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A circular economy philosophy has been around for a
number of years, but advocates in Brussels have now
successfully brought a revamped Circular Economy Policy
Package to the top of Europe’s agenda. Announced in
December 2015, the new Package looks to reshape
regulation and presents a real opportunity for Europe to
make itself more resource efficient.

Rounding
off on...

P|10-13

the circular economy
and packaging

This is the opposite to today’s traditional
linear economy that theEllen MacArthur
Foundation (a non-profit organization
that supports the advancement and
adoption of a circular economy) aptly
summarizes as “take, make, and
dispose”. Also described as a “continuous
positive development cycle”1, a circular
economy looks to get the most out of
any product by eliminating waste and
prolonging its life span – ensuring the
product is used for as long as possible
and is regenerated at the end of each
life to the fullest extent possible.
In regions such as Europe, with
limited natural resources, the case
for maximizing resource efficiency
is a strong business, economic and
environmental one. This is especially
relevant when there are growing
consumer concerns for the
environment and the implementation
of a more circular economy can help
address this.
More specifically, the re-launched
Circular Economy Package by the
European Commission seeks to drive
greater efforts in the recycling and
recovery of waste, including that from
packaging. Where previous proposals for
packaging have included a 70 percent
re-use and recycling target of municipal
waste by 2030, the new Package
(launched in December 2015) requests
60 percent by 2025, together with other
material-specific targets.
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More importantly however is that
the new Package moves beyond just
recycling targets to promote resource
efficiency throughout the value chain,
most notably within design, production
and consumption, and recognizes the
important role of the consumer in the
implementation of these changes. It also
encourages the development of a deeper
and broader secondary raw materials
market while limiting the use of certain
hazardous substances in the production
of new materials.
The new policy package looks at
materials like plastics, food waste, critical
raw materials (those of high economic
importance and with vulnerability to
supply disruption), construction and
demolition as well as biomass and
bio-based products closely. Plastics have
come under particular scrutiny partly
because they are viewed as the principle
contributor to marine litter. Therefore,
the European Commission has set out
to improve collection and certification
training for collectors and sorters
in order to divert plastic away from
incineration and landfill towards more
regeneration of products at its end-oflife. More focus on plastics is expected
as the European Commission plans to
develop a strategy on plastics dedicated
to the entire life cycle.
The good news is that the plastic
packaging industry has already been
moving in this direction for many years.
Optimized resource use, minimized

product waste and protected products
all along value chains are but a few of
the actions that have been taken to
extend the life of a product.
The industry has so far warned that any
further recycling targets for packaging
under this new package must take into
account the multitude of packaged
products available as well as the
complexity and particularities of their
individual value chains.
As the plastic packaging market
continues to grow, any company
operating within the European market
will need to understand these new
European measures as they could have
an impact on growth and innovation in
the packaging value chain. The Package
will not only impact the packaging
industry, but hold the manufacturing
sector accountable as European players
push to include elements like new
binding resource efficiency indicators
and/or product passports.
It is clear the circular economy as a
policy objective is here to stay thanks
to the broad commitment from the
European Commission to deliver
on its new chief sustainability project,
generating both economic and
environmental gain. What is unclear is
the pace of Europe’s transition that will
depend entirely on the level of ambition
expressed by European decision-makers
and the ability to get reluctant Member
States on board.
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IN PACKAGING FILMS

Introducing a powerful polymer for the never-ending fight to fill performance gaps in packaging
films. INNATE™ Precision Packaging Resins were created from a breakthrough catalyst and
advanced process technology that provides precise, consistent control over resin chemistry. The
result is unprecedented property and performance combinations. Stiffness and toughness together.
Opportunities for blending and downgauging. Ease of processing and more.
Visit the website to learn how INNATE™ Precision Packaging Resins can save the day
for your next packaging project.
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Editorial
VALUED AT $829.7 BILLION IN 2014,
THE GLOBAL PLASTIC PACKAGING
MARKET IS EXPECTED TO GROW TO
$1,145.6 BILLION BY 2022 WITH AN
ANNUAL GROWTH RATE OF 4.12%.1

class will continue to drive opportunities
for packaging well into the second half
of the decade.

It’s encouraging to see that our industry
has moved swiftly to meet this growing
global demand with investments in new
capacity and continuous innovations
in new material applications to meet
ever evolving consumer preferences.
In our globalized economy, megatrends
such as population growth, increasing
urbanization, affluence and mobility as
well as the rise of a truly global middle

Packaging design

back
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basics
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ANOTHER OPTION IS A “CLEAR
LABEL” THAT FURTHER SIMPLIFIES
MESSAGING AND INSTEAD RELIES
ON DISTINCTIVE DESIGN
CHARACTERISTICS OF A PACKAGE
TO CONNECT WITH CONSUMERS.
IN TALKED TO JEAN-PIERRE LACROIX,
PRESIDENT OF THE TORONTO-BASED
DESIGN AGENCY SHIKATANI LACROIX,
ABOUT WHAT THE CLEAR LABEL
TREND MEANS FOR BRAND OWNERS
AND HOW PACKAGING DESIGNERS
SHOULD RESPOND.

What are the benefits of clear and
clean labels?
Labels that provide a clear message
regarding the product’s offering and
point of difference increases the “shopability” of the brand – a key factor in
the selection process. Clean labels, on
the other hand, work hard at reducing
visual clutter and the heavy use of copy
to allow consumers to grasp the most
relevant information when making a
buying decision.
Brand owners are increasingly moving
towards clear claims and packaging.
What is driving this trend?
With less time to shop and more
choices on the shelf, consumers are
experiencing a higher level of anxiety
due to the complexity of choices. With
so much choice, customers are looking
for stronger visual cues, such as product
features and easier to understand
product claims, to help make their
buying decision. Purchase decisions are
done in the blink of the eye. Allowing a
product to stand out through a unique
shape, feature and easy to grasp claim
reduces shopper anxiety.
What can packaging designers do to
enhance the clarity of the labels?
Designers need to challenge all
elements on the package and evaluate
them in three main groups. The first
group, which we call “core”, contains the
essential brand elements that need to
stand out on the package to maintain a
cognitive relationship with customers.
Without these core elements, the brand

lacks recognition, which leads to brand
equity dilution.
The second group refers to “detractors"
– the design elements and messaging
that bring no value to the purchase
decision. These detractors may consist
of irrelevant claims, a list of features that
have become table stakes, or secondary
design features that clash with the
core elements of the brand. Lastly,
“enhancers” consist of the final elements
designers need to consider that enable
the brand to evolve and remain relevant.
“Enhancers” can consist of new relevant
claims due to a product reformulation
(less sugar or salt), a new portion
control feature that makes using the
product easier, or more contemporary
graphics to reinforce relevancy. The key
challenge for designers is to follow the
“less is more” rule of design to ensure
clarity on labels.
From a branding perspective, how can
packaging design reflect the increasing
demand for more transparency?
Consumers buy with their eyes and
packaging that allows for clear visibility
of the content helps drive their purchase
decision. A well-known fruit drinks
brand using clear carafes is an example
of leveraging transparency to reinforce
the qualities and virtues of the brand.
Similarly, an American tortilla chips
brand uses packaging that features a
see-through window to highlight the
freshness and quality of the product.

Health conscious consumers are increasingly
searching for products free of artificial ingredients
and chemicals. Brand owners are successfully
simplifying their products to meet this growing
demand, but the challenge is how to effectively
communicate their product line’s “all natural”
value proposition to shoppers. One solution
is a “clean label” – packaging that reduces
visual clutter and keeps copy to a minimum
to allow the consumer to quickly scan
relevant information.

Investigating the multitude of global
megatrends, IN3 – with input from
some of the world’s leading voices
on packaging – is bigger than ever!
Following the same format as our first
two editions, this third edition of IN will
take the reader on a journey through
industry trends focusing on three main
areas – Packaging Design, Packaging
Affairs and Packaging Culture, all
providing an interesting perspective
on the shifting global environment
in which we operate.
PACKAGING DESIGN explores the
creative trends which will drive the
packaging industry moving forward.
We explore the growth of active and
intelligent packaging, the necessity of
marketing to Millennials, the rise of clear
packaging and the innovative world of
Japanese design trends. In addition,
IN highlights five design trends to keep
top of mind.

Packaging affairs
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A circular economy philosophy has been around for a
number of years, but advocates in Brussels have now
successfully brought a revamped Circular Economy Policy
Package to the top of Europe’s agenda. Announced in
December 2015, the new Package looks to reshape
regulation and presents a real opportunity for Europe to
make itself more resource efficient.

Rounding
off on...

the circular economy
and packaging

This is the opposite to today’s traditional
linear economy that theEllen MacArthur
Foundation (a non-profit organization
that supports the advancement and
adoption of a circular economy) aptly
summarizes as “take, make, and
dispose”. Also described as a “continuous
positive development cycle”1, a circular
economy looks to get the most out of
any product by eliminating waste and
prolonging its life span – ensuring the
product is used for as long as possible
and is regenerated at the end of each
life to the fullest extent possible.
In regions such as Europe, with
limited natural resources, the case
for maximizing resource efficiency
is a strong business, economic and
environmental one. This is especially
relevant when there are growing
consumer concerns for the
environment and the implementation
of a more circular economy can help
address this.
More specifically, the re-launched
Circular Economy Package by the
European Commission seeks to drive
greater efforts in the recycling and
recovery of waste, including that from
packaging. Where previous proposals for
packaging have included a 70 percent
re-use and recycling target of municipal
waste by 2030, the new Package
(launched in December 2015) requests
60 percent by 2025, together with other
material-specific targets.

More importantly however is that
the new Package moves beyond just
recycling targets to promote resource
efficiency throughout the value chain,
most notably within design, production
and consumption, and recognizes the
important role of the consumer in the
implementation of these changes. It also
encourages the development of a deeper
and broader secondary raw materials
market while limiting the use of certain
hazardous substances in the production
of new materials.
The new policy package looks at
materials like plastics, food waste, critical
raw materials (those of high economic
importance and with vulnerability to
supply disruption), construction and
demolition as well as biomass and
bio-based products closely. Plastics have
come under particular scrutiny partly
because they are viewed as the principle
contributor to marine litter. Therefore,
the European Commission has set out
to improve collection and certification
training for collectors and sorters
in order to divert plastic away from
incineration and landfill towards more
regeneration of products at its end-oflife. More focus on plastics is expected
as the European Commission plans to
develop a strategy on plastics dedicated
to the entire life cycle.
The good news is that the plastic
packaging industry has already been
moving in this direction for many years.
Optimized resource use, minimized

product waste and protected products
all along value chains are but a few of
the actions that have been taken to
extend the life of a product.
The industry has so far warned that any
further recycling targets for packaging
under this new package must take into
account the multitude of packaged
products available as well as the
complexity and particularities of their
individual value chains.
As the plastic packaging market
continues to grow, any company
operating within the European market
will need to understand these new
European measures as they could have
an impact on growth and innovation in
the packaging value chain. The Package
will not only impact the packaging
industry, but hold the manufacturing
sector accountable as European players
push to include elements like new
binding resource efficiency indicators
and/or product passports.
It is clear the circular economy as a
policy objective is here to stay thanks
to the broad commitment from the
European Commission to deliver
on its new chief sustainability project,
generating both economic and
environmental gain. What is unclear is
the pace of Europe’s transition that will
depend entirely on the level of ambition
expressed by European decision-makers
and the ability to get reluctant Member
States on board.

*For footnote information see Index on pages 80-84

PACKAGING AFFAIRS delves into several
key issues facing the industry like the
circular economy, the renaissance
of the African economy, growth of
the middle class in Latin America
and inspirational global sustainability
projects. To paint the full global picture,
IN speaks to five packaging experts who
share their market-specific challenges
and opportunities.

Packaging culture

All the best,
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OVER VS.

I hope you enjoy this third edition of
IN which explores global trends and
innovations that impact each of our
daily lives. Dow Packaging and Specialty
Plastics looks forward to continuing
dialogue and collaboration across the
value chain. Please feel free to share
with others and follow us on Twitter
(@DowPackaging) or our dedicated
Packaging Website for further insights
(dowpackaging.com).

UNDERPACKING

Finding the tipping point

For brand owners, striking the right balance on the amount of packaging
needed for their products is crucial. Too much packaging and consumers
question the brand's environmental responsibility. Too little packaging
and the product won’t be adequately protected during transport, leading
to waste and financial loss not to mention putting the reputation of the
product brand at risk.

*For footnote information see Index on pages 80-84

PACKAGING CULTURE provides insights
into topics relevant to the wider
packaging industry such as changing
medical packaging legislation, the
growth of plastic use, the rise of robots
and how effective collaboration can be
in driving the decision making process.

Diego Donoso
Business President
Dow Packaging and Specialty Plastics

Contributors
JANE BICKERSTAFFE
Director of INCPEN
INCPEN, The UK Industry Council
for Research on Packaging and
the Environment, tackles the
world of packaging from a variety
of perspectives: research,
campaigns, packaging policy and
education. In the article “Over vs.
Underpacking”, Bickerstaffe
challenges the widespread
assumption that all consumer
products are over-packaged,
and sheds a light on the
difficulty of striking a balance
between too much and
too little packaging.
P|10-11

ALEXANDER BOYKO
General Director of the
Russian National Packaging
Confederation
The Russian National Packaging
Confederation oversees the
Russian packaging industry.
In the article “15 minutes with…”,
Boyko outlines the future
outlook for the packaging
industry in Russia, its growth
perspectives, and future
design trends.
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GILES CALVER
Planning Director, Sedley Place
London based creative agency
Sedley Place has significant
experience in the packaging
sector, creating design, branding,
marketing communications and
digital strategy. In the article
“From conflict to collaboration”,
Calver discusses the conditions
under which conflict can turn
into positive collaboration,
generating a process that will
yield the best possible outcome
for all parties.
P|34-35

JIM CARROLL
Futurist
Carroll has over 20 years of
experience providing global
guidance to a broad and diverse
client base. His specialty is linking
creativity and innovation to future
trends. A renowned keynote
speaker, Carroll has also provided
strategic planning sessions for
CEOs and researched innovation
success factors in numerous
sectors. In “The world in 2025”,
Carroll shares his key future trends
with IN readers.
P|14-15

DR. MARIA DEL PILAR NORIEGA
Director General Instituto de
Capacitación e Invetigación del
Plástico y del Caucho,
The institute, based in Colombia
(Medellin), conducts research
into the plastics, rubber and
packaging industries. In the
article “15 minutes with…
The Global Packaging Picture”,
Dr. Noriega analyzes the current
situation in Latin America and
future growth opportunities.
She also discusses future
design trends.
P|60-61

BRUCE FUNNELL
Head of Packaging (Global
Confectionery) Nestlé
Food and beverage company
Nestlé is the largest food
company worldwide by revenue.
In this Q&A, Funnell shares
Nestlé’s perspective on the
industry’s future and stresses the
increasing need for collaboration
throughout the value chain in
order to drive innovation and
address new challenges (and
opportunities) presented by a
fast-changing world.
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NATALIE CHUNG
Creative Director Pearlfisher
Pearlfisher is a strategic creative
brand design agency based
in New York and London.
In “5 Packaging Design Trends
for 2025” Chung shares her
insights on the components
that will likely shape the future
evolution of the packaging
industry.
P|75

DICKSON DESPOMMIER
Microbiologist and Ecologist
As an Emeritus Professor of
Microbiology and Public Health at
Columbia University, Despommier
conducted laboratory research for
27 years, which he left in order to
focus on globally relevant
projects, such as parasitism and
its impact on societies living in
the tropics. In “Growing Up…”,
IN spoke with Despommier
about vertical farming, and its
critical role in achieving
agricultural sustainability in
urban environments.
P|16-17

DR. MORGAINE GAYE
Food Futurologist
Dr. Gaye explores food from a
variety of perspectives: cultural,
social, economic, geopolitical,
trends and branding. Her work
encompasses the development
of new ideas and products,
consulting with food companies
and delivering trend reports.
Dr. Gaye is also a researcher
and university lecturer on the
entire eating experience, from
the history of smell to mouth-feel
and olfactory perceptions.
In the article “From cupcakes
to crustaceans”, Gaye spoke to
IN about the growing importance
of vending machines.
P|24-25

MARIE DELAPERRIÈRE
Owner of Unverpackt
Unverpackt is Germany’s first
packaging-free supermarket
established in Berlin back in 2014.
IN spoke to Delaperrière on the
topic of a new approach to
packaging in the future in
“The great debate – Packaging
free supermarkets”.
P|26-27

MARLA DONAHUE
Head of Flexible Packaging
Association
The Flexible Packaging
Association is one of the
leading trade associations for the
flexible packaging industry in
North America. In the article
“15 minutes with…”, Donahue
provides an overview of the
regional packaging industry
and its growth potential and
future trends.
P|60-61
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LUCIE GERBER
International Press &
Communication Officer at the
Race for Water Foundation
The Race for Water Foundation is
a charity dedicated to water
preservation with the overarching
goal of: finding, promoting and
helping implement strategies
that grant value to end-of-life
plastics, thus preventing plastics
pollution of waterways. In the
article “The Race for Water
Foundation and its quest to
upcycle plastic and stop marine
pollution”, Gerber explains
the organization’s objectives
and projects.
P|56-57

ANTON HANEKOM
Executive Director Plastics SA
Anton Hanekom is Executive
Director at Plastics SA, the
organization representing the
plastics industry in South Africa.
In the article “15 minutes with…”,
Hanekom provides an overview
of the characteristics of the
packaging industry in Africa
as well as its growth potential
and design trends driving
the African market
of the future.
P|60-61

KUROYANAGI JUN
Packaging Designer
Jun is winner of a Golden Award
in the Japan Package Design
Awards 2015. In the article
“Japanese packaging unraveled”
IN spoke to Jun to explore the
philosophy and age-old traditions
behind Japan’s unique
packaging culture.
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JEAN-PIERRE LACROIX
President Shikatani Lacroix
Design Inc.
Jean-Pierre Lacroix is the
President and Founder of
Toronto-based Shikatani Lacroix
Design Inc., a multidisciplinary
strategic design agency. Lacroix
has experience in different
industry sectors, having been a
board member of the Packaging
Association of Canada, Signs
Canada, the Society for
Environmental Graphic Design
and the Association of Registered
Graphic Designers of Ontario.
Lacroix has an in-depth
understanding of leading trends
in the retail, digital and packaging
sector. Lacroix talks to IN about
the necessity of moving towards
simpler, more readable labels for
brand owners.
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FABIO MESTRINER
Professor of Packaging at ESPM
In addition to his role as Professor,
Mestriner is a Brazilian designer
with 38 years of professional
experience. In addition, he is
the Strategic Coordinator of the
Brazilian Packaging Association
and has authored numerous
books. Having won multiple
prizes for his work, Mestriner sat
on the World Packaging
Organization board between
2006 and 2008. In this edition
of IN, Mestriner discusses the
invaluable role of packaging in
society, with a focus on the
Brazilian market.
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KAREN MORAN
Founder of Sweet Lulu’s
Bakery on Wheels
Karen Moran – also known as
Chief Suga Momma – started
her successful enterprise, a food
truck selling homemade desserts
and other sweets, through a
crowdfunding project on
Indiegogo and Kickstarter.
Moran provides further insights
on this start-up in the article
“Packaging spotlight: Sweet Lulu’s
Bakery on Wheels”.
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ROBERT VAN OTTERDIJK
FAO officer
Robert van Otterdijk is a FAO
officer, working in the Rural
Infrastructure & Agro-Industries
Division. His work revolves
around field projects on agroindustrial development in Africa,
along with programs tackling food
loss prevention, agro-processing
and quality management. Van
Otterdijk talks to IN about the
FAO’s project in partnership
with the private sector aiming
to reduce food waste for Africa
through packaging.
P|52-53

THOMAS REISSIG
Managing Director VerDeSoft
German packaging design and
technology company VerDeSoft is
a service company developing
packaging innovations in a variety
of industries. In “Technology in
the innovation process”, Reissig
discusses the impact of
technology in the packaging
industry and the crucial
importance of partnering up
throughout the value chain.
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MICHAEL SANSOLO
Research Director Coca-Cola
Retailing Research Councils
In addition to holding the role of
Research Director at the
Coca-Cola Retailing Research
Councils of both North and Latin
America, Michael Sansolo is a
renowned public speaker and
retail food expert. For 13 years,
Sansolo was Senior Vice President
at FMI, the biggest US food retail
association, gaining significant
insights into global trends
affecting the food industry.
He shares these insights with
IN on the potential and the
peculiarities of the Latin American
market for the food and
beverage industry.
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VICKY SMITLEY
President of Contract
Packaging Association
The Contract Packaging
Association is a North
America not-for-profit trade
organization for the contract
packaging industry. In this
interview, Smitley gives an
overview of what it means
for a company to outsource
its packaging to a contractor,
discussing the advantages and
potential challenges.
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AO WENNAN
Vice President of China
Packaging Federation
Ao Wennan is the Vice President
of China Packaging Federation
(CPF), a self-regulatory industrial
organization for the Chinese
packaging industry. CPF acts as
a link between the Chinese
government and the Chinese
packaging industry. In addition,
the federation conducts research
and provides consultation
to the packaging sector. In
“15 minutes with…”, Wennan
provides insights into the Chinese
packaging industry.
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HELÉN WILLIAMS
Environmental Scientist
In her role at the University of
Karlstad in Sweden, Williams’
specific area of interest is
packaging in relation to food
waste. Her research focuses on
how to reduce environmental
impact through sustainable
packaging. IN spoke to Williams
for “The great debate – Packaging
free supermarkets”, where she
explains the indispensable role of
packaging and the need for
packaging designers to
take a holistic approach
to their work.
P|26-27

The e-commerce revolution is frequently cited as one the primary
reasons a number of “bricks and mortar” retailers have filed for
bankruptcy or closed stores. This rather black-and-white interpretation
does not fully reflect the reality of how e-commerce is evolving to
complement the purchasing experience by providing resources
that enable comparison shopping online with the intent of buying
in-store. Today, the trend known as ‘webrooming’ is booming.

“webrooming”
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“webrooming”
is booming
“WEBROOMING” REFERS TO THE
PROCESS OF RESEARCHING PRODUCTS
ONLINE AND THEN VISITING A STORE
TO MAKE A PURCHASE (THE OPPOSITE
OF “SHOWROOMING”, MEANING
SEARCHING OFFLINE AND BUYING
ONLINE). ALSO KNOWN AS ROPO
(RESEARCH ONLINE – PURCHASE
OFFLINE), IT IS A SIGNIFICANT AND
GROWING TREND. CITING A RECENT
STUDY, FORRESTER RESEARCH VICE
PRESIDENT AND PRINCIPAL ANALYST
SUCHARITA MULPURU ESTIMATED
THAT “WEBROOMING” WILL RESULT IN
$1.8 TRILLION IN SALES BY 2017, VERSUS
$1.2 TRILLION IN 2012. IN CONTRAST,
TOTAL E-COMMERCE SALES ARE
ESTIMATED TO REACH $370 BILLION
IN 2017.1
According to a 2014 Accenture survey,
a growing number of consumers
(71 percent) plan to participate in
“webrooming” – an increase of 10
percent in comparison to the 2013
holiday shopping season.2 This is great
news for retailers who want to attract
customers in-store, where there is a
greater probability of add-on purchases
(impulse buying).

