PACKAGING

Packaging in 2018
Mintel, a leading market intelligence agency, has at the end of last year announced
five trends set to impact the global packaging industry over the coming year.
Looking ahead, David Luttenberger, global packaging director at Mintel, discusses the major
trends set to influence the packaging sector worldwide in 2018, including implications for
consumers, brands, and manufacturers.

Packaged Planet
The throwaway culture of today will evolve
into one that understands and embraces
the role of packaging as a primary means
to reduce global food and product waste.

What’s happening in 2018?
Consumers have long considered packaging
as often unnecessary and ultimately as
just waste to be disposed of. But that
misconception is now changing.
A focus on package innovations that
extend food freshness, preserve ingredient
fortification and ensure safe delivery is
increasingly benefiting consumers on a
global scale.
Indeed, 50% of US grocery shoppers
agree that the right packaging can help
reduce food waste.
In an environment where 56% of
Brazilians are actively trying to reduce
food waste at home rather than simply
highlighting packaging materials and
technology, converters must promote
package benefits and brands need to
spotlight those attributes on-pack to
become catalysts for changing consumers’
perceptions of packaging for the better.
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Where next?
The Food and Agriculture Organization
of the United Nations estimates that 1,3
billion tonnes of food is wasted globally
each year, with consumers in Europe and
North America throwing away between 95115 kg of food per person. With consumers
concerned about this growing waste
mountain, and shoppers seeing the cost of
this waste, people are now actively seeking
solutions.
Around 61% of Canadian fruit and
vegetable buyers say they would be
interested in packaging that keeps food
fresh longer, indicating the importance of
this issue across the globe.
Brands need to act now, exploiting
on-pack communication tools to educate
consumers on the benefits of packaging,
from extending shelf life of food to
providing efficient and safe access to
essential products in developed and underserved regions of the world.

rEpackage
As more and more consumers embrace
online shopping, packaging will play a
pivotal role in brands’ and consumers’
e-commerce experiences.

What’s happening in 2018?
Much of the conversation among brands,
converters, and package designers about
online shopping and e-commerce is
currently focused on, and driven by,
Amazon. Free from the supply-chain
restrictions of the brick-and-mortar retail
giants, Amazon is working to minimise
“touches” in the supply chain, maximise
the brand experience for consumers, and
optimise packaging stock keeping units
(SKUs).
Online shopping is becoming more
widespread around the world and is
near ubiquitous in markets like the UK
where 91% of consumers say they shop
online. Much of the popularity stems
from convenience as over half of Chinese
consumers aged 20-49 who shop online
say it is fast (53%) and saves time (51%).
Now is the time for brands to consider how
packaging can alleviate, if not eliminate,
consumer frustration with over-packaged
and even under-branded goods sold online
and delivered via e-commerce.

Where next?
With e-commerce sales forecast to reach
$4 trillion globally by 2020, representing
nearly 15% of total global retail sales,
according to eMarketer, brands must
consider when, not if, they will enter the
online retail and e-commerce packaging
fray. Packaging that safely delivers

PACKAGING
products through the e-commerce supply
chain is only part of the equation, with
opportunities for material optimisation and
improved sustainability.
While online shopping’s key advantage is
convenience, consumers expect more from
their favoured brands.
When designing packaging to be viewed
online, and transit packaging to be opened
upon delivery in the home, the experience
of e-commerce packaging must reflect
consumer expectations from shopping with
that brand in-store.

Every package must create an emotional
reaction for consumers at the point of sale.
Where mass brands often fear stepping
outside a category’s design status quo,
craft brands often pare back too far and
become candidates for de-selection due to
being too far outside consumer’s comfort
zones of marketing expectation.
The “essentialist” design principle bridges
the divide between not enough and just
enough of what is essential for consumers
to make an enlightened and confident
purchasing decision.

Clean Label 2.0

Where next?

Aiming for packaging designs that
enlighten consumers’ purchase decisions,
brands will reject approaches that offer
too much or too little as they can leave
shoppers more confused than informed.

What’s happening in 2018?
Though consumers are more informed than
ever, they may reject brands if they feel
overloaded with information, which leads
to questioning of provenance, authenticity,
and transparency. Indeed, 39% of French
consumers feel that excessive information
on food and drink packaging can make it
hard to trust a brand.

