	Number 
	Design
	Purchase/consumption
	Post consumption
	Tags

	
	 Design functions 
	Results (design)
	Life-cycle phase
	Results 
	Main study focus
	Specific focus
	

	1
	
	
	
	
	Post-consumption treatment
	Return because of family relationships
	Food, Post-consumption, Reuse

	2
	
	
	Consumption decision
	Predicting social tipping points
	
	
	Beverage, Consumption, Reuse 

	3
	 Convenience  
	Eco-design of packaging cannot be considered only in terms of the materials employed. The contribution of the consumer behavior is also a determinant criterion in the design of food packaging  
	
	
	
	
	Food, Packaging design, Recycling

	4
	
	
	
	
	
	
	Food, Reduce, Reuse

	5
	
	
	
	
	Post-consumption treatment
	Consumer access to recycling facilities
	Beverage, Food, Post-consumption, Recycling

	6
	
	
	
	
	Potential future DRS
	Consumer attitudes
	Beverage, Deposit-refund system, Post-consumption, Recycling

	7
	
	
	food packaging/consumption
	The food packaging problem is a food system problem, not a packaging problem. It is necessary to develop food systems in which social and economic well-being are prioritized over increased economic growth
	
	
	Consumption, Food, Recycling, Reduce

	8
	Convenience, innovative product packaging using recycled materials and prizing 
	Consider inconvenience, innovative product packaging with recycled materials and prizing needs to be considered  
	Food packaging/consumption
	Shortening consumers distance to market that offers sustainable products can have positive impact on enhancing sustainable consumption intentions. Consumers are willing to be inconvenienced. Retailers must advertise product availability to raise awareness among consumers
	
	
	Consumption, Food, Packaging design, Purchase, Recycling

	9
	
	
	
	
	General waste collection and potential DRS
	Consumer attitudes
	Beverage, Food, Post-consumption, Recycling

	10
	Consumer behavior technics  
	Consumers have difficulties with recycling when there are mixed materials in the product 
	
	
	
	
	Food, Packaging design 

	11
	
	
	
	
	
	
	Beverage, Food, Reuse

	12
	emotions or impression of naturalness
	Consumers intention to buy food products is positively affected by the perceived responsible nature of the package in which the product is presented
	intention of buying/purchase
	Marketing communication influence consumers intention of buying the product
	
	
	Compostable, Food, Packaging design, Purchase, Recycling 

	13
	consumer perception
	Recycled materials are preferred compared to virgin plastics
	willingness to pay
	Consumers are willing to pay premium price for water bottles made of bio-based and bio-based biodegradable and compostable alternatives to plastics. Information provision seems to help consumers discriminating across different plastic types although it is not effective in increasing willingness to pay.
	
	
	Beverage, Bottle, Compostable, Packaging design, Purchase, Recycling

	14
	
	
	
	
	DRS
	Make consumers do returns
	Beverage, Bottle, Post-consumption, Reuse

	15
	Disposable dinnerware
	Consumers prefer products being recyclable and containing no plastics. both eco-friendly attributes are equally accepted
	
	
	
	
	Compostable, Food, Packaging design, Recycling 

	16
	 Multiple aspects of packaging/Material  
	Willingness is primary driven by aspects of the packaging (material and type of packaging) rather than aspects of the product inside (nature of the product and state of the contents). Ease of cleaning is important.
	Multiple stages, purchase/consumption
	Consumers are more willing to recycle than to reuse packaging. Consumers are more willing to engage with systems that they are already familiar with
	Environmental impact
	Different reuse systems and consumer attitudes
	Consumption, Food, Packaging design, Post-consumption, Purchase, Recycling, Reuse

	17
	
	
	Early stages of live cycle, consumption
	Consumer patterns of reduce, reuse and recycle
	
	
	Consumption, Food, Recycling, Reduce, Reuse

	18
	Multiple aspects of packaging. Flavor of edible food, attributes (recycling material, protective function, ecological aspects, shape of the package, graphic design, transparent package 
	Most important attributes were recycling material, protective function and ecological aspects. Least important were shape of the packaging, graphic design and transparent packaging 
	
	
	
	
	Edible, Food, Packaging design, Recycling

	19
	
	
	
	
	Voluntary recycling
	Consumer attitudes
	Beverage, Bottle, Post-consumption, recycling

	20
	
	
	Not specified, Purchase/consumption
	In motivating change of consumer patterns, it is important to target which state the consumer is in. Incorporate consumer perspectives in policy plans to reduce single- use cups
	
	
	Beverage, Consumption, Cups, Purchase, Reduce, Reuse

	21
	Willingness to pay for packages/materials 
	Consumers value packaging materials and their recyclability differently. Consumers are willing to pay more for plastic recyclable packaging, than other materials. 
	
