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Project Background

+ The goal was to identify key knowledge, attitudes and 
beliefs about food and beverage carton recycling among 
the American public

+ Research was designed to guide continued activity and 
outreach regarding carton recycling

+ The survey included questions from our 2015, 2017 and 
2020 surveys to highlight potential trends in awareness, 
attitudes and recycling behaviors.

+ Questions were fielded in October 2015, December 2017, 
October 2020 and August 2022

2022 Methodology

+ A 10-15-minute online survey

+ 7,676 interviews were conducted 
with those who reported access to 
curbside recycling programs in their 
area 

+ Recruitment was conducted for 
those in the 38 states with 30% or 
greater access to food and 
beverage carton recycling as 
reported and monitored by 
Resource Recycling Systems



A lack of recycling symbols result in a strong feeling that the 
package is not recyclable. 
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Yes, definitely Yes, probably Probably not Definitely not

While shopping, if you noticed that a product’s package did not have a 
symbol or language indicating it is recyclable, would you assume that 

package was NOT recyclable?
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Product packaging and city websites remain top sources for 
recycling information
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Product's packaging City website Friends and family Product's company
website

Social Media The news (TV, radio,
print, etc.)

Advert ising Consumer advocacy
group

Influencers Inquiring with a s tore or
sales person

From the following list of choices, which TWO would you turn to first to learn about the recyclability of a package?
(% rating each within the top 2) 

2015 2017 2020 2022

*Not asked 
prior to 
2022
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Knowing that recycled food and beverage
cartons are used to make paper products,

such as toilet paper and paper towels
makes me more likely to recycle them

Knowing what products are created from
the materials I recycle inspires me to

recycle more

When I place cartons in my recycling bin, I
know that they get recycled and are turned

into new products

The circumstances of 2020 have made me 
feel it’s more important now to recycle than 

before

Knowing a brand’s packaging is recyclable 
increases my likelihood to purchase that 

product over another, comparable product

Agree completely Agree somewhat Neutral Disagree somewhat Disagree completely

Using the scale below, how much do you agree or disagree with each of the following statements?

Packaging and 2020 circumstances saw biggest increases 
from 2020 to current year

2020 2022

77% 62%
Total 
Agree %

2020 2022

70% 65%

2020 2022

63% 58%

2020 2022

58% 68%

2020 2022

57% 74%
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Would you say personally, that your loyalty to food and beverage products is impacted by that brand’s engagement with 
environmental causes?

2015 2017 2020 2022

Most respondents indicate a relationship between 
environmental responsibility and brand loyalty and it is 
increasing from previous years

Total yes (2022): 60% (increase of 4 percentage points)
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Recycling is important and people should try
to make it a priority

Recycling is somewhat important and people
should do whatthey can to try and recycle

Recycling is somewhat important, but i t is
hard to consistently recycle

Recycling is not important/ I don't care if
anyone recycles

From the following list of statements, which statement comes closest to describing your views on 
recycling?

2015 2017 2020 2022

Consumers report a steady increase in recycling 
importance from first fielding to current (2022).



Environmentally responsible behavior for brands continues to 
be expected by consumers (nearly unchanged from previous 
years)
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Do you expect food and beverage brands to actively help increase recycling of the packages they use for their 
products?

2015 2017 2020 2022

Total yes (2022): 92%



Recycling information on product packaging continues to be an 
important factor in increasing likelihood of carton recycling
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Easy to identify recycling information on product packaging so you know if an item is recyclable or not

Rewards or incentives given to you personally to recycle or recycle more

Examples of what new products cartons become after being recycled

Larger curbside or other recycling container(s) since yours may sometimes be too small to hold all of your recycling

More accessible information about how to recycle

More reminders sent to you to recycle

Seeing your neighbors recycling

Children (or others in home such as a spouse or roommate) who recycle or ask you to recycle

Other

There isn't any information that would make me more likely to recycle cartons

Is there any information that might increase the likelihood that you would recycle cartons?
(2022 data - asked among those that recycle their cartons)



Demographic sampling is consistent with previous 
years

• There is a margin of error of <2%, which means we can say with 95% confidence that the 
real population value is within 2 percentage points above or below each data point we have 
in the report. The differences are small, but we can say with confidence that they reflect 
actual differences in the population.

What this really means: small differences in percentage are significant.
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For questions about the research, please contact:

Colby Vogt
Colby.vogt@hkstrategies.com


