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Eosta wins
sustainability
award
The Dutch organics specialist has been
rewarded for its Natural Branding
packaging concept, the company�s
solution to unsustainable plastic pollution
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Eosta's sustainability manager Michaël Wilde (centre)
accepts the award along with packaging innovation
manager Paul Henriks (right)
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Earthpouch (from UK’s B&G Products) and
Multibag (from retailer Coop Switzerland).

Eosta’s Natural Branding
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