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Caros leitores

O Simpésio Brasileiro de Design Sustentavel (SBDS) e o International
Symposium on Sustainable Design (ISSD) sao realizados conjuntamente a
cada dois anos. A primeira edigdo ocorreu em 2007 na cidade de Curitiba. As
demais, nas cidades de S&o Paulo e Recife, respectivamente. Em 2013,
coube a Porto Alegre no Rio Grande do Sul, sediar esse evento cientifico que
ja é considerado uma referéncia para os estudos sobre o design e a
sustentabilidade na América do Sul. Para sua realizagao, estabeleceu-se uma
parceria entre os Programas de Pds-Graduagdo em Design da Universidade
Federal do Rio Grande do Sul (UFRGS), do Centro Universitario Ritter dos
Reis (UNIRITTER) e da Universidade do Vale do Rio dos Sinos (UNISINOS).

A insustentavel leveza do ter é o titulo desta edigédo, que teve como foco as
questdes ligadas ao consumo, desde o importante papel do design para a
competitividade das organizagdes nos desafios da globalizagdo dos mercados
até o igualmente relevante papel do design para a produgado e a critica da
cultura material nas sociedades contemporaneas. Nesse sentido, a presente
edicdo prestou uma atencdo especial a contribuicdo do design para a
sustentabilidade econdmico-social das organizagdes — empresas, ONG’s e
instituicbes, sem claramente desconsiderar a dimensdo ambiental, pilar
fundamental do tripé da sustentabilidade. Dessa forma, foi possivel valorizar o
grande trabalho dos pesquisadores brasileiros e da América do Sul que
procuram situar o design como uma alavanca para a inovagao na sociedade.

Nesse ambito, quatro subtemas foram propostos para este evento:

e Cultura de design para a sustentabilidade - explorando as
contribuicdes tedrico-metodologicas do design para o desenvolvimento
sustentavel

e Design e cultura para sustentabilidade — abordando os desafios que o
desenvolvimento sustentavel aporta para o design;

e Design e consumo sustentavel — focando nas propostas de designers
para um consumo mais sustentavel;

e Sustentabilidade e consumo de design — propondo uma reflexdo com
relagdo ao consumo de objetos de design diante dos desafios da
sustentabilidade.

Destacamos que o Simpésio foi pensado com a intengao fomentar o didlogo
sobre o design sustentavel entre seus participantes. Para tanto, os trabalhos
apresentados foram distribuidos em sessdes tematicas que transcorreram a
tarde. Na manha do dia seguinte, foram realizadas sessdes plenarias para o
compartilhamento e debate das ideias explanadas. Como resultado,
identificaram-se novas perspectivas e oportunidades de investigagao no
campo do Design Sustentavel, além da criagcdo de novos vinculos entre os
participantes. Os trabalhos aqui publicados, todos apresentados durante o
evento, compdem um mosaico extenso e valioso do conteudo debatido e das
discussbes procedentes.

Para encerrar, gostariamos de fazer um agradecimento especialmente a
Maria Beatriz Galan (Faculdade de Arquitetura, Design e Urbanismo da
Universidade de Buenos Aires -FADU-UBA) e a Rita Almendra (Faculdade de
Arquitetura da Universidade Técnica de Lisboa - FA-UTL) que nos brindaram
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com uma palestra de abertura e outra de encerramento respectivamente. A
energia e entusiasmo emanado por elas engrandeceram o evento.
Gostariamos também de agradecer a todos os participantes do Simpésio,
cujo engajamento foi fundamental para o sucesso alcangado. Por fim, cabe
um agradecimento a CAPES pelo apoio fornecido ao evento para sua
realizacao.

Julio Carlos de Souza van der Linden
Universidade Federal do Rio Grande do Sul

André Luis Marques da Silveira Carlo Franzato

Universitario Ritter dos Reis Universidade do Vale do Rio dos
Sinos



Comité Executivo

André Luis Marques da Silveira (UniRitter)
Carlo Franzato (Unisinos)
Julio Carlos de Souza van der Linden (UFRGS)

Comité Cientifico

Carlo Franzato (Unisinos)
Julio Carlos de Souza van der Linden (UFRGS)

Comité de Infraestrutura

André Luis Marques da Silveira (UniRitter)
Vinicius Gadis Ribeiro (UniRitter)

Equipe de apoio do Comité Cientifico

Alex Maldonado Bernardes (Mestrando UniRitter)

André Luiz Kaercher (Mestrando UniRitter)

Bibiana Silveira Horn (Mestranda UniRitter)

Camila Barth Paiva (Mestranda UniRitter)

Carlos Viana da Silva (Mestrando UniRitter)

Clarissa Brinckmann Oliveira Hirano (Mestranda Unisinos)
Cristopher Faoro Bertoni (Mestrando UniRitter)

Débora de Oliveira Lemos Rocha de Souza (Mestranda Unisinos)
Flavia Pimentel Dutra (Mestranda UniRitter)

José Anténio Spalding Verdi (Mestrando UniRitter)

Kaori Ishihara Tamekuni (Mestranda Unisinos)

Manoela Leal Trava Dutra (Mestranda UniRitter)

Marcelo Pinto Pradella (Mestrando UniRitter)

Ménica Greggianin (Mestranda Unisinos)

Paola Zambon Azevedo (Mestranda UniRitter)

Tobias Oliveira Camargo (Mestrando Unisinos)

Viviane Pecaibes de Mello (Mestranda Unisinos)

Comité Avaliador

Adriano Heemann (UFPR)

Alfredo Jefferson de Oliveira (PUC-Rio)

Ana Cristina Broega (Universidade do Minho)

Ana Thudichum Vasconcelos (Universidade de Lisboa)



André Luis Marques da Silveira (UniRitter)
Andréa Franco Pereira (UFMG)

