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We wanted to have true impact. 
So we partnered with one of the biggest online retail-
ers in Sweden - Adlibrisgruppen (consisting of Ad-
libris, Bamba, Kökets Favoriter, Odla.nu, Discshop). 
This totals to a target audience of 1.75 million cus-
tomers - a high potential for impact.

           We decided to look at packaging.   
   It’s often neglected in sustainability   
    discussions and it’s too small for   
    budget meeting drama. Put simply:  
   it isn’t given much attention.    
       Adlibrisgruppen lacks any knowledge of 
how their packaging affects the environment despite 
research showing that customers increasingly care. 
And their approach to budgeting the packaging costs 
is arbitrary at best. It’s not uncommon that the budget 
misses the outcome by up to 40%. Early on, an expert 
interview indicated that this is a symptom of a prob-
lem in the industry. Almost every online retailer faces 
similar problems.

Therefore we set out to increase the budgeting preci-
sion and make sure environmental impacts are being 
thoroughly tracked. We also decided to think about 
options to scale up our work to an industry level.

We knew it would be a difficult and complex task, so to ensure 
progress we decided to work with a design thinking method.

The prediction tool is very straightforward. 
The user (e.g. a CFO) just needs to enter 
the projected number of orders for a 
month. By using previous usage statistics 
our tool then automatically generates pre-
dictions on number of each packaging unit 
used, their individual and total costs as well 
as their environmental impact measured 
through water usage, energy consumption 
and CO2 emissions. So when quarterly 
budgets are set, environmental perfor-
mance has a guaranteed seat at the table.

It makes sense to look at packaging units 
such as “large carton” rather than individu-
al components like packaging tape. Only 
as a unit can the components create value 
for company and customers, and better 
reflects the true cost of packaging. 

The foundation of our tool is a smooth data 
collection, which doesn’t exist at present. 
Therefore, we designed two different imple-
mentation plans on how to start collecting 
data on packaging use (see 4).

CO2 kg per packaging unit

KwH per packaging unit

Liters per packaging unitSmall Carton
Large Carton
Small Flex
Large Flex

474 245 SEK
126 475 SEK
76 301 SEK

757 070 SEK

Love the problems

Sometimes the solution to 
one problem is in fact the 
identification of another 
problem. Even if it means 
you won’t reach the out-
come you were hoping for, 
it is incredibly valuable as it 
increases your contextual 
understanding.
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Process is key

Although the task had a 
daunting number of ques-
tions, working with design 
thinking as a process really 
helped us to keep going even 
in the most confusing stages.

Practice vs Theory

Our financial controlling 
courses never prepared us for 
having data that doesn’t add 
up. Reality is often more com-
plex than theory and learning 
to deal with the uncertainties 
and error margins will be 
valuable for us in both thesis 
writing and our future ca-
reers.

QR-codes are scanned at the 
packaging station. Each code is 
connected to a type of packag-
ing. The scanning links each 
order to a packaging unit, and 
tracks how much of each pack-
aging unit is used and how 
much goes to waste. 

This data enables livetracking 
and follow-up of packaging 
use, costs and environmental 
performance.
 

Product dimension variables are 
integrated to the website. Matching 
against product weight, an algorithm 
calculates the best packaging unit. 

The spare volume is analyzed and fill-up 
buying suggestions are generated at 
checkout iwith an environmental dis-
count. The final order is linked to a 
packaging unit suggestion sent to the 
warehouse. Packaging use and volume 
usage are both tracked with precision.

Bringing our tool online as REBOX makes it 
possible for any online retailer to improve 
budgeting and track environmental perfor-
mance. REBOX will expose suppliers’ environ-
mental and cost performance, and put pres-
sure on them to develop better packaging 
solutions.

We have started wireframing, and estimate 
that the launch could be in november 2018.

