor do most
supermarkets announce emission reduction plans.

Supermarkets play an important role in shaping citizens' shopping
habits

Largest number of respondents agree that fresh products in
supermarkets are overpackaged




4

AR FIEEE T ?
WHY DO WE CHOOSE
SUPERMARKETS?

o RIEARESET, HAHEEEIS00E T, AR
EEERE T
o EHEAT REBYIN—(EEEEEY)IG
s B EmMRBYE BN HEEEEEIER
e E2022F B AR EMERNZEHEEES
sHMEMIBAEZEHEEZEN16%

p{EEE]|
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According to various statistics, there are roughly 800 supermarkets
locally, which can be regarded as "ubiquitous"

Supermarkets are believed to be a popular site for local residents
to do shopping

Supermarkets play an important role in shaping citizens' shopping
habits

Supermarket sales account for 16% of the total value of retail sales
locally in the first five months of 2022

RE-MARKET
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A B FIEER R ?
WHY DO WE CHOOSE FRESH
PRODUCE?

o
=l

R ERMNENEEHMI D

o EmHEEmREIANMERRN SN EFEHEERE
e M AZEREOEHEMRMRR

o EMHEAN DEEEKNERSR

o IEHITFTR, ENEENRRHUEER
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Fresh fruits and vegetables form an essential part of our diet

e A huge gap exists in how fresh produce is displayed at
supermarkets and wet markets

e They are mostly unwrapped in wet markets; opposite in
supermarkets

e On-site packing has become more common based on observation
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REVIEW AND UPDATE
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e SHEEMESEAURELRNARETE, WRRMFIER

o THARIE MR EBENTMIBMR

o Z[UTFIETHHNRAE, EEHE, GRIRGRER, R
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e Follow-up Green Peace and Greeners Action's research on the topic in
2013 and 2019

e |nvestigate if supermarkets have fulfilled their promises and monitor
their progress

e Acknowledge the latest situation of fresh produce packaging amid the
COVID 19 pandemic

e Conduct market research, PORI survey, meeting green groups and
setting up social media to make proposals for the government and
supermarkets
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Progress of advocacy project
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(BRI R ‘
KEY POINTS OF OUR ADVOCACY PROGRESS

LAGHER: #8, #HEMNESEREEE
2. Eﬁiunﬁﬁr TR, LEBRMIRHERA S
30 E&r_ $I§ = » T/TE &_Lli

1.General public: Educate, promote and develop habits
2.Supermarkets: Understand, compare and find solutions
3.HK Government: report, propose and legislate
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1. ERIRIRREEZENCIE
1.REPLY FROM THE ENVIRONMENTA
PROTECTION DEPARTMENT

o RBEEBEHEREEYEMEHE
o —hx Bl E VAR R & H

o [£20226F5 8 AL B R BEE
]

e Breakdowns of other plastics waste disposed of at
landfills into supermarket packaging or packaging in

general are not available. ‘
e Announced Practical Guide on Packaging Reduction

and Management for Supermarkets and Grocery
Stores Sector in 5/2022



https://www.epd.gov.hk/epd/tc_chi/top.html

IN COLLABORATION WITH PORI

2. B RRAETLMND
2.PRESS CONFERENCE ON SURVEY
RESULTS 8 JULY 2022

RTEMMEHRRBERELS
TT48Re-Marketi{E5% F =8

va =l = Mol SR

Announce the results of the survey
Introduce the advocacy project of Re-Market
Share with the media the actions taken until
the day of press conference
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1.{FRSETNESK
2R 53 BT R RAEIBE
fi%?
1.How much of the
fresh fruits and
vegetables in
supermarkets do you
think are over-
packaged?

&= RE
SURVEY QUESTIONS

3.fREZXIFNREETD
2fpRaTHEEsEs a4 s aREe, LTS
N RERKEESRA iR ( TEERER) )& IENEER S REGESE
tRAXEE? BREEER? ST B EAR?
2.Who of the following do you 3.How much do you support 4.Do the following thoughts
think bear the greatest or oppose supermarkets reduce your desire to buy
responsibility for the over- offering customers a choice unpackaged fruits and
packaging of fresh fruits and to buy fresh fruits and vegetables compared to
vegetables in supermarkets? vegetables without any packaged ones?
packaging (unpackaged
fruits and vegetables)?

5.{Ra8#sit8 h A H R Em
RENBRNEEaKEH
BZER? (MNERYH.
ERE. [OWEERSESF)

5.How important do you think
it is for supermarkets to
disclose information about
plastic packaging of their
products or in-store
packaging? (e.g., material
used, amount used, recycling
or disposal methods, etc.)