In 2014, a Deloitte survey showed that
when consumers were asked why they
would look online for an item before
going in-store to make a purchase,
47 percent of the respondents noted
they did not want to pay for shipping
and 46 percent added they want to
go to the store to touch and feel the
product before buying it.3 When asked
why they are reluctant to buy online,
most of them declared they were
concerned with data protection and
still consider knowledgeable store
associates instrumental in the global
shopping experience.
What are the challenges surrounding
“webrooming” and can the trend
be further leveraged for the benefit
of retailers?
Indeed, “webrooming” is a clear
demonstration of how the purchasing
process can be smooth from start to
finish, even when starting online and
finishing off-line with no or minimal
interruption between steps. The digital
component is just one part of the
process that will ultimately lead the
customer to the store. This omni-

channel experience has huge potential
when used correctly by retailers,
blending web, mobile and in-store
channels in a seamless fashion for their
customers. The process needs to be
consistent as the in-store experience
is just another component and must
be aligned with the online experience
to optimize purchase decisions.
The real challenge for retailers is to be
prepared to deal with a different kind of
customer mind-set. The “webrooming”
phenomenon draws customers in-store
who already know what they want; are
aware of the best deals on the market;
have found the resources online to
eventually benchmark competitor’s
offers; and, most importantly – are
more knowledgeable than ever.
A “webrooming” customer may require
retailers to consider a new engagement
approach to ensure that the final sale
is made.

| PACKAGING CULTURE

P|08-09
Issue three | 2016

BRANDS 



Sort By

View 20 40



GREY JACKET
$30.00

PINK JACKET
$100.00

BLACK JACKET
$50.00

WOOL JACKET
$100.00

SILK JACKET
$50.00

COTTON JACKET
$30.00

Page 2 of 40



JACKETS
REFINE BY

COLOR 
SIZE 
PRICE 

One

Rethink the role played
by the point of sale
As “webrooming” continues to grow,
the store will no longer be the first
point of contact, but will be the last
point in the process. This should have a
substantial impact on the way customers
are welcomed and directed in-store.
Additionally, brand owners must consider
their packaging – products must remain
aesthetically pleasing and eye-catching
in order to differentiate the experience
from the online shopping market.

Two

Be aware of what people
find online
Whatever the kind of product, item
or service, retailers should be aware
of what customers will find when
searching online. Prices, deals, bundles,
benchmarks and reputation should
become shared knowledge.

*For footnote information see Index on pages 80-84

Three

Train sales staff
Assuming customers might already be
knowledgeable about what they intend
to purchase, retailers will have to ensure
store personnel bring added value to
the customer experience with product
insights and attentive service.

Four

Highlight key product
positioning in the store
“Webrooming” shoppers like to go
in-store to touch and experience the
product before eventually buying it.
Therefore the product must be well
exhibited, and every visual characteristic
from the positioning to the packaging
has to be appealing to the customer.
Packaging will play an even greater
role in standing out on the shelf (both
virtually and physically) to encourage
impulse purchases.

Five

Make the moment of purchase
a social act
When people search online, they tend
to invite members of their network
to participate and rely on friends’
recommendations. There is no reason
why the purchase itself should not
continue to be a social activity as well.
Retailers will have to develop smart
social media features to enhance the
customers’ experience in-store as well
as through digital means.
A greater use of online resources is an
opportunity for customers to be better
informed about the products they are
planning to buy. It is also a fantastic
opportunity for retailers to add value
in-store in an innovative way, making
the customers feel a part of a very
sophisticated process.

OVER VS.
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UNDERPACKING
Finding the tipping point

For brand owners, striking the right balance on the amount of packaging
needed for their products is crucial. Too much packaging and consumers
question the brand's environmental responsibility. Too little packaging
and the product won’t be adequately protected during transport, leading
to waste and financial loss not to mention putting the reputation of the
product brand at risk.

OVER VS.

IN SPOKE TO JANE BICKERSTAFFE, THE
DIRECTOR OF THE INDUSTRY COUNCIL
FOR RESEARCH ON PACKAGING AND
THE ENVIRONMENT (INCPEN), TO FIND
OUT WHETHER AN INDUSTRY TIPPING
POINT FOR PACKAGING EXISTS.

DID YOU KNOW
The average UK household
buys over

4,000 items

a year amounting to nearly

3,000 kg

but the items are
protected by just

130 kg

of packaging2

*For footnote information see Index on pages 80-84

Over the years, INCPEN – a research
organization working with British
and international manufacturers
and retailers to promote responsible
packaging for resource efficient supply
chains – has done extensive consumer
research to gauge consumer perception
of packaging, with interesting results.
“Generally, consumers are pretty neutral
on the topic of packaging. However, ask
them directly whether there is too much
packaging being used and the answer
is a resounding yes,” stated Bickerstaffe.
Consumers are generally unaware of
the stresses and strains the product has
had to go through in order to reach
its final destination, leading to the
general consensus that products are
“over-packaged”. Bickerstaffe continues,
“Consumers don’t usually consider how
fast a product has gone down the filling
line, how high it will be stacked in a
warehouse or how it will be stored in
the back of a truck. Unless you know
the conditions of the product journey,
it is impossible to judge whether a
product is over- or under-packaged.”

Over-packaging can have big cost
implications for brand owners, so
finding a balance helps save money
(through less material), has less of
an impact on the environment and
enhances the brand’s reputation.
Conversely, under-packaging can be far
more damaging than over-packaging
as typically 10 times more resources are
invested in the making of products than
in packaging. “If you let one product go
to waste as a consequence of underpackaging, you have essentially wasted
10 times more materials and resources
than if you had used more packaging,”
said Bickerstaffe.
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UNDERPACKING
The Responsible
Packaging Code
of Practice
INCPEN, the British
Retail Consortium,
the Food and Drink
Federation and the
Packaging Federation
developed the
Responsible Packaging
Code of Practice to
optimize packaging
and minimize waste.
The Code of Practice
includes a handy
checklist to help
companies apply
lifecycle thinking:

Choice and design of packaging
1

What kind of packaging is needed (e.g. sales or transport
packaging)?

2

Does the whole system (primary, secondary and transport
packaging) use the minimum adequate amount of material
to maintain the necessary level of safety, hygiene and
acceptance for the packaged product and for the consumer?

3

What factor or factors limit further reduction in material use?
Is it possible to omit or reduce components?

4

Are specifications and information available for all the
materials making up the packaging?

5

Is the packaging produced in-house?

Re-use and recovery of materials and energy
6

If part, or all of the packaging system is intended to be
re-used, is it physically capable of being re-used and is there
a system in place for re-use?

7

After use, will the packaging be capable of being recovered
either as a material or as energy or compost?

Transport
8

Is the packaging delivered by the most suitable route in
terms of noise, urban congestion, etc.?

9

Can the average weight of deliveries be improved?

10 If the packaging is returnable, can it be made collapsible or
minimized in some other way to reduce transport volume
during the return journey?

“Typically 10 times more
resources are invested in
the making of products than
in packaging”
A challenge for manufacturers in today’s
globalized world is determining the
transport and storage conditions for
each product. Bickerstaffe explains,
“When a manufacturer makes a product,
he doesn’t know what distribution line
the product is going to go down. Will
it go to the supermarket on a truck or
will the product be delivered by courier
to the consumer’s home? Without this
knowledge, it is impossible to design
packaging optimized for each route.”
An increased understanding of a
product’s lifecycle and supply chain

can help brand owners and packaging
designers optimize packaging for
distribution. Global brand owners are
leading the way by adopting a holistic
approach to packaging and making
genuine efforts to understand where the
raw materials for their packaging come
from, how they are processed and what
will happen to the packaging of their
products after use. Added Bickerstaffe,
“Smaller companies don’t have the
resources to conduct extensive research
but they can learn from the big guys by
working closer across the value chain.”
The efforts are paying off. Compared
to the 1990s, plastic washing-up liquid
bottles and drink cans are on average
24 percent lighter while yogurt
containers are 10 percent lighter and

To read the full checklist and find out more about INCPEN’s research,
campaigns and educational programs go to www.incpen.org.

beer bottles use 45 percent less
packaging material.1 The amount of
packaging per product will continue to
decline as manufacturers and packaging
designers look to lower the cost of
packaging, while still providing
maximum protection for the contents.
“We should be very pleased about
the developments in the industry and
consumers need to trust that the value
chain is working together to ensure
the most sustainable approach while
taking into account the journey that the
product needs to go through to get to
the consumer,” concluded Bickerstaffe.

the world
in 2025
An interview with Jim Carroll

Four trends
driving change
towards
2025 are...
Impact of technology,
especially digital

The next workforce generation
has a fundamentally different
outlook
Growth potential across many
markets thanks to economic
volatility
Quicker prototyping, designing
and testing to reduce time
to market
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THE WORLD IS CHANGING AT A RAPID
PACE, BRINGING UNCERTAINTY AS
WELL AS UNTAPPED OPPORTUNITIES
ACROSS ALL SECTORS AND
GEOGRAPHIES. IN THIS ARTICLE,
IN SPEAKS TO RENOWNED GLOBAL
FUTURIST JIM CARROLL ABOUT
THE TRENDS SHAPING THE WORLD,
AND SPECIFICALLY THE PACKAGING
INDUSTRY OF TOMORROW. WHAT
WILL THE WORLD LOOK LIKE IN 2025?

Below, Carroll outlines what he sees
as top trends.

10 years is a long time with the
potential for many changes – how do
you see the current “norm” changing
over time?
We are witnessing massive
transformations across every single
market, industry and profession.
The rate of change is accelerating
dramatically compared to past
decades, a trend we expect to
see continue.

There are great opportunities for the
development of business involving
“mega-city infrastructure support
services”, for example – transport,
water, and energy “micro-grids”. As you
can imagine, the support system for
a city of 20-40 million people is vastly
different to that of a small city.

The impact of technology and the
acceleration of science are having
a huge impact on this. In addition,
our collaborative global community
is enabling ever-faster discovery and
implementation of new ideas. The
power of the next generation shouldn’t
be underestimated – as a generation
they are highly skilled at seeing and
implementing new ways of doing
things – in addition to the emergence
of new industry competitors.
One of the biggest drivers impacting
many industries will come from a shift
in control, with Silicon Valley driving
the pace of change and innovation
more than ever. Industry now has no
choice but to act and innovate at the
same speed to stay ahead of the game.
Consequently, tomorrow’s world is
going to be an entirely different place.
In fact, I think it’s fair to say, it will be
completely transformed. We’re on the
edge of absolutely massive change!

Africa will have ceased to be
a rural continent
By 2025, the majority of the world’s
population will live in less than
30 mega-cities demonstrating a
continued trend towards global
urbanization, driven in part by greater
economic security and an ever
increasing global middle class.

It’s great to see so many innovators
out there already looking for viable
solutions, for example, how do we
generate energy for such cities? We
can see technology emerging to
facilitate this switch, just two examples
being glass buildings generating solar
energy and vertical farming – if we can
build skyscrapers for people why can’t
we do this for our food supply?
Much of the world will have “gone up”
Because of mass urbanization we
are running out of space leaving
two solutions: dig down or build up.
Towering buildings incorporating
innovations in construction will be
one of the business growth stories in
the years leading up to 2025.
Many pioneering thinkers are now
looking at how we can best use
the limited space we have left. For
example, we are now able to build
structures out of wood that are eight
to 10 stories high because of our
deeper understanding of science,
methodologies and architecture.
This is providing urban areas with
lots of new potential. This innovative
“skyscraper” technology is going
to be a big trend leading into 2025,
with new jobs emerging as a result
(for example, vertical farming
infrastructure managers).

A dichotomy of life-expectancy
will be the new normal
Rapid advancements in medical
science in the western hemisphere, the
impact of lifestyle changes, and a new
“super-health” diet will lead to the first
human living to 140. Yet, at the same
time, society could be grappling with a
decline in life expectancy in Asia, Africa
and the Middle East as sectors of the
population develop the same lifestyle
diseases as North America and Europe.
We are going to see big changes in
the pharmaceutical industry, both in
packaging and the product. Accessible
and intelligent packaging – with
packaging becoming part of the
product – will see a big tech-up. In
theory, a pill will have the power to
transmit information from the body
to the package and to the doctor. Tiny
bio-sensors will be embedded in all
kinds of packaging. Packaging will also
help verify counterfeits and we will be
increasingly able to track our wellness
through mobile devices and bioconnected medical devices, including
small chips under the skin that feed
critical data back.
Sub-Saharan Africa will have emerged
as the world’s new China
This area holds a wealth of
opportunities, for example, in
infrastructure development. We have
seen this happen previously in the
BRIC countries (Brazil, Russia, India,
China) as they transitioned into middle
class. Consequently, it now costs
substantially more to produce goods
in these countries compared to 10-20
years ago and companies are starting
to explore where the next big business
opportunities exist. Naturally they are
being drawn to these new regions
which have huge unlocked potential –
not forgetting, we will see almost
a billion new consumers entering the
global market in the next decade!
We are also seeing an increase of
“in-sourcing” with companies taking
production and bringing it back locally
as it is no longer cost effective to
manufacture overseas.

VERTICAL FARMING

less water than
traditional farming1

70-80%

Vertical farming uses

DID YOU KNOW

Although horizontal
farming will always remain
a constant, we have to
accept that farmers will
be unable to grow today’s
crops 50 years from now
due to climate change.
These irreversible changes
are already occurring and
beginning to recalibrate
the agricultural landscape.
What we’re seeing is
a climate change issue
that is severely affecting
outdoor agriculture,
coupled with heightened
levels of urbanization
and a booming
human population.

Dickson Despommier, a
professor at Columbia
University, talks vertical
farming…

to feed itself2

South America

The world requires an area
of agricultural land the size of

DID YOU KNOW

Vertical farming – as the name
suggests – refers to cultivating
crops in multi-story greenhouses.
These vertical farms are fitted with
modern technology (hydroponics,
aeroponics and aquaponics) and
enable crops to be grown in the
center of urban areas. Being a
closed loop agricultural system it
is the cleanest industry you can
imagine, filtering dirty air and rain
water during the process.
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GROWING UP...

GROWING UP... VERTICAL FARMING
The concept of vertical farming has
been around since the 1980s – when
we started to realize a change was
necessary – but didn’t evolve into a
viable solution until the late 1990s,
thanks to technical advances.
However, today we can no longer avoid
the need to find new solutions. One
example are wine growing regions
which can be used as a barometer to
measure climate change as grapes
require such a specific regime of
humidity and temperature to grow.
In fact, according to wineologists, in
50 years wine growers in Bordeaux will
no longer be able to grow grapes in
the region. We can see in many regions
that optimal wine growing conditions
are moving north in the northern
hemisphere and south in the southern
hemisphere – for example, ideal climatic
conditions for growing the Pinot Noir
grape are shifting steadily north from
the Napa Valley, towards northern
California and even into Oregon.
These changes are also having a
tangible impact on corn, wheat, barley,
rice and other cash crops. As our

THE LINGO...

Hydroponics

the process of growing
plants in sand, gravel or liquid
laced with nutrients but
without soil

THE LINGO...

Aeroponics

a technique for growing
plants in which the roots
are suspended in the air,
growing in a fine-nutrientladen mist

populations expand we will need to
start growing crops in new regions that
don’t necessarily have the correct soil
types. Vertical farming provides the
opportunity to bypass these regional
environmental hurdles by creating
prime exterior conditions indoors.
Encouragingly, an increasing number
of big companies are now getting
on board with vertical farming and
developing the idea at a corporate
level, including Toshiba, Panasonic
and Goldman Sachs – who are
funding a large vertical farm in Newark,
New Jersey. A clear demonstration
that vertical farming is a viable and
efficient way of growing food for urban
populations and industry will have
a core role in making this happen.
Vertical farms are also beginning to
harness the power of natural energy
sources. For example, the power of
geothermal energy is being harnessed
in places like Italy, USA, Iceland, New
Zealand and Japan. Huge opportunities
also exist in places like Australia where
the climate is favorable and solar energy
could be used. There will be a whole
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Benefits of vertical farming
1	
Year-round crop production – there
are no seasons in a vertical farm, so
any crop that can be grown indoors
can be produced year-round, locally

THE LINGO...

Aquaponics

a system of aquaculture, in
which the waste produced by fish
supplies the nutrients for plants
to grow hydroponically (in water,
without soil). In turn, the plants
purify the water which is
returned to the fish
tanks to begin the
cycle again

host of alternative energy solutions
to generate electricity for these farms
meaning the more we invest in thinking
about how to do things ecologically,
the more economical the process of
vertical farming will become.
Vertical farming presents a huge
investment opportunity, and as you
would expect, the concept is now
gaining extensive global interest thanks
to the possibility of creating inexpensive,
healthy and locally produced food.
For example, we only need to look
to China which has employed US
company, Green Sense Farms, to
develop 20 vertical farms across
major cities in the country.

*For footnote information see Index on pages 80-84

2	
Requires very little water – water is
scarce in many locations but water
used in vertical farming is recycled
in a closed loop cycle which means
availability and waste of resources
is not a problem
3	
Employment opportunities
– vertical farms are located
in the city and therefore provide
employment, in a pleasant
environment for urban dwellers

4	
No soil contamination –
with no agricultural run-off,
need for fertilizers or heavy
metal contamination, vertical
farming eliminates the usual
pitfalls associated with outdoor
traditional farming
5	
Repurposes old buildings –
warehouses equipped with the
right infrastructure make the ideal
vertical farm, negating the need
to destroy old buildings

FARMS OF THE FUTURE
Solar powered
irrigation systems

SunCulture is providing solar-powered irrigation systems
for farmers in Kenya, enabling them to grow additional fresh
fruits and vegetables at less cost. The system – delivering
water directly to crop roots – provides yield gains of up to
300 percent and 80 percent water savings.1 In areas of low
and unpredictable rainfall, this system is proving invaluable
and ensuring farmers can avoid high fuel costs, negating
the need for diesel powered generators.

Drones for crop
management

Start-up PrecisionHawk has created a lightweight drone to
gather high-resolution aerial data enabling the agriculture
industry to “optimize area usage and increase land use
efficiency”. The system – integrating drones and software
– provides information on “the status and health of crops and
soil”, enabling maximum crop yield. Going one step further
the drone can also identify areas at risk of drought, detect
disease (in plants and animals) and estimate growing time
for crops. A highly useful tool for drought affected regions.

Dairy hubs

A dairy hub refers to community dairy “development
programs” which have been launched successfully in
Bangladesh and Pakistan and are currently being piloted in
East Africa and India. Linking smallholder farmers to dairy
processors, this model enables cost cutting, higher incomes,
healthier livestock as well as access to proper infrastructure.
With milk being an important source of energy, vitamins and
minerals, it also increases the availability of a long-term
supply of safe, affordable and local milk in these regions.

Active
and
intelligent
packaging
DID YOU KNOW

$21.41 billion
Estimated market for active
and intelligent packaging
by 2019

When we think of
packaging, words like
“active” and ”intelligent”
aren’t typically what
comes to mind, but thanks
to new sophisticated
technology, packaging
is increasingly becoming
more intelligent, providing
consumers a heightened
level of information never
available before.
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Both active packaging and intelligent
packaging involve functions that go
beyond the containment and protection
of a product. The difference between the
two is that while active packaging acts
directly with the packaged product – by
interacting chemically or biologically
with it – the aim of intelligent packaging
is to detect and communicate
information about the condition of the
product, without taking a direct action.
Packaging that is active and intelligent
promises to extend shelf life, monitor
freshness, improve safety and
convenience. This is a market segment
with huge potential for the future and
analysts project active and intelligent
packaging to grow at a CAGR (compound
annual growth rate) of 9.25 percent,
reaching $21.41 billion by 2019, from the
actual estimate of $13.75 billion.1

Active packaging
aims to monitor the condition of the
packaged goods. Active food packaging
interacts chemically or biologically
with its contents to extend shelf-life
and maintain food quality for as long
as possible.
Common applications:
Oxygen scavengers: the best known
and most widely used of active
packaging. Designed to eliminate
residual oxygen from the package’s
headspace or to attain zero-permeation.
A chemical absorbent is integrated
into the packaging material or added
inside the package with a sachet or a
label. Oxygen scavenger packaging is
commonly used for oxygen-sensitive
beverages, fresh products, snacks,
and ready-to-eat products.
Antimicrobial agents: inhibit the growth
of undesired micro-organisms on the
food surface. The antimicrobial agents
are either emitted directly onto the food
or slowly diffuse themselves from the
packaging material to the food.

Food and pharmaceuticals will lead
the growth in this segment with the
pharmaceutical industry expected to
be the fastest growing, due to the
changing health care needs of aging
populations; the increased spread of
chronic illnesses; and the increased
use of temperature-sensitive drugs.2

Intelligent packaging
aims to inform. It can sense an attribute
of the product and communicate this
information to users or trigger active
packaging functions. Its main purpose is
to indicate whether or not the quality of
the product has deteriorated. In Europe
and North America, strict regulations
surrounding the use of active packaging
have been encouraging the use of
intelligent packaging.
Common applications:
Time-temperature indicators: are small
measuring devices attached to the
package surface that can indicate if a
predetermined temperature threshold
is exceeded. Such indicators have
strong potential for pharmaceuticals,
where high value, temperaturesensitive biotechnology drugs are
increasingly adopted.
Freshness indicators: immediately
display the quality of the packaged food.
They detect volatile or non-volatile
compounds or changes in the product
itself and can be embedded via optical
detectors, labels and tags.
Tracking services: look to monitor
the quality of perishable goods during
transportation, storage and sale. For
example, intelligent packaging can alert
the end-user if the product has not
been kept at an optimal temperature
during the transport and storage phases.

*For footnote information see Index on pages 80-84

The Millennial
Perspective:
An alternative product and packaging viewpoint

| PACKAGING CULTURE

P|22-23
Issue three | 2016

Uncovering the mysteries
of marketing to Millennials.
A generation’s search
for cause marketing and
product identity.
MILLENNIALS, GENERALLY DEFINED AS
THE GENERATION OF PEOPLE BORN
BETWEEN 1980 AND 2000, WANT
DIFFERENT THINGS FROM PRODUCTS
AND THEIR PACKAGING THAN THEIR
PARENTS’ GENERATION. THEY ARE
A GENERATION THAT DISPLAYS A
HEALTHY DOSE OF SCEPTICISM ABOUT
TRADITIONAL PRODUCT ADVERTISING,
PREFERRING TO SUPPORT BRANDS
THAT STRIVE FOR A HIGHER PURPOSE
AS WELL AS DELIVERING QUALITY.
CAUSE MARKETING AND PRODUCT
IDENTITY ARE TWO BIG ELEMENTS OF
A PRODUCT’S PACKAGING THAT CAN
ATTRACT MILLENNIALS.

An environmentally-conscious brand is
a big draw for Millennials. In one study,
83 percent of American Millennials said
that the sustainability attributes of a
product help them make purchasing
decisions.1 Brands can tap into this
sentiment by using eco-friendly
packaging techniques or sponsoring
environmental movements.
Millennials, who are often more mindful
of a product’s sustainability proposition
than previous generations, also prefer
brands that give more information
about the life cycle of their products
and use natural ingredients. Nestlé, for
example, has addressed this trend by
committing to remove FDA-certified
colors and artificial flavors from its
chocolate candy products.
Millennials indeed feel strongly about
the perceived authenticity of a product.
A reference in brand positioning which
is also designed to resonate with
this mindset is Dove’s “real beauty”
campaign, emphasizing natural looks
over more traditional airbrushed ads.

*For footnote information see Index on pages 80-84

Identifying with a brand is also key to
cultivating Millennials’ loyalty. They
want to know more about the brand
than simply its products and what
makes the brand unique. Chipotle
has creatively incorporated this desire
into its carry out bags, which each
tell a unique story in a flashy font of
alternating sizes and shapes.2 These
stories distinguish Chipotle from other
brands because they give the Millennials
a sense of what Chipotle stands for.
Limited edition packaging offers brands
another way to tell Millennials what they
are all about. Coca-Cola creatively used
limited edition packaging with its Taylor
Swift collector’s edition packaging.3
The design, which featured a quote
from Swift and her logo, celebrated
individuality in a way that connected
with Millennials. Millennials appreciate
this kind of packaging because it shows
that the brand is making a special effort
to connect with them.

