
























































PACKAGING...

...the garbage industry

. One word that expertly describes the creed of the 20th
century Western existence is CONSUMER. We live in a
consumer society and our roles as secretaries, scientists
or clerks are mere subsidiaries to our greatest part, that
of consumers. The survival of our economic system de-
mands that we consume frequently, thoughtlessly, expen-
sively — food, drink, tobacco, cars, refrigerators,
clothes, stereo systems. To ensure our co-operation in the
game, the massed forces of industry, advertising and
marketing coax, caress and cajole us, until our very ex-
Istence seems to depend on the acquisition of this and the
use of that. And when we've acquired this and used that
— throw it away. It’s simple.
% Planned obsolescence is the key factor. The saying

nothing is built to last” is quite true. If it were there
would be no need for the consumer to keep consuming
and the whole system would grind to a halt. It would not
be in a light bulb manufacturers’ interest to market a
light-bulb that lasted forever; if they did, they would soon
be out of business.

All this producing, consuming, discarding leads to
waste. Yet the philosophy of not caring where it came
from or where it is going which has characterised and
perpetuated our habits as consumers for so long, must
now itself be discarded! We can no longer affort to toss
valuable resources onto the garbage heap. For if we con-
tinue unthinkingly to do so, the next byword of the 20th
century Western existence will be SHORTAGE.

To the economist, packaging is one of the “growth” in-
giu§tr1es of our time. But in the eyes of environmentalists,
it 1s one of the biggest drains on resources and single
causes of waste. The necessity of some packaging is quite
clear. To protect goods in transit from factory to retail
outlet; to contain them, obviously necessary for liquids,
and finely divided solids such as sugar, salt and soap
powder. For hygenic reasons to protect against moisture
and dirt and to quantify them for convenience. But
packaging has another role far beyond these purely func-
tional ones — to sell the product ! Attractive packaging
persuades us to buy more.

For thousands of years, packaging used to mean
materl.als such as wood, textiles, earthenware, glass; all
of which are easily made from natural materials, and
were designed for constant re-use. When finally worn
out, all of these materials can return to nature, doing lit-
tle or no harm to the environment.

Today not one of these materials remains as a signifi-
cant packaging material in an affluent society such as
Australia, with the exception of glass, which is almost en-
tirely designed to be used only once, then thrown away.
Far from improving the packaging previous generations
use, modern technology has perfected the throw away
package — throw away glass, throw away steel and
alum'mlum cans, throw away paper and throw away
plastics. This is the reason why we now have one million

tons of packaging wastes to throw into holes in the
ground each year and why the manufacturers of these
packages expect we will throw away some six million
tons a year by the end of the century.,

Convem_encg:. The holy word of the packaging in-
dustry, which is used to justify a multitude of sins. In this
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regard non-returnable bottles and cans lead the race. Put-
ting beer in cans for example is convenient, for the con-
sumer, who can simply throw the can away when they are
finished with it. Non-returnable bottles are “convenient”
for the same reason. Coincidentally, selling beer in cans,
rather than in returnable bottles s considerably more
convenient for the manufacturer who no longer has the
expense, or worry of collecting, cleaning and refilling
bottles. And remember — 30% of what you pay for a can
of beer is for the can, which can only be used once and
then thrown away — how convenient can you get? With
many items — such as toothpaste, soft drink, pet-food
razor blades and aerosol spray cans — the cost of the
package may be as much as the cost of making the con-
tents. With cosmetics, perfumes and pharmaceuticals
the packages may cost far more than the contents.

The growth of supermarkets as the major retail outlets
for virtually all consumer goods revolutionised the
packaging industry. Items that were bought loose are
now elaborately packaged, for example, nails and screws
which could be bought once by the handful in hardware
shops appear in supermarkets now in “blister’ packs
stuck to a card and encased in plastic.

Ostensibly, this makes life easier for the consumer,
who can buy the product in conviently aggregated quan-
tities. More to the point, it is easier for the
wholesale/retail network which can quantify, transport
and display items more simply.