Early on we identified what Global Goals and subgoals our work contributed to. 
This helped us prioritize the demands from Adlibrisgruppen after how relevant 
they were to our target goals.
The goals we identified are listed below together with our contribution. 
If you want to know more, just ask us - we love to talk about this aspect!
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A ship comes loaded with...

Direct impact

Potential impact

1.75 million 

7.75 million 

BAD
DATA

GOOD STATS

WATER

ENERGY

INPUT OUTPUT

EMISSIONS

362 982

1 434 091 SEK

9.4
Helping Adlibrisgruppen and the industry 
measure environmental impact

Less plastic in packaging means less waste
handled incorrectly

Better data collection can identify and reduce
waste and is integrated in reporting

Encouraging NGOs and trade agencies to use
environmental performance in planning

Easier benchmarking of e-commerce growth
to its environmental impact

11.16

12.5 + 12.6

13.2

17.19

4. A PLAN FOR DATA GATHERING

6. TOWARDS 2030

2030

We interviewed dif-
ferent stakeholders, 
went on field trips 
and dug through 
tons of data. We 
needed to under-
stand the problem.

EMPATHIZE We sorted the gained 
knowledge by look-
ing at opportunities, 
conflicts, priorities 
and global rele-
vance. We now had 
an understanding of 
the problem. 

DEFINE

Through testing and 
feedback, we devel-
oped three different 
outcomes: a predic-
tion tool, an imple-
mentation plan and 
a roadmap for scal-
ing up.

PROTOTYPE / TEST

With usability and 
simplicity in mind, 
we developed sev-
eral “solution 
tracks” for “how 
might we...” type 
questions.

IDEATE

The easy way The hard way

Interviews with:
Linnéa Wiklund, HR manager at Adlibris
Kasper Ahnhem, CEO Trainee Adlibrisgruppen
Johan Kleberg, CEO Adlibrisgruppen
Marius Halvorsen, Financial controller Adlibrisgruppen
Katrin Molina-Besch, PhD student at the Packaging 
Logistics center at Lund University. 
Tommy Nilsson, manager at Morgongåva
Several workers at morgongåva

Customer research consisting of:
Quantitative research from Adlibris own database 
(disclosed)
Quantitative research from course 921 on online 
purchasing behaviour
In-depth interviews with customers in Adlibris Marknad 
(Brick & mortar) during 2017

Design thinking process stimulated by:
”Design Thinking” in HBR June 2008, by Tim Brown
Interview with a research intern at IDEO Munich
Field visit to IDEO Munich in 2017
”Change by Design: How Design Thinking Transforms 
Organizations and Inspires Innovation” (2009) by Tim 
Brown. Published by Harper Business.
Lina Enqvist ”Gather Playground” - a three day workshop 
in Design Thinking.

Environmental calculations research:
Eco Design Module by Fost Plus and RDC Environnement
”Design packaging to reduce environmental impacts” by 
Northern Ireland Business Info (www.nibusinessinfo.co.uk)
”Evaluating the sustainability impacts of packaging: the 
plastic carry bag dilemma” – Helen Lewis, Karli Verghese 
and Leanne Fitzpatrick (2010)
Tetra Pak – Carton CO2 Calculator (www.tetrapak.com)

Wider readings:
”Essential requirements on the composition and the 
reusable and recoverable, including recyclable, nature of 
packaging” - Annex II of Directive 94/62/EC
”Allmänheten och klimatförändringen 2015” by Karin 
Carlsson, Rickard Hammarberg and Kia Hultin for at 
WSPSveige AB for Naturvårdsverket.
”Pant och retur: Konkurrenseffekter av pant- och retursys-
tem för dryckesförpackningar” from Konkurrensverkets 
rapportserie 2003:3
”Waste & Packaging” – Unilever’s strategic approach 
(www.unilever.com) 
”Amazon on creating ecommerce packaging that’s great 
for all: customers, companies and the environment” by 
Lisa McTigue Pierce in Packaging Digest 17/04/2017
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