Recycled Cartonboard
In European Markets

Demand, attitudes and trends: Insights from the 2025 survey
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Methodology

The online survey was commissioned by the European
cartonboard producers MM Board & Paper, RDM Group, and
WEIG Group, and was conducted between 9 and 21 December
2025. Overall, 6149 respondents were surveyed, spread evenly
across six countries.

Data quality checks were used from the outset of the survey,
including automated QA tools to flag low-quality and bot
responses, as well as manual checks of the dataset.

Geolocation was also used, to ensure all participants were
based in the correct country.
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https://mm.group/board-paper/
https://mm.group/board-paper/
https://rdmgroup.com/
https://weig.de/de/
https://weig.de/de/
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Who does sustainability matter to most?

3 30/ of people aged under 44 rate
(0] sustainability as very important

2 80 / of people aged over 44 rate
(o) sustainability as very important

Young people feel more strongly

77% of under-44s say sustainability is
important. Strength of feeling also matters:
33% of under-44s rate it as very important,
compared with 28% of over-44s.

It matters to high earners too

80% of people earning over €5000 a
month said it was important and 38%
said it was very important. i i
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What topics come to mind when consumers think of sustainability?
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70% 55% 47% 43%

Climate & environment Packaging & recycling Food & agriculture Energy & mobility



PaCkag i ng is a sales d river. Are your purchasing decisions affected

by the sustainability of packaging,
either strongly or somewhat strongly?

43 % pay regular attention to packaging and 48 % do
so sometimes - meaning 91 % notice packaging Yes

overall. 660/0

Crucially, 66 % say their purchasing decisions are
influenced by packaging sustainability (very strongly
or somewhat strongly). Whether consumers buy your
products or not can come down to this. It’s vital to get
it right.
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Brand choice...

45 % of people have
deliberately chosen a brand because of its
packaging.
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...and brand rejection.
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High earners will pay
more for sustainably
packaged products.

https://www.pwc.com/gx/en/news-room/press-
releases/2024/pwc-2024-voice-of-consumer-survey.html
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Vital parts of packaging:

58%
56%
Recycling and sustainability are
important to over half of European 52%
consumers. Taking price out - they
are the most important factor, far 45%

above design or appearance.

18%
Sustainability and recyclability
outrank design and brand image. 6%
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Consumers
like labelling

A certified logo scored 7.3 in terms of
trustworthiness.

70 % would prefer a product which has a
logo to one which didn’t, and 81 % say it
would increase overall trust.

Logos increase trust, preference, and
perceived responsibility.
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69% go for recycled over virgin cartonboard when offered the same packaging.

Preferred exterior packaging materials:
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44 % 21 % 10 % 8 % 2%

Recycled cartonboard Glass Virgin cartonboard Plastic Metal



Recycled cardboard as
reputation multiplier:

A third (33 %) say that a brand using recycled cartonboard would
be much more responsible than one using virgin cartonboard and
47 % say it would appear somewhat more.

That means four out of five consumers believe that brands using
recycled cartonboard appear more responsible.

Visible signs of recycled cartonboard use would help brands show
their environmental credentials and be seen as responsible by
80 % of the population.
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Gender
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Earnings
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Countries

The results show the consumer’s openness and positive
attitude towards sustainability and recycled packaging. It is
also encouraging to note that this is a cross-European trend.

It was rare to find a ten percent difference between nations.
The UK and Poland were mildly more inelastic than other
nations when it came to packaging concerns but in general
the same trends spread across the countries.
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~ Switching to recycled cartonboard carries
reputational-upside with m|n|mal down5|de |

Consumers are already open to the |dea and
choose the product where ava|lable i

Clarity - through a logo - may heleUrtheF;, e

Cartonboard is a silent brand ambassador. 5
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