" A visit to any supermarket will show you shelves
stocked with a vast array and a variety of products. Ten
different brands of soap powders, eight brands of tinned
fruit, jams, biscuits and detergents. Only one thing
visually differentiates the brands in any given line and
that is the packages they come in.
The amount and type of packaging around a given
roduct is a crucial factor in its sales appeal. If a package
ooks not only attractive, but substantial too, the con-
sumer may believe the product inside to be superior to
others in the range. The extra cost the manufacturer in-
curs in excessively packaging its product is thus compen-
sated for by higher turnover and profit. The packaging of
products has been refined into an art form of pictorial
and graphic allure, to the extent that in some cases,
cosmetics and perfumes for example, the package is sell-
ing not just the product but the seductive and exciting
promise of a better way of life for the purchaser. In some
extreme cases packages have created products, instead of
a package being developed to contain am existing
product for which there was an existing demand. Hair
sprays and other aerosol-can products are good examples
of products which were unthought of until a new packag-
ing technology was invented. According to the Australian
Association of Advertising Agencies, about eight
products disappear permanently from the supermarket
shelves each week because the public does not want them.
Almost invariably all eight were products which would
never have existed if it were not for modern colorful
packaging: a new ice-cream, instant dinner or canned
mixture of vegetables. But — for every eight products
which disappear each week, there are eight or nine new
ones on the shelves, backed up by massive advertising
campaigns.

But — the illusion is not without a price and the con-
sumer is the one who must ultimately pay it.

The sixteen million people of Australia and New
Zealand use as much energy as the 720 million of India,
Bangladesh, Pakistan and Sri Lanka combined. They
have never used convenience packaging. If they did use
resources and energf/ at the rate Australians do, how
much sooner would they run out of them? Are
deodorants, pet foods, plastic milk cartons and coca-cola
cans the best use for raw materials anyway?

It is not surprising to learn that the greatest proportion
of energy expenditure in food production generally oc-
curs in packaging. Modern packaging requires huge
amounts of energy to manufacture, all of which comes
from burning our limited supplies of fossil fuels. Talk of
an energy crisis in rich countries is increasingly common,
as we are likely in the next few decades to burn away
fuels which have been slowly created over the past two
hundred million years. Once we have run out of these
fuels — oil, coal and gas — where will we turn? No-one
doubts that we will run out, but the estimates range

depending upon how wisely we use these resources. We
are becoming increasingly aware that energy is a limited
resource and that it takes colossal amount of energy to
make {)ackaging. Not surprisingly aluminium cans and
aerosolized cooking oil sprays are the most energy inten-
sive food items in your kitcﬁen. To produce a six-ounce
aerosol spray of cooking oil requires over twice as much
energy as an equal amount of bottled cooking oil re-
uires.

: A returnable package, such as a refillable glass bottle
does not waste energy nearly so badly becaue it will be
refilled twenty, thirty, forty or more times. A milk bottle
“goes around”, on an average twenty-seven times, a
cardboard milk carton — once. Consider the energy
needed to make all of Australia’s one million four
hundred thousand tons of packaging. This total is doubl-
ing every ten years.

Pollution resulting from the manufacture of packaging
is extremely serious. All packaging manufacture uses
huge quantities of energy, and so produces huge amounts
of carbon dioxide, in the long term, this could be the
greatest threat to the environment of all. This is not
something which can be controlled by better pollution
control devices. It is not -an accidental by-product of
packaging manufacture but is the inevitable result of
burning any fossil fuel.

As supermarkets came to dominate retailing so did the
pressure for throw away packaging grow. A new package
designed to be used once and then thrown away brings
greater profits to both the packaging manufacturer and
to the retailer. Inevitably, the cost of packaging must be
met by the consumer. Where the cost — and amount of

ackaging is kept to the bare essentials this seems quite
Fair, but when the consumer is paying some 25% — 50%
of the price of a product for the package it comes in,
which is quite useless once the product has been used,
something is very wrong. After we have put papers, wrap-
pers, cans, bottles and boxes into the garbage they must
be collected and disposed of by our local council. Our
municipal councils and road authorities have to pay the
cost of packing up and disposing of the rubbish the
packaging industry creates. To give one example, the
Sutherland Council (in New South Wales) states:

“The cost to the Council of collecting and disposing of
waste including the bi-weekly garbage service, the twice
yearly clean-up, the disposal of waste from parks and
beaches etc. is hard to fix in detail ... However, the
figure is about $1% million per annum.” This figure does
not include the cost of paying “two full-time and some
part-time officers . . . (wgich is expensive) when this work
has to be done at weekends and holidays on a penalty
basis” ... — reply to a letter, 26th January, 1977.

