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Consumers 
want more out of 

foodservice packaging. 
Here’s how operators 

can deliver.
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SmartChain  Packaging Solutions

T
he world of foodservice packaging 
is transforming in the wake of the 
COVID-19 pandemic. Supply chain 

issues, increased demand for off-premise 
dining, and sky-high customer expecta-
tions have forced restaurant operators to 
find creative ways to meet their packag-
ing needs. 

On the supply side, challenges mir-
ror what the restaurant industry is facing 
in other areas. “Operators are struggling 
with the higher cost of packaging across 
the entire product spectrum,” says Nathan 
Foxx, director of category management at 

R3 Redistribution. “Once they decide on the 
perfect packaging, consistent inventory 
invariably becomes a problem. Customer-
facing packaging costs and inventory 
availability have been skyrocketing issues 
since the onset of COVID.” 

To help solve these issues, restaurants 
are expanding their supplier base and 
looking for similar packaging available 

of substrates they have never used. “When 
polypropylene clamshells and contain-

and function were very similar,” says 
Nathan Schultz, director of sustainabil-
ity at Inno-Pak. “It’s almost been like forced 
experimentation based on necessity.”

At the same time, innovation in the 
packaging industry itself has seen a 

see any real innovations in the quick-ser-

vice restaurant packaging arena has to 
do with the current quick-service res-
taurant packaging converters’ mindset 
and lack of capabilities to innovate,” says 
Akiva Buchberg, inventor and executive 
chair of GreenDustries Corporation
industry has been dominated by com-
modities-type packaging concepts for 
many years. Restaurant operators cannot 
demand innovations, or to ‘think out of 
the box,’ from packaging converters that 
for decades have produced and supplied 
them only with the same old packaging 

boxes, and bags. Restaurant operators can-
not demand or expect packaging innova-
tion from those that are unable to create 
them.”

Some notable exceptions are the intro-

and more sustainable materials to the 
market. “Whether it is a new bioresin or 
coating, there are more and more inno-
vative options out there which can help 
with sustainability goals,” Schultz says. 
“Consumers want to feel good about the 

Tackling Tough Challenges
Operators are adjusting to new pressures in packaging supply and demand.

“ It’s almost been like 
forced experimentation 
based on necessity.”

Inno-Pak
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brands they frequent, and that includes 
feeling good about the packaging and the 
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Accurate Box Company

Genpak
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Operators should consider packaging that 

Policarta

SC

“ Off-premises ordering is 
now a way of life.”
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T
akeout and delivery have grown 
their share of many restaurants’ rev-
enue streams, and consequently, 

food packaging options are becoming 
more critical to maintaining a strong 
brand. Customers expect dine-in qual-
ity regardless of where they choose to 
eat their meals—and, due to the rise of 
third-party delivery services, the pack-
aging that holds a meal may even be the 
guest’s first direct impression of a restau-
rant brand.

packaging has increased,” says Monica 
Bowser, corporate marketing manager at 
Genpak. “Packaging can play an impor-
tant role in takeout and delivery satisfac-

integrity and temperature of food, so it 
is important for operators to be mindful 

leaves the restaurant.”

a vessel for food and drink—it can speak 
volumes, and it can have serious impli-
cations for a brand. “I would encourage 
operators to consider the power of pack-
aging to represent the brand and delight 
consumers and to see it as an invest-
ment that can help deliver an enviable 
ROI,” says Alec Frisch, vice president and 
general manager of GP PRO’s Foodservice 
category. “And that ROI isn’t just wish-
ful thinking. Our research found that 67 
percent of consumers are willing to pay 
between 5 percent and 15 percent more for 

Of course, the cost of packaging is a 
primary concern, but if packaging spills 
food, breaks, or disintegrates during tran-

Functionality cannot be overlooked. 

the food but with the form and function 
of the packaging,” says Nathan Schultz, 
director of sustainability at Inno-Pak. “Was 

it easy to open? Was it easy to use or eat 

thing together or protect food transfer? 
Ultimately, it comes down to picking the 
right packaging for your restaurant’s spe-

Restaurant operators looking to 
improve their packaging can start by 
taking a closer look at how each SKU is 
used. “Analyze what products are used 
for each scenario,” says Bradley Saveth, 
SupplyCaddy president and CMO, and 
C.J. Baker, outside customer success at 
Policarta. “Are there SKUs that can be 
eliminated? Success in packaging pro-
grams is eliminating challenges for your 
employees and giving your customers 
ease of use. And remember to experiment. 

because something works for now.”
When spot-checking existing solutions 

or evaluating new ones, running tests in 
the real world can help determine how 
well each type of packaging holds up to 

The Elements of Great 
Packaging
Improving a packaging program hinges on these key attributes.