ﬁ Re-Market

AFTER RECEIVING NEARLY 4000 REPLIES

HR B An ok A
KEY INSIGHTS OF THE SURVEY

1. 449 =330z v srBENEABINRERGREEES
5, REVERDTH BRI MBS B R R QR

2 3 40/ BB=H2 —WTHERTHE LFIBEABBREESE, H
. 0 i, mHrER2SBE Q0% BABLRANBIINHE.

3 o/ E60%Z i RE T SR m O RARE, R
. 58% 7510%

4. FJEER B Z IR

R B anmEuRERENNEEDE ARGl (70%) & A8
REZRH (57%), HEFRAD RS TAIgBAEEL (49%) K TAIRERBEm
121 (56%) o

5. 57% 7% IS E R A RO N E K EE

The highest number of respondents (44%) think that most fresh
produce in supermarkets are being over-packaged, eachoing with
our team's observations

Over one-third of respondents consider all stakeholders in society
bears the same responsibility, with another 20% pointing out
supermarkets is the independent stakeholder with highest
accountability

Nearly 60% of respondents showed support towards provision of
non-packaged fresh produce in supermarkets, with only 10% of
disagreement.

The factors that affects customers' desire to buy non-packaged
goods are "may be damaged easily" (70%) and "may spoil more
easily due to moisture" (57%). Other thoughts include "may be less
hygienic" (49%) and "may not have product labels on them" (56%)

57% of respondents consider supermarkets' disclosure on
packaging information is "somewhat important" and "very
important”
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3.FNEHHRE
3.ABOUT SUPERMARKET AUDIT

. JEHR: RSH25AESA1E ‘

o M= 30

o HEMHRE: HHEEEIE

o EBHEE: FEE, BfE, KBS, FUSION, TASTE, DON
DON DONKI, UB&Select, , UNY £558IE, 1R
FEEY), REBmmiE, Market Place by Jasons, city'super,
Bless, ==

e Research period: from 25 May till now

e Number of supermarkets: 25

e Supermarket location: Including Kowloon Bay, Whampoa, Tsing Vi,
Mong Kok, Tai Kok Tsui, Shum Shui Po, Sai Ying Pun, Kowloon Tong,
Yuen Long, Tai Koo, Tsuen Wan, To Kwa Wan, etc.

e Supermarket brands: Wellcome, PARKNSHOP, AEON, FUSION, TASTE,
DON DON DONKI, U Select, YATA, UNY, HKTVMall, DCH Food Mart,
Market Place by Jasons, city'super, Bless, ==



https://www.marketplacebyjasons.com/
https://www.marketplacebyjasons.com/

IV ENEENER
DEFINITION OF UNNECESSARY PACKAGING

1. 8E5% R
Ay E13E

2. TSR E
HEmMEE

2. Packaging on
products that can be
sold loose

1. Packaging on fresh
produce that has a
hard protective shell

3. ZERE 4. S B
3. Excessive 4. Decorative
packaging including packaging

multiple layers

Reference: Plastic Free Seas



Supermarket brands

ﬁ Re-Market

Packaging rate 2022

99.00% (from 100%)

AR ™ vara
SUPERMARKET AUDIT '

‘ Donki 87.00%
.IOE'/[é E/\] %1’5 Citysuper 87.00%
10 YEARS AFTER
Aeon 76.24%
>70% 680/0 U Select 70.66%
In 2013 4%SE1TEN In 2022 Re-Market BHEE
(Greeners Action) (Re-Market Supermarket Audit) A.S Watson group 65.16% (from >70%)

/N

57.95% (from >70%)

38% 62% =K%

RIS TEREE

In-house packaging Producer's packaging

53.00%
HKTV Mall 46.32%
‘ Bless 29.84%
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4.REACHED OUT TO SUPERMARKETS
FMBBEE:

1 REVEMREEZBERIEN
2. 7 B RIRRITEI AR R AR R b 51 &)

3. BT E=R
Our Targets:
1.Collect in-house plastic packaging data
2.Understand the current sustainability initiatives
and carbon reduction plans
3.Propose solutions



https://communityleap.org/
https://www.greeners-action.org/load.php?link_id=230960

st o i Gt E R kAR RITHS
aF Reached out by email Reached out by phone Latest reply/action
Supermarket brands
(3 July, 11 July, 2 August) (19 July) (by 2 August)
A.S. Watson Retail (HK) Ltd Y Y Will refer to appropriate team
DFI Y Y Will refer to appropriate team
YATA Enquiry form and email Y Left a voice message
citvsuper v y Marketing team did not answer to the call
ysup after referral, left a voice message
DCH Foods Y Y Will reply to our email if interested
U Select Y Y No one answering the call or email
Donki Y Y No one answering the call or email
AEON Y Y Rejected interview request
HKTV mall Y Y No one answering the call or email
UNY Enquiry form Y Left a voice message