Angela de Moura Ferreira Danilevicz (UFRGS)
Barbara Peccei Szaniecki (UERJ)

Carla Cipolla (UFRJ)

Carla Pantoja Giuliano (UniRitter)

Carlo Franzato (Unisinos)

Celso Carnos Scaletsky (Unisinos)
Denise Dantas (USP)

Eugenio Merino (UFSC)

Fabiane Wolff (UniRitter)

Fabio Pezzi Parode (Unisinos)

Fabio Pinto da Silva (UFRGS)

Guilherme Corréa Meyer (Unisinos)
Haenz Gutierrez Quintana (UFSC)
Heloisa Tavares de Moura (UNIRITTER)
lone Maria Ghislene Bentz (UNISINOS)
Istefani Carisio de Paula (UFRGS)
Jocelise Jacques de Jacques (UFRGS)
Julio Carlos de Souza van der Linden (UFRGS)
Julio Cezar Augusto da Silva (INT)

Karine Freire (Unisinos)

Lauren da Cunha Duarte (UFRGS)
Leonardo Gaméz (UFPE)

Lia Krucken (UEMG)

Liliane Iten Chaves (UFF)

Luiz Salomao Ribas Gomez (UFSC)
Marisa Cobbe Maass (UNB)

Mariuze Dunajski Mendes (UTFPR)

Marli Teresinha Everling (Univille)

Nara Silvia Marcondes Martins (Mackenzie)
Paulo Edison Belo Reyes (UFRGS)
Rosane Fonseca de Freitas Martins (UEL)
Rossana Viana Gaia (IFAL)

Rui Roda (Universidade de Aveiro)
Sandra Regina Rech (UDESC)

Shirley Gomes Queiroz (UNB)

Suzana Barreto Martins (UEL)

Vinicius Gadis Ribeiro (UniRitter)

Virginia Pereira Cavalcanti (UFPE)

Zoy Anastassakis (UERJ)



Sumario

A atuacéo do design para sustentabilidade na industria do vestuario: o caso da logistica reversa
[QUEIROZ, Leila Lemgruber; SABRA, FIAVIO] ........coiiiiiiiiiiiiiie ettt stieee et e st ee e sneeee e 11

A definicdo de requisitos ambientais para o projeto de produto em design: contribuicdes da Avaliagao
do Ciclo de Vida (ACV) da lata de aluminio [FACO, Luciane; TARALLI, Cibele]......cccccceeiiiireeriennnnnn. 20

A importancia do Conhecimento das Formas Geométricas para o Design Sustentavel [MELO, Sandra
Lo LIS Yo 10 b2 | PP PPPPP 31

A industria calgadista orientando-se para a sustentabilidade: o redesign de componentes com
reducéo de consumo ambiental [LAGE, Ana Paula; AYRES, Eliane] ..........ococoiiieiiiiiiiieee e 41

A metodologia Carbono Zero no processo de gestédo para a sustentabilidade: o estudo piloto em uma
instituicdo publica de educagédo [PADILHA, Mayeni; PINHEIRO, Daniel Moraes; SCHULTE, Neide
(o] 0] [T OO SO OUP SRR 53

A Sustentabilidade de um Arranjo Produtivo Local de Gemas e Jdéias na perspectiva da gestdo do
design [CANAAN, Raquel; ALMEIDA, Marcelina; KRUCKEN, Lia; TEIXEIRA, Bernadete].................. 64

A sustentavel continuidade do ter: reaproveitamento de embalagens como proposta de design autoral
[SANTOS, Josiane; REYES, Maria de Lourdes; WEYMAR, LUCIA]........c.ccoeiiiiiiiiieieeiiiiiiiiieeee e 85

Conceitos insustentaveis: sobre a nogao de ‘necessidade” na teoria social do design e suas
implicagbes nas praticas de consumo [RANGEL, Angela] .........cccoeiiiiiiiiiiiiiiie e 95

Contribuicdes do Design Centrado no Humano na geragdo de insumos para o desenvolvimento de
projetos sustentaveis [SCHERDIEN,Ingrid; RODRIGUES,Priscila Westphal] .............cccccoiiien. 101

Coco e Ouro: Tradicdo e Contemporaneidade [CANAAN, Raquel; GUERRA, Mara; TEIXEIRA,
T4 g = To = Y PR PPPRPPUTPRIN 112

Codesign de cenarios para uma rede social comunitaria: Projeto Rede Sow [HARTMANN, Patricia;
FRANZATO, CarlO] ..uveieiiie ittt ettt ettt e et e et e et e e st e e e esseesabeeeabaeesabeeansaeeasseseseeeanseeanns 126

Conceitos insustentaveis: sobre a nogao de “necessidade” na teoria social do design e suas
implicagbes nas praticas de consumo [RANGEL, Angela) ........coccoviiiiiiiiiiiiii e 136

Creative social responsibility; applying PVC waste in new contexts of sustainable design [DURAN,
Elvert; BRAVO COLE, AIVAIO].....ccoiiiiiiiiiiiiiieeeeeeee ettt ettt e ettt e et e e e e e e e e e e e e e e e e e e e eeeeeeeeeeeeeeeeees 142

Desenvolvimento de projeto e produgdo de protdtipo de mobilidrio para eventos com diretrizes
sustentaveis: Estudo de caso “cadeira rock’nchair” [BERTOLACCINI, Guilherme da Silva; GOUVEA,
Guilherme; CIACCO, Pricila; BARATA, Tomas Queiroz Ferreiral.........cccooeeiiiiiiiiieieeeeeeriiieeee e 153

Design de Residuos: uma nova mentalidade para a transformacao das esferas produtivas [RIBEIRO,
Juliana Pontes; MAZZIEIRO, Adriana Tonani; LIMA, Flavio Lucio Nunes de; CARDOSO, Gabriel