This money does not come out of their pockets, it
comes out of your rates and taxes all to clean up litter
and get our waste packaging out of the house and into a
hole in the ground. Many councils are turning to huge in-
cinerators to reduce the land disposal problem, at the risk
of turning it into an air pollution problem. Because of the
rate at which our garbage dumps and tips are filling
many are now restricting the type of garbage which may
be dumped.
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Another way in which packaging lowers our standard
of living is by litter. It is an eyesore we cannot escape, but
It 1s more than just that — it is dangerous. We have had
throw away glass bottles for only ten years. We have had
lacerated feet from broken glass on the beach as a major
prcwblllem }flor only ten years. Is this progress?
solut?oﬁ?w at shall we do about it — is recycling the
It appears to be a common-sense solution, i i
the reuse and remanufacture of the package z;f:gr?ivlllrzﬁ
been used. It seems such an obvious thing to do that
many people are suprised to find that of all the packaging
materials — plastics, aluminium, steel, glass and paper
— only the last two are recycled to a significant degree
and with paper the proportion recycled is droppiné
steadily. In fact, recycling of most packaging materials
turns out to be a very poor way of conserving our
resources and energy supplies. With plastics, recycling is
ﬁll but t?’chmcally impossible. Plastics which are the big
growth” area of packaging are used for containers of all
kinds of liquids from fruit juice to washing up liquid
Ironically, the advantages that plastic has over other con.
tainers — its hardiness, durabi%ty and virtual indestruc-
tibility are the very assets which make it almost impossi-
ble to rccycle, impossible to recycle but not to reuse.
With steel cans, some of the materials used can be
recovered only at the cost of wasting others. Steel can
recycling recovers only one of the four metals used to
make it — iron. The other three including tin, which is
Vvery scarce, go up the stack. :
In most cases the recycling industry is hi
centralised, so a lot of energy i% wasted iyn collelcgt?rg
waste packaging and transporting it back to a
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remanufacturing plant. In fact energy use is the biggest
drawba}ck to recycling. We use energy — produced from
coal, oil, gas — to make the packages and when we recy-
cle a used package we use more energy.

.Wh’flt can you the consumer, do? The most important
thing is to never underestimate your power. Don’t feel
that just because you are fighting a huge company you
have no power — you do — you have the greatest power
of all: your consumer vote.
® Boycott those products that you believe are excessive-

ly packaged. Where at all possible buy drinks in retur--

nable bottles only and not in non-returnable bottles or
cans.

® Don’t buy a package, but a product. Where you have
no choice at all but to buy a_package, buy one big
package rather than a number of small ones (big
packages can be used to store things in).

® Support the few manufacturers who are still holding
out and sell products in reusable glass containers.

® Contact the manufacturers of packaging, and let them
know directly how you feel; as well as indirectly by your
choice of what you buy — or more importantly don’t buy
t'— at the shops. In this regard group action is most effec-
ive.

® Write to your local council and find out exactly how
much you are paying to dispose of your rubbish. You will
probably be horrified. Try to publicise the fact through
your local media.

® Refuse extra layers of wrapping in shops or at super-
markets checkou@s and emphasise your point by stripping
down the packaging to its bare essentials and leaving the
wrapping behind in the shop.

® Join or form a local food co-operative. There you can
buy in bulk and save money as well as reducing packag-
;‘n“g (\iavaste; remember to take your own containers to be
illed.

Most importantly, develop a responsibility for
everything you buy. If you do not wish to be responsible
for what will ultimately happen to plastic cartons, boxes,
cans or bottles DO NOT BUY THEM. Realise this is the
responsibility that comes with everything that you
purchase.

Have all these products of so-called modern
technology improved our standard of living? Do we
really enjoy life more than say, ten years ago with aerosol
shaving cream, individual teaspoons of plastic wrapped
Jam in the canteen, milk in cartons, and spray cans of air
freshner? Did we teally choose this whole mess or was it
forced upon us? The first thing that must go is the “throw
away convenience”. Disposables are a luxury we can no
longer afford. Most packages still end up on the tip no
matter what the packaging industry try to tell us, wasting
valuable resources and utilising increasingly scarce tip
space.