Some statistics:
●● 55 percent of Millennials are likely
to develop a more positive image
of a company as a result of cause
marketing.4
●● Millennials are the largest generation
by population with 79 million people
and their purchasing power is $170
billion per year.5
●● More than other generations,
Millennials desire opportunities to
interact with brands, to be listened to
anywhere and anytime, and to have
personal, timely, and straightforward
communication about their
concerns and experiences.
●● Millennials are more likely than
other generations to describe
being available, supporting causes
and having a brand personality as
important things that brands can do
to engage and interest them.6
●● They want brands that allow them to
create a personal style; products that
signal a lifestyle to others or denote
membership in a distinctive social
tribe. Technology no longer serves
as a way for this generation to signal
differences.
●● When Millennials were young – as
with teens in previous generations
–it was all about fitting in. But as
Millennials grew up, their feelings
changed. Today, more than any
other generation, they desire to be
seen as unique within a group and
now a majority of Millennials reject
trends to develop their own personal
clothing style. Three-fourths describe
themselves as “authentic”.7

Cupcake ATM,
Sprinkles
Freshly baked cupcakes restocked day
and night.
NEW YORK CITY

From
cupcakes to
crustaceans

Chef in a box
Offering everyone’s favorite hot
meals including chicken curry
and spaghetti bolognese.

SINGAPORE

Six unique food vending machines

Imagine a vending machine… do you
immediately think of an assortment of
potato chips, chocolate bars and soda?
Think again! As these examples show,
the humble vending machine is
undergoing an evolution!
“We are in an era of 'busy' where time is our
biggest commodity and vending machines
provide a 24-hour service”, stated Dr. Morgaine
Gaye, Food Futurologist. “Coupled with the
rapidity of technological developments –
vending machines will come into a new phase.”
So what can we expect to buy from the future
vending machines? According to Dr. Gaye,
“Cars, fresh baked bread, growing vegetables...
Everything!”
IN found six examples of unique vending
machines from around the world.

Farmer’s Fridge
Dispensing fresh and healthy salads
at any time of the day.

CHICAGO
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FEBO
Fast food restaurant machines
dispensing typical Dutch hot
snacks such as a “rundvlees kroket”,
a breadcrumbed fried food roll
containing a meat ragout.
THE NETHERLANDS

Cup Noodles
Hot, instant ramen noodles on-the-go
for the discerning customer.

JAPAN

Live Crabs
Live hairy crabs with crab vinegar
and ginger tea to satisfy a steady
after-hours demand.

NANJING

The great debate

The human race has come a long way since the
prehistoric days of hunting and gathering for food.
Thanks to modern day packaging, food can now be
transported globally and remain fresh for an extended
period of time.
There’s no denying that packaging is indispensable to
solving modern day challenges created by growing

populations, and specifically, ever expanding urban
populations. Our increasingly hectic lives mean we no
longer have time to shop at the local market on a daily
basis. In fact, many of us don’t have access to a local
fresh food market at all, meaning our shopping is
increasingly confined to urban supermarkets.

P|26-27
Issue three | 2016

Marie
Delaperrière,
Founder &
Owner of
KIEL-based
packaging
free shop
UnverpacktLose,
Nachhaltig,
Gut (opened
in 2014)

“The majority of our customers are
seeking a sustainable experience,
meaning both ‘packaging free’ and
‘locally sourced’ products. Typically
our customer is also looking to
live a healthy life and choose
quality products.

Today, it is clear that packaging
also plays a core role in marketing
and branding but I have no
doubt marketing experts have
the creativity to reinvent product
marketing for use in packaging
free stores!

But do I see 100 percent packaging
free as the future model? I don’t
envision a 100 percent packaging
free future, but I do see the
possibility of exploring more than
one way of packaging. There’s no
escaping that packaging has an
indispensable role to play with
some products – for example we
sell fluids in glass bottles for which
customers pay a refundable deposit.
It also has a functional role for
some products in terms of hygiene,
transport and conservation.

So where does the future lie?
In my opinion, tomorrow’s
‘sustainable’ packaging designer
should embrace an ethical and
honest approach when designing:
meaning, choice of material,
avoidance of unnecessary
packaging and favoring ‘deposit and
return’ packaging. In addition, we
cannot neglect the importance of a
sustainable value chain approach.”

Helén Williams,
Environmental
Scientist at
the University
of Karlstad
in Sweden

“Packaging has an important
role to play in today’s society
for the protection, function
and information it provides for
the consumer. It is an effective
solution to minimize food waste
and provide cost effective food
solutions (consumers in the West
are buying 20 percent more
food than needed, meaning
they are paying substantially
for food they don’t eat because
of value chain waste).

If we were to remove all primary
packaging, additional secondary
packaging would often have to be
used on the products’ journey.

However, it is not down to the
consumer alone. The entire
value chain needs a deeper
understanding of the end-user
phase and how different packaging
functions can be developed
to ensure less food waste.

So what is the solution? Packaging
designers must start exploring
‘smarter packaging’ with a
holistic view throughout the
whole value chain. There needs
to be a better understanding of
the complexities of consumer
habits, contexts for use, cultures,
recycling schemes in place and
point of sale. It is a very complex
picture! Educating consumers
on the benefit of packaging
will also play a huge role.”

Whatever your opinion in the
packaging debate, we cannot
escape the fact that secondary
packaging is necessary
during the transportation
phase to provide adequate
protection. As consumers, we
tend to forget this stage.

On the flip side, a handful of packaging
free supermarkets are springing up
globally to provide a more “natural”
shopping experience. The concept is
simple: bring your own containers to
the store and fill them with the desired
quantity of chosen food. Packaging
free supermarkets essentially offer the
consumer everything they could want
to buy, but without the choice of brand
or specific packaging. So far, these shops
have gained a small but loyal customer
base, but how likely is it that this will
become the future of food shopping?

The simple truth is that packaging
is facilitating a shift in our modern,
urbanized lifestyle – our society is onthe-go and looking for convenience.
Fresh food categories like meat and
chicken benefit tremendously from
high performance packaging. In
modified atmosphere packaging, meat
can last up to 21 days, but in wrapping
or paper it can only last one to two
days. The world needs food that is safe
and has a long shelf life, rather than
food that expires within a few days.

Packaging is an invaluable tool for
traceability. Without it, we place
full responsibility in the hands of
the shop owner to control in-store
products. Without packaging
there can be no labels, meaning
no information on allergens
for example, when consumers
get the products home.

Therefore, is a packaging free
experience really what consumers
want? In what instances is packaging
a ‘must’? And, more importantly, is this
a realistic scenario for the future?

50 YEARS
OF INNOVATION:
BAG-IN-BOX
2015 MARKED THE
50TH ANNIVERSARY OF
THE FIRST BAG-IN-BOX
WINE PACKAGING.1

When first introduced, consumers
perceived boxed wine as a cheap,
low-quality substitute to “real” bottled
wine. Today, bag-in-box wine is widely
seen as acceptable packaging for wines
and continues to gain popularity thanks
to its ease of use, lower cost and
eco-friendly status.
Bag-in-boxes are ideal packages for
table wines that don’t need to age.
In a bag-in-box, wine stays fresh for
up to six weeks as the remaining wine
has no contact with the outside air,
so there’s no hurry to drink it all in one

DID YOU KNOW

sitting once it’s open. As an added
benefit, consumers don’t need a
corkscrew to open their boxed wine or
worry about it breaking. The bag-in-box
trend is even spreading to packaging for
other liquids like coffee, apple juice, and
water. According to Colin Alevras,
sommelier at the high-end DBGB
Kitchen and Bar in downtown
Manhattan, “the wine bottle is
late-18th century technology…
it’s time to move on.”2

Switching to wine in a box for the

97%

of wines that are made to be
consumed within a year
reduces greenhouse
gas emissions by
about 2 million
tons.12

1965

The first version of
bag-in-box wine was
invented by Thomas
Angrove, looking for a
way to sell his cheaper
red wines in bulk since
wine in larger bottles
would spoil quickly.

1967

Penfold Wines and Charles
Malpas patented a plastic,
air-tight tap welded into a
metalized plastic bag.
This allowed consumers
to keep the bag inside
the box and tap the wine
in the same way as a
traditional wine cask,
heralding the blueprint
for today’s model.5

1979

Franzia, one of the
best known sellers
of bag-in-box wine,
implemented the
design for its wine.6

1993

10.2 million cases of
bag-in-box wine were
sold worldwide.7

2003

Black Box Wines based in
California became the first
U.S. winemaker to offer
premium wines in a box8,
overcoming the stereotype
that boxed wine is
poor quality.
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The First Design:

Environmental Impact:

After two years of work, Angrove
developed what he called a “wine cask”
– a modern update of the traditional
European wine bladder, which was a
leather pouch that collapsed as the wine
was poured in order to keep out the air.
Angrove filled polyethylene bags with
wine, which he then put into boxes.

2007

Klabin, Brazil’s largest
paper producer, unveiled
its award-winning Lindoya
Vida octagonal water
package system. This
design maintained water
quality from filling to
consumption.

2008

Consumers would open the box, cut
off a corner of the bag and pour the
wine. To close the bag, users squeezed
out the air sealed it with a special pin
and placed it back into its box and
into the fridge. Although the design
was inefficient and a bit messy, it
revolutionized the way wine was sold
and consumed. Angrove’s legacy lives
on in his home country of Australia,
where one third of all wine consumed
in the country is poured from a box.3

Italy’s Agriculture Ministry
announced that some
wines which receive the
government’s quality
assurance label may
now be sold in boxes,
highlighting the quality and
smaller carbon footprint of
these wines compared to
bottled wines.9

*For footnote information see Index on pages 80-84

2011

More products are
introduced to bag-in-box
concept – Diageo unveiled
its easy to use, high quality
cocktails in bag-in-box
packaging.

2013

As wine producers look to reduce their
carbon footprint, some are beginning
to substitute bottled wine with ecofriendly and lighter bag-in-box wine.
Over 90 percent of American wine
production occurs on the West Coast,
but the majority of consumers live
east of the Mississippi River, driving
up the environmental and financial
costs of transportation. Switching to
bag-in-box wine lessens this burden
on wine producers considerably. The
lightweight packaging of bag-in-box
wine also reduces packaging waste
compared to heavier wine bottles.4

Wandering Bear Coffee Co.,
a New York City based
start-up, began to sell
cold brew coffee that
had been put in a box
with a spigot, enabling
consumers to access
café-style cold brew on
tap in its environmentallyfriendly boxes.

2015

Bag-in-box wines now
form a significant portion of
wine purchases worldwide.
In the United States, one
in five liters of wine sold
is packaged in a box.10
In Sweden, two-thirds of
all wine comes from a box.11

FOOD
TRUCK

CULTURE

FOLLOW THE
FOOD TRUCKS
AND EAT
ON-THE-GO

ALL OVER THE WORLD, PEOPLE
ARE TAKING TO THE STREETS TO
ENJOY A DIFFERENT KIND OF ONTHE-GO DINING EXPERIENCE –
MOBILE FOOD TRUCKS. GLOBALLY,
2.5 BILLION PEOPLE ARE EATING
STREET FOOD EVERY DAY1 AND
IN MOST CASES CONSUMERS ARE
SAMPLING NICHE INTERNATIONAL
CUISINES AT AFFORDABLE PRICES
DUE TO FOOD TRUCKS’ LOWER
OVERHEAD COSTS COMPARED TO
TRADITIONAL RESTAURANTS.

This food truck revolution is clearly
changing our perception of “take-out”, so
where does packaging fit into the mix?
History
The first food trucks can be traced
back to settlers in the American West
in the late 1800’s when chuck wagons
were introduced – a mobile canteen
for cowboys and migrants. Quick,
inexpensive food served from trucks
remained relatively popular with
consumers throughout the 20th century,
but not overwhelmingly considered topof-mind as a preferred way of eating. In
addition, the number of operating food
trucks was limited.

Then, at the height of the financial crisis,
something changed. With less money
to spend on dining out, people turned
to food trucks in higher numbers than
ever for quick and cheap meals. These
modern food trucks are not your
typical hot dog stand, but innovative
gastronomic experiments on wheels that

blend Western, Asian and other culinary
traditions to create something unique.
The role of packaging
With more and more people patronizing
food trucks, more challenges surface
– such as how to attract new customers
and ultimately convert them into
repeat customers? (Twitter is now
playing a critical role in food truck
communication as people “follow the
truck” to determine location.) There is
also the packaging element. How to
store food in a confined space while
best catering for the “to go” crowd?
The right packaging offers a practical
way for customers to carry their food
as well as giving food truck owners an
important opportunity to promote their
brand and leave consumers with a
lasting impression. Food trucks have
different packaging needs, primarily
around keeping foods separate and
at the right temperature. However,
according to food & design agency,
Geek and Food based in Lyon, France,
recyclability, design and practicality
are also key criteria.
Ideally, packaging should also stand out
from the competition, while remaining
useful. Such as the example of the
Filipino food truck Guac Truck2 which
checks all of these boxes. The practical,
origami-inspired packaging mirrors the
food that the truck serves, so patrons
can easily seal the box with a sticker to
save the meal for later. Likewise, the
San Francisco-based Curry Up Now3
uses bright colors and professionallooking packaging to catch the eye of
Millennials while establishing itself as a
legitimate mobile food supplier. A clear
trend is emerging for this kind of niche
packaging in the food truck community.
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PACKAGING SPOTLIGHT:

SWEET
LULU'S
BAKERY
ON WHEELS

SWEET LULU’S BAKERY ON WHEELS1
FOUNDER KAREN MORAN SHARES HER
SIGNATURE PACKAGING SOLUTION
FOR CUPCAKES PRODUCED OUT OF
HER SUCCESSFUL BAKERY FOOD TRUCK
IN CHARLESTON, SOUTH CAROLINA.

How did Sweet Lulu’s start?
With two crowd funding campaigns
– Indiegogo2 and Kickstarter3, a $10k
loan from a friend and selling my
beloved BMW and fancy clothes to
fund it. I started the campaign in July
2014 and am so grateful for all of the
support and generosity I received. There
were so many practical details to sort
– including a truck and trailer! After
almost a year of scouring the internet
for months, I settled on a vintage
camper that we’ve named Pearl.
Lulu’s is about bringing our unique
bakery table to customers. The great
thing about being mobile is we can do
birthday parties, weddings, oyster roasts,
graduation parties or corporate events.

*For footnote information see Index on pages 80-84

At what point did you turn to mason
jars as a packaging choice and why?
In coastal communities like Charleston,
we spend a lot of time outside or on
the water. Every chance a Charlestonian
gets, we pack a cooler and flock to the
beach or hop on a boat. The thing is
dessert is often hard to transport. So, we
started making tasty treats in easy-togo mason jars because they are easy to
transport. It morphed into being very
Charleston-like. A mason jar fits nicely
in any cooler and is as Southern as our
pecan bourbon pie!
How do you transport your cupcakes
with Pearl? And how to you decide
where to go?
YETI Coolers – no electricity – just ice.
15 plus years in advertising and media
buying and planning on multi-million
dollar ad campaigns helped me evaluate
what events to do and not do and how
to negotiate better vendor fees. You
eventually get a feel for what will be
good and what won’t.
You’ve been named a Top 10
Charleston Food Truck4 and Charleston
Magazine named Sweet Lulu’s as
Readers' Choice for Best Bakery5.
Congratulations! What are some of
the challenges you face?
Finding kitchen space is the biggest
hurdle I have. I have to rent space
versus having my own commercial
kitchen, which is VERY expensive. It’s
hard to schedule time when others
need the kitchen the same time you do.

Most catered events book up to a year
in advance – so initially it’s a slow start.
Can you explain your recycling program?
Sweet Lulu's offers two options to
recycle mason jar desserts. For every
recycled Sweet Lulu's Bakery mason jar
dessert (jar, lid and rim with no chips)
customers receive a stamp. Collect 10
stamps and you get a dessert of your
choice. For events, we offer a $0.25
refund for every jar recycled. If we're
on-site for the event, we merely pick up
jars at the end of the evening and issue
a recycling refund within 24 hours.
We also encourage our customers to
reuse the glass jars. For example, as a
cool mason jar lantern or a vase. It’s
great when customers post pictures
of how they recycle Sweet Lulu's
jars on Twitter with the hashtag
#CHSLovesLulu!
So who’s Lulu?
My sweet Lulu, is a three-year-old
hound dog I rescued after sadly losing
two, (yes two!) 15-year-old furry pets
one week apart in 2012. I like to think
Lulu rescued me as much as I rescued
her. So I thought it only fitting I name
the bakery in Lulu's honor. As such, a
percent of profits are donated to the
Gulf Coast Humane Society where I
adopted Lulu from and our new local
animal shelter, Charleston's Pet Helpers.
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Percentage of households with one occupant11

47%

27%

Sweden

USA

39%

16%

Germany

Argentina

34%

7%

United Kingdom

China

DID YOU KNOW

72%

of consumers indicated they
expect to ingest food and
beverages on-the-go in the
coming months2

Single-serve: the power of one
In a market dense with multipacks, there
is a growing percentage of consumers
that prefer single-serve packaging. In a
recent poll 46 percent of respondents
indicated that single-serve snacking will
grow in popularity.4

CONSUMERS WANT PACKAGED FOOD
PRODUCTS THAT ARE CONVENIENT
AND LEAVE LITTLE WASTE – A TREND
FOOD PRODUCERS HAVE JUMPED
ON BOARD WITH. IN THIS PIECE, IN
EXPLORES SOME OF THE POPULAR
“ON THE MOVE” PACKAGING OPTIONS
AVAILABLE TO CONSUMERS TODAY.
To go
“Grab-and-go” is currently the most
dynamic packaging trend around the
world. In one survey, 72 percent of
consumers indicated they expected to
purchase on-the-go food and beverages
in the near future, according to market
intelligence tracker GfK Ropers Reports
Worldwide.2
A recent example of the on-thego concept is McBike, McDonald’s
innovative bike friendly recyclable
packaging that enables a customer
to simply attach their order in a
suitably designed pack that sits on
the handlebars of their bicycle. The
“bike-thru” window has been tested
successfully in Copenhagen and
Medellin, Columbia, with plans to
expand to Amsterdam and Tokyo.3

*For footnote information see Index on pages 80-84

In addition, one-third of snackers
believe there is not enough variety of
conveniently packaged snacks, such as
resealable packages or single portions,
providing a substantial opportunity for
food manufacturers to fill this gap in
the market.
The challenge for brand owners,
however, is to maintain a balance
between convenience and affordability
– this latter point is especially relevant
for the younger generations.
Single-serve packaging can also help
with eating the correct amount of food
for weight management, as indicated
by studies of the Chicago Academy of
Nutrition and Dietetics.5
Single-serve, stackable cups of wine
are another example of on-thego packaging that offer additional
advantages for transportation and
consumption, when compared
to traditional glass bottles. During
transportation, the single-serve cups
occupy a lot less space, since they
can be stacked on top of each other. A
single-serve cup also lets the consumer
enjoy their wine without worrying
about wasting what is not consumed.

Ready-made and resealable
The number of single-person
households continues to rise each
year. It is predicted that by 2020,
331 million people will live alone,
accounting for 15.7 percent of total
households globally.6 In different
countries, ready-made meals are
increasingly popular, especially with
budget-conscious consumers.7
Industry research points to resealable
packaging as a key to meet consumers’
preferences.8 Resealable packaging is
convenient as it frees the consumer
from the need to eat all of the food
in one sitting, reducing the chance of
wastage and helping meet the needs of
increasingly busy lifestyles. Ultimately, it
is helping to keep food fresh for longer.
Flexible
According to research by Smithers
Pira, the global market for flexible
packaging will grow at an annual rate
of 3.5 percent until 2018, reaching a
total of $231 billion.9 Flexible packaging
is expected to continue to gain market
share over traditional rigid packaging.
Most modern shoppers value
convenience and portability, so
containers that are easy to handle
and more flexible will become
increasingly popular in packaging
design. Flexible plastic pouches have
begun to replace tins and jars on the
shelves of supermarkets. Liquids and
gels will drive this trend, since they fit
well in flexible pouches.10

FROM
CONFLICT
TO
COLLABORATION
In today’s business environment, collaboration is of critical
importance to achieve desired business results. Collaboration
can foster creativity and generate ideas to meet – if not exceed
– expectations from increasingly more demanding consumers.
In addition, overarching global trends, such as crowded
consumer product sectors, continue to shape the packaging
landscape – making the need for “stand-out ideas” even
more pressing.

IDENTIFYING THAT UNIQUE
“STAND-OUT IDEA” IS ONE OF THE
PRIMARY GOALS OF COLLABORATION.
ACCORDING TO GILES CALVER,
PLANNING DIRECTOR AT LONDON
BASED CREATIVE AGENCY SEDLEY
PLACE, COLLABORATION LEVERAGES
THE EXPERTISE, SKILLS, RESOURCES,
INTELLECT AND CREATIVITY OF
THE DIFFERENT PARTIES INVOLVED
IN A PROCESS THAT WILL CREATE
SOMETHING DISTINCTIVE, GROUND
BREAKING AND INNOVATIVE.
COLLECTIVE THINKING THROUGH
COLLABORATION HELPS UNLOCK NEW
OPPORTUNITIES, RECOGNIZE BLIND
SPOTS (EVEN THOSE WE DIDN’T KNOW
EXISTED), REMOVE OBSTACLES AND
ENCOURAGES TEAMS TO CONSIDER
ALL FACTORS FROM THE GET-GO,
THANKS TO THE VARYING EXPERTISE
AND EXPERIENCE AROUND THE TABLE.

While the benefits of collaboration are
clear, there are some who challenge the
concept fearful that being collaborative
means being less competitive, i.e. giving
away ideas, wasting time, money and
resources and using up creativity in
the process. Taking a few key elements
into consideration can help ensure a
successful outcome.
“Getting people on board early is crucial.
In the majority of projects, once you
have a concept, it is critical to have
people involved from the very beginning
to address all potential technical,
manufacturing and production issues
from the start,” commented Calver.
“In addition, it is important to have the
correct framework in place so that
everyone understands where each party
is coming from. The overall goal is for
everyone to keep an open and flexible
mindset on how to tackle the core
objective and with multiple disciplines
around the table this can sometimes
mean different things to different people.”