“ Don’t be afraid to explore 
options just because 
something works for 
now.”

Genpak

Policarta
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Anchor Packaging. 

R3 Redistribution

Accurate 
Box Company

GreenDustries Corporation

SC

“ Packaging is a blank 
slate that a brand can and 
should capitalize on.”

GP PRO

Accurate Box Company
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100% recyclable
branded take-out

packaging for easy
mobile pickup,
catering, and

drive-thru orders.
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I
t’s clear that consumers want busi-
nesses—including restaurants—to 
be more environmentally conscious 

across the board. Recent research from 
Simon-Kucher & Partners found that 
younger consumers are shifting their 
behavior toward choosing sustainable 
alternatives. And according to a 2022 sur-
vey from Deliverect, 43 percent of con-
sumers are willing to pay more for take-
out and delivery from restaurants with 
visible sustainability practices.

Many restaurants are choosing to 
make their sustainability commitments 
visible through their food packaging 
choices. Paper, for example, sends a clear 
message. “It makes a lasting impression 
on consumers when they receive take-
out orders in paper packaging instead of 
plastic, styrofoam, or aluminum pack-
aging that will do harm to the environ-

ment,” says Mark Schlossman, executive 
vice president of sales and marketing at 
Accurate Box Company. 

Recyclable packaging has the same 
impact in guests’ eyes. “Consumers want 
to act sustainably and expect operators 
to enable that through more sustainable 

market development and sustainability at 
Anchor Packaging -
aging they can easily reuse or recycle.”

Sustainable packaging represents an 
opportunity for restaurant operators to get 
ahead of the curve. In many areas, if they 
don’t adapt now, they may be forced to do 
so later. “If you are not into sustainable 
packaging right now, consider choosing 
a sustainable option as you revamp your 
program,” says Nathan Schultz, director 
of sustainability at Inno-Pak. “It is not only 
good for the environment, but it is also a 
great story to tell your customer base. It is 
also a good idea to go sustainable with all 
the legislative pressure we are seeing.”

Sustainable, reusable, and recyclable 

Restaurant Association’s list of top 10 food 
and menu trends this year. Deliverect 
found that a majority (56 percent) of con-
sumers prefer ordering from restaurants 
with eco-friendly packaging. Packaging is 

these days—state and federal legislatures 
are starting to introduce bills that limit or 
ban non-sustainable packaging like styro-
foam and single-use plastics.

-
-

( ), also called “forever chemicals” 
because they are known to remain in the 

-
nitely. In the U.S., 203 PFAS-related bills in 
31 states have been introduced. Maine and 
Washington have already enacted laws 
that allow state agencies to ban PFAS in 

Sustainability Goals
Consumers—and governments—are increasingly interested in sustainable foodservice packaging.

“ Consumers appreciate 
packaging they can 
easily reuse or recycle.”

GreenDustries Corporation
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many products. And this summer, the U.S. 

Labor and Pensions passed the biparti-
san Keep Food Containers Safe From PFAS 

food packaging.
-

future. “Foodservice packaging is on the 
precipice of major change thanks to con-
sumer demand and increasing pressure 

outside customer success at Policarta. 

these changes and begin investing in and 
-

( ) 
( ) pack-

“Over the years, massive increases in 
-

-
sumer preferences for containers with eco-

corporate marketing manager at Genpak. 
-
-

-

the requirements of the converters that 
produce them and their modus operandi. 

-

chair of GreenDustries Corporation

coatings were once considered non-recy-

-
-

-

manager of GP PRO

the infrastructure to support the back 

and region, and depending on a restau-
-

or composted in its area, it risks accu-
-

ing its customers about its positive envi-

-
-

-

category management at R3 Redistribution. 

-

-
aging in foodservice due to strong inter-

are issues of sub-par understanding and 

get consumers to see their deeper commit-
ment, brands may need to educate. 

-

-

SC

“ Your brand’s 
sustainability is going  
to open—or shut— 
doors for you.”

GreenDustries Corporation
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