Julian Wendling; SOARES, Daniel Pinheiro; CUNHA, Raissa AIVES] ........ccooiiiiiiiieieiieee e 165
Design estratégico na comunicacdo de sustentabilidade nas embalagens Natura Ekos
[RODRIGUES,PriscilaWestphal; SCHERDIEN,INGFI;]....cccueeeiiiieeeiiee e 175
Design for a sustainable coffee (post)consumption [BARBERO, Silvia; BICOCCA, Miriam] .............. 182

Design for transformation: The experience of community gardens in New York City [VARANDA DE
(O NS (O R €T oy =1 = PRSI UUROTIN 189

Design para a sociobiodiversidade em Unidades de Conservagédo de Uso Sustentavel na Amazodnia
ST Y 1 = N [ O =Y 4 =T g o F= | PP 201



Design para a Sustentabilidade a partir de uma linha de desmontagem de produtos [VIEIRA, Gabriel
Bergmann Borges; SCHNEIDER, EQUArdo LUIS].........cccuuiiiiee it 211

Design para transformacgao e promocgéao da cultura de sustentabilidade: etapa inicial - levantamento de
valores entre jovens [MOUCHREK, Najla; KRUCKEN, Lia] .....c..ceeimiiiiiiiiiieeee e 219

Design sustentavel: estudo sobre a utilizagdo do 6leo de mamona e bambu como matéria-prima na
producéo calgadista [RAMOS, Bruno; VENTURA, Flavio; PEREIRA, Marco] ........ccccccevvecvviieeeeeenen, 231

Dispenser: Sistema sustentavel de comercializagdo de produtos de limpeza a granel [LACERDA,
Cassia Aparecida Jacintho; SILVA, Paula Alves; MENDONCA, Priscila Alves; BONI,

(@710 Lo [ To T o] o 1= o (o) N PR PEPPRN 247
Ecobags e as marcas de luxo: uma analise de branding e sustentabilidade [GOMES, Bianca;
HALPERN, MAICEIO].. .. iiiiiiiiii ettt ettt ettt s ittt e sttt e e e sttt e e e st e e e atte e e e ssbeeeesnsteeaesassaeeesasseeaesassanaeans 262
Ecomateriais: estudo sobre a caracterizacdo de compdsitos biodegradaveis provenientes de fibras
vegetais brasileiras [CALEGARI, Eliana; OLIVEIRA, Branca Freitas de]......ccc.ccccecevuviieeeeeiiiiccvineennnn. 274
Escolhas para um Projeto Editorial ambientalmente menos agressivo: Série Resultados Lacis
[SCHETTINO, Ana Cecilia; MILLER, Katia Broeto; BLUMENSCHEIN, Raquel Naves]..................... 286
Estratégias Sustentaveis Através do Design em Comunidades de Pratica [ROSSETTO, Luiza;
1O I ] A O [= ) RPRPO 306
Evolugédo do conceito de Design e surgimento de sua relagdo com a Ecologia: entrelaces histéricos
[PICCOLI, Mariana; BRANDI, Leonardo Barili] .......ccceeeeeiiioeiiiiieiee e e e 320
Experiéncias com a convivencialidade e o Design focado na interacdo e na autonomia do sujeito
[FARBIARZ, Jackeline Lima; SILVA, Julia Teles da; DIAS, Cynthia Macedo] .............ccceecuviieeeeeennn. 330
Ferramenta para analise - Relagbes entre Design e Sustentabilidade [NOVATO, Rachel; SPERLING,
D=1 o | SRR UPRPRPPPRP 339
Identificagdo do conhecimento e das necessidades das empresas relativos ao uso de selos verdes
[GOMES, Nivaldo S.; CASAGRANDE JUNIOR, EIOY Fl...ccoiiiiiiiiiiee et 350
lIha Design: a multiplicidade do olhar [SOUSA, Elis dos Anjos; GUIMARAES, Celso Pereira] .......... 360
Inclusive design clothing - Conceptual model of approach between autonomy and sustainability
[SCHIEHLL, Leticia Oliveira; Graduated; MOREIRA DA SILVA, Fernando].........ccccccuvrvvmvunnrvnnnnnnnnnns 380
Limites do design baseado no “triple bottom line” [BARBOSA, Elisa] ........ccccviiiiiiiiiiiiiieeee e 389
O Consumo de Estimulos Sensoriais: uma experiéncia no Jardim botanico [NASCIMENTO, Anna
Carolina M.; BASTANI, Katia R.; CAMPOS, Claudia FJ. .....ccoeiiiiiie e 395
O Design de Ambientes e a sustentabilidade em espacgos publicos [BASTANI, Katia R.; CAMPOS,
L0 F= TH o |- T PP 403
O panorama do design sustentavel nas escolas de design e o dia a dia desse profissional egresso
[SILVA, Aline Freitas da; PELLEGRINI, FIavia]. ........cocouuiiiiiiiiie et 413
O Papel do Design Estratégico na Inovagéo Social [MONTENEGRO, Rachel].........ccccooiiini. 424

O papel do designer em processos de codesign para projetos sustentaveis: o caso DREAM:IN™
Porto Alegre [DIEHL, Marcia Regina; MACHADO, Luciene; ROSSETTO, Luiza; SILVA, Ubiratan;
MEYER, Guilherme Corréa; SCALETSKY, Cels0 CarNOS].........ccccuriiiieeeiiiiiiiiiieeeeeeeesireeeeea e e e eneneees 434

O sabor do territorio: O design estratégico e a valorizagdo de produtos alimentares locais [DE
BRITTO, Agata Morena; REYES, PaulO]. ...ttt 443