Despite popular opinion, collaboration
does not automatically imply that
everyone is on the same page at all
times. In fact, it can be argued that a
degree of friction – in an environment
of trust – is necessary in order to
achieve the best possible outcome.
Differing opinions can act as the spark
for new perspectives and provide access
to new information and skills, if they
are seen as part of the process and not
a barrier to it. There is a huge – and
generally untapped – value that lies
within these times of tension (generally
viewed as disruptive and unhelpful).
“A combination of tension and a
willingness to be fluid at the start of
any project is positive. Of course, the
goal is for people to be open and fresh
with their ideas, keeping all avenues
exposed,” states Calver. “With such a
diverse group of people involved in the
collaboration process, it is often the
case that a ‘wild card’ idea will end up

WHO KNEW CONFLICT COULD BE SO POSITIVE?
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on the table. This is always a great way
to foster new ones.”
In order for a project to be successful
everyone involved must be fully
committed to a fresh, new and
innovative outcome. However, it is
this very commitment that can lead to
friction when alternatives are offered.
In order to stand out in the crowd, and
produce greatness, all parties should
find a way to harness this tension into
something positive and successful.
In her 2012 TED Talk, “Dare to Disagree”,
businesswoman Margaret Heffernan
argued that disagreement is absolutely
central to progress. She argues that the
best research teams, relationships and

businesses provide a platform for people
to disagree during the process. In most
situations we need partners that are not
just “echo partners”, but rather counterparts to bounce ideas off of and see
conflict as a thought process.
Heffernan states that we should
seek out people with different ways
of thinking, different experiences,
backgrounds and specialties in order to
create innovation. Despite the general
consensus, we should not be afraid
of conflicting viewpoints and ideas.
At the heart of true innovation lies
human interaction, tension, argument
and debate.
Who knew conflict could be so positive?

a world
of changing
realities

Q&A: Bruce Funnell
Head of Packaging, Nestlé Product Technology Centre (NPTC) Confectionery
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WE LIVE IN A WORLD OF CHANGING
REALITIES. AGING POPULATIONS,
RISING WEALTH, URBANIZATION AND
HYPER-SCHEDULED LIFESTYLES ARE
ALL GLOBAL TRENDS THAT ARE
DRIVING SOCIAL CHANGE WHILE
NEW TECHNOLOGIES ARE ENABLING
SPEED-TO-MARKET THROUGH
OPTIMIZATION AND WORKFORCE
EXPERTISE.
To compete in today’s global markets,
constant innovation becomes a key
differentiator and growth enabler. To
accelerate innovation, brand owners,
materials suppliers, designers and
packaging converters are increasingly
looking to collaborate throughout the
entire packaging development process.
IN recently visited Bruce Funnell, Head
of Packaging (Global Confectionery) at
leading food and beverage company
Nestlé, to discuss global trends, best
practices and the necessity for
collaboration throughout the industry.
What does collaboration mean to you?
At Nestlé, we see open innovation as
an opportunity to co-create new ideas
with input and added value from
external partners. As a company we
spend around 1.5 billion Swiss Francs
yearly on innovation. We also spend
a huge amount on decentralized,
local market research as much of our
food and beverages are produced
locally, necessitating packaging to
meet local needs.
With this in mind, there is a clear need
to break the silos. Although we have
expert networks on the inside, we need
to see how we can best leverage
external innovation partners such as
universities, start-ups, brand owners
and raw material suppliers.
In order for these innovation partners
and business partnerships to work
successfully there must be good
alignment to enable complementary
competencies to be leveraged (for
example, working with a company
that provides technology expertise,
such as polymer design, to
complement Nestlé’s food and market
understanding). This strategy enables
the technology to be deployed rapidly.
A key part of collaboration is a focus on
business alignments and building on
company values, such as reputation.

What are some of the most unique
and interesting cases of collaboration
in the industry?
Working in R&D, it is difficult for me to
name a specific case; but in general,
partnerships that I see working very
well are those including processes
which help us have a better
understanding together. These
partnerships are driving technological
changes and bringing differentiated
technology to market more quickly
than would usually occur.
What do you see as some of the
resonant challenges for collaboration
within the industry?
For a partnership to be successful,
all parties need to understand and
be aware of what is happening.
This requires full transparency as well
as an element of trust which is built
up over a period of time. Each party
inevitably has their own priority assets,
including of course their individual
know-how. To facilitate the sharing of
assets, there must be a high level of
trust between parties and this is more
often than not, built from a strong
strategic alignment and cultural fit
between participating organizations.
Innovation costs time and money.
Consequently, there must be a risk
sharing approach in place in order to
work effectively towards the goals.
In your opinion, where does
responsibility lie within the value
chain to drive collaboration,
or is it a unified responsibility?
Collaboration doesn’t come down to
any one individual. Rather, it requires a
good fit throughout the entire process,
with all parties working constructively
towards the same goal.
To fully benefit and gain a competitive
advantage from the process, there
needs to be certain complementary
elements in place, namely: values;
competencies (for example, matching
material competencies with expertise
in terms of application and consumer
needs); and, interests – meaning, those
that will drive improved turnover by
working together with supplier and
partner. The collaboration results
must speak to the market and provide
a strong outcome for all involved.

What is the most recent collaboration
on your side? How did all the parties
work together to come to a solution?
Nestlé’s involvement in the REFLEX
Project – a collaborative R&D project,
co-funded by Innovate UK, which aims
to create a circular economy for flexible
packaging and divert it from landfill.
It is a great example of a collaborative
partnership between global brands
Nestlé UK Ltd and Unilever UK Central
Resources Ltd as well as major
stakeholders across the value chain,
including the Dow Chemical Company,
the converters Amcor Ltd and Interflex
Group; and waste management and
recycling specialists SUEZ and TOMRA
Sorting Ltd.
Through this partnership we explored
how to increase the opportunity for
recycling, how to take a complex
material structure with a complex set
of needs and facilitate getting value
out of the product.
By closing the loop and working
together we proved that we can
incentivize the value chain, encourage
people to recover value from flexible
packaging and encourage overall
recycling of plastic.

Two Key Industry
Trends… According
to Nestlé

1. Enhanced Digital Technology
including digital printing abilities,
digitally enhanced processing in
production as well as online
consumer buying behavior –
in 2020, indications are that in
the UK, 10 percent of all food
purchases will be made online,
representing a significant
evolution of food retailing.
2. Rising prosperity in emerging
markets, such as the BRIC
countries. Consumers are
becoming more affluent and
more discerning with what
they buy and expect from
brands. Consequently, consumers
are increasingly disloyal to
brands as they rightly expect
fundamentals such as food
safety and sustainability to be
in place, regardless of brand.
The differentiator will be driving
the brand essence throughout the
product packaging, immediately
allowing the consumer to engage
with the brand on the shelf.

An interview with
Thomas Reissig

Thomas Reissig, Managing
Director of packaging design
and technology company
VerDeSoft1 speaks to IN about
packaging trends, the impact of
technology on the process and
the increasing importance of
collaboration across the
value chain.

| PACKAGING DESIGN

P|38-39
Issue three | 2016

What makes a packaging
design successful?
The best packaging designs are the
ones that transport the story of the
product directly to the customer –
ideally through a range of mediums;
including graphics, shape, material
and functionality.
What are the top three emerging
trends in the packaging value chain?
1.	Shorter life cycle of products,
meaning smaller quantities are
being produced but with greater
design variety and functionality.
2.	Individualization and
personalization of packaging.
3.	“Natural looking” and sustainable
packaging solutions.
What is the end-user increasingly
looking for in packaging design?
As a general rule, the end-user isn’t
overly concerned about new trends in
packaging design. Rather, consumers
are more concerned about buying
products with attractive, functional and
easy-to recycle packaging. Consumers
are drawn to packaging which looks
“natural” and “sustainable” when they

have the choice. Two such examples
include packaging that is matte or
looks like paper. Perhaps the appeal
of paper packaging comes from a
growing public awareness among
consumers of plastic pollution such as
marine litter in the ocean. However,
many consumers are also unaware of
how sustainable other packaging types
– such as plastic – can be.
Can you explain a bit about
VerDeSoft’s role in the design
and production process?
VerDeSoft is able to guide the new
packaging concept through the long
and complex development chain.
There are so many innovative and
creative ideas developed by design
agencies and brands, but unfortunately
many of these never end up on the
shelf as they are unable to meet
production, technology, consumer and
functionality requirements and are too
costly. Packaging tends to stick to the
tried and tested models, namely
pouches, folding boxes or blister packs.
However, because of our creativity and
packaging technology know-how,
VerDeSoft has the ability to think from

both sides and develop the packaging
material, the structural design and
utilize the necessary technology to
produce innovative products.
How does the process work
throughout the value chain?
The majority of our projects come
directly from brand owners but a
proportion also come from converters,
raw material suppliers and machine
manufacturers. Over the last few years,
we have seen a surge in the number of
projects coming directly from material
and machine suppliers – as opposed
to converters and brand owners –
who are increasingly interested in
development trends and new
packaging concepts that incorporate
new materials and machinery.
What are the benefits for the brand
owner of collaborating with a
company such as VerDeSoft?
We have a holistic packaging
development process – not only are
we able to provide an innovative
design, but we also have the capability
to run the whole process until the
product is on the shelf. It’s extremely
useful to collaborate with a company
that has both the creative capabilities
as well as access to a packaging lab
with different processing technology
and tools for sampling and the
ability to mock-up packaging from
original materials. Working with an
independent agency also ensures
that the outcome is not limited to
the product range available from the
supplier and to protect the developed
intellectual property, based on the
contracts signed before the process.
The case study…
We recently worked on a project, from
start to finish, with start-up “Frizle” who
developed the idea to create a new
chilled product. They were looking for
a convenient packaging solution for
their “Spätzle”-dough which would
allow the consumer to squeeze the
dough directly into boiling water,
creating fresh “Spätzle”-pasta. This was
the perfect briefing for us, and in fact,
the design won both a German
packaging design award followed by a
gold medal at DuPont’s International
Packaging Awards. The product has
just gone to market… so let’s see what
the future holds!

*For footnote information see Index on pages 80-84

THE RISE OF THE

ROBOTS
DID YOU KNOW
Robotics industry expected to
grow at a rate of

10%

annually over the
next decade2

MANUFACTURING

WAS REVOLUTIONIZED IN THE 1980S WHEN THE FIRST ROBOTS WERE INTRODUCED FOR THE ASSEMBLY LINE.
SINCE THEN, ROBOTIC TECHNOLOGY HAS BECOME MUCH MORE SOPHISTICATED AND IS USED IN EVERY INDUSTRY SECTOR AT
MULTIPLE POINTS OF PRODUCT DEVELOPMENT. ROBOTS HAVE EVEN INVADED THE HOME!
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DUE TO THE INCREASED USE OF ROBOTIC
TECHNOLOGY, AVERAGE ROBOT PRICES HAVE FALLEN
BY 40-50 PERCENT SINCE 19901 AND THEIR ABILITY TO
CONTINUE TO OPERATE FOR LONG PERIODS OF TIME IN
TASKS THAT REQUIRE ACCURACY CONTINUES TO BE
IMPROVED WITH GREATER PRECISION AND CONTROL,
ENABLING ADVANCES IN MANUFACTURING ACCURACY AND
PRODUCTIVITY. AS A RESULT, THE ROBOTICS INDUSTRY IS
EXPECTED TO GROW AT A RATE OF 10 PERCENT ANNUALLY
OVER THE NEXT DECADE, FROM 2-3 PERCENT TODAY.2

Advances in robotics coupled with
other geopolitical, economic and
technological megatrends are driving
the redistribution of value chains in
many industries around the world.
Production centers are moving closer
to market for instance; often “reshoring”
back from Asia Pacific and Latin
America toward developed nations like
the United States and Europe as the
global wage gap continues to shrink
(Chinese manufacturing wages rose on
average by 15 percent annually between
2005 and 2011).3
A 2014 study by UK manufacturers’
association EEF and law firm Squire
Sanders revealed that one in six UK
manufacturers had reshored production
in the last three years. In Europe,
reshoring will also be aided by the
European Commission’s recently
published goal to increase
manufacturing’s share of GDP from
15 percent to above 20 percent by
2020, returning its share to where it
was 15 years ago.
As robots become cheaper, more
dexterous and easier to operate they
will continue to deliver improved
productivity and reduce the need for
outsourcing across many industries.
According to the Boston Consulting
Group, 2015 has marked the beginning
of another robotics revolution.

*For footnote information see Index on pages 80-84

The impact on industry
It is expected that four industries will
spearhead this movement. These
include computer and electronics
products; electrical equipment and
appliances; transportation; and,
machinery – largely because tasks
can be automated to dramatically
reduce costs.
Alongside petroleum, coal products
and primary metals, the plastics and
rubber industry is expected to have
robots perform 10-20 percent of tasks
globally by 20254 – categorizing it as
one of the most automatable sectors
with adoption most likely to be seen
in high-wage economies only.
Currently, robots are used across the
plastics and packaging industries in
injection molding and end of line
processes, amongst others, as a means
to automate and reduce costs by
eliminating the need for operator
intervention. Still, it’s estimated that
approximately 86 percent of tasks in
plastics and rubber-products plants
could be automated – such as material
handling, assembly, welding and
machine operation – but manufacturing
wages are expected to remain relatively
low limiting the financial benefits of
automation, especially in low-wage
emerging markets.

As the global plastic packaging
market grows – it is expected to reach
$370 billion by 20205 – and consumers
become more concerned with food
security, safety and ultimately food
waste, automation will move higher
and higher on the investment agenda.
This is especially the case for the food
and beverage packaging sector which
currently accounts for 69 percent of
all packaging consumed globally.6
Integrated and intelligent automation
solutions can provide process
improvements, quality control and
management, reporting and analysis,
regulatory compliance, energy savings
and manufacturing intelligence.7
In the near-term, robots are likely to be
adopted only in high-wage economies
in the plastics and rubber industry, but
with future decreases in robotic prices
this is expected to increase8 as greater
flexibility, speed and efficiencies in
packaging production operations
become clearer.
Aside from the obvious benefits in
production, robots have also proved
valuable in many other applications –
from lawn mowing and floor cleaning to
medical surgery and bomb detection –
resulting in the population of industrial
robots to be well over 1.5 million
units today.9

GAME

PLAN
CONSUMER
BRANDS LOOK
TO “CONTRACT
PACKAGING”
TO STAY
COMPETITIVE
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The terms “contract packaging” and “contract manufacturing” are often used
interchangeably. In practice, contract packaging deals with the packaging of an already
manufactured item, whereas contract manufacturing deals with the production of the
packaging and its contents. In both cases, if done right, outsourcing part of the
production process of consumer goods can increase competitiveness in today’s
fast-changing market.
IN talked with Vicky Smitley, Vice President of Sales and Marketing at food solutions
company, Hearthside, and President of the Contract Packaging Association (CPA),
to find out more.

In your opinion, what are the top three
benefits of contract packaging?
Benefits vary as much as customer
needs. For large global brands,
fundamental benefits include speed to
market, innovation, and cost. Start-ups
and smaller companies would benefit
differently; perhaps in terms of capacity,
expertise, increased access to resources,
and of course cost reduction. For all
customers, the “cost” benefit is more
than the simple cost of the service, but
all of the additional internal savings.
This includes capital expenditures,
plant and equipment, staffing, and
other costs, which can be removed
with a properly implemented contract
packaging strategy.

What are some of the dominant supply
chain trends driving co-packaging?
The most significant megatrend shaping
the industry is contract packaging
moving from a tactical role (regarded
as a quick-fix or regional/seasonal
accommodation) to a strategic
imperative for companies. Trends
that reduce inventory levels, such as
postponement and product completion,
are growing. And as marketers grapple
with “last mile” challenges, these trends
will only continue to grow. Omnichannel – a multichannel approach to
sales that looks to seamlessly integrate
the customer experience both online
and instore – is also forcing brands to
rethink many long-held conventions.

What are the top three challenges
for a company looking to bring
co-packaging into their production/
supply chain?
The first challenge will always be
linked to company philosophy. Those
that believe that all aspects of their
production are core competencies and
must be done in-house will typically
find reasons not to outsource. However,
this is rapidly becoming a minority
view. Leading firms now view contract
packaging and contract manufacturing,
for at least part of their portfolio, as a
strategic imperative.

In which markets is co-packaging
most prevalent?
By far the largest sector is consumer
packaged goods (CPG in the US, or
FMCG in Europe). This includes both
food and non-food products that are
continually consumed and repurchased.

The second big challenge is
misunderstanding around the true
internal costs. To compare relative
value, a company must know its true
cost of production. The number of
companies that do not have a solid
handle on this is surprising. Typically
they believe their costs are much lower
than they actually are, due to improper
allocations. When these firms realize
their true cost of production, it opens
up an opportunity to consider contract
packaging and contract manufacturing.

In which regions or countries do you
expect to see the most growth globally?
Since growth follows growth, all eyes
are on Asia for CPG categories. In the
US the contract packaging sector is
growing at about three times the rate
of the underlying industries it serves.
As more companies outsource, we
expect this growth rate to continue.
What is driving co-packaging in
newer markets worldwide?
The fundamentals are largely the same,
though the specifics vary: market
access; market penetration; greater
control of the brand; lower costs;
access to expertise; local knowledge;
local relationships; and, other factors.
Companies that know they must
think globally but execute locally see
outsourcing services, such as contract

packaging, as essential. This enables
them to quickly build their brands in
new world markets.
What impact will the rise of
automation in plastics/packaging
have on contract packaging?
Automated solutions, whether they be in
plastic packaging or other formats, will
only be practical in contract packaging if
they are flexible. A multi-million dollar
line set up to run one item 24/7 for
10 years would never work in a contract
packaging environment. You may be
running product “A” on one shift and
product “B” on the next. So impact will
only follow flexibility.
Can you share any recent global
success stories – either through CPA
or Hearthside?
If I put my Hearthside hat on, I am
pleased to say we now have a European
operation. Bars (energy bars, snack
bars, nutrition bars, etc.) are one of
the fastest-growing categories in food,
and Hearthside is already the largest
contract manufacturer of these products
in the US. A company named VSI –
an amazing group of people, and
the largest contract manufacturer of
functional bars in Europe – recently
became part of the Hearthside family.
We are excited about this as it gives us
a European presence, as well as access
to VSI’s extensive R&D and formulation
capabilities.
The speed of change in consumer
goods markets around the world
may be quickening, but the trend of
strategically outsourcing specific parts
of production to contract manufacturers
and contract packagers is moving just
as fast. This is the market’s response to
new challenges and global megatrends,
and for the entire value chain it is
proving to be a rather smart solution.

In 2019, new legislation will take effect in
Europe that will significantly transform
pharmaceutical packaging as we know it. As a result
of the European IVD and Medical Device Delegated Act,
every package of pharmaceuticals sold in the European
Union (EU) will require a unique serial number and tamper
evidence device. Pharmaceutical suppliers must also establish
a data processing system to track the packs along with
a larger database that will oversee the entire industry.
Despite being a few years off, these changes are already
having a large impact, spurring a revolution in the way
pharmaceuticals are sold, packaged and tracked worldwide.
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AMID RECENT SCANDALS INVOLVING
BREAST IMPLANTS AND METAL-ONMETAL HIP IMPLANTS, THE EUROPEAN
COMMISSION ADOPTED THIS ACT TO
DETER THE ENTRANCE OF FALSIFIED
MEDICINES INTO THE EU. THESE
MEDICINES APPEAR LEGITIMATE, BUT
ARE ACTUALLY COUNTERFEITS THAT
MAY CONTAIN INCORRECT DOSES OR
POOR-QUALITY INGREDIENTS THAT
ARE HAZARDOUS TO HUMAN HEALTH.
THE NEW SECURITY PROTOCOLS
LIMIT THE POSSIBILITY OF FALSIFIED
MEDICINES ENTERING THE EUROPEAN
MARKET, SINCE PHARMACEUTICAL
PACKS MUST NOW BE TRACKED
THROUGHOUT THE ENTIRE
PRODUCTION PROCESS.
3.	They must also equip every pack
with a tamper evidence device,
which will show whether a package
has been tampered with at any point
during the production process.2
4.	New inks must be created that will
last for the product’s entire life cycle
and provide a stark contrast with the
rest of the packaging’s label.

Previously, packs of pharmaceuticals
needed only expiration dates and
batch numbers, not individual serial
numbers in order to satisfy EU
regulation. Now, manufacturers and
distributors of pharmaceuticals will
face a massive logistical challenge to
install the additional security measures
within three years. This will have four
main steps:
1.	They must upgrade outdated coding
equipment – no easy task since
the changes are expected to render
70 percent of equipment installed
by 2011 obsolete.1
2.	
Manufacturers must then design new
packs that each contains a unique
serial number to allow easy tracking
of pharmaceuticals at every stage
of production.

*For footnote information see Index on pages 80-84

Similar action has been taken in the
US, where lawmakers passed the Drug
Quality and Security Bill in response to
a 2012 meningitis outbreak that left 64
Americans dead. This law established a
national standard to ensure drug supply
chain security and protect Americans
from counterfeit drugs.3 Like in the EU,
pharmaceutical suppliers must now
assign a unique product bar code on
certain prescription drugs. Moreover,
drug manufacturers, repackagers and
dispensers need to document and track
the transaction history of prescription
drugs through the entire pharmaceutical
supply chain.4
Europe and the United States are not
alone in their decisions to more tightly
regulate packaging for pharmaceuticals.
Brazil, Argentina, South Korea and
China have all taken similar actions
to protect consumers from falsified
medicines. Furthermore, these reforms
may have broad implications for sectors
other than pharmaceuticals. If they
successfully deter counterfeiting, such
measures could be implemented to
regulate luxury goods and food.5

THE ACCELERATING
GROWTH OF PLASTIC
The global plastic packaging market is expected to reach
$370 billion by 20201, driven by global trends including a
surging world population, the rise of a global middle class,
growing urbanization and increased mobility.
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The demand for plastic packaging is
expected to be the greatest in the
healthcare sector, where reducing drug
fraud, maintaining drug hygiene and
retaining the medicinal properties of
drugs are high on the agenda.2 Given
that global and regional food
consumption per capita is expected to
rise from 2,940 kcal per day to 3,050 in
2030, plastic packaging is also expected
to expand in the food and beverage
industry.3
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On a regional level, Asia Pacific
represented the largest market for
plastic packaging in 2013, accounting
for more than 35 percent of the overall
market.4 This trend is expected to
continue as estimates predict 40
percent of world economic activity
will take place in Asia by 20205 and the
region is likely to be home to 3 billion
of the world’s middle class.6 The
consumption of plastic packaging is also
expected to rise in countries with rapid
economic development such as Brazil.7
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Furthermore, consumer preferences
for highly aesthetic, convenient,
portable and cheap packaging will play
a key role in driving the continued
growth of the market.
To meet consumer preferences and
the growing global demand for plastic
packaging, the industry needs to
respond by continuous innovation in
new material applications while
managing resources efficiently and
sustainably.

*For footnote information see Index on pages 80-84

In order to achieve this, the industry is
increasingly collaborating to innovate
across the value chain.
IN looked at the five major regions to
examine four of the most influential
global trends – population growth,
urbanization, emerging middle class and
aging population – driving the growth
of the global plastic packaging market.

The global growth of plastic
packaging
•	US $370.25 billion – the projected
global market for plastic
packaging by 202015
•	5.2% – the compound annual
growth rate (CAGR) for the period
2015-2020
•	The key markets: food and
beverages, healthcare industry

Four cities of the future

Innovating for a
sustainable tomorrow
South
Korea

Hong
Kong

Futuristic
Waste collection

Face of
litter campaign

13 years ago, the city of
Songdo in South Korea was
just a massive sand dune,
recently reclaimed from
the Yellow Sea. Now, it has
transformed into a thriving
community close to Seoul’s
main airport that features
green designs and futuristic
technology on every corner.
Charging stations for electric
cars and a water-recycling
system that doesn’t require
clean drinking water to
flush office toilets are just
two of Songdo’s exciting
innovations. But perhaps
the most forward-thinking
aspect of Songdo’s municipal
infrastructure is its waste
collection system.
In Songdo, garbage trucks
are a thing of the past. So are
trash cans – at least in the
traditional way. Instead, a
complex network of tunnels
that run beneath Songdo

processes the city’s waste in
an environmentally friendly
manner. From private homes
and workplaces, trash
flows through the tunnels
to underground facilities
where it is automatically
sorted. Throughout the
process, sensors track data
on the city’s energy use –
data that authorities can
use to formulate future
enhancements. When this
system is fully operational, it
may even be able to generate
renewable energy. The
ingenuity of Songdo’s waste
management system is just
one reason that Songdo is
called “The City of the Future.”

