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Task 1
[bookmark: _Toc169888841]Introduction
In the highly competitive business landscape of the food industry, it became of utmost important to deliver food materials in sustainable packaging materials. The earth's temperature has been increasing by 3 degrees every year posing a threat to human existence on the planet. In this scenario, it is the duty of the brands to think about the usage of sustainable packaging materials for food products. In the UK, around 35% of people including students and professionals place online orders for food in their busy schedules (Zhang and Zhao, 2012). If the food companies do not provide food items in green packaging materials it might harm the entire community causing excessive carbon footprints. The present business idea of delivering green packaging materials for food items by the brand EcoWraps aims to define storytelling in this context to explore why green packaging is an indispensable tool to craft customer loyalty in the current era.   
[bookmark: _Toc169888842]Discussion
To define storytelling in the development of the brand EcoWraps, it becomes important to denote that storytelling is used as a strategic tool in the realm of brand identity. Storytelling effectively expresses the mission, values, and personality of the brand (Huang, 2017). Storytelling goes beyond advertisements of the brand to successfully resonate the products among the consumers. For EcoWraps, storytelling involves the narratives of the journey towards sustainable packaging, the impacts of choosing eco-friendly materials on the environment, and the commitment of the brand to creating a green future. To provide a real-world example of how storytelling has been effective in creating a brand identity, the present study would like to highlight the instance of Patagonia (Wandosell et al., 2021). The instance of Patagonia is one of the prime examples of using storytelling as an effective tool to promote brand identity. Patagonia is the name of the organisation that delivers outdoor clothing and accessories. The storytelling activities of Patagonia are deeply rooted in the mission of the organisation, i.e., to save the planet Earth (Li and Sun, 2020). The company launched a campaign known as Worn Wear to encourage customers to wear repaired gear instead of buying new items. The brand prominently highlighted the usefulness of reusing the already existing gears by repairing them instead of purchasing additional gears. This storytelling agenda could vividly express the advantages of reusing items in order to minimise waste production on the planet (Zheng, 2013). The campaign Worn Wear was in the name of storytelling activities to raise awareness among people about the utility of reusing already existing materials in order to minimise carbon footprints by wasting them in dumps. This campaign could effectively provide the message of sustainable and responsible consumption by people. Moreover, this Worn Wear campaign of Patagonia does not promote any of its products; rather it was a concept to make people understand responsible buying activities. It fostered a sense of brand values in the minds of the customers regarding Patagonia. This campaign could garner immense customer loyalty and place Patagonia in one of the leading positions in the industry (Rabnawaz et al., 2017). Worn Wear has been marked as not merely a storytelling activity but also an environmental activism movement. 
To utilise storytelling as an effective tool for building the brand identity of EcoWraps, three steps are to be followed that are mentioned herewith. These include the establishment of a distinct identity, building customer loyalty, and standing out in the competition. EcoWraps utilises storytelling to establish its unique brand identity. In the background of crowded plastic-based packaging materials, EcoWraps conducts campaigns on green packages to be used especially for food products. The origin of the story includes the foundation of EcoWraps to address the growing production of plastic waste, especially from food items. The brand emphasises its dedication to creating green earth by making paper-based, reusable, and recycled packaging materials to address the growing issue of plastic waste (Moustafa et al., 2019). The origin of the story also expresses a narrative that showcases the innovative process of manufacturing packaging materials from sustainable objects. The narrative includes how eco-friendly solutions are made by EcoWraps to gain a pioneer position in the industry. For building customer loyalty, storytelling by EcoWraps fosters an emotional connection with the audience. The brand highlights the increased percentage of patients having lung problems due to pollution. In the UK, the ratio of patients with pulmonary disease, including COPD, asthma, allergic bronchitis, and bronchopneumonia is 25%, 41%, 32%, and 5%, respectively (Li and Wang, 2023). These proportions directly reflect the necessity of reducing air pollution by minimising greenhouse gases in the environment. While plastic-based packaging materials directly develop dumps in nature by destroying the normal CO2 cycle of the environment, the use of sustainable packaging materials is a direct alternative solution for the issue. EcoWraps incorporates these percentages in its campaign process in order to raise customer awareness and achieve loyalty for the brand. The brand aims to create a sense of trust with the community. Additional features of the story include the involvement of farmers in the business as the farmers supply jute and stems for preparing packaging materials (Zhou, 2014). In addition, the story highlights the ethical sourcing of raw materials from local small businesses as well as community members to keep them involved in the business. This way the story makes the customers feel that they are part of the brand. If the customers feel themselves as a part of EcoWraps, they will inevitably become loyal to the brand. This way, EcoWraps stands out as a unique identity in the competitive marketplace (Singh et al., 2020).       
[bookmark: _Toc169888843]Conclusion
Hence, in conclusion, it can be summarised that the brand EcoWraps aims to deliver green packaging materials for food products to minimise the production of waste as well as carbon footprints to the environment. EcoWraps utilises storytelling as an effective tool to demonstrate brand loyalty toward customers. The storytelling tool is utilised in the form of brand campaigns that highlight three components, including the establishment of a distinct identity, building customer loyalty, and standing out in the competition. The story highlights the ethical sourcing of raw materials from the farmers, local small businesses, and community members to keep them involved in the business.