5% RIRXEFE
5.MEET-UP WITH GREEN GROUPS

E#H1tE Community Leap (Green Community)
Take Out Plastic
4% 58178 Greeners Action

HRNE
Discussion Content

B8 R TR A5 B
HIBRE RN T
e R A

Introduction of current activities
Learn from green groups' past experiences
Explore potential partnership opportunities



https://communityleap.org/
https://www.greeners-action.org/load.php?link_id=230960
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ZREREE
MEET-UP WITH GREEN GROUPS

=X pan ®
COMMUNITY LEAP

s THBEZMNEIHEAEERISSTE], WEH
IR RV E R

o EMIERITHHES

o HEERKEEFHMMNMWMESHVERRESIE, X
AESREERER/ELETETEE

o MIIRIXRIEHFIER

Understand more about Community Leap's Reduce
Wate Project and exchange the information collected
e Learn from their advocacy project

e We |look forward to working with the Reduce Waste
Ambassadors they gathered

Creat content together on social media



https://communityleap.org/

ﬂ Re-Market

ZRIRFAERE
MEET-UP WITH GREEN GROUPS

TAKE OUT
PLASTIC (TOP)

o THEELRNTOPREEITHY
5, BREREAANEEREEETER
HYE#

o EMIERITEINEE

o HEINIIXHITE BT EES

T AT
=] =

B8]

e Collect more information on their current
project of Matrix of information on
sustainable packaging

e Learn from their advocacy project

e Creat content together on social media
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ZREREE
MEET-UP WITH GREEN GROUPS

#kB1TH) ®
GREENERS ACTION

e THREZEAN Greeners ActionIRTEEITHRIE
5, BIEEREAISEEEEELEEGNEN

o EMERITENFEE

e MSFE1087F], HEMRREEREMEBATEMR
SHERH

o HEMMARKEIEZIHBEHEERAE

)

IH

Collect more information on their current project of
Matrix of information on sustainable packaging

Learn from their advocacy project

Publish co-sign statement with other green groups by
October

Creat content together on social media
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6.ON-SITE INVESTIGATION
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BREFE T RYIRR1TH)
SUPERMARKET SUSTAINABILITY INITIATIVES

DON DON DONKI

o HINEPI AN AR IE Y
PREEEH

e Plastic packaging
information
available online
and in-store
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AR IR RT )
CURRENT SUPERMARKET SUSTAINABILITY INITIATIVES

A.S. WATSONS

o 1T NigeaiEE™ 58] (B
ABRER SRS EM)
o AETERTRRIMERRR

e |Launched "Greener Market"
Scheme (Yet some products
are still packaged)

e Urge customers to say no to
plastic bags using posters



Re-Market

EMEZX 31/7: AQUA GREEN
ON-SITE INVESTIGATION 31/7: AQUA GREEN

o BE[OINEHE]

e |n-store plastic containers
recycling scheme
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EMZER 37 SBER
ON-SITE INVESTIGATION 31/7;: LIVELYLIFE

o HEMHHRRRE
o BInBAEHIR

e Promote "naked

ourchase" fresh

oroduce

e Reuse transportation
utentsils
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EMMZER 31/7: HESE
ON-SITE INVESTIGATION 31/7: PRESENT LIVING

o HEMHHERARSE
o REFTEFIRRAYELERIR
BH

e Promote "naked
purchase" fresh
produce

e Reuse packaging wrap
for fruits
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EiZ3%X 31/7. BLESS
ON-SITE INVESTIGATION 31/7: BLESS

e BEWESTE

e Plastic container charging
scheme



113X 1% 5% SOCIAL MEDIA (BY 5 AUG)

7.INSTAGRAM

74 5 16

Followers Posts Stories
archive
Total post Accounts Number of
shares reached in likes in the
the past 30 previous post

days
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"POST TOGETHER" 3/8: H'¥2{E PRESENT LIVING

o MIEESIENHLIIEES
J:j:ﬁiﬁﬁ?ﬁﬁl:ﬂ)w%ﬁﬁffi
=]

e Collaborated with
store owner to
promote the
importance of
purchasing packaging
free products
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"REPOST ON STORIES" 4/8 BY TAKE OUT PLASTIC
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Our next steps



- Cooperation &
Initiative Public Engagement

Monitoring

o BhEEZERE (NLAR) o HI=HARE BEFGE e« RERENE (FE)
VAV=E=
e Aroadmap for plastic packaging e Following-up projects, and meetings with e Keep monitoring the targeted
free will be proposed to those the 3 mentioned environmentally supermarkets in the coming year
leading supermarkets CONSCious organisations
(End of Sep) e Keep sharing database with
e Community Leap: Promote the idea of other green organisations

the Producer Responsibility Scheme
e Quarterly evaluation and

e Take Out Plastic: Various social media adjustment
campaigns such as "Name and Shame"

e Greeners Action: Co-sign statement to
the government
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HFPIEERE N —
OUR SUGGESTIONS AND NEXT STEP OVERVIEW