Despite Hong Kong’s steep
fine of HK$1,500 (about
US $200) for littering
authorities still estimate
that around 16,000 tons of
rubbish is illegally littered
every day. To better deter
would-be litterers, the
environmental group, Hong
Kong Cleanup, has embarked
on a new campaign to give
littering in Hong Kong a face,
or rather 27 faces to be exact.
Confused? Don’t be. The
group’s new project, the
aptly-named “Faces of
Litter,” uses cutting-edge
technology to unmask Hong
Kong’s litterers.
First, activists collect human
DNA from pieces of garbage,
for example chewing gum
and cigarette butts, to send
to an American lab. At the
lab, geneticists analyze the
DNA to reconstruct the

faces of the litterers. With this
information, the scientists
are then able to reconstruct
the “faces of litter,” which
are sent back to the group in
Hong Kong. The NGO (nongovernmental organization)
then posts pictures of
the faces in public spaces
throughout the city with
the caption “Most Wanted”.
27 faces were on full
display by Global Earth Day
(April 22). Time will
tell whether this program
reduces the level of littering
in Hong Kong, but the project
did achieve one objective:
litterers in Hong Kong are
no longer anonymous.
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Cities around the world are beginning to recognize the need to
make changes in areas like waste management and environmental
stewardship to ensure a more sustainable future for its citizens.
IN highlights four international cities that are taking innovative
actions to address these pressing issues.

Singapore

South
Africa

Land-scarce,
idea-abundant

Biofuel buses
in Johannesburg

Land is scarce and expensive
in Singapore, which has the
third-highest population
density in the world (7,814
people per square kilometer1)
and contains some of the
world’s priciest real estate.2
As a result, Singapore
can’t rely on traditional,
land-intensive methods of
waste management like
landfills or composting to
dispose of its waste, so the
government has turned to
green waste management
techniques. The city’s
excellent recycling program
and waste-to-energy
facilities are two of the
city’s most forward-thinking
and environmentallyfriendly waste management
practices.

Singapore’s recycling
program has grown
dramatically since 2000,
when Singapore only
recycled about 40 percent
of its waste.3 To increase this
rate, Singapore’s National
Environmental Agency
(NEA) undertook initiatives
such as the contracting of
recycling collection services
to private firms and a tax on
construction and demolition
waste. Due in no small
part to these and other
NEA initiatives, Singapore’s
recycling rate rose to
60 percent in 20144, with
energy recovery facilities
managing the remaining
40 percent. Looking forward,
Singapore must now focus
on efforts to raise the
recycling rate of private
households, which recycle
much less than businesses
and the government.

*For footnote information see Index on pages 80-84

Rea Vaya, which means “we
are going” in Scamto, is a
new fleet of 134 biofuel buses
that has begun to operate in
Johannesburg, South Africa,
as part of the city’s largest
climate change initiative.
The new buses run on
low-sulphur diesel, which
will reduce the city’s CO2
emissions by an estimated
1.6 million tons by 2020.5
Additionally, the use of biofuel
creates a way for the city to
recycle its waste through the
production of the biofuel.6

These buses are the cleanest
on the African continent
and are equipped with
advanced pollution reduction
equipment.7 Designed to
seamlessly integrate into
Johannesburg’s existing
infrastructure and cover
people of all income levels,
Rea Vaya will reach over
80 percent of the residents
of Johannesburg when fully
operational.8 In part because
of its new system of buses,
Johannesburg ranked “above
average” in the Economist
Intelligence Unit’s African
Green City Index along with
Cape Town, Casablanca,
Tunis, and Accra.9

South
Korea

In densely populated South Korea,
where there are an estimated 505
people per square kilometer, food
waste disposal is a big issue.2
In 2013, the government implemented
a high-tech waste disposal system,
charging residents for their food waste
disposal based on weight. Food waste is
measured using pre-paid plastic waste
bags or waste baskets with built in
scales and radio frequency identification

(RFID chips) that record a user's details
and the amount of waste they dispose
of. Each household is charged per
kilo of waste discarded and receives
a monthly bill – with the average
household paying just 1,300 South
Korean Won (around US $1) a month.3
To date, the 145,000 South Koreans
using the new system have reduced
their food waste by 30 percent.4

High-tech
food waste
disposal

The world tackles
food waste
We’ve all been guilty of reaching to the
back of the grocery shelf to find products
with a later sell-by date than the products
displayed at the front. As a result, older
products expire and never get sold.

Belgium

Rethinking
shelf
stocking

To tackle this waste, the Belgian
supermarket chain Delhaize is stocking
fewer products on the shelves and
waiting for the older products to sell out
before restocking with fresher products.5
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Bahamas

In the Bahamas, an estimated
one in six people is chronically
hungry. The humanitarian organization
Hands for Hunger was established
to reduce food waste and eliminate
unnecessary hunger by rescuing food
and redistributing it to those in need.

Each week, two trucks collect on
average 2,500 lbs. of surplus food
from over 30 restaurants, hotels,
wholesalers, bakeries and farms.
This food is donated to 14 outreach
agencies which collectively serve over
10,000 meals each week to the 43,000
Bahamians living in poverty.6

Food rescue
and
distribution
The Food and Agriculture Organization of the UN
(FAO) estimates that one-third of all food produced
for human consumption is lost or wasted, which
amounts to a substantial 1.3 billion tons per year
globally1. In addition to the negative economic
impact, food waste has environmental consequences,

Ghana

Cassava and yam, two root crops,
are staples of Ghanaian cooking and
each year 3.6 million tons of peels
and discharged parts are generated as
waste during the preparation process7.
Researchers from the European Union
funded Gains from Losses of Root and
Tuber Crops (GRATITUDE) project have
found a way to turn these post-harvest
losses into a profit. Their study shows
that the compost from yam and cassava
peel can be used to cultivate edible

Mushrooming
with yam and
cassava waste
*For footnote information see Index on pages 80-84

taxing the natural and finite resources we rely
on to feed ourselves. Around the world, industry,
governments and NGO’s (non-governmental
organizations) are developing creative solutions
to solve the global problem of food waste.
IN highlights four examples of innovative
projects that tackle food waste.

mushrooms. After injecting mushroom
spawn in to the compost, mushrooms
start to sprout around five days later.
Researchers hope that Ghana will soon
be able to produce around 650 tons
of mushrooms per year from cassava
waste and several pilot projects are
already under way.8 Mushrooming can
not only reduce food waste but can
also create new jobs and encourage
entrepreneurship in developing countries.

FAO’s

SAVE
FOOD

INITIATIVE PARTNERS WITH PRIVATE
SECTOR TO IMPROVE FOOD PACKAGING
SYSTEMS IN SUB-SAHARAN AFRICA

Industria Macchine Automatiche
(IMA S.p.a.), Italian manufacturers of
food packaging machines, recently
signed a partnership agreement with
the Food and Agriculture Organization
of the United Nations (FAO) through
its Global Initiative on Food Loss and
Waste Reduction (SAVE FOOD) to
develop and implement a project
on sustainable packaging systems.
Targeting Small and Medium
Agricultural Enterprises (SMAEs) in
Sub-Saharan Africa (SSA), the project
will assess their food packaging needs
and capabilities as well as test food
packaging solutions in the region.
The outcomes of these assessments
will lead to a regional project proposal
to further develop the food packaging
sector. The project will cover three years
at a cost of US $450,000, which has
been provided by IMA S.p.a., FAO and
the International Trade Centre’s (ITC)
Export Packaging Unit, will manage
the project and carry out needs
assessments for selected countries.
SMAEs can play a transformative role
in lifting vulnerable populations out of
poverty while driving economic growth.
According to the African Development
Bank (AfDB), the small and medium
enterprises sector is vital to Africa’s
continuing growth, contributing more
than 45 percent to employment and
33 percent to the gross domestic
product (GDP) of the continent.

However, many local companies face
huge hurdles in the packaging arena,
where they fail to compete favorably
with foreign imports that often have
a packaging advantage. Furthermore,
as urban centers continue to
expand across Africa, changing the
demographic landscape, the demand
for packaged food rises, driven by a
burgeoning middle-class.
Currently, SMAEs face a number of
issues in the agro-food sector including
a lack of investment in the packaging
sector as a whole; lower availability
of quality material; equipment and
packaging services; high import costs;
and an inadequately trained workforce.
Marcos Vaena, Chief of Enterprise
Competitiveness at the ITC, highlighted
the importance of providing specialized
technical knowledge in the packaging
sector to SMAEs in Africa. ”The future
of SMAEs in Africa will depend on
the ability of companies to adapt to
increasingly stricter requirements
and to meet higher expectations by
the market – including from the
emerging consumer middle-class in
the region. This includes being able to
leverage appropriate technology to

Industry standard food packaging
systems play a crucial role in
preventing food loss during the
storage and distribution process,
as well as during the retail and
consumption phases of the food
supply chain. Efficient food
packaging systems are also key
in enabling the local industries of
developing countries to compete
with foreign imports – ultimately
leading to an improved quality
of life for farmers and
rural communities.
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reduce losses and achieve scale in
production, while maintaining high
quality standards. The ITC is pleased to
work alongside FAO and IMA to further
enhance the technical capacity of
African SMAEs in the area of packaging
solutions, an area of great importance to
enhance value addition and improve
SMAEs competitiveness”.
SAVE FOOD’s partnership with IMA
S.p.a. and the ITC is in line with FAO’s
strategic priorities, including “enabling
inclusive and efficient agricultural
and food systems.” The Initiative
continues to partner with private sector
organizations like IMA S.p.a in order
to develop the inclusive value chains
required to empower SMAEs and
enable them to thrive in the local
and international market.

Robert van Otterdijk, Coordinator of
the Global Initiative on Food Loss and
Waste Reduction, called the project
“an important step in assessing the
capacities of the food packaging sector
and developing long-term solutions.”
He added “the Global Initiative on Food
Loss and Waste Reduction hopes that
this project will be a catalyst to spark
more research and development into
packaging solutions for Sub-Saharan
Africa. This is the first project of its
kind for FAO and we hope that this
will provide a partnership model for
delivering support to the packaging
sector in Africa and elsewhere.’’
SAVE FOOD’s landmark publication
“Global food losses and food waste –
Extent, Causes and Prevention”
determined that one-third of the food
produced globally is lost each year.
It also estimated that the proportion
of food lost or wasted in Sub-Saharan
Africa, from production to distribution,
is about 40 percent for root and tuber
crops, roughly 50 percent for fruits
and vegetables, 25 percent for meat,
30 percent for fish and 25 percent for
dairy products. “Missing Food” a World
Bank/FAO report which investigated
post-harvest losses in Sub-Saharan
Africa, estimated the value of these
losses at US $4B annually.

Rounding
off on...

the circular economy
and packaging
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A circular economy philosophy has been around for
a number of years, but advocates in Brussels have now
successfully brought a revamped Circular Economy Policy
Package to the top of Europe’s agenda. Announced in
December 2015, the new Package looks to reshape
regulation and presents a real opportunity for Europe
to make itself more resource efficient.

This is the opposite of today’s traditional
linear economy that the Ellen MacArthur
Foundation (a non-profit organization
that supports the advancement and
adoption of a circular economy) aptly
summarizes as “take, make, and dispose”.
Also described as a “continuous positive
development cycle”1, a circular economy
looks to get the most out of any product
by eliminating waste and prolonging its
life span – ensuring the product is
used for as long as possible and is
regenerated at the end of each life to
the fullest extent possible.
In regions such as Europe, with
limited natural resources, the case for
maximizing resource efficiency is a
strong business, economic and
environmental one. This is especially
relevant when there are growing
consumer concerns for the
environment. The implementation
of a more circular economy can help
address this.
More specifically, the re-launched
Circular Economy Package by the
European Commission seeks to drive
greater efforts in the recycling and
recovery of waste, including that from
packaging. Where previous proposals
for packaging have included a
70 percent re-use and recycling target
of municipal waste by 2030, the new
Package (launched in December 2015)
requests 60 percent by 2025, together
with other material-specific targets.

*For footnote information see Index on pages 80-84

More importantly, however, is that
the new Package moves beyond just
recycling targets to promote resource
efficiency throughout the value chain,
most notably within design, production
and consumption, and recognizes the
important role of the consumer in the
implementation of these changes. It also
encourages the development of a deeper
and broader secondary raw materials
market while limiting the use of certain
hazardous substances in the production
of new materials.
The new policy package looks at
materials like plastics, food waste, critical
raw materials (those of high economic
importance and with vulnerability to
supply disruption), construction and
demolition as well as biomass and
bio-based products closely. Plastics have
come under particular scrutiny partly
because they are viewed as the principle
contributor to marine litter. Therefore,
the European Commission has set out
to improve collection and certification
training for collectors and sorters
in order to divert plastic away from
incineration and landfill towards more
regeneration of products at its end-oflife. More focus on plastics is expected
as the European Commission plans to
develop a strategy on plastics dedicated
to the entire life cycle.
The good news is that the plastic
packaging industry has already been
moving in this direction for many years.
Optimized resource use, minimized

product waste and protected products
all along value chains are but a few of
the actions that have been taken to
extend the life of a product.
The industry has so far warned that any
further recycling targets for packaging
under this new Package must take into
account the multitude of packaged
products available as well as the
complexity and particularities of their
individual value chains.
As the plastic packaging market
continues to grow, any company
operating within the European market
will need to understand these new
measures as they could have an impact
on growth and innovation in the
packaging value chain. The Package will
not only impact the packaging industry,
but hold the manufacturing sector
accountable as European players push
to include elements like new binding
resource efficiency indicators and/or
product passports.
It is clear the circular economy as a
policy objective is here to stay thanks
to the broad commitment from the
European Commission to deliver
on its new chief sustainability project,
generating both economic and
environmental gain. What is unclear is
the pace of Europe’s transition that will
depend entirely on the level of ambition
expressed by European decision-makers
and the ability to get reluctant Member
States on board.
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The Race for Water
Foundation and its quest
to upcycle plastic and
stop marine pollution

In a “race against time to save the oceans”, the Race for Water Foundation1 –
a charity dedicated to water preservation – embarked on a global mission to study
and raise awareness about ocean waste.
Based in Lausanne, Switzerland, the Race for Water Foundation works on a
number of initiatives to combat marine plastic pollution found throughout
the Earth’s waterways, as well as educating the general public, key policy makers
and industry about the urgency of preserving our world’s water.

The Race for Water Foundation
and its quest to upcycle plastic and
stop marine pollution

They do this through introducing
solutions (the development of a new
socioeconomic model giving end-of-life
plastic a value); research (working within
science to discover the impact of plastic
pollution); and awareness (alerting,
mobilizing and informing people of
the urgent need to find solutions for
today’s plastic pollution). On top of these
fundamentals and inspired by a circular
economy, the Foundation is proactively
looking to find and implement innovative
ways to introduce economic value
to plastic waste, giving new business
opportunities and positive impact to
local communities.
Odyssey expedition takes to the oceans
to analyze waste
In perhaps the biggest undertaking
to understand the current state of
marine litter today, the Race for Water
Foundation set up the Race for Water
Odyssey (R4WO), a unique environmental
expedition to gather scientific and
sociological data on the impact of
plastic pollution in the Atlantic, Pacific
and Indian Oceans for the first time.
The expedition set off from Bordeaux,
France in March 2015 and made its way

around the world measuring the impact
of plastics in the marine environment
through debris sampling.
The expedition was in collaboration with
The Intergovernmental Oceanographic
Commission of UNESCO (UNESCOIOP), United Nations Environmental
Programme (UNEP) and International
Union for Conservation of Nature (IUCN).
A number of universities including
École Polytechnique Fédérale de
Lausanne (EPFL), Duke University and
Oregon State University are also playing
critical roles in analyzing the microplastics (decomposed plastic particles)
as defined by the United States National
Oceanic and Atmospheric Administration
(NOAA) Protocol.
After more than 32,000 nautical miles
(36,832.8 miles/59,264 km) over nine
months, numerous samplings in
17 locations and even a capsizing
incident of the main vessel, the
expedition landed back in Bordeaux,
France on November 18, 2015. While
samples are still being analyzed by the
R4WO scientific network, the expedition
has already been showcased in Paris,

The ‘Boomerang effect’
at Milan EXPO2015
Recycled plastic Frisbees at the
“Frisbee Factory” were showcased
at the Milan EXPO2015, that artist
Eléa Nouraud said “showed that it is
possible to reuse plastics instead of
throwing it away. Also, it embodies
the ‘boomerang effect’ of pollution:
everything that we throw away ends
up coming back at us”.2
Photo courtesy of Race for
Water Foundation
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France at COP21 at the end of November
2015 raising awareness of marine litter in
today’s world.
To understand more about the
future of this project and the
Foundation’s objectives in 2016, IN
recently spoke to Lucie Gerber, Race
for Water’s International Press and
Communication Officer:
What have been some of the most
surprising finds you have encountered
in your R4WO research?
Perhaps the most surprising point is that
we’ve found pollution is everywhere.
We’ve found pollution from Easter Island,
to the Palau archipelago, from the Cape
of Good Hope, to Hawaii. We’ve found
it in some of the most remote islands of
the world.
What happens next with your research?
The R4WO is all about understanding
what is going on in scientific terms.
It’s also about meeting stakeholders and
understanding the sociological impact.
We’ve been eager to talk to scientists,
NGOs, politicians, even fishermen to
learn more about their experiences.
This is the first phase of our project.
The second phase is about creating

awareness around the importance of
recycling plastic before it gets to the
ocean and by reintegrating it into a
circular economy. By giving life to new
plastic bags, pellets or even textile fiber
used in construction, we can stop the
flow of debris before it even touches
the water. This is critical.

down on the impact to the environment.
Finally, people need to understand the
importance of sorting to help recycling.
Unfortunately not every city or country
has the means or infrastructure to recycle,
but by sorting it properly, there is a
greater chance that the waste gets to the
right place.

We are currently working on finding
concrete solutions, for example, turning
plastic waste into energy (such as oil,
gas and electricity). In fact, we are
planning to implement two or three
pilot projects with these technologies
in 2016. Our mission is to find, promote
and implement solutions to transform
plastic waste into new business streams,
bringing positive impact to local
communities. By creating a circular
economy for end-of-life plastics, it will
stop the flow of plastic into waterways
and oceans.

What role can business play to help?
Take responsibility. This is the key.
We need plastic, but we have to take
responsibility for their end-of-life, which
is not well managed currently. The
plastics value chain has a responsibility
to understand what happens at the endof-life of plastics and need to take this
into consideration from the beginning.
It is also about raising awareness
and educating the general public.
We all have a role to play in waste
management. It’s too late to “clean”
our oceans – this is an impossible task –
but we can work together to ensure
we limit the damage in the future.

What can individuals do to help
minimize water pollution?
Our organization believes this can be
summed up in three words: Reduce,
Reuse, Recycle. By reducing in the first
place, it’s the first step in preventing
plastic pollution. If we all do our best to
reuse – e.g. plastic bags – we can cut

The Frisbees made of recycled plastic
at the Milan EXPO2015 is a playful way
to illustrate how to give a second life to
plastic. Plastic to energy is a solution,
but plastic to art can work too, on a
smaller scale!

minutes with
Marla Donahue, President, Flexible Packing Association, North America

The Packaging Industry

We expect to see short-term growth of around five percent within the industry – a steady pace
reflecting the continued, but slow improvement of the U.S. economy. Encouragingly, we are seeing
a number of opportunities for growth as packaging formats continue to convert to flexible packaging
from rigid packaging. And we expect to see growth opportunities to continue for the companies who
embrace packaging innovation, sustainability, improved manufacturing technology and find ways to
meet and exceed changing customer needs!

Growth Potential

Cans and bottles are expected to be the next market segments to undergo the transition to flexible
packaging. And the flexible packaging market looks strong, with 97 percent of brand owners who use
flexible packaging intending to use the same amount or more in coming years. Brand owner and
consumer studies have demonstrated that consumers are willing to pay significantly more for the
performance attributes enhanced by flexible packaging.
Despite this growth potential, we cannot ignore the continued margin squeeze due to price pressure
from global competition and volatile energy prices which is impacting converters’ resin and film
costs. This presents a challenge in terms of passing along these higher costs to the end user. We work
in a highly competitive market with pressure from offshore packaging and foreign competitors,
specifically, from the Far East, Asia and China. Despite this, brand owners are predicting solid growth
across a range of categories including: snacks, beverages, dairy products, frozen foods, personal care
products and pet foods.
The industry will continue to evolve to provide additional value to the customer as converters utilize
technical improvements in aseptic, retort, shelf stable and anti-counterfeit and child resistant
packaging. Smart packaging will also evolve even further to address consumer concerns around
product safety, tampering, freshness, nutrition and consumer health issues..

Design

A variety of other trends are emerging. Many consumers are “passively green” and sustainable
packaging can help to alleviate buyer guilt (buyers are increasingly drawing the obvious connection
between packaging size and perceived environmental impact).
Style is important for the “Selfie Generation”, as is niche packaging, necessitating shorter run times
with a focus on enhanced graphics. A growing urbanized population prefers easy to carry, transport
and store packaging. Consumers are also increasingly looking for what are known as “simplify my life”
products, meaning, products that are easy to hold, open and close again and flexible packaging
supports a “simplified” life.

minutes
with...
The global packaging picture

To get a better perspective on the current and future state of
the packaging industry, IN spoke to five packaging experts from
around the globe. In less than 15 minutes, each of our experts
weigh in on the same themes – the state of the global packaging
industry, future growth opportunities, and design trends in
Africa, Latin America, Asia, Europe and the United States.

| PACKAGING AFFAIRS

P|60-61
Issue three | 2016

minutes with
Anton Hanekom, Executive Director, Plastics SA, Africa

The Packaging Industry

Africa must become more competitive against other world economies in the next 20 years.
It’s estimated that more than 20 million jobs need to be created in Sub-Saharan Africa alone.
Additionally, Africa’s population is growing substantially and could become a source for Europe’s
shrinking workforce in the future. Urbanization is also increasing every year, expected to rise
from 66 percent in 2020 to 77 percent in 2050.
Therefore, the demand for packaging is expected to rise, coupled with a real need to reduce
food scarcity and wastage. Currently, in South Africa the plastics packaging sector accounts for
55 percent of the industry compared to 39 percent in Europe – a clear indication of already
strong demand.
Globalization means more packaged products are being imported and exported, thus increasing
the focus on product security. Counterfeiting is a mounting issue for the industry, in addition to
dealing with littering and recycling. There is increasing pressure on the industry to focus on
these demands, in addition to incorporating a cradle-to-cradle approach.

Growth Potential

So, how can business leaders navigate (and remain competitive) in these changing times?
First, focus on innovation, being more aware of consumer needs and adaptability. Second,
companies must implement new energy efficient technology and develop environmentally
friendly and sustainable materials to stay competitive. Finally, businesses must look at constantly
improving their processes, becoming “better, faster and relevant”. The region must become
quicker at identifying opportunities and in developing solutions to satisfy needs. Consumers
are now much more environmentally savvy, using both their heart and head when making
brand choices.
Several sectors have huge potential for growth including recyclable materials and products
created from materials that can be easily separated; smart or intelligent packaging (for example,
packaging with odor absorbers or physical damage indicators); and bioplastics (providing the
crops are not hampering food production). s.

Design

We will see a few design trends emerging, including: lightweighting (“doing more with less”),
the use of more recyclable materials and the reuse of packaging components – specifically in
food contact packaging and safety considerations (for example, tamper proof packaging).

minutes with
Maria del Pilar Noriega, Ph.D., Director General, Instituto de
Capacitación e Invetigación del Plástico y del Caucho,
Latin America

The Packaging Industry

A variety of innovative technologies will drive the packaging industry in Latin America over the
next five years, including: polymers for additive manufacturing (3D printing and bioprinting);
the internet of things; human-friendly robotics for repetitive and dangerous tasks in polymer
processing and converting operations; and, safety elements (including tamper-evident
technologies). This is in addition to the renewed focus on recycling – contributing to
development of sustainable materials and products – that we are seeing both from industry
and consumers.
These technologies are expected to positively impact the industry, rapidly increasing
productivity, innovation, flexibility and progress. This progress will, in turn, transform both the
lives of consumers as well as the industry as a whole.