[bookmark: _Toc169888844]Task 2. Short 5-minute video (PPT) 
Video link: https://youtu.be/EuH6XI9h3X0?feature=shared
Slide 1: Introduction
· Sustainability acts of businesses help to obtain competitive success
· To protect the earth, reducing plastic-based wrappers becomes necessary
· EcoWraps aims to develop a market for sustainable packaging 
Note: Sustainability becomes a vital consideration among retail businesses. Rapid changes are identified in the retail sector where companies take different initiatives to protect the environment from unwanted trash. Every day, a huge amount of plastic-based waste is thrown in every corner of the world. To reduce the total amount of plastic-based trash, the idea of Green Packaging is generated among food and grocery shops. EcoWraps aims to provide sustainable packaging, especially for food products. 
Slide 2: Product Details
· Recyclable packets
· Biodegradable materials 
· Plant-based materials
· Paper-based bags
· Very nominal usage of chemicals and colours
Note: EcoWrap aims to develop sustainable packets for food companies by which they can participate in the program Go Green. Every food packet is recyclable and reusable. A bag can sustain for a year without any usual damage. The manufacturing materials of these packets are eco-friendly and biodegradable. After disposing in the ground, it might take hardly 2 weeks to decompose totally. These packages will be developed by papers and other plant-based items. These packets use a very nominal amount of chemicals and colours. 
Slide 3: Product Benefits
· Provides healthier options for customers 
· Decreases the amount of waste generation 
· Aims to reduce carbon footprint
· Develops robust trade relations with local brands
Note: Every year, a huge amount of carbon-based packaging waste is deposited in the environment. Plant-based sustainable packaging will help to reduce the overall amount of polluted waste in the environment and help to reduce the carbon footprint. Additionally, these items can provide healthier options for customers with each food item purchase. These products might limit the spread of waste-based disease among customers. 
Slide 4: Social Connections
· Social Media Campaigns: The company will connect potential customers through social media channels and promote its new offers via product-demonstrating content
· On-Store Campaigns: The company will reach customers physically in different marketplaces and demonstrate the benefits of its items to customers
Note: Social connections are important to make a business promotion successful. In this digitally advanced era, companies are focusing on different social media platforms to reach a huge number of potential customers. Through different marketing strategies, companies can develop their social connections with audiences. Apart from social media connections, it can be stated that the company can easily make social connections with different promotional activities and gift voucher-based campaigns. 
Slide 5: Bottom Lines
· Sustainable packaging materials have become crucial
· The popularity of plant-based packaging materials is increasing regularly
· EcoWraps aims to decrease carbon footprint by providing green packaging
Note: Delivering food in sustainable packaging materials has become crucial in this fiercely competitive food industry business environment. The planet's surface temperature has been rising by three degrees a year, creating red alarms for human civilisation. In this situation, taking sustainable initiatives becomes important. EcoWraps can decrease the carbon footprint and help to manage plastic-based packaging waste in the environment. 
[bookmark: _Toc169888845]Task 3. Questionnaire analysis 
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How often do the participants purchase online food materials?
[image: Forms response chart. Question title: How often do the participants purchase online food materials?. Number of responses: 10 responses.]
Findings: From the survey, it is identified that most people participate in online food purchases. 70% of respondents conduct online food item purchasing several times a week whereas 20% of them purchase weekly and 10% of them purchase one time in a month. 
How important is it to use environmentally friendly packaging when buying food items?
[image: Forms response chart. Question title: How important is it to use environmentally friendly packaging when buying food items?
. Number of responses: 10 responses.]
Findings: Based on the survey result, it is found that the awareness of sustainable food packaging is increased regularly. 70% of survey respondents believe that using eco-friendly packaging is extremely important for users whereas 20% of them think it is very important and only 10% of them think it is slightly important. 
What type of packaging materials do the respondents prefer to have with food items?
[image: Forms response chart. Question title: What type of packaging materials do the respondents prefer to have with food items?
. Number of responses: 10 responses.]
Findings: As per respondents’ feedback, it is identified that a huge number of people think paper is the ideal material for food packaging. 70% of respondents supported that paper-based food item delivery packaging is important whereas 20% of them opt for metal-based containers and 10% of them opt for plastic containers. 
How likely are the respondents to choose eco-friendly packaging over conventional packaging?
[image: Forms response chart. Question title: How likely are the respondents to choose eco-friendly packaging over conventional packaging?
. Number of responses: 10 responses.]
Findings: From the survey, it is found that 70%of respondents think eco-friendly packaging is more important than conventional packaging but overall 30% of respondents do not think that eco-friendly packaging is important for the food industry. 
Analysis
Based on the market survey, it is identified that due to the enhancement of public awareness regarding the harmful effects of plastic-based packages in the food industry. In this context, sustainable packaging becomes vital for both companies and customers. It can be analysed from this investigation that most respondents purchase packaged food items multiple times each week, which suggests a large amount of waste dumping (Tyagi et al. 2021). Whenever people like to consume packaged food, the possibility of industrial waste generation might increase. When asked how important it is to utilise ecologically good and sustainable packaging during the time of purchasing or carrying food, the respondents indicated that it is very important to them to purchase food items packaged with sustainable materials. Based on the perspective of Mende and Pedersen (2021), it is found that due to the increasing popularity of sustainable products, many companies in the competitive fields consider sustainable packaging to attract customers and conduct proper social responsibilities by considering sustainable business approaches. It is possible to deduce from their response that customers are more aware of the planet’s rising temperatures, which are a result of unplanned waste handling and the overproduction of garbage (Afif et al. 2022). This survey helps in evaluating respondents' perceptions about sustainable activities. EcoWraps is a developing brand that benefits from being able to comprehend the growing customer interest in purchasing food items and environment-friendly materials. 