O uso do Triple Bottom Line como ferramenta de desenvolvimento sustentavel na sociedade de risco
[HORN, Bibiana Silveira; OLIVEIRA, Jéssica; PETTER, Daniela; WALDMAN, Ricardo Libel; RIBEIRO,
V4T e T E= = o L3 S 456

Oportunidades para ecodesign na produgéo e distribuicdo de lichia a partir da Avaliagdo do Ciclo de
Vida [PEREIRA, Andréa Franco; OLIVEIRA, Alfredo Jefferson] ..........ccccovveeeeeiiiiiiiiiieeeee e 465

Packaging as a means for promoting sustainable and aware consumption [TAMBORRINI, Paolo;
PERENO, Amina; ReSearch Fell].........oooiiiiieeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee e 473

Pela valorizagao de territorios e individuos: trés vivéncias de extensao universitaria em design social [
COSSIO, Gustavo; STAUDT,Daiana; HEIDRICH, RegiNG] .........ccooiiiiiiiiiei e 486

Pequenas e micro empresas do setor alimenticio: Como inseri-las no conceito de Ecodesign [SILVA,
Thamyres Oliveira da; MAYER, Luciana Marta Vilar; SOUZA, Cleone Ferreira de; DIAS, Keldma
D = T 1= Tor= TN = =T S 496

Producéo crescente de objetos, desejo e abundancia [SILVA, Julia Teles da]..........cccccovveeeeeeiinnnnee. 508

Projeto de lixeira doméstica com enfoque em ecodesign [VIDALES, Lucia Torres; PICCOLI, Mariana;
DUARTE, Rafael Silva; PACHECO, JOYSON LUIZ] ....ccuvviiiiiiiie ettt 513

Quantificagdo das emissGes de CO2-eq em impressos graficos promocionais: [MILLER, Katia Broeto;
TOME, Maria Vitoria DUarte FErrari] ...........eeoii it e e re e e e 542

Reflexdes sobre o design de ambientes e sua relagdo com o conforto térmico do ambiente construido
[BARBOSA, Paula Gldria; SALES, Rosemary Bom Conselno] .......cccvvviiiiieeiiiiciiiieeee e 551

Refuncdo de embalagens: em busca do impacto ambiental positivo [RODRIGUES, N. F; DANTAS, N.

Reuse of consumer electronic components and wind energy in the design of innovative products
[PALOMBINI, Felipe Luis; FERNANDES, Ricardo Hafner; CANDIDO, Luis Henrique Alves]............. 571

Revolugdes cientificas e Design sistémico: referéncias para uma abordagem sistémica de design
[STRAIOTO, Ricardo; FIGUEIREDO, Luiz FEMANAO]..........uuuuriiiiiiiiiiiiiiiiiiiiiiiiirniiieieineeeevnennneneneaanees 578

S2 Selo Social: Articulagdo em Rede e Certificagdo Social [BERTON, Ana Maria Trebbi; PONS, Ivo
Eduardo Roman; BASILE, Christiano Ferreira dos Santos; PINHO, Leonardo Penafiel; ANDRADE,
Erica Ribeiro de; SANTOS, Isadora Candian dOS]........ccuuueiiieeeiiiiiiiiie e e e e e e 589

Sementes Amazoénicas: design como alternativa para criagdo de produtos sustentaveis [MACHADO,
Jamile; Graduanda; OLIVEIRA, Marina; PINHEIRO,Marina; Graduanda; FARIAS, Thaise; SANTOS,
Strategic intellectual capital for the generation of value: Designing and manufacturing machinery for

the treatment of material waste [CECIAGA Mercedes, PASIN, Malena; SPATARO, Facundol]. ........ 612

Sustentabilidade na cadeia téxtil e do vestuario: concepgdes e estratégias [BERTOTTO, Bruna Barth;
RAUPP, DANI€IE Trajan0].......cueiiiiiiiiiiiee ettt ettt e e e e e e e e s e e r e e e e e e e e 628

Tecendo cores e formas: Design e sustentabilidade para a moda [DANTAS, Larissa Uchoa; SANTOS,
Eny Marisa Camara; MOUSINHO, Maura C. Maldonado]..........ccccuiiiiieeiieiiiiiiiiee e eeieeee e 640

Transformando necessidades em oportunidades de negodcio sustentaveis: o codesign no projeto
DREAM:IN™ [WOLFARTH, Juliana; FERRETTI, Fernanda; SOUZA, Débora; VON AHNT, Aline;
FRANZATO, CarlO] ..veiieiiiiiee ittt e ettt e e e sttt e e e sttt e e e sttt e e e ettt eaeasteeeeaseeeeessseeaesassaeeesasseeaeaanseeaeans 650

Utilizagao de mantas de fibra de miriti para absorgao acustica em interiores: solugao sustentavel para
diminuicdo de ruidos urbanos [SOUSA ANDRADE, Samantha; SANTOS, Nubia]..........ccccccvvvveen.n. 673

10



Packaging as a means for promoting sustainable and aware
consumption

TAMBORRINI, Paolo; Assistant Professor; Department of Architecture and Design,
Politecnico di Torino;
paolo.tamborrini@polito.it

PERENO, Amina; Research Fellow; Department of Architecture and Design, Politecnico di
Torino;
amina.pereno@polito.it

Keywords: packaging, sustainable methodology, visual communication.

Nowadays we are strongly aware of packaging wastes issues: many designers and researchers faced the
challenge of eco-sustainable packaging. Conversely, communication problems are little considered,
although informative function can have positive or negative impact on consumer’s awareness.

This research aims to investigate the role of communication on the sustainability of pack. The theoretical
analysis is applied to a specific case study: packaging of organic sauces of Tuttovo S.r.l.