Growth Potential

In order to evolve into a future growth state, business leaders will have to form strategic
partnerships to achieve early successes in new materials, processes, designs and functionality of
products. Also crucial will be the implementation of pilot projects for the development of sector
skills as well as developing academic and industry collaborations to drive innovation.
We can see the potential for growth in a number of areas. First, sustainable packaging will see a
big boost as brand owners look to reduce the environmental impact of packaging. Second, the
flexible packaging market will expand as it continues to replace rigid packaging for convenience
products. Finally, growth in niche packaging applications will reduce direct competition for
packaged food, pharmaceuticals, nutraceuticals and cosmetics.

Design

Sustainable packaging will be a key area – consumers are now seeking simpler and more
environmentally friendly packaging, embracing the ethos that “less is more”. There is also an
increasing focus on original “artistic” packaging, created by qualified artisans with a unique
geographic focus. In addition, product safety will remain a focus, driving the need for product
designs which provide packaging authentication solutions.

minutes
with...
continued
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minutes with
Alexander Boyko, Managing Director, National
Packaging Confederation Russia, Europe

The Packaging Industry

We expect to see a number of core emerging trends over the coming
years, namely: reduced consumer spending power; a changing market
structure; and, tighter, environmental standards.
These trends will have a substantial impact on the packaging industry.
First, growth of the packaging industry is predicted to shrink which will
drive competition within the industry (both internally within Russia and
externally within the wider global market). Second, these changes will
see a consolidation of packaging material manufacturers.

Growth Potential

The changes mentioned above will require business leaders to update
existing business models to stay relevant. Management and leadership
development will be critical to growth, as well as ensuring specialists
are fully equipped with necessary skills via training programs. In
addition, businesses will have to find a way to reduce production costs
in order to stay afloat in an increasingly competitive market.
Examples of areas for substantial growth: cardboard and paper
packaging; packaging with high barrier properties; and, the production
of “proactive” packaging.

Design

There is huge potential for more sustainable and environmentally
friendly packaging. The importance of the environment in packaging
decisions is now at the forefront of everyone’s minds – from
consumers to brand owners. In addition, packaging designers
increasingly have to consider logistics requirements in their packaging
design development.

minutes with
AO Wennan, Vice President, China Packaging
Federation, Asia

The Packaging Industry

China currently has more than 250,000 packaging companies with a
workforce of nearly 10 million and in 2014 the total output value was
more than 1.4 trillion Yuan. China is now the second largest packaging
industry after the US.
A number of trends are expected to emerge over the coming years,
including: strengthening international cooperation (attracting more
international companies to invest in China, driving the development of
the industry in conjunction with local businesses); the growth of green
packaging and recycling technologies; and, smart and secure
packaging to battle counterfeiting, all driving international
competitiveness of products.

Growth Potential

We expect these trends to impact the industry in a variety of ways.
Consequently, businesses will have to explore ways to adjust their
production methods and work on developing innovative products.
There are certain considerations for businesses to keep in mind.
Moving forward, strategy should be based on the current international
and domestic situation as well as national industrial policies.
Businesses must keep a close eye on the end-market demand and
strengthen new product innovation accordingly. Strengthening
corporate brand building will be critical as will establishing a group of
key brands in core technologies with independent intellectual property
rights. These factors will enhance and strengthen business
development and international capabilities.
A few sectors are predicted to see substantial growth. Perhaps not
surprisingly, high-end packaging is a huge growth market, as is the
market for smart packaging manufacturing equipment like robotic
systems. Printing is another area for innovation, including solventless
lamination, hot stamping and energy saving technologies, as well as
eco-friendly printing technologies such as HD Flexo printing and
high-speed jet printing.

Design

The number of packaging design specialists is growing. The talent base
is ever expanding and they are increasingly basing their projects on
eco-friendly and high-tech designs that truly meet the need of the
consumer. The rapid growth of China’s economy and a rising middle
class is driving high performance requirements for packaging which
will have a positive impact on design. The sector will have to develop
much quicker and at a higher level.

The value of
packaging
IN interviews Fabio Mestriner, Professor at
Escola Superior de Propaganda e Marketing
(ESPM) in Brazil, on the value of packaging
and its impact on today’s society, with a
special focus on the Brazilian market.
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Packaging is not trash
– it is a valuable raw
material!

87%

of the food
consumed
by Brazilians
must be
packaged

“TODAY, PACKAGING IS AS IMPORTANT
AS ELECTRICITY,” PROCLAIMED FABIO
MESTRINER. “MODERN SOCIETY
CANNOT FUNCTION WITHOUT IT.
WITHOUT PACKAGING, WE WOULDN’T
BE ABLE TO IMMUNIZE A CHILD,
VACCINATE ANIMALS, FIGHT PESTS
THAT DESTROY CROPS OR EVEN
BRUSH OUR TEETH IN THE MORNING.
PACKAGING IS A KEY COMPONENT OF
THE SOCIETY WE LIVE IN.”

29%

Brazil is the world’s fifth largest country
and the largest in South America,
and is turning to packaging to meet
the challenge of rapid urbanization.
“87 percent of the food consumed by
Brazilians must be packaged,” added
Professor Mestriner. “In Brazil only 13
percent of the population lives in rural
areas – the rest live in cities. Therefore,
the distribution of goods is done
through retail networks, meaning items
need packaging, bar codes, longer shelf
lives, and more. Rice, beans, lettuce,
flowers, water…everything is packed,
because of our urban lifestyle.”
With a population of over 200 million
people, Brazil is one of the top global
markets for consumer products. “Brazil
is built on a consumer culture which is
impacting future packaging trends. We
are the fifth largest global market for pet
food, for example. Brazil is the second
largest cosmetics market,” stated
Mestriner. “In addition, we are the largest
market for perfume, surpassing the US.
Did you know that Brazil is the second
largest toothpaste market in the world?”

of total
urban
waste in
Brazil is
packaging

“Let’s not forget, one of the core
functions of packaging is to beautify
and add perceived value to the product,”
added Mestriner. “Beauty is one of the
main values of the world we live in,
and packaging has an obligation to be
aesthetically pleasing.”
Waste and opportunity
The volume of packaging waste in
urbanized areas as a result of this
increased growth can be a challenge.
“The majority of people believe that
the composition of municipal waste is
mostly made up of packaging; however,
in a recent study we discovered that
Brazil produces 190,000 tons of waste a
day,” said Mestriner. “Of that, 52 percent
is organic waste, meaning food leftovers.
We are generally, as a society, unaware
of the amount of food being wasted.
For example, when we drink orange
juice or eat fries we don’t consider the
amount of peel wasted in the process.”
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200
million
Packaging in Brazil accounts for
29 percent of total urban waste.
Of this 29 percent, about 60 percent is
returned to manufacturers for recycling.
“As a global society, we already have
a solution to the perceived packaging
problem: packaging that can be recycled
is separated and what is leftover can be
incinerated and turned into energy.

people, or
should we say
consumers live
in Brazil

We forget that oil goes into making plastic
packaging, meaning plastic containers
are essentially an open oil reserve that
can be recovered at any time. Steel turns
into steel again. Glass turns into new
glass. Aluminum returns to aluminum.
Packaging is not trash – it is a valuable
raw material!,” explained Mestriner.

Trends that are shaping the future
The future is in integral design, utilizing
different materials combined with
new technologies to achieve the
best outcome and performance. And
sometimes innovations originate from
a breakthrough of existing formats.
Mestriner continued, “Take the stand up
pouch, for example, one of the fastest
growing packaging applications in the
world. Why is it so popular? Because
it's a bag that stands up! By default,
we tend to associate products that lie
down as something with limited value;
however, enabling the pouch to stand
up completely changed its performance
and sales peaked.”
Professor Mestriner advises brand
owners, materials suppliers and
packaging designers to look beyond
the consumer and study the specific
packaging category before bringing
new packaging applications to market.
“Break down all the components of your
innovation process and ensure there is
supply available across the value chain.
To achieve successful innovation, every
link in the chain must be aligned when
you propose new packaging otherwise
you are not proposing a new solution.
Instead, you are creating a problem for
the manufacturer of the product.”
"The determining factor for innovation
in the industry is not technology,”
concluded Mestriner, “It is courage.
Innovation is a risk and only truly
achieved by those who have the
courage to take it.”

Understanding the Latin American consumer
Economic prospects in Latin America have improved
dramatically in the last decade, leading to growth and
upward mobility across the region. The size of the
middle class has doubled since 2001 and is expected to
grow to 313 million, more than half of Latin America’s
current population, in the next 15 years.1

DID YOU KNOW

44%
of Latin American consumers
said knowing employees of a
grocery store would drive
them to switch compared
to only 21 percent of
North Americans.6
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Coca-Cola Latin America
Retailing Research Council
recently published their report
“The Changing World of Shopper
Needs and Values in Latin
America” which analyzes how
changes in economic status,
new technologies and even daily
challenges impact how
consumers across Latin America
make shopping decisions. The
report is available for free at:
http://www.ccrrc.org/

A huge market opportunity for
convenience foods
As consumers become wealthier, they
increasingly expect higher quality
products. “As soon as people have
secured their basic need for food, their
focus shifts to bringing quality into their
life. Our recent study clearly shows that
the upper classes and socially mobile
consumers in Latin America now want
healthier food and want to know what
goes into their food. For brand owners,
there is an opportunity to convey
the quality message and educate
consumers on what makes for better
foods,” stated Sansolo.
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TO EXAMINE WHAT IMPACT THIS WILL
HAVE ON BRAND OWNERS IN THE
FOOD AND BEVERAGE INDUSTRY,
IN SPOKE TO THE RESEARCH DIRECTOR
OF THE COCA-COLA RETAILING
RESEARCH COUNCILS OF NORTH AND
LATIN AMERICA, MICHAEL SANSOLO,
WHO WORKS WITH GROCERY AND
CONVENIENCE STORE BUSINESSES TO
ANALYZE INDUSTRY ISSUES ACROSS
THE TWO REGIONS.

DID YOU KNOW
In São Paulo the average time
to prepare a meal has
declined from two hours
in 2011 to a total of
15 minutes.5

There is less time for meal preparation
when there are more people in the
workforce with increased buying power.
In fact a recent study by the CocaCola Latin America Retailing Research
Council titled “The Changing World
of Shopper Needs and Values in Latin
America” showed that 72 percent of
consumers in lower classes said that
they tend to cook from scratch most
of the time compared to 60 percent of
upper classes.2
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These figures indicate that there is a
huge market opportunity within the
emerging middle class and upper class
for prepared and packaged foods.
“For Latin American consumers who
have income to spend, convenience
products can really work because their
lives are so busy and their commutes
to work tend to be long due to the
infrastructure problems across the
region,” Sansolo comments.

frozen foods are. Consequently, even
those that can afford to buy frozen
products tend not to.”

While packaged foods in North America
have been part of the food culture since
the 1950’s, Latin America is still tied to
a more traditional food culture based
on its agrarian roots. “One of the most
surprising findings from our study was
that most people we questioned had
empty fridges,” said Sansolo. “The lower
classes don’t have money to buy food
to freeze for later and in general, Latin
American consumers have no ingrained
experience of how tasty and convenient

Reaching consumers
So how can brands reach Latin
American consumers? Social media
could be one answer. As a result of
growing incomes, Latin America’s
young adult population has embraced
mobile technology and sales of smart
phones have skyrocketed. Latin
America is already home to 155.9
million smartphone users and by
2019, an expected 245.6 million will
be using smartphones.3 “This growing

*For footnote information see Index on pages 80-84

interconnectedness allows consumers
to see what products other people
are shopping for, enabling brand
owners to influence buying behavior
and introduce new products in Latin
America,” said Sansolo.
An unprecedented boom in consumer
products?
Latin America’s favorable economic
and demographic conditions could
lead to an unprecedented boom in
consumer products, but there are
some marketplace fundamentals
that will need to be addressed first.
“Unfortunately, instability and
corruption still exists in the region,
creating a lot of distrust which can hold
back consumer spending,” explained
Sansolo. “As a result many people still
tend to shop in traditional patterns.
People prefer to know the people they
do business with. A lot of beautiful new
supermarkets have failed while the
informal markets nearby continue to
thrive because of the trust and heritage
associated with them.”
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Sansolo suggests, “Brands must find a
way to educate consumers about the
taste and time benefits of prepared and
packaged foods and stress the ease and
convenience these products can bring.
If they manage to do this, there is a real
chance for success.”

Furthermore, Latin America has
tremendous infrastructure problems.
The “new” middle class has a strong
desire to shop at modern stores, they
are often located further away and
traffic prevents these consumers from
making frequent trips. According to the
study, it takes consumers half as long
to reach a traditional retail channel
(12 minutes) as it does a modern one
(23 minutes).4
Brand owners wishing to tap into the
Latin American market should consider
the region’s challenges and develop
their understanding of consumer needs
across the countries. “The region is
gigantic, with tremendous diversity
both within the countries and the
region. Brand owners should make no
assumptions, but go down there and
gain an understanding of the situation.
All the building blocks for tremendous
success are there but it is not a simple
process to get there. Improving
infrastructure to travel easily and
creating a culture of trust takes time
and a lot of energy,” concluded Sansolo.

e
It's tim

f or

A fr i c a

Africa is experiencing an economic renaissance,
fueled in no small part by a burgeoning
agricultural industry. IN highlights findings from
EY’s Africa Attractiveness Survey 2015 that
assessed the future outlook for Africa.
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According to the survey, economic
growth throughout Africa remains
resilient (despite overall economic
expansion this year being at its slowest
in five years).1 Largest growth is expected
in Sub-Saharan Africa (SSA) where it will
be greater than the emerging markets
average, with Ethiopia, Kenya, Tanzania,
Mozambique, Zambia and Ivory Coast
leading the pack with an expected
growth of more than five percent in
2015.2 In addition, the capital value of
Foreign Direct Investment (FDI) is at its
highest level in five years – with the
US, France, UAE, Portugal and China
driving investments and diversifying the
economy away from mining and
natural resources.3
Agriculture is emerging as a growth driver
of Africa’s economy. Despite being a
relatively underdeveloped and untapped
sector 31 percent of respondents in a
recent FDI Markets survey by Ernst &
Young expect agriculture to be the driver
of economic growth in Africa over the
next two years.4 The United Nations also
predicts that agriculture is expected to see
huge investment and that the sector will
quadruple by 2020, reaching $45 billion
a year.5
Africa is home to nearly a quarter of the
world’s arable land but currently only
produces ten percent of agricultural
output globally.6 Agriculture currently
only accounts for a third of Africa’s GDP.7
The Alliance for the Green Revolution
in Africa (AGRA) estimated in a recent
report the sector’s value could triple
from $280 billion today to around $800
billion in 20308 – substantial by any
measure – cementing it as the most
promising growth opportunity in Africa
(followed by mining and metals). The
current population relying on agriculture
stands at 530 million people. This could
grow to over 580 million by 20209,
and demonstrates the huge potential
economic value to the African economy
if cultivated and supported sustainably.
In a recent Deutsche Bank report (April
2014), it was found that agriculture is
already generating a quarter of GDP in
SSA as a whole.10 The continent already
has a booming business in palm oil,
rubber, coffee and cocoa as well as
bananas, beans and flowers, positioning
agriculture as a key priority for the
future for sustainable growth.
*For footnote information see Index on pages 80-84

Challenges remain in how to further
develop and sustain economic growth
in agriculture. For example, questions
remain on how to turn Africa’s small farms
into sustainable businesses that generate
growth and income. In addition, much of
Africa’s farming is subsistence-based.
According to Dr. Agnes Kalibata,
President of AGRA, the investment is
worthwhile. She argues that agriculture is
“eleven times more effective at reducing
poverty than growth in any other
sector”11 an argument supported by the
World Bank, noting that poverty has been
reduced by 33 percent in Ethiopia since
2000 driven mainly by agriculture.12
There remain substantial infrastructure
challenges that must be solved in order
for the agriculture sector to thrive.
For example, a better inter-continent
roadway system would reduce the cost
of delivering goods throughout Africa and
decrease the food import bill, currently
estimated to be $45-50 billion per year,
which exceeds exports by 30 percent.
The continent’s reliance on the
volatile global food markets creates an
increasingly unstable situation.13
Food loss in the form of wasted crops is
of key concern. As it stands, farmers are
unable to produce bumper crops without
a large percentage going to waste due to
a lack of storage facilities and channels to
market. With one in four people currently
undernourished in Africa14 there is a
pressing need for more food to make it
safely from the farm to the table.
Untapped investment opportunities in
power grids and other utilities are key
to developing a sustainable future as
well as investments in appropriate
technologies such as irrigation (just
five percent of Africa’s cultivated land is
currently irrigated15) and fertilizers.
Much work remains to develop a
sustainable future for Africa’s agriculture
industry and the continent as a whole.
Tackling the insufficient infrastructure
is a starting point and will positively
impact the entire economy. If these
issues are addressed the development
of the agriculture sector will go a long
way towards future economic growth
of the continent.
It’s time to unlock Africa’s potential.
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Health conscious consumers are increasingly
searching for products free of artificial ingredients
and chemicals. Brand owners are successfully
simplifying their products to meet this growing
demand, but it remains a challenge to effectively
communicate their product line’s “all natural”
value proposition to shoppers. One solution
is a “clean label” – packaging that reduces
visual clutter and keeps copy to a minimum
to allow the consumer to quickly scan
relevant information.
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A SECOND OPTION IS A “CLEAR
LABEL” THAT FURTHER SIMPLIFIES
MESSAGING AND INSTEAD RELIES
ON DISTINCTIVE DESIGN
CHARACTERISTICS OF A PACKAGE
TO CONNECT WITH CONSUMERS.
IN TALKED TO JEAN-PIERRE LACROIX,
PRESIDENT OF THE TORONTO-BASED
DESIGN AGENCY SHIKATANI LACROIX,
ABOUT WHAT THE CLEAR LABEL
TREND MEANS FOR BRAND OWNERS
AND HOW PACKAGING DESIGNERS
SHOULD RESPOND.

What are the benefits of clear and
clean labels?
Labels that provide a clear message
regarding the product’s offering and
point of difference increases the “shopability” of the brand – a key factor in
the selection process. Clean labels, on
the other hand, work hard at reducing
visual clutter and the heavy use of copy
to allow consumers to grasp the most
relevant information when making a
buying decision.
Brand owners are increasingly moving
towards clear claims and packaging.
What is driving this trend?
With less time to shop and more
choices on the shelf, consumers are
experiencing a higher level of anxiety
due to the complexity of choices. With
so much choice, customers are looking
for stronger visual cues, such as product
features and easier to understand
product claims, to help make their
buying decision. Purchase decisions are
done in the blink of the eye. Allowing a
product to stand out through a unique
shape, feature and easy to grasp claim
reduces shopper anxiety.
What can packaging designers do to
enhance the clarity of the labels?
Designers need to challenge all
elements on the package and evaluate
them in three main groups. The first
group, which we call “core”, contains the
essential brand elements that need to
stand out on the package to maintain
a cognitive relationship with customers.

Without these core elements, the brand
lacks recognition, which leads to brand
equity dilution.
The second group refers to “detractors"
– the design elements and messaging
that bring no value to the purchase
decision. These detractors may consist
of irrelevant claims, a list of features that
have become table stakes, or secondary
design features that clash with the
core elements of the brand. Lastly,
“enhancers” consist of the final elements
designers need to consider that enable
the brand to evolve and remain relevant.
“Enhancers” can consist of new relevant
claims due to a product reformulation
(less sugar or salt), a new portion
control feature that makes using the
product easier, or more contemporary
graphics to reinforce relevancy. The key
challenge for designers is to follow the
“less is more” rule of design to ensure
clarity on labels.
From a branding perspective, how can
packaging design reflect the increasing
demand for more transparency?
Consumers buy with their eyes and
packaging that allows for clear visibility
of the content helps drive their purchase
decision. A well-known fruit drink
brand using clear carafes is an example
of leveraging transparency to reinforce
the qualities and virtues of the brand.
Similarly, an American tortilla chips
brand uses packaging that features a
see-through window to highlight the
freshness and quality of the product.

WHEN PACKAGING ESTABLISHES THE BRAND

A HALL OF FAME
Studies have shown that packaging plays a key role in persuading
consumers to choose a certain product over others. At the retail level,
where equivalent merchandise is often placed together, packaging
can make a product stand out and catch the shopper’s attention.
This function is particularly important today, as shoppers are not only
under more time-pressure, but they are also faced with more choice.
Based on its ability to entice a purchase decision, packaging has
been called “the silent salesman”.

From a branding perspective, packaging
can also convey thoughts, feelings and
knowledge about a product into the
consumers’ consciousness. In the most
successful cases, packaging can
become a defining element of a brand.
This is what experts call iconic
packaging. The following examples are
among the most successful stories of
branding through packaging.
Pringles – the chips in a can
Few packages enjoy the instant
recognition of Pringles. Normally potato
chips come in bags but Pringles, stacked
in cans bearing the iconic logo, have
become an instantly recognizable snack
in many households around the world,
leaving consumers unable to stop
eating them once they pop the top!
The Pringles can was invented in the
1950’s by the chemist Fredric Baur for
Procter & Gamble. His mission was to
create a new product that addressed
consumer complaints about broken,
stale and greasy chips.1
Baur devised a tubular paperboard can
with a resealable plastic lid and foil-lined
interior. He then invented chips2 that
would be cut in a uniform saddle shape
– known mathematically as a hyperbolic
paraboloid – allowing them to be
stacked conveniently in the can.
The Pringles can indeed minimized chip
breakage, as being stacked helps
support each chip’s weight. Stacking
also allows the can to be filled densely
with the product, saving on space and
shipping costs.

Pringles’ early advertising highlighted its
unique packaging’s strengths. It showed
traditional bagged chips as greasy and
broken, under the slogan “Other potato
chips just don't stack up”.
The Tiffany box – wrapping our
material dreams in blue
Perhaps you don’t know it as “forget me
not blue” or “robin’s egg blue”. But when
you see a small box in that shade of
turquoise and a white ribbon on top –
red during the holidays – you know
what’s coming. No other packaging for
jewelry is as noticeable and so capable
of raising expectations as Tiffany’s.
Tiffany & Co. knows too well the value
of its packaging and guards it closely.
The blue – officially color number 1837
of the Pantone Matching System chart3
– is trademarked, and not commercially
available. The term “Tiffany Blue Box®” is
also trademarked, as is the white ribbon.
A Tiffany’s box signifies value to buyers,
bestowing Tiffany’s aura of elegance
and sophistication.
Toblerone – peaking chocolate
No chocolate packaging is as eyecatching as Toblerone’s. The chocolate’s
triangular peaks were inspired by
Switzerland’s most famous mountain,
the Matterhorn. The name Toblerone is
a word play on the chocolate creator’s
surname “Tobler”, and the Italian word
“Torrone”, i.e. honey-almond nougat.

Buried in
a Pringles
can

Fredric Baur was so proud of his
invention that he requested to be buried
in a Pringles can after his death. In 2008,
his heirs honored his request and placed
his ashes to rest in a Pringles can. They
opted for the original flavor can.

Breakfast
at Tiffany's

For the filming of “Breakfast at Tiffany’s”
(1961), the store opened for the first time
on a Sunday. 40 guards were posted
to make sure that not one of the blue
boxes would be stolen.

Toblerone
affair

Sweden had a “Toblerone affair” in the
’90s when the Deputy Prime Minister was
accused of having used a government
credit card for private expenses, including
a Toblerone chocolate bar.

| PACKAGING DESIGN

TODAY, NEW DEVELOPMENTS
IN PACKAGING MATERIALS AND
TECHNOLOGY ARE PROVIDING
PACKAGING DESIGNERS WITH THE
RIGHT TOOLS TO MAKE PRODUCTS
STAND OUT ON CROWDED
RETAIL SHELVES.
Designers are increasingly being
asked to rethink the consumer
experience with packaging and
speed up the creative process to
bring new packages to market
sooner. How will this fast pace
of design innovation impact the
packaging industry in the next 10
years? IN talked to Natalie Chung,
Creative Director of the London and
New York-based strategic creative
brand design agency Pearlfisher,
to identify the top 5 trends for
packaging design in 2025:

INCREASED
PERSONALIZATION

5
PACKAGING
DESIGN TRENDS

FOR 2025

Rather than just products, consumers
will want to buy providers of services that
improve their lives. This will present new
and complex challenges for brand
packaging and design.