Stop the packaging industry being what it is at present
— the garbage industry.

Kim O’Sullivan
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At present, in Australia, (and many other countries) a
large proportion of women hold a central position in the
home — looking after children, cleaning, cooking,
replenishing the household food supply and doing many
other domestic chores; a position wEich is almost never
shared or, (even rarer) taken on by men. Much con-
troversy has and still is occurring, over the position of
women in society: socially, economically and politically.
This article doesn’t come close to the solution of the
overall problem. It merely suggests some formative steps
towards a big change.

The advertising media and manufacturers, fully aware
of the social situation many women at present find
themselves in, aim the majority of advertisements and
products at the ‘housewife’ person/image. The influence
exerted takes many forms, and has as many diverse ef-
fects which aim to define our lives and lifestyles. The
creation and promotion of competition — amongst
women, and between households i.e. “Keeping up with
the Jones’ * is just one example, achieved and maintained
through the setting of ‘“‘social standards’ and the produc-
tiond of consumer goods to fill the needs of these stan-
dards.

Also surrounding us is a constant deluge of local and
worldwide environmental and social crises . . . we are en-
dangering all life forms, the ecological balances and this
very planet by the lifestyles we lead. It’s so easy to feel
overwhelmed, *. . . but what can I do? How can I help?”’
There is a lot the individual can do, (and a lot more we
can do as a group). Society is made up of individuals: the
individual person, the individual household, the in-
dividual community. Beneficial change in the personal
environment has far reaching effects on the general en-
vironment, especially if it is combined with efforts to
communicate with people: friends, neighbours, even
strangers, about the changes you’ve made — and why.

Ironically, it is the exploited woman in the domestic
situation who has the most potential power to bring
about change, in her own as well as her f%mily’s life and
lifestyle — and consequently has potentially far reaching
effects upon the present social system. One of the most
basic steps towards changing ones own environment is to
concentrate on eating good food: fresh, instead of proces-
sed preserved and overpackaged ‘foods’. It is too easy to

fall back onto ‘“‘convenience foods” which, while failing
to provide the vitamins, minerals and basic nutrients in

ion

Rosie Cousin

our diet, also pollute gur bodies with chemicals, preser-
vatives and many other disease-inducing additives, (not to
mention the environmental destruction brought about by
the very manufacture of processed convenience foods, the
production and ultimate disposal of its packaging and the
overall energy consumed).

Home grown and/or organic vegetables are uncom-
parable for taste, and chemical-free goodness. Shop
bought organic vegetables and fruit are unfortunately
very expensive, so if you’ve got a garden, you have a
potential natural resource, plus a whole lot of fun and
relaxation to look forward to. A tasty salad dressing to
top fresh vegetables is made from apple cider vinegar,
and fresh or dried herbs, (to taste) and cold pressed olive
oil. A further area for action in the home is energy, water
and soil conservation. Hints on ecological alternatives
are available from F.O.E.

Where am I going to get the time to do all this you ask?
Well isn’t it time to make time for yourself, to look after
yourself properly — after all if you’re body and mind
aren’t working, there’s not much you could do anyway.
Don’t try and kill yourself though; get co-operation from
the males of the household. Housework should and can
be done by everyone, and that includes growing, (if pos-
sible) preparing and cooking foods, as well as cleaning
up. Good nutrition links many other issues, such as over-
packaging, destruction of our forestlands (for packaging
and paper production); the prevalence of diseases in our
society, such as hyperactivity which is linked directly to
poor diet and excess chemicals in food consumed;
Nuclear power, so that we can keep up with the Jones’
colour TV, electric toothbrushes, knives and
footwarmers, (not to mention their cars, boat and holi-
day house) and have overpackaged processed foods, etc.