The project started from a comprehensive analysis of the packaging: all its aspects were taken into
account by appropriate methodologies (developed through the “Observatory of Eco-Packaging”),
implemented for the specific category. First of all, we performed an analysis of the environmental
sustainability of current packaging (through a qualitative-quantitative methodology), then we defined users’
needs and their way of perceiving packaging (by market researches and eye-tracking methodology); finally
we did an analysis of current communication styles for sauces category.

This overall scenario allowed to define specific eco-guidelines, in order to design sustainable packaging to
facilitate user's awareness. Facing packaging analysis according to systemic design approach, in
particular relationships and behaviours analysis, we were able to define new sustainable behaviours and
scenarios, such as unpackaged and single-dose packs for people with special food diseases.

Introduction

Packaging and sustainability: a complicated relationship

Since the mid-20" century, the packaging has gradually been considered as a real product and not
only as a box to contain others products. This implies it has its own functional and communicational
identity (Bucchetti 2005). Whereas on one hand practical and emotional function of packaging grown
in importance, on the other hand people became aware of the environmental impact of its life-cycle.

Certainly the quantitative impact of packaging waste is alarming: only in Europe we produce about
78.4 million tonnes of packaging waste every year (Eurostat 2010). Institutions, organizations and the
scientific community tried to face this challenge by promoting information campaigns and actions to
make all stakeholders aware of this issue. Therefore eco-sustainable design became more
widespread: reduction of materials and volumes, use of biodegradable or recycled materials,
optimization of transportation and storage of packaging, etc. Also the reuse of packaging or the
simplification of materials recycling, are becoming common best practices.

From the qualitative point of view, consumer acquired a significant role in relation to packaging:
growing attention to home waste collection has lead many manufacturers to design special labels,
indicating materials and waste typology. Furthermore the awareness on environmental problems
related to packaging and packaged products, has seen the rise and the increasing spread of stores
and sales systems of loose products’ (Smith 2012). In particular, waste issues caused by many

' Loose products are products sold without packaging, through alternative distribution system, as vending machine or specialty
473



packaged product, primarily water bottles, gave rise to a real bottom-up movement to sensitize people
and lead the market towards new alternative systems, such as water dispensers or home filtration
systems.

Despite the growing attention to the issue, the results obtained are not sufficient, and the packaging is
still a communication and emotional product rather than a true means of information (Ares, Besio,
Gimenez & Deliza 2010:298-304). Consumers’ awareness could promote an information revolution:
packaging could be an important means to provide information about the product and its qualitative
properties, encouraging a more sustainable consumption. Quality and environmental sustainability
should not be communicated using an analytical language; information should use an aesthetical and
emotional language. Informing does not mean showing a problem but rather actively involve people
who are informed.

Packaging could be a means for promoting a change in consumption style, making transparent the
complex system behind the product itself. Pack is a multi-sensory communication platform that comes
into contact with high-frequency (daily use) and high involvement (its task is also influence purchasing)
with people. This symbiotic nature of packaging and product is a key strength on which communication
is based: also information could take advantage of this relationship.

An eco-sustainable approach to packaging design is fundamental, concerning shape, materials,
opening systems, processes, etc. But eco-design need to go beyond the practical aspects of
packaging (Barbero & Cozzo 2009), defining new consumption scenarios and making the packaging
promoter of a culture of quality.

Pack to rise awareness

This research has two main goals: on the one hand it aims to describe a design methodology that
allows to define eco-guidelines for packaging design, according to user's real needs. On the other
hand, it aims to define the key points of the packaging evolution towards information and people’
participation: this approach to sustainability will involve packaging, product, users and local territory
(Gréonman, Soukka, Jarvi-Kaariainen, et al. 2013: 187-200).

Ethics is a prerequisite to be added in packaging concept: honesty of communication and
transparency of the whole supply chain, are the basis for an innovative design ethic, able to rebuild the
concepts of sustainability and packaging. A practical methodology facilitates the interaction between
market needs and eco-design, but it should aim to create new systems for products and their
packaging.

Pack and product are inseparable, according to their ancestral definition of content and container:
designers should consider this original meaning, studying the main relationships between product,
packaging and the context in which they are included.

We have to think about packing as a complex system, so it would be possible to promote an effective
and efficient approach to socio-environmental sustainability, able to actively involve the territory. This
concerns both the material aspects (resources, processes, consumers, industry stakeholders, etc..)
and the immaterial ones (society, knowledge, respect for the environment, etc.).

This research starts from a methodology developed and implemented by the Department of
Architecture and Design of Politecnico di Torino, which has been applied for the analysis of organic
sauces "Natura & Piacere" of Tuttovo Ltd. It is a Piedmontese SME that has been recognized
"Eccellenza Artigiana” (artisan excellence) by the Piedmont Region and “Maestro del Gusto 2013”
(master of taste) by Slow Food: this brands recognize and value the artisan companies that have
distinguished themselves for the quality of their productions (Natura & Piacere 2013). Furthermore
Tuttovo’s products are certified by European mark “Bioagricert”.

The application to this practical case study allowed us to define a new comprehensive design
approach.

bulk shops or special areas within supermarkets.
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Methodology: from theory to practice

The methodology used in this research, has several steps, each of them using established methods of
analysis, concerning design and environmental sustainability. This allows obtaining well-founded
results that are comparable with other sectors and explore different aspects of packaging: from
sustainability, to communication and functionality.

The methods and the steps of analysis are mainly three:

» Environmental sustainability analysis. It is based on a quali-quantitative cross analysis of the
functionality and eco-sustainability of packaging, through the disassembly of the packaging.

= Users’ needs definition. The analysis is composed of a quantitative part (surveys, data
collection on the specific sector) and a qualitative one (users definition, people’s approach to
the product category).

= Communication analysis. It consists of a first step in which we analyse the most common
packaging in the product category, according to common qualitative and quantitative criteria. In
the second step, some best practices are selected, according to different communication
styles.