[image: ]
Sustainable Food Packaging
(Source: Oloyede and Lignou, 2021)
Moreover, in analysing the preferred packaging materials for food items, the respondents indicated that they primarily preferred paper-based packaging waste. Despite the availability of biodegradable products, paper-based solutions received the most response compared to other options (Oloyede and Lignou, 2021). It can be analysed and identified that it is clear from these responses that papers are used for multiple functions (Stark and Matuana, 2021). Paper is the most usable item for creating food containers because the disposable parameter of paper is comparatively higher. It can be degraded easily. Moreover, due to basic components, papers do not affect pH levels and fertility of soil after decomposing (Otto et al. 2021). So, most people prefer paper as the fittest component for developing food containers. This survey also indicates the trend of opting for sustainable ingredients for creating food product packaging is increasing efficiently. Moreover, it is also identified that a huge number of people think sustainable packaging in the food industry can bring several opportunities for both the environment and social affairs. According to the findings of Wu et al. (2021), it can be deduced that the tendency to opt for paper-based materials for food items is increasing in the market and companies in this sector are trying to implement effective material policies to increase their brand reputation in the market. 
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Task 4
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Collection and analysis of market research data is known to be a crucial step for the brands to develop a suitable strategy. For EcoWraps, it aims to specialise in green packaging for food materials in order to understand the customers’ preferences for packaging materials, the likelihood of ordering foods online, and the preference for green packaging materials in this context (Mironescu et al., 2021). The present task will explore how the data from four specific questions provide insights into customers' choices for green packages, and by utilising the data how the brand designs its website and promotes marketing materials focussing on audience segmentation, SEO strategies, and overall branding efforts. 
[bookmark: _Toc169888849]Analysis of the questionnaire
To analyse the question of how often the participants purchase online food materials it has been found that the participants order online foods that come in packages several times a week. This reflects the high-frequency of ordering packaged food items by the consumers. Thus, sustainable packaging becomes highly important in this context. The key insights obtained from this analysis include that a majority of respondents buy packaged foods several times a week indicating high production of waste materials (Molina‐Besch and Pålsson, 2016). It is likely that the respondents are the recipients of packaging solutions to control the production of waste in nature. 
To analyse the question on how important it is to use environmentally friendly packaging while buying food items, the respondents answered that it is extremely important for them to buy food items that come in sustainable packaging materials. From their answer, it can be analysed that there is increased awareness among consumers regarding the increased temperature conditions of the earth due to the production of excess waste in the environment. This question helps in measuring the sense of sustainable practices among the respondents. It helps to guide the EcoWraps brand to understand the increased levels of interest and concerns of the customers to obtain food items in sustainable packaging materials (Selke, 2011). This provides key insights into their environmental consciousness highlighting a strong preference for eco-friendly solutions. 
To analyse what type of packaging materials the respondents prefer to have with food items, their answer reveals that they mostly prefer paper-based packaging waste. Although there was an option for biodegradable products; still, paper-based solutions obtained the highest response above others. From this response, it can be analysed that papers are utilised for many purposes. The respondents might use the papers coming with food items for crafting any other objects, writing something on the papers, or any other purposes. Besides, papers are beneficial in improving the fertility of the soil; thus, the response strongly highlights several advantages of using paper-based packaging materials (Kontominas, 2020). From this response, the key insights obtained are the market trends towards sustainable practices and utilisation of eco-friendly packaging materials. 
To analyse the question of how likely the respondents choose eco-friendly packaging over conventional packaging, the responses were very likely by the audience. The respondents were very likely to have preferences for eco-friendly packaging materials; they expect to have food products in sustainable packages for every order they make. However, they become dissatisfied and demoralised when they fail to receive food items within sustainable packages for each order. From this response, the key insights obtained are the expectations of the customers to receive eco-friendly packaging materials at the same prices as conventional packaging materials (Qing and Guirong, 2012). Thus, EcoWraps needs to make a suitable pricing strategy to provide green packages at the same prices as conventional packages in order to keep the customers happy and satisfied.  
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	Segmentation
	· Frequent shoppers: Customers who purchase packaged food items several times per week
· Eco-conscious consumers: Customers who prioritise eco-friendly packaging materials, such as papers or biodegradable materials 
· Value-seeking consumers: Customers who prefer to have eco-friendly packaging materials for food items at the same price that of conventional packages (Türker, 2020)
 