Get together with other families in the street, to com-
municate with them about what you’ve been capable of
doing, and what you’d like to do in future., If possible,
try to organise back-yard barter: exchange home grown
vegetables for, (for example) home made bread, share as
a group in community activities for the benefit of your
area. Take a part in community gnd town planning ac-
tivities, and have a say whether freeways should be built,
whether power stations (nuclear and otherwise) should be
built, and consider the alternatives. The individual has
the capability and power for change, the community as a
whole has more. . . Backyard Revolution . .
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ZELDA

It is a predictable, but disappointing fact that most of
the feminist literature of the ’?05 has come from white,
middle-class women, and it doesn’t require a great deal of
thought to see why: loudest voices get heard first. Zelda
stangs out as a book by a working-class Melbourne
woman. She is middle-aged, from a Jewish background,
and has had a lifetime’s involvement with factory
workers, communist party members and officials, and
trade unionists.

Zelda points out that ‘“Working-class women very
rarely write books because of our inability to write at the
level required by male-established literary standards.
Nor are many books written about the lives of working-
class women because our lives are considered to be too
hum-drum.”

Zelda’s life was certainly never hum-drum, and her ex-
periences reflect the extreme difficulties of being a work-
ing woman in Australia. As such they are riveting
reading, especially for those ot us who have not, nor ever
will, work in factories and union organizations. Zelda
was beaten and bruised constantly by the various worker
organizations she worked with, and was once sacked for
daring to confront her communist boss’s sexism. Most
readers will recognize the thinly-disguised antagonists
(John Quartercent?) and recall the incident where Zelda
chained herself across the doors of the Commonwealth
Building in Melbourne to publicize pay inequality. Zelda
had a way of making her point — paying only two-thirds
fares on public transport gecause women were paid only
two-thirds of the male wage, and picketing beauty con-
tests were among the more memorable. It is impossible
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to doubt her sincerity and commitment to the working
women of -Australia.

She fought and became disillusioned with both the
Communist Party and the unions, and ultimately
believed that her energies would be best directed in the
women’s liberation movement. But it took 20 years for
her to discover the newly emerging movement, during
which time her belief in male power structures, such as
most worker organizations, was shattered. It is an ex-
treme standpoint, and a barbed criticism of these groups,
but one which it was inevitable for her to come to give her
experiences. Whether it is inevitable for all working
women is something time will tell — perhaps the publica-
tion of books like this one will accelerate a change in the
union movement. Read the book — it is a personal, gutsy
look at Melbourne in the last few decades through the
eyes of a participant. It will make you think, and you will
be sharing some shattering experiences.

All working women in Australia have benefited from
the struggles of Zelda and her sisters in areas of pay,
working conditions, abortion law reform and union
representation, but few would be conscious of it.

It is books like this which make us aware of the work
that has already been done for us, and is still going on.
The book depicts the agony and highs of an activist
working-class woman and has valuable insights into un-
ionism in the ’60s and the very early women’s liberation
consciousness. Love her or hate her, Zelda made her
mark — you must admire her dedicated perseverance.

—Jennie Sproule
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Mail orders to Chain Reaction, 51 Nicholson St., Carlton, Vic. 3053 or your state FOE group.

Registered at G.P.O. for

Books on Nuclear Power

Ground for Concern
(Ed. Mary Elliot, FOE Sydney) «......

Uranium, the Law and You
(Civil liberties in a nuclear state. FOE)

The Menace of Atomic Power
(Ralph Nader) ......ceooveesnecanees

Red Light for Yellowcake
(Barret, Falk and Hayes, FOE Melbourne)

Politics of Nuclear Power and Fuelling Up
For Disaster — Two Articles by Alan
Roberts and Gary Smith) ............

Ranger Uranium Environmental Inquiry —
Second Report ..........coovvvvnnnnens

Mururoa Mon Amour L
(the French nuclear tests in the Pacific.
Bengt and Marie-Therese Danielsson) ..

Atomic Horror Comic ............. ...

Alternative energy sources

Energy Strategy
(Amory Lovins) ......ccoeevrennenens

Soft Energy Paths o
(Lovins. Includes the material in Energy

SHrAtEEY) «ssnsws maws emanErae nomai

Solar Power for the Home
(Chain Reaction special issue) ........