The methodological innovation of this research is the synergistic use of different approaches:
established methods are used and implemented in a new system of analysis. This allows, on the one
hand, to define practical eco-guidelines for sustainable design, on the other hand to identify future
scenarios for the product category and its packaging.

The methodological approach we used, has a strong theoretical value, that is suitable for different
packaging and product categoires. However to explain it better, it would be useful to show the
methodology applied to a practical case study in the food industry.

In the following paragraphs, the three steps of analysis will be explained through the “project Tuttovo”.
The main goal of this case study was the definition of the main issues and potentiality of current
packaging, in order to rethink the concepts of packaging and organic sauce. The results of the
analysis have allowed to outline the main criteria for redesign Tuttovo’s packaging, according to
environmental sustainability and information needs of consumers.

Afterwards, we apply a systemic approach to packaging, based on the analysis of the relations
between the actors involved in the life cycle of packaging. This allowed us to define new sustainable
behaviours and scenarios, such as unpackaged and single-dose packs for people with special food
diseases.

Environmental sustainability analysis

The analysis starts from the definition of the main problem of the current packaging, from the point of
view of sustainability. The concept of environmental sustainability, however, is joined to the
functionality of the packaging and needs to be analysed together with it. For example, some
environmental problems are closely related to the conservation needs of products, mainly in the food
industry. An assessment of environmental issues is therefore correlated to the functional requirements
that packaging should meet, in order to perform its containment, transport and product protection
functions.

The Environmental sustainability analysis has been developed since 2005, by the Department of
Architecture and Design (DAD), in collaboration with the course on Environmental Requirements of
Products (Faculty of Architecture, Politecnico di Torino) within the Observatory of Eco-Pack (Barbero,
Pereno & Tamborrini 2011: 105-115).

The approach is based on the packaging disassembly, in order to identify the critical issues from both
a quantitative and a qualitative point of view (see Figure 1). It addresses in particular:

= Weight and materials. All the packaging components are weighed and measured, indicating all
the materials. This allows to define the main problems concerning weight and material

composition.
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= Volumes. Technical drawings show the filling level of the packaging and the empty spaces.

= Qualitative pro and cons. Starting from disassembly and quantitative data, pro and cons are
evaluated according to two different aspects: functionality and sustainability. Functionality
takes into account: (1) the effectiveness of storage and the optimization of the volumes; (2) the
efficiency of preservation and protection against shocks; (3) the ease of use of packaging
(handling, opening / closing, etc.). The sustainability instead considers: (1) the presence of
over-packaging (number and usefulness of components, etc.); (2) the material composition
(number of materials, ease of disassembly, etc.); (3) the optimization of volumes (relationship
between packaging and product).

EXPLODED AXONOMETRIC VIEW

WEIGHT TABLE
FULL/EMPTY BALANCE
-.l A Section A-A' COMPONENT | MATERIAL |WEIGHT
o [ | Top PI 4q
| Bottle Glass 196 g
3 Labels (2) Adhesive paper >1g
|

PRO/CONS

Bad storage because of the cylindri-
cal and irregular shape

7 Good protection thanks to the
@J resealable closure and the bottle glass

Easy to open and close
thanks to the screw cap

Primary pack only

Multi-material packaging, but
components are easy to disassembly

Packaging is proportionate
to content

Figure 1 Example of Environmental sustainability analysis

The environmental sustainability analysis of packaging has been applied to packaging Tuttovo and to
the main packages of sauces on the market. This allowed to identify the functional and environmental
problems of the current packaging.

The packaging of sauces has many functional and environmental issues:
= Difficulty to use the whole product.
= Storage problems related to common heavy materials, such as glass;
= Requirement of additional tools for serving the product (e.g. spoons).

This analysis not only allows to identify issues, but also the potentiality from which designers have to
start:

= The importance of use several times the pack and the product (focus on the opening / closing
system);

= Attention to the ease of opening and pouring sauce;

= The transparency of the pack to communicate and check the sauce.
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Critical issues and potentialities are generic and need to be compared with the perceptions and needs
of users who will use packaging. For this reason, we need a further step of analysis to define users’
real needs.

Users’ needs definition

Tuttovo’s core business is high quality organic sauces. The analysis of user needs was therefore
focused on two main aspects of the product: on the one hand the scenario of organic products, on the
other the world of sauces.

For both aspects the analysis was composed of two-step:

= Quantitative analysis. It provides a general search, based on analysis of market data (industry
reports, surveys, research on trade fairs) and cognitive analytical tools such as eye tracking
(that is an approach using devices for measuring end users’ eye movement when looking at
the packaging or the product). This allows to obtain a main overall view of the sector and tp
identify potential and critical issues of the product, referring to the market.

» Qualitative analysis. It concerns the definition of users (consumer groups, archetype profiles,
etc.) and their approach to purchasing and product consumption. This analysis starts from
quantitative data, towards the definition of quality profiles, aiming to investigate the role of
consumers and their needs.

In Tuttovo’s case study, the quantitative analysis mainly focused on the organic world: it defines the
main market segmentation of organic products (both at European and lItalian level) and the
percentages of users who rarely or frequently purchase them (ISMEA 2012). Crossing the main
purchasing criteria of organic products and their main sales channels, allowed us to define a generic
target for the category (see Figure 2).
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Figure 2 Users’ needs defined by preliminary quantitative analysis.

The quantitative analysis is used to define the consumer’s image based on meaning data, but it is to
generic for an effective design. For this reason, it is necessary to deepen the analysis through a
qualitative approach.