Consumers are more likely to trust brands
when messaging and claims are succinct
and easy to understand.
On-pack communication that eliminates
excess information and design elements
to help consumers focus on key product
qualities or package functionality can lead
to greater customer engagement.
Brands must bring the next generation
of clean label to packaging design to
provide a moment of calm and clarity for
shoppers in an increasingly hectic retail
environment.
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Sea Change
Plastic packaging adrift in the world’s
oceans will become the catalyst driving
brands to rethink packaging in a context
consumers can understand and act upon.

What’s happening in 2018?
Sourcing packaging material from sea
waste highlights the greater sustainability
issue, but is not a solution in and of itself.
Reducing the likelihood of packaging
waste entering the sea in the first place
offers greater potential for reducing the
impact of plastic packaging on the ocean
environment.
Committing to the use of recycled
content in all packaging can help drive the
circular economy, reducing ocean plastic by
ensuring an efficient route for packaging
from the consumer back to the producer.
Brands such as Coca-Cola are leading
the way when it announced in 2017 that
it would increase the amount of recycled
plastic in its bottles to 50% by 2020. This
aligns with eco-conscious consumers
such as the 36% of Australians who prefer
products that are sold in ecofriendly
packaging.

Where next?
It is estimated by the Ellen MacArthur
Foundation that by 2050 there will be
more plastic in the sea than fish.
With lobby groups pointing the finger at
packaging, brands are right in the firing line.
Concerns over safe packaging disposal will
increasingly colour consumers’ perceptions
of different packaging types and impact
shopper purchase decisions. Only by
communicating that a brand is working
towards a solution will this growing barrier
to purchase be overcome.
Collecting waste plastic from the sea
to recycle into new packaging can raise
consumer awareness but won’t solve the
problem. In order to keep plastic out of the
sea, a renewed effort towards the circular
economy is needed to keep valuable
packaging material in use.

It is estimated
that by 2050 there
will be more
plastic in the sea
than fish.
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rEnavigate
Brands will look to contemporary packaging
formats to help reinvigorate those centreof-store aisles less-trafficked by younger
shoppers.

What’s happening in 2018?
Shopper habits are changing, both
in frequency of shopping and in how
consumers navigate the store. Large weekly
shopping excursions are being replaced
with more frequent, smaller trips. Young
shoppers are increasingly “shopping the
periphery”, visiting the fresh and chilled
aisles around the store perimeter and
turning their backs on processed, ambient,
and frozen offerings in the centre of the

store. One third (34%) of US consumers
aged 18-34 shop for centre store foods
most often at grocery stores compared to
three in five (62%) of those aged 55 and
older.
Supermarkets are now fighting back
by refreshing store layouts to reflect this
new mission-based shopping style. Now
is the time for brands to respond and
leverage packaging to refresh the centreof-store experience and earn loyalty among
Millennial shoppers.

Where next?
With younger consumers avoiding some
areas of the store altogether, packaging
needs to work harder in order to meet their

specific needs and desires and to
communicate this fact at the point of
purchase.
Such packaging features as transparent
materials can create a feeling of openness
and trust, as well as aligning with
Millennials’ interest in fresher, healthier
foods. Contemporary design, recyclability,
or unique shapes can also draw in younger
consumers.
Shelf-stable foods are more likely than
chilled or fresh to be associated with
attributes such as time-saving, helpful, and
good value. Packaging can strengthen these
assets to make shopping the store centre
as appealing as the burgeoning perimeter
to younger consumers.

Show your metal
South Africans used more than 198 000 tonnes of metal cans, foil trays and aerosols during 2016 alone.
MetPac-SA, the material-recovery
organisation representing the steel, tinplate
and aluminium packaging industries
in South Africa says recycling metals
matter to the environment, as well as
the thousands of schools, collectors and
convertors who earn a living from recycling
this material.
“Metal packaging is one of the world’s
most valuable materials for collectors and
recyclers. This packaging material continues
to be in high demand and can readily be
found in and around the home and includes
cooldrink cans, food tins (including pet
food), foil trays, empty aerosols canisters,
metal bottle tops and foil wrap,” says
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Delanie Bezuidenhout, CEO of Metpac-SA.
According to the latest figures released
by Packaging SA, South Africa has an
impressive recovery rate for used beverage
cans, which currently sits at around 73%
(up from 70% in 2015). For the past five
years, metals packaging has consistently
outperformed glass, paper and plastic by
recording the highest recovery rate and
diversion from landfill.
“The metals packaging industry has
managed to develop a true circular
economy whereby the material that is
collected and recycled, is used to produce
new products at a far lower cost to the
environment than making them from

raw materials. Every time metal passes
through the recycling loop, the benefits are
repeated, again and again and again!”
Recycling metal packaging helps save
valuable and scarce natural resources,
energy and greenhouse gas emissions.
Twenty recycled cans can be made with
the energy needed to produce one new can
using primary aluminium ingot. Similarly,
recycling one beverage can saves the
amount of energy needed to burn a 100w
bulb for 4 hours or to run a TV for four
hours.
Every can that is recycled ends up
making a big difference in the end,” Delanie
concludes.
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How plastics made from plants could be
the answer to the world’s waste problem
By James William Comerford, Bizcommunity