Urge supermarkets to Suggest supermarkets

e AN 2 gy —
(EsREKEH L F disclose plastic Eﬁﬁh‘ﬁ'ﬂ@g to launch a trial
B s i TREE, L1 b
IEIEI‘ =] :_ r
EE‘HEEE:E_. ) jﬂz*iE request, and suggest H:I"mi\ ﬁ%ﬂﬂ% propose a blueprint for
S H:'IEST{:I:EETJ'EU best practice among @%H’g% reducing plastic

(Best Practice) the industry packaging fresh
produce

Request supermarket RiBTEIRT
to follow the Practical BRE R Urge the government

=E =

Guide on Packaging y[\)yy2:LY=VN 10l tostep up promotion E:a?&ﬁ&bﬂ%ﬁ?ﬂ:ﬁ

Reduction And SH s T s of purchasing non- S5, EEHE
packaged products in @ﬁﬁ%ﬂ'ﬂfl%

Management - e ea| _ 84 .
Supermarkets and EEEJ%*E%I ﬁll the Communlty

Grocery Stores Sector ﬂi%&ﬁﬁ‘é’ﬁ
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4
SUPERMARKET: ROADMAP SUGGESTION
524 HEBENOEHERR, BH ERsBasR

Aligned with France Targeting packaging of 30 types of fruits & vegetables, gradually phasing out unnecessary packaging

WRIFRRAVIESS 7RI E B RRERNRE / EABRRNEERYN

Reducing packaging based on the fragility of fruits and vegetables / Adopting more environmentally friendly packaging materials

BiR: R2026FAAFLRIEFHEREE, BEXEHEHERAKREESETER

Target: Eliminate all unnecessary packaging in 2026 and request supermarket suppliers to deliver non-packaged products

Disclose Replace packaging of Replace packaging of Replace packaging of
- packaging -Cherry tomatoes -Endives - Raberries
information -Green beans -Asparagus - Strawberries

- €.g. amounts, -Peaches -Mushrooms - Delicate berries

-Salads & Herbs

materials, etc.
o o
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“a BTV ER

SUGGESTIONS TO THE GOVERNMENT

o ERJIAEBMERN2022F5B MR MEERBEEEER
H5| - BB AEEE, BETEEHIRIENEGEE

o BHIBKREHAREROUENERMEIUNE, ThTRFEE

s THEMREREE, EHRTHREREENIRIENEE, LUHET
s E EERHmRAIX

e Request supermarkets to follow the newly announced (5/2022)
Practical Guide on Packaging Reduction And Management -
Supermarkets and Grocery Stores Sector to reduce
environmental impacts of packaging

e Mandatory disclosure of packaging materials data, and monitor
their progress on a yearly basis

e Promote "non-packaged products purchasing" in the
community by enhancing citizens' understanding towards
packaging's environmental harm
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IN THE PAST 4 MONTHS

HREE, BRBRIEREE

Challenge, Solve and Learn
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&Y, RERMIEHES

CHALLENGE, SOLVE AND LEARN

i
NO RESPONSES

o AMERMEMEkIEABZANETRE

o fE RS AKEE

e AXERNEARIFER/RMBENE—
BRI EERRIFER. BERNRAFRE

e Although we have reached out to viaouls locla o ¥ g
supermarket groups, the response rate is % *EX’Z?E}:ﬂEIA“‘H“‘g
disappointing.

e it hinder our understanding towards this key e Explore and expand

stakeholder, on their cardon resuction vision, personal network
policies, and roadmap

/|["r
i

-
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&Y, RERMIEHES

=g SELY=S @
RESEARCH AND DATA

o WEEUFERMEEXIRAEEE EIERRIEUE

o EIMIREXZERAEEEEAERN
= BRI 5T MR ER

e Alack of plastic packaging data from both the
government and civic groups

== (((
e No concrete results showling a positive relation IZ' Ey J 2R
between the plastic wrapping and health

e Further expand the scope
and coverage of the research
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HkEx, MERMIEFES

CHALLENGE, SOLVE AND LEARN

131 B4
LATE INVITATION

o RERIMEIFNEMEEHNRRNEIE
o XA LA INZER T F

e No forward planning on collaboration with other
NGOs
e Late invitations reduce the success rate

o IEFIRE M IEAY

e Plan ahead and improve the
pitching strategy
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