	
	
	
	Beverage, packaging design, recycling

	22
	
	
	
	
	
	
	Beverage, Bottle, Food, Recycling

	23
	
	
	
	
	Voluntary recycling
	Consumer attitudes
	Beverage, Bottle, Post-consumption, Recycling

	24
	
	
	
	
	
	
	Beverage, Food, Recycling

	25
	
	
	Purchase
	Dynamic norms are affective to facilitate sustainable behavior
	
	
	Beverage, Purchase, Reuse

	26
	
	
	Not specified, Purchase/consumption
	Significant differences between women and men for the thought about the impact of plastic at purchase, for separating residues to recycle, for the reduction in plastic bags usage, as well as for the perception of the negative impact of plastics on the environment
	Post-consumption treatment
	Consumers Sorting used packaging
	Consumption, Food, Post-consumption, Purchase, Recycling, Reduce

	27
	
	
	
	
	
	
	Beverage, Bottle, Compostable, Recycling, Reduce, Reuse

	28
	
	
	
	
	Post-consumption treatment
	Consumers´ washing of used packaging
	Food, Post-consumption, Recycling

	29
	
	
	
	
	DRS
	Consumer attitudes
	Beverage, Post-consumption, Recycling, Reuse

	30
	
	
	
	
	Environmental impact
	Of five reuse models and consumer behavior
	Beverage, Bottle, Consumption, Food, Post-consumption, Reuse

	31
	
	
	
	
	DRS
	Estimates of consumer inconvenience
	Beverage, Post-consumption, Recycling 

	32
	
	
	
	
	Post-consumption treatment
	Consumers´ sorting of used packaging, focus on packaging attributes
	Food, Post-consumption, Recycling 

	33
	Multiple design characteristics 
	Packaging should be designed to help the consumer 
	
	
	Post-consumption treatment
	Consumers´ sorting of used packaging, focus on packaging attributes
	Food, Packaging design, Post-consumption, Recycling

	34
	
	
	
	
	
	
	Food, Packaging design, Recycling

	35
	
	
	Post consumption stage/purchase/consumption
	UK countries should collaborate on appropriate and attractive interventions in addressing post-consumer single-use plastic containers
	Future DRS
	Consumer attitudes
	Beverage, Consumption, Deposit-refund system, Post-consumption, Purchase, Recycling

	36
	Packaging material, affective feelings and cognitive reasoning 
	Consumer behavior is less sustainable since consumers value packaging on feelings than using cognitive reasoning based on scientific facts 
	Early stages/purchase/consumption 
	Consumers buying behavior is in most cases less environmentally sustainable than intended
	
	
	Food, Packaging design, Purchase, Recycling, Reduce, Reuse

	37
	
	
	Purchase stage
	Consumers are willing to pay a significant premium for uni-material beverage container (UBC)
	
	
	Beverage, Purchase, Recycling

	38
	
	
	
	
	DRS
	Environmental and economic impact of consumers´ actions
	Beverage, Deposit, Post-consumption, Reuse

	39
	
	
	
	
	DRS
	Estimates consumers´ inconvenience
	Beverage, Deposit, Post-consumption, Recycling, Reuse

	40
	
	
	
	
	DRS
	Estimates consumers´ inconvenience
	Beverage, Bottle, Post-consumption, Recycling, Reuse

	41
	
	
	
	
	
	
	Food, Recycling, Reuse

	42
	
	
	
	
	Potential future DRS
	Consumer attitudes
	Beverage, Deposit-refund system, Post-consumption, Recycling

	43
	
	
	
	
	Environmental impact
	Of six systems including DRS and consumer actions
	Beverage, Post-consumption, Recycling, Reuse

	44
	
	
	Purchase/consumption
	Implications for consumption. Mandatory beverage container deposit legislation appears to have a negative effect on sales of beer in the US. Fear of higher prices. The results are however not all negative since a reduction in beer consumption will be positive as the country fights drug use.
	
	
	Beverage, consumption, Purchase

	45
	
	
	
	
	
	
	Beverage, Food, Recycling, Reduce, Reuse

	46
	functions and physical attributes
	Consumers base their perception of food packaging on its functional (purposive, recyclable and informative) and physical attributes (attractive, high quality and hygienic)
	Purchase stage
	Information and visual attributes of packaging are important to gain consumers attention in-store
	
	
	Food, Purchase, Recycling

	47
	Environmental evaluation, Effort required, Cleanliness 
	Consumers think recycling is important, and want to do right, but struggle to do right 
	
	
	Post-consumption treatment
	Sorting, packaging attributes
	Beverage, Food, Packaging design, Post-consumption, Recycling

	48
	
	
	
	
	DRS
	Economic analysis
	Beverage, Bottle, Post-consumption, Recycling 

	49
	
	
	Early and recycling stage/consumption
	Arrange auto reverse vending machines to improve convenience for the consumer to return the containers. Also more concerns should be given to reduce consumption of bottled beverages.
	Post-consumption treatment
	Consumers´ storing and return of used packaging
	Beverage, Bottle, Consumption, Post-consumption, Recycling