The problem with plastics

Plastics are incredibly useful materials with extremely diverse properties, allowing
a multitude of different applications that benefit our lives.

It is clear then that plastic waste is
a complicated problem – spanning
economics, sustainability, social pressures
and recycling infrastructure in both
developed and developing countries. But
while it’s widely known that plastics can
be an issue for the environment, what
isn’t often known is that the persistence
of plastics in the environment is actually
closely linked to how they are made.
The overwhelming majority of plastics
are made using oil-based materials,
meaning that, by their chemical nature,
many plastics have no oxygen content.
This makes them very hydrophobic
(water hating) and, as such, it is very
difficult for common bacteria or enzymes
to break them down if they enter the
environment.

Bottles and forks aside, in the medical field
alone plastics have been used for artificial
heart valves, medical implants and devices,
controlled drug release, specialist surfaces
and coatings that repel water, organic
batteries – the list is endless.
But, with marine plastic debris estimated
to reach 250 million tonnes by 2025,
governments across the globe are starting
to think about how to overcome this
significant problem.
A fundamental part of this issue is that
non-sustainable, single-use plastics account
for up to 40% of global plastic production.
This equates to around 128m tonnes. The
vast majority of these plastics have low
recycling rates and do not biodegrade in
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an acceptable time span – polypropylene can
take millennia to break down properly.
Worse still, if these plastics find their way
into the marine environment, the motion of
the sea along with sunlight can cause the
plastics to fracture into small particulates called
“microplastics”.
The presence of macro and microplastics in our
oceans has been shown to have a detrimental
effect on marine life. But the potential effect on
human health is much less well understood.
A ban on the production of cosmetics and
personal care products containing plastic
microbeads came into effect at the beginning of
the year. Though realistically, this only accounts
for an estimated 680 tonnes of microplastics per
year in the UK.

PACKAGING
Over the past few decades, there
has been increased awareness of our
dependence on a limited oil supply and
this has driven research into alternative,
sustainable sources of chemicals. In
particular, the concept of using biobased materials as a resource rather than
oil-based materials has really gained
momentum. Sustainable bio-based material
can be waste crops, waste wood, waste
food – in fact, any waste biological matter.
Most importantly, these natural, biobased materials can easily be broken down
into smaller chemical building blocks –
called “platform molecules” – which in
turn, can be used to make other useful
chemicals, including plastics.

Nature’s building blocks
Using these platform molecules, the
Green Chemistry Centre of Excellence at
the University of York, has been working
with the plastics industry to create a
new generation of bio-based polyesters.
These are often used to make fibres for
clothing, as well as films and containers for
liquids and foods. The resulting materials
are entirely plant based, recyclable and –
importantly – fully biodegradable.
Aside from sustainability, the huge
benefit of using biomass as a resource
is the high quantity of oxygen that is
incorporated into nature’s chemical
structures (celluose, glucose etc). By using
bio-based materials to make bio-based
plastics, the oxygen content is kept in the
material. The hope is that by having a high

oxygen content, the bio-based plastics will
have high, but controlled biodegradability.
This means that the bio-based plastic can
totally and safely break down into benign
starting materials.
But although this new generation of
sustainable plastics is a huge step forward,
and a compostable plastic is of huge
benefit, this is by no means the end goal
for all bio-based plastics.