Table: Segmentation for Website Design
(Source: Created by learner)
	Implementation
	Website design: The website of EcoWraps features several sections to tailor each customer segment. For instance, frequent shoppers highlighted with practical and real-life benefits of EcoWraps including the convenience and durability of the packaging materials. On the other hand, eco-conscious customers are emphasised by the commitment of the brand to sustainability and the environmental impacts of green packages. The value seeker customers are shown the comparisons in cost-effectiveness between traditional packages and eco-friendly packages (Rubab et al., 2018). 
Marketing materials: The marketing materials for EcoWraps include brochures (including a storytelling campaign), social media posts, and email campaigns. These marketing materials are aimed at creating brand awareness among the customers (French, 2011). 


Table: Implementation of Website design and marketing materials
(Source: Created by learner)
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Figure: Screenshots of EcoWraps Website
(Source: Created by learner)
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Depending on the insights obtained from the questionnaire, the website and marketing materials are optimised for search engines in order to grab the attention of the target audience. The key SEO strategies are keyword research and content creation. EcoWraps identifies the strong search terms, such as sustainable packaging, green packaging, paper-based packaging, and biodegradable packaging to be used as primary and secondary keywords for the website. The content creation team of the brand EcoWraps gets engaged with creating blog posts on the beneficial aspects of utilising biodegradable packaging materials (Vodolazkina, 2015). 
[image: ]
Figure: Social Media Post for EcoWraps 
(Source: Created by learner)
[image: ]
Figure: Email Campaign Post for EcoWraps 
(Source: Created by learner)
[image: ]
Figure: Brochure Cover for EcoWraps Campaign
(Source: Created by learner)
[bookmark: _Toc169888852]Website Content and Design 
	Home page
	· Hero Section features an attractive image on eco-friendly packaging material
· The value proposition section states the advantages of EcoWraps