This allowed, in Tuttovo’s case study, to define who are the four main categories of user that consume
sauces and what they seek from sauces and food (see Figure 3): on the one hand, we identify the
"slow" consumers (gourmet and experimenters), they love cooking and are potential buyers of organic
sauces. On the other hand, the "fast" consumers (routine and indifferent) are not interested in cooking,
in quality and in organic sauces. So the analysis could be focused on two main users figures, whose
needs have to be considered in the packaging design.
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Figure 3 Categories of users, defined by qualitative analysis

Communication analysis

Communication is one of the main aspects of packaging: the perception of the product through the
pack is essential. Communication has to describe the product but could also be an active element in
promoting quality and aware purchase decision.

For these reasons, the communication analysis is the last important step of the present methodology.
In Tuttovo’s case study both the company packaging and the main pack on market were analysed; so
we were able to define what has to be communicated and how.

The previous analysis on consumer needs allows to determine if communication elements and styles
are really effective for the user to whom the product is projected for.

The communication analysis combines quantitative and qualitative elements (see Figure 4):

= Information-communication balance. The first step concerns the quantitative measure of the
space dedicated to communication and information on the packaging. This let us define in an
objective way if communication focuses on the emotional/advertising aspect rather than on the
informational one.

= Ecolabels. All green stickers present on the packaging are identified and explained. So we can
understand if we producers use self-statements or well-known ecolabels that are useful to the
users.

= Communication elements. It is a qualitative assessment of the four main elements that
characterize communication: (1) colours (how they are used, which color prevails and why); (2)
images (role of images and evocative or informative effectiveness); (3) fonts (legibility,
motivations of use, communicative effectiveness); (4) materials (multi-sensory communication
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or onlys functional use of materials).

= Communication functions (Ciravegna 2010). It is an evaluation of the effectiveness of
communication referring to the four main function of communication: (1) appellative function
(draw the attention of consumers in the store); (2) persuasive function (push to purchase); (3)
identification function (recognition and relationship with the brand image); (4) informative
function (how much useful information are provided to the consumer).

INFO/COMMUNICATION BALANCE

Communication 15%

Information 50%

Neutral space 35%

COMMUNICATION ELEMENTS
N L A .
I GREEN serif regular | |
serif italic

Standard use of green Vegetables aim to show Serif fonts communicate | Glass is a traditional material

as a “sustainable” color the organic nature of a traditional product in this product category

sauces

classico $ COMMUNICATION FUNCTIONS

_ ‘I Graphical appeal is quite standard
and doesn’t draw attention
_ High quality of product is not well
g shown
_ 2=~ | All packaging are recognizable
Y | because use same colors and labels
_ A lot of information about product
p but few info about packaging

Figure 4 Example of Communication analysis

Communication analysis allowed to identify the main problems of communication in of sauces’
packaging:

= Use of standard pack and little identification;

= Lack of effectiveness in the organization of information;

= Absence of information about the disposal stage of the packaging;
= Poor utilization of multi-sensorial communication.

Once defined pros, cons and requirements through the three-step analysis, it is important to cross all
the results. We have to understand the functional and communication requirements in relation to what
consumers really need, this would let us define the guidelines for design eco-packaging.

The social and environmental sustainability of the packaging is not limited to the choice of eco-
materials and eco-processes: consumer education is a key point that packaging should addresses.
Communication can effectively convey useful information, which are easy to understand and could
inform consumer about the product, its quality, and the whole supply-chain behind it. Changing the
approach to communication in packaging, we can generate new trends of consumption, towards the
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awareness of purchase decision. In this way, packaging could become a sustainable means to convey
the quality and sustainability of the product.

Eco-guidelines and future scenarios

The analysis led to two different but somewhat complementary results: first, we defined the eco-
guidelines for the re-design of Tuttovo’s packaging. In particular, we focused on the single-dose
packaging, which the company sells to high quality catering, and on small and medium-sized
packaging, that are sold in local stores. New materials, shapes and styles of communication will be
implemented by the company, according to the guidelines defined in this analysis.

Secondly, new distribution scenarios were defined: both for the re-designed packaging (single-dose
and small-medium size) and for new applications as loose products. The first scenario examines new
applications that go beyond the current use in domestic context or in organic restaurants: the main
critical issue of the single-dose packaging is its use-and-throw nature. However, there are sector
where single-dose packaging has a high practical functionality, such as outdoor uses, especially for
people with special food diseases. Tuttovo’s sauces are organic but also gluten-free, and celiac
desease affects a growing number of consumers (Mustalahti, Catassi, Reunanen et al. 2010: 585-
597).

The second scenario completely transforms the sales channels: many shops and stand-alone vending
machine arose in Italy in recent years (Belletti & Neri 2012: 44-47) to meet the needs of consumers
aware of environmental issues and importance of food quality; this kind of users could be interested in
Tuttovo’s product. The concept of vending machines, often used for low cost food, is a new distribution
channel with high potentialities. High quality shops and new typology of vending machine could be
future scenarios that open up new opportunities for the company and for critical consumers.

Packaging as a territorial system

The analysis carried out for Tuttovo opens new scenarios for organic sauces and their packaging, but
above all, it espresses a broader concept of consumer awareness and a greater role of the packaging.

The packaging changed from its primary function of container to the primacy of its communication
function. Nowadays pack has to face a new challenge: to become the means of communication of a
territory and its cultural identity. In order to reach this goal, a further step is needed and it's essential to
analyse the packaging according to the Systemic Design approach (Bistagnino 2011).

Packaging and product should be considered in relation to their geographical territory and to the
actors involved in their life cycle. Environmental sustainability of supply chain and production
processes is essential but not enough: sustainability has to involve intangible yet deeply important
aspects such as culture, ethics and people’s awareness.

If we consider organic sauces and their packaging as part of a territorial system, we have to take into
account three main features:

= Culture
= Food
= Territory

Joining these three aspects in the design process and throughout the whole packaging life cycle, we
could create a really sustainable packaging, that would be able to promote a new culture of awareness
and quality (see Figure 5).
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Figure 5 features and relationships map of systemic packaging
Culture

Culture is the set of knowledge and practices that characterize the life style of a community, which is
passed down from generation to generation within the same society.