Circular economy
The circular economy is all about keeping
resources in a constant loop, reusing and
recycling them as many times as possible.
This helps to minimise waste and reduce
the need for brand new resources.
Treating plastic waste as a resource
rather than a problem is an important
change than needs to happen over the
coming decades. This will help to preserve

our remaining chemical materials, as well
as protect our environment.
Plastics are a fundamental part of
modern society and they are here to stay.
Ultimately, society has to move away from
oil-based products towards sustainable
bio-based alternatives. But regardless of
whether a plastic is oil-based or plantbased, the biggest impact you can have on
the life cycle of a plastic product is to reuse
and recycle it.
As a consumer, this means you have a
choice and the power to make a positive
impact. Find out where your nearest
plastic waste recycling point is and look to
promote home collection and the proper
recycling of all types of plastic waste.
So next time you use the last of the
ketchup, help to preserve our resources by
making sure your plastic waste stays in the
recycling loop.

bPlus Label Printing scale
Small details. Big difference.

bPlus is perfect for retailers who are looking to invest wisely in future-proof weighing technology
that will help them focus on what really matters: sales and profit.
• Various printing options
• Built-in fixed wireless communication
• Insect-proof housing
• QR barcode printing
• USB mass storage

Tel: (011) 553-2300 | Marc 082 826 2743 | marc.fryer@microsep.co.za | www.microsep.co.za/mtbplus
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Consumer behaviour is shifting –
Shouldn’t your brand be too?
By Gidgette Osborne, Go Content Lab
Shopping habits are changing. A lifestyle change sees consumers replacing large
weekly shopping excursions with more rushed frequent trips. The buzzwords
“healthy”, “fresh”, “natural” and “organic” have shoppers visiting the fresh and chilled
aisles, while turning their backs on processed, ambient and frozen offerings. This fastpaced shopping and emphasis on “au naturel” could see your brand sitting unmoved
on a shelf for unwanted extended periods.
Retail packaging is the primary vehicle
through which consumers connect with
brands. Consumer goods companies
are challenged with delivering brand
value in an increasingly complex and
time-compressed market environment.
Regulation, size, labelling and the adoption
of sustainable ‘green’ products are just a
few of the deliberations when considering
the design and branding of your packaging.
What catches your eye when you walk
down the aisle? A familiar logo? A colour?
A slogan?
That simply is no longer enough for
today’s consumers, who have moved
beyond the labels that “keep it simple”.
Consumer products brand design is often
based on the notion that shoppers make
decisions purely instinctively and reactively.
Eye-tracking studies show that consumers
read on average only seven words in an
entire shopping trip, buying instinctively
by colour, shape and familiarity of location.
Best sellers succeed by appealing to the
brain that decides long before logic has a
chance to show face.

14 | SUPERMARKET & RETAILER, FEBRUARY 2018

However, like it or not, millennials are
the biggest spenders and are increasingly
looking for labels to go beyond a simple
ingredient list. They want to know in-depth
information such as the source of the
ingredients, what channels have touched
the product along the way and even the
time frame from farm to store.
And despite popular belief, the majority
of millennials are brand loyalists. Of 1 300
millennials interviewed by Forbes, 60%
said that they are often or always loyal to
brands. As the oldest wave of millennials
enters parenthood and the youngest
wave of millennials enters adulthood,
new buying habits and brand preferences
are being formed. Instinctive reactions
can be designed into packaging through
sensory cues that affect our subconscious,
generating emotion and action before the
conscious part of our brain can respond.
Does this still work? Or do our new-age
consumers need more? Identifying these
key combinations that are interconnected,
is becoming essential to understanding
how to get brands to connect emotionally
with consumers.

To be successful, every brand must have
a distinctive point of view and be able to
express this clear and unique reason for
being. Effective packaging makes it easy
to understand at a glance, who I am, what
I am, and why I am relevant to your life.
Naturally, the product has to deliver on its
promise to ensure repeat purchase.
With consumers avoiding some areas of
the shop altogether, packaging needs to
work harder in order to meet their specific
needs and desires and to communicate
this fact at the point of purchase.
Contemporary design, recyclability, or
unique shapes are becoming increasingly
important to draw in consumers.
“This branding complexity requires a
clever, pragmatic approach to ‘connected
packaging’ which can greatly enhance the
user experience, generate increased loyalty
and customer pull. The market is quickly
realising that connectivity is an option at
all price points, across many sectors and
categories,” says Gail Macleod, CEO and
founder of Stratcom Branding.
As more consumers move online, digital
strategies must address the integration of
branding and consumer purchasing in real
time. Translating the path to purchase from
in-store to online is not only about how a
product appeals to the consumer on the
shelf. We need to consider how the look
translates to digital as online shopping and
e-commerce continue to boom. On shelf or
on screen, mobile or online, the design of
your brand requires clever thinking to come
up with smart, seamless and beautiful
designs that are functional and flexible to
go from shelf to digital.