HOME
PRODUCTION

SHAPESHIFTING

Consumers will look for home production
experiences, expecting brands to provide
prescriptive but original viewpoints that fit
around their lifestyles.

New ideas, concepts and innovations in
materials and technologies are influencing
the way consumers think about the physical
form as we increasingly move toward
emulating nature's patterns and strategies
in packaging design (biomimicry).

SCALING
INNOVATION

SHARING
STORIES

Consumers are increasingly expecting
brands to address a moral, social, political
and ethical agenda. It will be interesting to
see how brand owners communicate this
through packaging.

Brand owners will need to reconsider how
they use storytelling to help us experience
their brand by developing a fresh visual and
written narrative across all touchpoints from
location to packaging.
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What do you see as the key drivers
for these trends in the industry?
A new ethically and socially aware
conscience is dictating our lifestyle and
purchasing choices and is a driver for
today’s consumers as we look for
beautiful but sustainable products with
an added, enriched or ethical value.
In parallel, increasing tech innovation –
from social media to 3D printing – is
something we need to be mindful of.
We need to ensure seamless digital and
physical experiences that optimize new,
intuitive and desirable design.
Finally, craft and hand rendering are still
very popular and the use of traditional
printing processes is being used to disguise
mass production. Big brands are beginning
to think with a small brand mind-set – a
behavioral shift that has become a key
driver in the past few years largely due to
consumer overload and skepticism.
Which countries or regions are leading
in terms of packaging design trends?
Now that the world is much more
integrated globally, it’s harder to pinpoint
a particular territory and we no longer see
the coveting of design difference between
the East and the West as obviously. That
said, if we look at the packaging designs
that have particularly caught our eye in
the past year and those that are scooping
the design awards, the UK and US stand
strong but we are seeing amazing design
direction from both Greece and Russia
and consistent innovation from Sweden
and the Nordic countries. We are also
seeing key creative hubs driving design
direction for particular brand sectors such
as South Korea with beauty products.
In your view, what will be the greatest
opportunity for packaging in the next
10 years?
The introduction of biomimicry and the
smart material revolution will mean that
packaging will perform functions that
have barely been imagined yet. New
and high-performance materials,
like graphene, that are super-strong,
conductive and lightweight, will become
the smart choice as we move into the
future and will signal the dissolution of
existing material choices. Nano-tech will
mean that we will find more innovative
ways to protect products. An example is
sensory packaging that will help reduce
food loss and provide innovative ways for
us to transport, store and reuse materials.

In response to this shift, packaging
designers have begun to modify the
packaging of personal care products to
appeal more to men. And, as a result,
men and women are purchasing very
different looking personal care products
that essentially perform the same way.
The following article provides insights
into why men buy the products they buy.
Men want products that employ
straightforward advertising and use
simple language to outline potential
benefits. As an example, the packaging
for Bulldog, a popular British men’s brand,
engages male consumers with a short
description of the product and its main
ingredients in simple and direct language.
“We talk to men the way they talk to each
other,” explained the Product’s Marketing
director.3 The transparent advertising
has proven to appeal to male buyers,
but perhaps the most original aspect of
Bulldog’s packaging design is its choice
of mascot – a regular bulldog. The bulldog
is simpler than a luxurious design or
a picture of attractive models in artsy
poses and puts men who might be
uncomfortable with purchasing a personal
care product at ease. The simple nature
of Bulldog’s marketing strategy worked.
The company now sells its products
throughout the US, Europe and Asia.

D

Demand in personal care products for
men is at an all-time high with more
exfoliators, anti-aging serums and
eye creams populating retail shelves.
As product sales continue to increase,
brand owners are also beginning to
focus their marketing efforts on men –
an interesting shift in a sector typically
reserved for women.

R
A

Traditionally, men have shied away from
using personal care products for skin
care, citing the use of creams and gels by
women as non-masculine and ineffective.
My – how times have changed.
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Growth of personal care
products for men is driving
change in packaging design.
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DID YOU KNOW

2013

marked the first year
that men spent more
cash on male-specific
toiletries than on
shaving products1
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38%

of men claim they currently
used more personal care
products than they
did three years ago2

MEN’S PACKA

DID YOU KNOW
According to 2013 consumer
research by MMR Research Worldwide

Packaging products for men must visually
be bold enough to catch the eye of the
male consumer, yet denote a level of
comfort for men who are still insecure
about buying items like hair styling
products and body spray. Striking this
perfect balance is difficult, but brand
owner, The Iron Society, made it look
easy with its rustic packaging. The jars
of grooming aides and sprays grab
the shopper’s attention with bright,
bold colors and old-fashioned fonts,
looking more at home on the shelf of a
barbershop from decades ago than the
hair and beauty section of a retail chain
today. Like Axe’s deodorant, which
precludes a “for men” description on the
label, The Iron Society doesn’t need such
a label because its packaging is clearly
designed for the male consumer and
“looks like it could easily be found in the
motor oil section of a car store.”4

GI
N
G

Finally, humor in advertising has proven
to be a draw for the male consumer.
Products like Benefit and Axe have used
witty advertisements to break down walls
between men and male personal care
products. In its viral advertising campaign,
Old Spice adopted its memorable
catchphrase – “Anything is possible when
your man smells like Old Spice and not
a lady” – to engage male consumers as
well as women who shop for male
grooming products.5 Using humor in
advertising doesn’t just entertain
consumers: it is also an extremely effective
tool to increase sales. After premiering its
advertising strategy three days before the
2010 Super Bowl, Old Spice sales steadily
rose, strengthening its US market position
(both for the men’s body wash and overall
franchise) month on month.6
Similarly, the color and shape of a package
helps the male consumer decide whether
to purchase a brand or put it back on the
shelf. For example, when Lierac Homme
relaunched its skin care products, the
company repackaged its products in
“masculine colors and an understated,
high-tech structure in black and silver”.
It is clear, packaging is crucial in men's
grooming as men are not as likely to
comparison shop. While women often
invest time in comparing brands and
labels, male consumers are more likely
to recognize the brand, function and
benefits of the product right away.

*For footnote information see Index on pages 80-84

Japanese packing unraveled
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Japan is often acknowledged as one of the industry leaders in packaging design. Whether that’s
because of their well-known minimalistic style or their colorful and intensely graphic designs is up
for discussion, but what’s clear in all instances is – Japanese packaging stands out on the shelf.
What exactly makes Japanese packaging so unique? To answer that question, IN explored the
philosophy and age-old traditions behind Japan’s packaging culture with Kuroyanagi Jun,
packaging designer and winner of a Golden Award in the Japan Package Design Awards 2015.

IN JAPAN, PACKAGING IS SEEN AS AN
INTEGRAL PART OF THE PRODUCT
EXPERIENCE RATHER THAN JUST A
WAY OF CONTAINING A PRODUCT.
CONSEQUENTLY, SHOPPERS HAVE
COME TO VALUE AND EXPECT HIGH
QUALITY PACKAGING, NECESSITATING
PACKAGING DESIGNERS TO CAREFULLY
CONSIDER CONSUMER PREFERENCES.
“People are seeking a physically and
mentally rich life and we as packaging
designers have to collaborate with
brand owners to help consumers enrich
their lives through the products they
buy. Designers will play an increasingly
important role in making this happen,”
said Jun. This commitment to enriching
lives is grounded in the ideals of
traditional Japanese aesthetics which
dictate that even ordinary products
must be enhanced with a “pleasant
touch” and elicit certain emotional
responses in the user.1
Since the Nara period (710-794 AD),
food packaging in Japan has been
closely connected to nature.2 According
to Hideyuki Oka, author of “How to
Wrap Five Eggs”, food was wrapped in
natural materials like bamboo sheath,
rice straw and paper-thin wood
shavings. This was not only considered
practical, but also visually appealing

*For footnote information see Index on pages 80-84

thanks to its natural charm and
shapes.3 The appreciation of nature’s
beauty influences today’s synthetic
food packaging designs: designers are
inspired by natural shapes, use natural
motifs such as flowers or bamboo and
replicate natural materials like wood in
plastic and polystyrene foam.4
Because of Japan’s love and respect for
nature, the responsible use of packaging
is also high on the agenda. “Today,
environmental issues are a much talked
about problem,” stated Jun. “Therefore,
the quality and lifecycle of products are
taken seriously. We are seeing this trend
not only in the food industry but across
all sectors.”
Another unique aspect of Japanese
packaging is that it celebrates the
experience of opening the packaging.5
Japanese packaging is generally very
easy to open without requiring much
strength or tools like scissors. As a
result, the consumer respects the
packaging more because they need to
open it carefully, forcing them to enjoy
the unpacking experience. This often
takes several steps such as untying
a ribbon before opening a box and
unwrapping individual items.
This is especially the case in gift
packaging, where a traditional Japanese

folding technique from the Nara period
called “furoshiki” is often used to wrap
objects of various shapes using different
fabrics such as silk, cotton, rayon and
nylon. Items are usually folded in a
rectangular sheet with the overlapping
parts placed asymmetrically on the
top side of the envelope, adding a
dynamic quality to the packaging.
These intricate folding patterns
exemplify how Japanese packaging
is designed to help consumers
transition from one mood to another,
experiencing emotions such as
anticipation, surprise and delight.6
One thing is clear: Japanese packaging
design is unique because it builds
on ancient traditions and ideals.
“Innovation and tradition should
not be separated from each other,”
concludes Jun.
In the future – expect Japan to
influence the packaging sector in
South East Asia. In a recent article on
Japanese packaging, Stuart Hoggard,
the President of the International
Packaging Press Organization, noted
that Japanese packaging manufacturers
are opening up businesses across the
region providing global brand owners
access to Japanese packaging formats
for Indonesian, Thai or Vietnamese
markets.7
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Editorial
A NEW HERO

It’s encouraging to see that our industry
has moved swiftly to meet this growing
global demand with investments in new
capacity and continuous innovations
in new material applications to meet
ever evolving consumer preferences.
In our globalized economy, megatrends
such as population growth, increasing
urbanization, affluence and mobility as
well as the rise of a truly global middle
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ANOTHER OPTION IS A “CLEAR
LABEL” THAT FURTHER SIMPLIFIES
MESSAGING AND INSTEAD
RELIES ON DISTINCTIVE DESIGN
CHARACTERISTICS OF A PACKAGE
TO CONNECT WITH CONSUMERS. IN
TALKED TO JEAN-PIERRE LACROIX,
PRESIDENT OF THE TORONTO BASED
DESIGN AGENCY SHIKATANI LACROIX,
ABOUT WHAT THE CLEAR LABEL
TREND MEANS FOR BRAND OWNERS
AND HOW PACKAGING DESIGNERS
SHOULD RESPOND.

What are the benefits of clear and
clean labels?
Labels that provide a clear message
regarding the product’s offering and
point of difference increases the “shopability” of the brand – a key factor in
the selection process. Clean labels, on
the other hand, work hard at reducing
visual clutter and the heavy use of copy
to allow consumers to grasp the most
relevant information when making a
buying decision.
Brand owners are increasingly moving
towards clear claims and packaging.
What is driving this trend?
With less time to shop and more
choices on the shelf, consumers are
experiencing a higher level of anxiety
due to the complexity of choices. With
so much choice, customers are looking
for stronger visual cues, such as product
features and easier to understand
product claims, to help make their
buying decision. Purchase decisions are
done in the blink of the eye. Allowing a
product to stand out through a unique
shape, feature and easy to grasp claim
reduces shopper anxiety.
What can packaging designers do to
enhance the clarity of the labels?
Designers need to challenge all
elements on the package and evaluate
them in three main groups. The first
group, which we call “core", contains the
essential brand elements that need to
stand out on the package to maintain a
cognitive relationship with customers.
Without these “core” elements, the

brand lacks recognition, which leads to
brand equity dilution.
The second group refers to “detractors";
the design elements and messaging
that bring no value to the purchase
decision. These detractors may consist
of irrelevant claims, a list of features that
have become table stakes, or secondary
design features that clash with the
core elements of the brand. Lastly,
“enhancers” consist of the final elements
designers need to consider that enable
the brand to evolve and remain relevant.
“Enhancers” can consist of new relevant
claims due to a product reformulation
(less sugar or salt), a new portion
control feature that makes using the
product easier, or more contemporary
graphics to reinforce relevancy. The key
challenge for designers is to follow the
“less is more” rule of design to ensure
clarity on labels.
From a branding perspective, how can
packaging design reflect the increasing
demand for more transparency?
Consumers buy with their eyes and
packaging that allows for clear visibility
of the content helps drive their purchase
decision. A well-known fruit drinks
brand using clear carafes is an example
of leveraging transparency to reinforce
the qualities and virtues of the brand.
Similarly, an American tortilla chips
brand uses packaging that features a
see-through window to highlight the
freshness and quality of the product.

Health conscious consumers are increasingly
searching for products free of artificial ingredients
and chemicals. Brand owners are successfully
simplifying their products to meet this growing
demand, but the challenge is how to effectively
communicate their product line’s “all natural”
value proposition to shoppers. One solution
is a “clean label” – packaging that reduces
visual clutter and keeps copy to a minimum
to allow the consumer to quickly scan
relevant information.

Investigating the multitude of global
megatrends, IN3 – with input from
some of the world’s leading voices
on packaging – is bigger than ever!
Following the same format as our first
two editions, this third edition of IN will
take the reader on a journey through
industry trends focusing on three main
areas – Packaging Design, Packaging
Affairs and Packaging Culture, all
providing an interesting perspective
on the shifting global environment in
which we operate.

1 Plastic packaging global market outlook – Trends, forecast and opportunity assessment (2014 – 2022)”,
Packaging Strategies, http://www.packagingstrategies.com/articles/88423-plastic-packaging-global-marketoutlook---trends-forecast-and-opportunity-assessment-2014-2022

PACKAGING DESIGN explores the
creative trends which will drive the
packaging industry moving forward.
We explore the growth of active and
intelligent packaging, the necessity of
marketing to Millennials, the rise of clear
packaging and the innovative world of
Japanese design trends. In addition, IN
highlights five design trends to keep top
of mind.

Packaging affairs
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A circular economy philosophy has been around for a
number of years, but advocates in Brussels have now
successfully brought a revamped Circular Economy Policy
Package to the top of Europe’s agenda. Announced in
December 2015, the new Package looks to reshape
regulation and presents a real opportunity for Europe to
make itself more resource efficient.

Rounding
off on...

This is the opposite to today’s
traditional linear economy that the
Ellen MacArthur Foundation (a nonprofit that supports the advancement
and adoption of a circular economy)
aptly summarizes as “take, make, and
dispose”. Also described as a “continuous
positive development cycle1 ”, a circular
economy looks to get the most out of
any product by eliminating waste and
prolonging its life span – ensuring the
product is used for as long as possible
and is regenerated at the end of each
life to the fullest extent possible.

the circular economy
and packaging

In regions such as Europe, with
limited natural resources, the case
for maximizing resource efficiency
is a strong business, economic and
environmental one. This is especially
relevant when there are growing
consumer concerns for the
environment and the implementation
of a more circular economy can help
address this.
More specifically, the re-launched
Circular Economy Package by the
European Commission seeks to drive
greater efforts in the recycling and
recovery of waste, including that from
packaging. Where previous proposals for
packaging have included a 70% re-use
and recycling target of municipal waste
by 2030, the new Package (launched in
December 2015) requests 60% by 2025,
together with other material-specific
targets.

More importantly however is that
the new Circular Economy Package
moves beyond just recycling targets to
promote resource efficiency throughout
the value chain, most notably within
design, production and consumption,
and recognizes the important role of
the consumer in the implementation
of these changes. It also encourages the
development of a deeper and broader
secondary raw materials market while
limiting the use of certain hazardous
substances in the production of new
materials.
The new policy package looks at
materials like plastics, food waste, critical
raw materials (those of high economic
importance and with vulnerability to
supply disruption), construction and
demolition as well as biomass and
bio-based products closely. Plastics have
come under particular scrutiny partly
because they are viewed as the principle
contributor to marine litter. Therefore
the European Commission has set out
to improve collection and certification
training for collectors and sorters
in order to divert plastic away from
incineration and landfill towards more
regeneration of products at its end-oflife. More focus on plastics is expected
as the European Commission plans to
develop a strategy on plastics dedicated
to the entire life-cycle.
The good news is that the plastic
packaging industry has already been
moving in this direction for many years.
Optimized resource use, minimized

product waste and protected products
all along value chains are but a few of
the actions that have been taken to
extend the life of a product.
The industry has so far warned that any
further recycling targets for packaging
under this new package must take into
account the multitude of packaged
products available as well as the
complexity and particularities of their
individual value chains.
As the plastic packaging market
continues to grow, any company
operating within the European market
will need to understand these new
European measures as they could have
an impact on growth and innovation in
the packaging value chain. The Circular
Economy Package will not only impact
the packaging industry, but hold the
manufacturing sector accountable as
European players push to include
elements like new binding resource
efficiency indicators and/or product
passports.
It is clear the circular economy as a
policy objective is here to stay thanks
to the broad commitment from the
European Commission to deliver
on its new chief sustainability project,
generating both economic and
environmental gain. What is unclear is
the pace of Europe’s transition that will
depend entirely on the level of ambition
expressed by European decision-makers
and the ability to get reluctant Member
States on board.

*For footnote information see Index on pages 80-84

Introducing a powerful polymer for the never-ending fight to fill performance gaps in packaging
films. INNATE™ Precision Packaging Resins were created from a breakthrough catalyst and
advanced process technology that provides precise, consistent control over resin chemistry. The
result is unprecedented property and performance combinations. Stiffness and toughness together.
Opportunities for blending and downgauging. Ease of processing and more.

PACKAGING AFFAIRS delves into several
key issues facing the industry like the
circular economy, the renaissance
of the African economy, growth of
the middle class in Latin America
and inspirational global sustainability
projects. To paint the full global picture,
IN speaks to five packaging experts who
share their market-specific challenges
and opportunities.

I hope you enjoy this third edition of
IN which explores global trends and
innovations that impact each of our
daily lives. Dow Packaging and Specialty
Plastics looks forward to continuing
dialogue and collaboration across the
value chain. Please feel free to share
with others and follow us on Twitter
(@DowPackaging) or our dedicated
Packaging Website for further insights
(dowpackaging.com).

Packaging culture

All the best,
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OVER VS.

Visit the website to learn how INNATE™ Precision Packaging Resins can save the day
for your next packaging project.
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Editorial

class will continue to drive opportunities
for packaging well into the second half
of the decade.

VALUED AT $829.7 BILLION IN 2014,
THE GLOBAL PLASTIC PACKAGING
MARKET IS EXPECTED TO GROW TO
$1,145.6 BILLION BY 2022 WITH AN
ANNUAL GROWTH RATE OF 4.12%.1

UNDERPACKING
Finding the tipping point

For brand owners striking the right balance between under and overpackaging their products is crucial. Too much packaging and consumers
question the brand's environmental responsibility. Too little packaging
and the product won’t be adequately protected during transport, risking
damage to the consumer’s positive brand experience.

PACKAGING CULTURE provides insights
into topics relevant to the wider
packaging industry such as changing
medical packaging legislation, the
growth of plastic use, the rise of robots
and how effective collaboration can be
in driving the decision making process.

Diego Donoso
Business President
Dow Packaging and Specialty Plastics

| www.dowpackaging.com
*For footnote information see Index on pages 80-84
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GREY JACKET
$30.00

PINK JACKET
$100.00

BLACK JACKET
$50.00

WOOL JACKET
$100.00

SILK JACKET
$50.00

COTTON JACKET
$30.00
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PRICE 

1 “Study Shows Prevalence of Consumer 'Webrooming' More people researching online and buying in local
stores”, ADWEEK, http://www.adweek.com/news/advertising-branding/study-shows-prevalence-consumerwebrooming-157576
2 “Holiday shopping survey results 2014”, Accenture, https://www.accenture.com/us-en/insight-holiday-2014shopping-trends-infographic
3 “Deloitte's 2014 annual holiday survey”, Deloitte, http://dupress.com/articles/holiday-retail-sales-2014/?id=us:2el:
3pr:dup975:eng:cp:102914:dholiday14

The e-commerce revolution is frequently cited as one the primary
reasons a number of “bricks and mortar” retailers have filed for
brankruptcy or closed stores. This rather black-and-white interpretation
does not fully reflect the reality of how e-commerce is evolving to
complement the purchasing experience by providing resources
that enable comparison shopping online with the intent of buying
in-store. Today, the trend known as ‘webrooming’ is booming.

“webrooming”

shopping
Online to buy in-store
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UNDERPACKING

Finding the tipping point

For brand owners, striking the right balance on the amount of packaging
needed for their products is crucial. Too much packaging and consumers
question the brand's environmental responsibility. Too little packaging
and the product won’t be adequately protected during transport, leading
to waste and financial loss not to mention putting the reputation of the
product brand at risk.

P|16-17
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Growing up… vertical farming

to feed itself1

DID YOU KNOW

South America

The world requires an area
of agricultural land the size of

Vertical farming – as the name
suggests – refers to cultivating
crops in multi-story greenhouses.
These vertical farms are fitted with
modern technology (hydroponics,
aeroponics and aquaponics) and
enable crops to be grown in the
center of urban areas. Being a
closed loop agricultural system it
is the cleanest industry you can
imagine, filtering dirty air and rain
water during the process.

less water than
traditional farming

DID YOU KNOW

70-80%

Vertical farming uses

Although horizontal
farming will always remain
a constant, we have to
accept that farmers will be
unable to grow today’s
crops 50 years from now
due to climate change.
These irreversible changes
are already occurring and
beginning to recalibrate
the agricultural landscape.
What we’re seeing is a
climate change issue that
is severely affecting
outdoor agriculture,
coupled with heightened
levels of urbanization and
a booming
human population.

Over vs. UnderPacking – finding the tipping point

1 Sustainia 100 2015 http://issuu.com/sustainia/docs/sustainia100_2015/43?e=4517615/13109045
2 The Good Stuff, 2015

GROWING UP...

Dickson Despommier, a
professor at Columbia
University, talks vertical
farming…

Issue three | 2016

VERTICAL FARMING
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Active 
and
intelligent 
packaging

Both active packaging and intelligent
packaging involve functions that go
beyond the containment and protection
of a product. The difference between the
two is that while active packaging acts
directly with the packaged product – by
interacting chemically or biologically
with it – the aim of intelligent packaging
is to detect and communicate
information about the condition of the
product, without taking a direct action.

DID YOU KNOW

$21.41 billion
Estimated market for active
and intelligent packaging
by 2019

Food and pharmaceuticals will lead
the growth in this segment with the
pharmaceutical industry expected
to be the fastest growing, due to the
changing health care needs of aging
populations; the increased spread of
chronic illnesses; and the increased use
of temperature-sensitive drugs.2

 Active packaging

 Intelligent packaging

aims to monitor the condition of the
packaged goods. Active food packaging
interacts chemically or biologically
with its contents to extend shelf-life
and maintain food quality for as long
as possible.

aims to inform. It can sense an attribute
of the product and communicate this
information to users or trigger active
packaging functions. Its main purpose is
to indicate whether or not the quality of
the product has deteriorated. In Europe
and North America, strict regulations
surrounding the use of active packaging
have been encouraging the use of
intelligent packaging.

Antimicrobial agents: inhibit the growth
of undesired micro-organisms on the
food surface. The antimicrobial agents
are either emitted directly onto the food
or slowly diffuse themselves from the
packaging material to the food.