Wind Power for Australia
(Chain Reaction) ..........cooeeeeees

$3.95

$2.00

$2.75

$1.00

50¢

$11.00

$3.50
A40c

$1.00

$2.95

.60c

$1.00

transmission by post as a periodical — Category “B”

Broadsheets

Uranium and the Third World

(Will nuclear power solve the problems of

pOOT COUNtries?) ........ovivvuenenens by
People of the World Say NO ;

(about the world-wide movement against

nUClEar POWET) ...vvvvvervnuenennnees donation
The Nuclear Power Experience in Japan &
(exposing the myth) ................. .50c
Nuclear Weapons and Australian Uranium 20c

Uranium: Citizen’s Response Kit
(a collection of leaflets on all aspects of

nuclear POWET) ....oevvvvennnneeenns .65¢
INSPECT Schools Kit
(Similar, for SChOBISY s conaes suassmnis $1.50

NOTE: Most state FOE groups have their own leaflets
and broadsheets Queensland has a series of 'reprmts_of
key articles. FOE Sydney has a comprehensive reading
list of books to order.

Whales and Antarctica
Mind in the Waters

(Joan Mclntyre ed. Limited copies) ... $10.50
Whales and Dolphins

(children’s boOK) .........oieiiiiinns $1.75
The Blue Whale ...........ccooivvnees $5.50
Antarctica: Resources and Environment

(pamphlet) ......oiiiiii e .20c

Other subjects

The Mapoon Book .
(tells how aborigines were driven off their
land to make way for a mine. By the people
themselves.) v ..vviiinieneiii e $1.80

Getting on the Right Track
(public transport versus more cars and
freeways. Ed. by Andrew Herington, F19
BT 11812114 1) P R $1.20

WHEN ORDERING BOOKS by mail please include
postage of 30c for the first item and 10c for each ad-
ditional item. If you are only ordering a single sticker,
badge or broadsheet, postage is 18c.

pricas are the suggested donations
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Stickers

STOP URANIUM MINING

(English, Italian and Greek)

SOLAR NOT NUCLEAR

THE EARTH NEEDS FRIENDS

LET WHALES LIVE

WHALING IS MURDER

URANIUM MINING? NO THANKS! e

(sheet of 20 little badge-sized stickers) All 30c

o

FRIENDS oF TrE EARTH

Badges

URANIUM? NO THANKS!
$4-00 STOP URANIUM MINING e~
LET WHALES LIVE ——
PROTECT ANTARGTICA L. o All 30¢

Also-

SAVE THE WHALE

LAND RIGHTS NOT URANIUM
NOENO-FREEWAY:S Ao b All 50c

ORDERS

Publications
Please forward the publications marked (include
number of copies required)

TotalFid s

345 Subscriptions
4 | am not a member of FOE but wish to subscribe to
Chain Reaction ($4 for one year, four issues).

Join Friends of the Earth!

| wish to join Friends of the Earth and enclose $10 or
any sum that | can afford as one year's membership
fee. (Members are entitled to one year’s subscription
to Chain Reaction plus various other publications

and information) B

A cheque/postal order for $ ......... is enclosed.
INAMER 5 S i S L R s o et L TR
A D DR ES S | e it ST

.................... ROSTCOPESE T E| NS
| can actively help by:
3 O Working in my local area

4'0051 Working within my union/school/other organiza-
ion
E{ )Special skills (office work, professional, artistic
etc
O | would like to help in one of FOE’s campaigns.

FRIENDS OF THE EARTH AUSTRALIA

MELBOURNE
51 Nicholson St., Cariton, Victoria 3053. PH: (03) 347.6630
SYDNEY

18k Floor 232 Castler e%h St. Sydney 2000.
DARWIN PH (02) 2358037
PO Box 2120, Darwin, N.T. 5794. PH: (089) 81.3804
A.C.T.

PO Box 1875, Canberra City, ACT 2601. PH: (062) 47.3064
ADELAIDE

310 Angas St, Adelaide, S.A. 5000.

PH: (08) 223.6917

PERTH

C/— W.A. Env. Centre, 537 Wellington St., Perth 6000,

(092) 21.5942

BRISBANE

235 Boundary Rd., West End, Brisbane. 4101. PH: (07) 44.1766.

TOWNSVILLE
PO Box 5115, Townsville, Qld 4810. PH: (077) 71.6226.

M
_;QSSNA:IM!:V\C& Pl. Bobart PH 002 343032

NEW ZEALAND
PO Box 39065, Auckland West, NZ.