According to the definition given into the UNESCO’s Universal Declaration on Cultural Diversity,
culture includes different aspects and different spheres of life:

Culture should be regarded as the set of distinctive spiritual, material, intellectual and emotional
features of society or a social group, and that it encompasses, in addition to art and literature,
lifestyles, ways of living together, value systems, traditions and beliefs” (UNESCO 2001)

The concept of tradition is closely related to culture: it involves a corpus of beliefs and practices
shared by a group of people (Cornejo Happel 2012: 175-193). The traditions are therefore the starting
point for effective communication, able to relate to people. Nowadays, however, there has been a
cultural flattening and a progressive uniformity of practices and beliefs, according to the Western
lifestyle. Globalization, on the one hand, led to open-mindedness, but on the other hand it is causing
the disappearance of local cultures and social identities (Embong 2011: 11-22). This has, as we shall
see later, a deep impact on the concept of food identity and territorial belonging, and finally on
environmental sustainability. The awareness of their own culture generates awareness of their place of
origin and predisposes to the discovery and creation of local social network. The relationships
between people are the groundwork of culture: be conscious of this, it' essential to increase and
strengthen cultural changes. Building strong cultural identity also leads to an effective and proactive
cross-cultural comparison, which is possible if cultures are well defined.

The concept of consumption is closely related to the previous ones. Consumption is an individual act
but has a strong social and cultural meaning: what we buy and how we use/consume products, is
determined by our culture. Greater cultural and territorial awareness would also affect the consumption
style: promoting local culture (languages, traditions, know-how, lifestyles, etc.) means to promote a
mindful consumption style and, finally, to promote high-quality local products.
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Food

What packaging contains is not just a product to promote, communicate and sell. The product must be
an expression of the people who use it and the culture that produced it. The issue becomes more
complex if, as in this case, we deal with food: it has a dual ideological nature that impacts on its
sustainability and awareness.

First, the food is cultural identity: it was originally closely linked to local traditions of communities.
Cultivate, transform, cooking, eating. These actions identify a culture, depending on the way in which
they are carried on. Current society has almost lost the sense of the first two actions and also cooking
and eating have undergone weighty transformations (Hartmann, Dohle, & Siegrist 2013: 125-131). In
terms of sustainability, it is necessary to recover the awareness of these actions: this does not mean
returning to the status quo but to consider the cultural territoriality of a product as a fundamental
element to communicate. Quality and type of food, seasonality, and nutrition: they are the basic
concepts of food that we should rediscover, communicate and promote (MacRae, Szabo, Anderson et
al. 2012: 2146-2175).

The second feature of food is strictly related to the first one and concerns the food as a communication
media between different cultures. The great migrations typical of our time, create the phenomena of
cultural shock (Oberg 1960: 177-182) in many group of individuals. That is the confusion due to the
loss of cultural elements of their original culture and the integration in a new foreign cultural. The
efforts of maintaining a traditional nutrition constitutes an important element of discomfort; but food can
also become an element of communication and social integration. Culinary exchanges (recipes,
cooking, etc.) can lead to the discovery and rediscovery of new lifestyles and new cultures, fostering
mutual knowledge and socio-cultural integration (Disdier & Marette, 2013: 23-44). So product
communication could support experimentation and cultural exchange, but it requires a deep
integration with the territory.

Territory

As food, even the territory is characterized by a dual concept: belonging and knowledge. Both are
necessary to develop a territorial awareness in the consumer.

Belonging is linked to the concept of territory as a physical and geographical place: this is not strictly
related to housing but to a wider concept of identity. Sense of belonging is not limited to the local scale
but it can expand until it assumed a global dimension. Belonging generates respect and care of
territory, because it creates on people a sense of the common good and personal responsibility in
protecting their own territory (Germak 2008). Responsibility should be extend to a global scale: the
consumer acquires awareness of how environmental impacts in distant places can damage himself
and his place of origin.

Knowledge is linked to the sense of belonging but implies a collective dimension. Discovering and/or
rediscovering their own territory and traditions lead people to active participation within their
community. The enhancement of local know-how and territorial potentialities entails the creation of a
network of individuals who work together and share ideas and skills (Aires & Bosia, 2011: 47-63). In a
multi-cultural context, knowledge is extended to other territories: the discovery becomes a means of
ethnic knowledge, which, however, emphasises local and traditional features of other communities.
Travelling does not mean moving but learning. Communication is the focus of knowledge and can be
direct and physical but can also be encouraged through means of inter-personal communication.

Conclusions: packaging and sustainability

An overall and complex analysis is required to explore the sustainability of a product. The packaging is
a product with a own life cycle and important material and communicative features to examine. This
research aims to propose a tool to investigate this complexity, starting from the design aspects closely
related to packaging, as form, function, communication, and information. These aspects show us how
to design the packaging and for who design them, not only innovating typologies but also suggesting
new products and new markets for the companies.
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Product and its packaging are stand-alone entities but should be related to the territorial context to
which they belong. It is therefore necessary to understand why and how design them to ensure the
relationship between packaging and its territorial system. Packaging features should therefore be
extended to a holistic dimension: the packaging can be functional for many stakeholders, using local
resources and communicating the social and cultural values of that territory.

In the case analysed with Tuttovo Inc., the food is the other important element: the packaging contains
and communicates a complex product. Food has many functional requirements and above all a strong
cultural value, that has undergone great transformations.

Communicate the discovery and rediscovery of food as local tradition is an important goal, that
packaging can actively promote. It is a means of direct interaction between the person and the
food/product, and can actually promote the quality of this linkage.
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