	Product page
	· The detailed description section provides information on packaging materials and their ethical sourcing
· The comparison chart gives a comparison between EcoWraps and conventional packaging (Manhas, 2017)

	Educational content
	· Blog posts provide data from environmental analysts on the significance of minimising carbon footprints 


Table: Website Content and Design for EcoWraps
(Source: Created by learner)
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Hence, in conclusion, it can be summarised that EcoWraps uses website pages as well as marketing materials for its promotion of green packaging products. The key insights obtained from this analysis of the questionnaire include that a majority of respondents buy packaged foods several times a week indicating high production of waste materials. Their environmental consciousness is noteworthy to highlight a strong preference of them for eco-friendly solutions. Depending on the insights obtained from the questionnaire, the website and marketing materials are optimised by EcoWraps in order to grab the attention of the target audience.
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Age:
Under 18
18-24
25-34
35 - above
Gender:
Male
Female
Non-binary/Third gender
Prefer not to say
Household Income:
Under $25,000
$25,000 - $49999
$50,000 - $74,999
$75,000 - above
How often do you purchase food products that come in packaging?
Daily
Several times a week
Weekly
Several times a month
How important is it to use environmentally friendly packaging when buying food items?
Extremely important
Very important
Moderately important
Slightly important
Not important at all
What type of packaging materials do the respondents prefer to have with food items?
Plastic
Paper
Glass
Metal
How likely are the respondents to choose eco-friendly packaging over conventional packaging?
Very likely
Likely
Neutral
Unlikely
Very unlikely
How likely are you to pay a premium for food products with eco-friendly packaging?
Very likely
Likely
Neutral
Unlikely
Very unlikely
Are you familiar with any brands that offer eco-friendly food packaging?
Yes 
No

image2.png
How important is it to use environmentally friendly packaging when buying food items?
10 responses

@ Extremely important
@ Very important

@® Moderately important
@ Slightly important

@ Not important at all





image3.png
What type of packaging materials do the respondents prefer to have with food items?

10 responses

Y

@ Plastic

@ Paper

© Glass

@ Metal

[ ) Biodegradable materials




image4.png
How likely are the respondents to choose eco-friendly packaging over conventional packaging?
10 responses

@ Very likely
@ Likely

© Neutral

@ Unlikely

@ Very unlikely





image5.png




image6.png
0

D C smwed 3 el

s Design ~  Settings ~  Domain

EcoWraps Home About Services Testimonials  Contac

Eat || 7

Layouts

@

Eco-Friendly Food Packaging

Sustainable Packaging for a Greener Planet




image7.png
Edit

About Us

‘We specialize in providing innovative green packaging
materials designed specifically for food items. Our
mission is to promote sustainability and reduce
environmental impact by offering high-quality, eco
friendly packaging solutions.





image8.png
ECOWI‘apS About Services Testimonials Contact

SERVICES o

=
Biodegradable Compostable Recyclable Packaging
Packaging Containers Opt for our recyclable packaging
Our biodegradable packaging Switch to compostable ‘materials to ensure your food
materials break down naturally,  containers that can decompose  packaging can be processed and
reducing waste and in composting systems, reused.

environmental impact. completing the organic cycle.




image9.png




image10.png




image11.png




image1.png
How often do the participants purchase online food materials?
10 responses

@ Daily

@ Several times a week
©® Weekly

@ Several times a month
@ Monthly

@ Rarely