Common applications:
Time-temperature indicators: are small
measuring devices attached to the
package surface that can indicate if a
predetermined temperature threshold
is exceeded. Such indicators have
strong potential for pharmaceuticals,
where high value, temperaturesensitive biotechnology drugs are
increasingly adopted.
Freshness indicators: immediately
display the quality of the packaged food.
They detect volatile or non-volatile
compounds or changes in the product
itself and can be embedded via optical
detectors, labels and tags.
Tracking services: look to monitor
the quality of perishable goods during
transportation, storage and sale. For
example, intelligent packaging can alert
the end-user if the product has not
been kept at an optimal temperature
during the transport and storage phases.

*For footnote information see Index on pages 80-84
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Uncovering the mysteries
of marketing to Millennials.
A generation’s search
for cause marketing and
product identity.
MILLENNIALS, GENERALLY DEFINED AS
THE GENERATION OF PEOPLE BORN
BETWEEN 1980 AND 2000, WANT
DIFFERENT THINGS FROM PRODUCTS
AND THEIR PACKAGING THAN THEIR
PARENTS’ GENERATION. THEY ARE
A GENERATION THAT DISPLAYS A
HEALTHY DOSE OF SCEPTICISM ABOUT
TRADITIONAL PRODUCT ADVERTISING,
PREFERRING TO SUPPORT BRANDS
THAT STRIVE FOR A HIGHER PURPOSE
AS WELL AS DELIVERING QUALITY.
CAUSE MARKETING AND PRODUCT
IDENTITY ARE TWO BIG ELEMENTS OF
A PRODUCT’S PACKAGING THAT CAN
ATTRACT MILLENNIALS.

An environmentally-conscious brand is
a big draw for Millennials. In one study,
83 percent of American Millennials said
that the sustainability attributes of a
product help them make purchasing
decisions.1 Brands can tap into this
sentiment by using eco-friendly
packaging techniques or sponsoring
environmental movements.
Millennials, who are often more mindful
of a product’s sustainability proposition
than previous generations, also prefer
brands that give more information
about the life cycle of their products
and use natural ingredients. Nestlé, for
example, has addressed this trend by
committing to remove FDA-certified
colors and artificial flavors from its
chocolate candy products.
Millennials indeed feel strongly about
the perceived authenticity of a product.
A reference in brand positioning which
is also designed to resonate with
this mindset is Dove’s “real beauty”
campaign, emphasizing natural looks
over more traditional airbrushed ads.

*For footnote information see Index on pages 80-84

Identifying with a brand is also key to
cultivating Millennials’ loyalty. They
want to know more about the brand
than simply its products and what
makes the brand unique. Chipotle
has creatively incorporated this desire
into its carry out bags, which each
tell a unique story in a flashy font of
alternating sizes and shapes.2 These
stories distinguish Chipotle from other
brands because they give the Millennials
a sense of what Chipotle stands for.
Limited edition packaging offers brands
another way to tell Millennials what they
are all about. Coca-Cola creatively used
limited edition packaging with its Taylor
Swift collector’s edition packaging.3The
design, which featured a quote
from Swift and her logo, celebrated
individuality in a way that connected
with Millennials. Millennials appreciate
this kind of packaging because it shows
that the brand is making a special effort
to connect with them.

P|20-21

Active and intelligent packaging

Packaging that is active and intelligent
promises to extend shelf life, monitor
freshness, improve safety and
convenience. This is a market segment
with huge potential for the future and
analysts project active and intelligent
packaging to grow at a CAGR (compound
annual growth rate) of 9.25 percent,
reaching $21.41 billion by 2019, from the
actual estimate of $13.75 billion.1

Common applications:
Oxygen scavengers: the best known
and most widely used of active
packaging. Designed to eliminate
residual oxygen from the package’s
headspace or to attain zero-permeation.
A chemical absorbent is integrated
into the packaging material or added
inside the package with a sachet or a
label. Oxygen scavenger packaging is
commonly used for oxygen-sensitive
beverages, fresh products, snacks, and
ready-to-eat products.

When we think of
packaging, words like
“active” and ”intelligent”
aren’t typically what
comes to mind, but thanks
to new sophisticated
technology, packaging
is increasingly becoming
more intelligent, providing
consumers a heightened
level of information never
available before.

An alternative product and packaging viewpoint

P|10-13

1 INCPEN, Pack Facts, 2011. http://www.incpen.org/docs/PackFacts%202011%20August.pdf
2 INCPEN, Pack Facts, 2011. http://www.incpen.org/docs/PackFacts%202011%20August.pdf
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The Millennial
Perspective:
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“Webrooming” – Shopping online to buy in-store

JACKETS
REFINE BY

BRANDS 
COLOR 
SIZE 

1 “Active And Intelligent Packaging Market – By Type, Applications, Geography, Vendors And The Challengers –
Forecasts, Trends And Shares (2014-2019)”, PR Newswire, http://www.prnewswire.com/news-releases/activeand-intelligent-packaging-market-by-type-applications-geography-vendors-and-the-challengers--forecaststrends-and-shares-2014--2019-300061598.html
2 “Active and Intelligent Packaging”, Freedonia Group, http://www.freedoniagroup.com/industry-study/3117/
active-intelligent-packaging.htm
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The Millennial Perspective: An alternative product and packaging viewpoint
Some statistics:
l 55 percent of Millennials are likely
to develop a more positive image
of a company as a result of cause
marketing.4
l Millennials are the largest generation
by population with 79 million people
and their purchasing power is $170
billion per year.5
l More than other generations,
Millennials desire opportunities to
interact with brands, to be listened to
anywhere and anytime, and to have
personal, timely, and straightforward
communication about their
concerns and experiences.
l Millennials are more likely than
other generations to describe
being available, supporting causes
and having a brand personality as
important things that brands can do
to engage and interest them.6
l They want brands that allow them to
create a personal style; products that
signal a lifestyle to others or denote
membership in a distinctive social
tribe. Technology no longer serves
as a way for this generation to signal
differences.
l When Millennials were young–as
with teens in previous generations–
it was all about fitting in. But as
Millennials grew up, their feelings
changed. Today, more than any
other generation, they desire to be
seen as unique within a group and
now a majority of Millennials reject
trends to develop their own personal
clothing style. Three-fourths describe
themselves as “authentic”.7

1 “Survey Shows Millennials Want to Buy from Eco-Friendly Companies”, Bridge Gate,
http://bridge-gate.com/2015/02/surveys-show-millennials-buy-eco-friendly-companies/
2 “Millennials and Packaging Trends”, Millennial Marketing,
http://www.millennialmarketing.com/2014/01/millennials-and-packaging-trends/
3 “Millennials and Packaging Trends”, Millennial Marketing
4 “Millennials and Packaging Trends”, Millennial Marketing
5 “Six Tactics for Successfully Marketing to Millennials”, Marketing Profs, http://www.marketingprofs.com/
articles/2014/26042/six-tactics-for-successfully-marketing-to-millennials
6 “How Millennials are Changing the Face of Marketing Forever”, bcg.perspectives, https://www.bcgperspectives.
com/content/articles/marketing_center_consumer_customer_insight_how_millennials_changing_marketing_
forever/?chapter=3
7 “What matters to Miellennials – 6 Insights You Can’t Ignore”, Ideas to Go, http://www.ideastogo.com/6millennial-insights-you-cant-ignore
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50 YEARS
OF INNOVATION:
BAG-IN-BOX
2015 MARKED THE
50TH ANNIVERSARY OF
THE FIRST BAG-IN-BOX
WINE PACKAGING.1

When first introduced, consumers
perceived boxed wine as a cheap,
low-quality substitute to “real” bottled
wine. Today, bag-in-box wine is widely
seen as acceptable packaging for wines
and continues to gain popularity thanks
to its ease of use, lower cost, and
eco-friendly status.

sitting once it’s open. As an added
benefit, consumers don’t need a
corkscrew to open their boxed wine or
worry about it breaking. The bag-in-box
trend is even spreading to packaging for
other liquids like coffee, apple juice, and
water. According to Colin Alevras,
sommelier at the high-end DBGB
Kitchen and Bar in downtown
Manhattan, “the wine bottle is late-18th
century technology…it’s time to move
on.”2

Bag-in-boxes are ideal packages for
table wines that don’t need to age.
In a bag-in-box, wine stays fresh for up
to six weeks as the remaining wine has
no contact with the outside air, so
there’s no hurry to drink it all in one

DID YOU KNOW

The First Design:

Environmental Impact:

After two years of work, Angrove
developed what he called a “wine cask”
– a modern update of the traditional
European wine bladder, which was a
leather pouch that collapsed as the
wine was poured in order to keep out
the air. Angrove filled polyethylene
bags with wine, which he then put into

boxes. Consumers would open the
box, cut off a corner of the bag, and
pour the wine. To close the bag, users
squeezed out the air, sealed it with a
special pin, and placed it back into its
box and into the fridge. Although the
design was inefficient and a bit messy,
it revolutionized the way wine was sold
and consumed. Angrove’s legacy lives
on in his home country of Australia,
where one third of all wine consumed
in the country is poured from a box.3

Switching to wine in a box for the

As wine producers look to reduce their
carbon footprint, some are beginning
to substitute bottled wine with ecofriendly, lighter bag-in-box wine.
Over 90 percent of American wine
production occurs on the West Coast,
but the majority of consumers live east
of the Mississippi River, driving up the
environmental and financial costs of
transportation. Switching to bag-inbox wine lessens this burden on wine
producers considerably. The lightweight
packaging of bag-in-box wine also
reduces packaging waste compared to
heavier wine bottles.4

97%

of wines that are made to be
consumed within a year
reduces greenhouse
gas emissions by
about 2 million
tons.12

1965

The first version of
bag-in-box wine was
invented by Thomas
Angrove, looking for a
way to sell his cheaper
red wines in bulk since
wine in larger bottles
vwould spoil quickly.

1967

Penfold Wines and Charles
Malpas patented a plastic,
air-tight tap welded into a
metalized plastic bag.
This allowed consumers
to keep the bag inside
the box and tap the wine
in the same way as a
traditional wine cask,
heralding the blueprint
for today’s model.5

1979

Franzia, one of the
best known sellers
of bag-in-box wine,
implemented the
design for its wine.6

1993

10.2 million cases of
bag-in-box wine were
sold worldwide.7

2003

Black Box Wines based in
California became the first
U.S. winemaker to offer
premium wines in a box8,
overcoming the stereotype
that boxed wine is
poor quality.

2007

Klabin, Brazil’s largest
paper producer, unveiled
its award-winning Lindoya
Vida octagonal water
package system. This
design maintained water
quality from filling to
consumption.

2008

Italy’s Agriculture Ministry
announced that some
wines which receive the
government’s quality
assurance label may
now be sold in boxes,
highlighting the quality and
smaller carbon footprint of
these wines compared to
bottled wines.9

2011

More products are
introduced to bag-in-box
concept – Diageo unveiled
its easy to use, high quality
cocktails in bag-in-box
packaging.

2013

Wandering Bear Coffee Co.,
a New York City based
start-up, began to sell
cold brew coffee that
had been put in a box
with a spigot, enabling
consumers to access
café-style cold brew on
tap in its environmentallyfriendly boxes.

2015

Bag-in-box wines now
form a significant portion of
wine purchases worldwide.
In the United States, one
in five litres of wine sold
is packaged in a box.10
In Sweden, two-thirds of
all wine comes from a box.11

*For footnote information see Index on pages 80-84

FOOD
TRUCK
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PACKAGING SPOTLIGHT:

FOLLOW THE
FOOD TRUCKS
AND EAT
ON-THE-GO

ALL OVER THE WORLD, PEOPLE
ARE TAKING TO THE STREETS TO
ENJOY A DIFFERENT KIND OF ONTHE-GO DINING EXPERIENCE –
MOBILE FOOD TRUCKS. GLOBALLY,
2.5 BILLION PEOPLE ARE EATING
STREET FOOD EVERY DAY1 AND
IN MOST CASES CONSUMERS ARE
SAMPLING NICHE INTERNATIONAL
CUISINES AT AFFORDABLE PRICES
DUE TO FOOD TRUCKS’ LOWER
OVERHEAD COSTS COMPARED TO
TRADITIONAL RESTAURANTS.

This food truck revolution is clearly
changing our perception of “take-out”, so
where does packaging fit into the mix?
History
The first food trucks can be traced
back to settlers in the American West
in the late 1800’s when chuck wagons
were introduced – a mobile canteen
for cowboys and migrants. Quick,
inexpensive food served from trucks
remained relatively popular with
consumers throughout the 20th century,
but not overwhelmingly considered topof-mind as a preferred way of eating. In
addition, the number of operating food
trucks was limited.

Then, at the height of the financial crisis,
something changed. With less money
to spend on dining out, people turned
to food trucks in higher numbers than
ever for quick and cheap meals. These
modern food trucks are not your
typical hot dog stand, but innovative
gastronomic experiments on wheels that

blend Western, Asian, and other culinary
traditions to create something unique.
The role of packaging
With more and more people patronizing
food trucks, more challenges surface
– such as how to attract new customers
and ultimately convert them into
repeat customers? (Twitter is now
playing a critical role in food truck
communication as people “follow the
truck” to determine location.) There is
also the packaging element. How to
store food in a confined space while
best catering for the “to go” crowd?
The right packaging offers a practical
way for customers to carry their food
as well as giving food truck owners an
important opportunity to promote their
brand and leave consumers with a
lasting impression. Food trucks have
different packaging needs, primarily
around keeping foods separate and
at the right temperature. However,
according to food & design agency,
Geek and Food based in Lyon, France,
recyclability, design and practicality
are also key criteria.
Ideally, packaging should also stand out
from the competition, while remaining
useful. Such as the example of the
Filipino food truck Guac Truck2 which
checks all of these boxes. The practical,
origami-inspired packaging mirrors the
food that the truck serves, so patrons
can easily seal the box with a sticker to
save the meal for later. Likewise, the
San Francisco-based Curry Up Now3
uses bright colors and professionallooking packaging to catch the eye of
Millennials while establishing itself as a
legitimate mobile food supplier. A clear
trend is emerging for this kind of niche
packaging in the food truck community.

SWEET LULU’S BAKERY ON WHEELS1
FOUNDER KAREN MORAN SHARES HER
SIGNATURE PACKAGING SOLUTION
FOR CUPCAKES PRODUCED OUT OF
HER SUCCESSFUL BAKERY FOOD TRUCK
IN CHARLESTON, SOUTH CAROLINA.

How did Sweet Lulu’s start?
With two crowd funding campaigns
– Indiegogo2 and Kickstarter3, a $10k
loan from a friend and selling my
beloved BMW and fancy clothes to
fund it. I started the campaign in July
2014 and am so grateful for all of the
support and generosity I received. There
were so many practical details to sort
– including a truck and trailer! After
almost a year of scouring the internet
for months, I settled on a vintage
camper that we’ve named Pearl.
Lulu’s is about bringing our unique
bakery table to customers. The great
thing about being mobile is we can do
birthday parties, weddings, oyster roasts,
graduation parties or corporate events.

50 years of innovation: bag-in-box

1	“Happy birthday goon: cask wine turns 50”, The Guardian, http://www.theguardian.com/lifeandstyle/2015
mar/02/happy-birthday-goon-cask-wine-turns-50
2 “Box Wines That Can Be a Hit”, Forbes, http://www.forbes.com/2009/07/16/wine-packinging-boxes-lifestylewine-boxed-wine.html
3 “Happy birthday goon: cask wine turns 50”, The Guardian
4 “In the Bag: US Thirsty for Box Wine”, Wine-Searcher, http://www.wine-searcher.com/m/2015/04/in-the-bagus-thirsty-for-box-wine
5 “Wine cask”, Powerhouse Museum, http://www.powerhousemuseum.com/australia_
innovates/?behaviour=view_article&Section_id=1000&article_id=10021
6 “It May Seem Odd, but Is Wine In a Box Really Such a Bad Idea?” Wall Street Journal, http://www.wsj.com/
articles/SB927844229366371978
7 “Should We Bag the Bottle?” New York Times, http://articles.latimes.com/1994-03-10/food/fo-32130_1_winegroup-varietal-wines-new-world-wines
8 Black Box Wines, http://www.blackboxwines.com/about-us/our-story.html#.Vg0CRfmqpBc
9 “Drink Outside the Box”, New York Times, http://www.nytimes.com/2008/08/18/opinion/18colman.html?_r=0
10 “In the Bag: US Thirsty for Box Wine”, Wine-Searcher
11 “Happy birthday goon: cask wine turns 50”, The Guardian
12 “Drink Outside the Box”, New York Times
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At what point did you turn to mason
jars as a packaging choice and why?
In coastal communities like Charleston,
we spend a lot of time outside or on
the water. Every chance a Charlestonian
gets, we pack a cooler and flock to the
beach or hop on a boat. The thing is
dessert is often hard to transport. So, we
started making tasty treats in easy-togo mason jars because they are easy to
transport. It morphed into being very
Charleston-like. A mason jar fits nicely
in any cooler and is as Southern as our
pecan bourbon pie!
How do you transport your cupcakes
with Pearl? And how to you decide
where to go?
YETI Coolers – no electricity – just ice.
15 plus years in advertising and media
buying/planning on multi-million dollar
ad campaigns helped me evaluate
what events to do and not do and how
to negotiate better vendor fees. You
eventually get a feel for what will be
good and what won’t.
You’ve been named a Top 10
Charleston Food Truck4 and Charleston
Magazine named Sweet Lulu’s as
Readers' Choice for Best Bakery5.
Congratulations! What are some of
the challenges you face?
Finding kitchen space is the biggest
hurdle I have. I have to rent space
versus having my own commercial
kitchen, which is VERY expensive. It’s
hard to schedule time when others
need the kitchen the same time you do.

Most catered events book up to a year
in advance – so initially it’s a slow start.
Can you explain your recycling program?
Sweet Lulu's offers two options to
recycle mason jar desserts. For every
recycled Sweet Lulu's Bakery mason jar
dessert (jar, lid and rim with no chips)
customers receive a stamp. Collect 10
stamps and you get a dessert of your
choice. For events, we offer a $0.25
refund for every jar recycled. If we're
on-site for the event, we merely pick up
jars at the end of the evening and issue
a recycling refund within 24 hours.
We also encourage our customers to
reuse the glass jars. For example, as a
cool mason jar lantern or a vase. It’s
great when customers post pictures
of how they recycle Sweet Lulu's
jars on Twitter with the hashtag
#CHSLovesLulu!
So who’s Lulu?
My sweet Lulu, is a three-year-old
hound dog I rescued after sadly losing
two, (yes two!) 15-year-old furry pets
one week apart in 2012. I like to think
Lulu rescued me as much as I rescued
her. So I thought it only fitting I name
the bakery in Lulu's honor. As such, a
percent of profits are donated to the
Gulf Coast Humane Society where I
adopted Lulu from and our new local
animal shelter, Charleston's Pet Helpers.

*For footnote information see Index on pages 80-84

1 “7 Idées De Packaging De Street Food”, Geek & Food, http://geekandfood.fr/7-idees-de-packaging-de-streetfood/
2 “Five Sides of Sustainability”, Sustainable Initiatives, http://www.guactruck.com/design.html#1
3 “8 Ingenious Food Truck Designs”, Print Mag, http://www.printmag.com/branding/7-ingenious-food-truckdesigns/
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Packaging spotlight: Sweet Lulu's bakery on wheels

1 www.sweetlulusbakery.com
2 “Charleston Food Trucks”, Indiegogo, https://www.indiegogo.com/projects/charleston-food-trucks#/
3 “Food Truck Mason Jar Bakery”, Kickstarter, https://www.kickstarter.com/projects/sweetlulusbakery/
charleston-mason-jar-mobile-bakery
4 www.sweetlulusbakery.com
5 www.sweetlulusbakery.com
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Extra
Percentage of households with one occupant12

47%

27%

Sweden

USA

39%

16%

Germany

Argentina

34%

7%

United Kingdom

China

72%

Single-serve: The power of one
In a market dense with multipacks, there
is a growing percentage of consumers
that prefer single-serve packaging.
In fact, one in four consumers today
look for single-serve packaging on the
supermarket shelf.4

CONSUMERS WANT PACKAGED FOOD
PRODUCTS THAT ARE CONVENIENT
AND LEAVE LITTLE WASTE – A TREND
FOOD PRODUCERS HAVE JUMPED
ON BOARD WITH. IN THIS PIECE, IN
EXPLORES SOME OF THE POPULAR
“ON THE MOVE” PACKAGING OPTIONS
AVAILABLE TO CONSUMERS TODAY.
To go
“Grab-and-go” is currently the most
dynamic packaging trend around the
world. In one survey, 72 percent of
consumers indicated they expected to
purchase on-the-go food and beverages
in the near future, according to market
intelligence tracker GfK Ropers Reports
Worldwide.2
A recent example of the on-thego concept is McBike, McDonald’s
innovative bike friendly recyclable
packaging that enables a customer
to simply attach their order in a
suitably designed pack that sits on
the handlebars of their bicycle. The
“bike-thru” window has been tested
successfully in Copenhagen and
Medellin, Columbia, with plans to
expand to Amsterdam and Tokyo.3

In addition, one-third of snackers
believe there is not enough variety of
conveniently packaged snacks, such as
resealable packages or single portions,
providing a substantial opportunity for
food manufacturers to fill this gap in
the market.5
The challenge for brand owners,
however, is to maintain a balance
between convenience and affordability
– this latter point is especially relevant
for the younger generations.
Single-serve packaging can also help
with eating the correct amount of
food. About one third of consumers
eat more than the recommended
serving size, and 81 percent agree
that single-sized frozen meals can
help with portion control.6
Single-serve, stackable cups of wine
are another example of on-the-go
packaging that offer additional
advantages for transportation and
consumption, when compared to
traditional glass bottles. During
transportation, the single-serve cups
occupy a lot less space, since they
can be stacked on top of each other. A
single-serve cup also lets the consumer
enjoy their wine without worrying
about wasting what is not consumed.

Ready-made and resealable
The number of single-person
households continues to rise each year.
It is predicted that by 2020, 331 million
people will live alone, accounting
for 15.7 percent of total households
globally.7 Ready-made meals are making
a big splash in this market, with 78
percent of single-person households
indicating these items are useful to have
on hand.8
One in five consumers considers
resealable packaging when making
purchasing decisions.9 Resealable
packaging is convenient as it frees the
consumer from the need to eat all of
the food in one sitting, reducing the
chance of wastage and helping meet
the needs of increasingly busy lifestyles.
Ultimately, it is helping to keep food
fresh for longer.
Flexible
According to research by Smithers
Pira, the global market for flexible
packaging will grow at an annual rate
of 3.5 percent until 2018, reaching a
total of $231 billion.10 Flexible packaging
is expected to continue to gain market
share over traditional rigid packaging.
Most modern shoppers value
convenience and portability, so containers
that are easy to handle and more flexible
will become increasingly popular in
packaging design. Flexible plastic pouches
have begun to replace tins and jars on
the shelves of supermarkets. Liquids and
gels will drive this trend, since they fit
well in flexible pouches.11

*For footnote information see Index on pages 80-84
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technology
in the
innovation
process

What makes a packaging
design successful?
The best packaging designs are the
ones that transport the story of the
product directly to the customer –
ideally through a range of mediums;
including graphics, shape, material
and functionality.

An interview with
Thomas Reissig

What are the top three emerging
trends in the packaging value chain?
1. Shorter life cycle of products,
meaning smaller quantities are
being produced but with greater
design variety and functionality.
2. Individualization and
personalization of packaging.
3. “Natural looking” and sustainable
packaging solutions.
What is the end-user increasingly
looking for in packaging design?
As a general rule, the end-user isn’t
overly concerned about new trends in
packaging design. Rather, consumers
are more concerned about buying
products with attractive, functional and
easy-to recycle packaging. Consumers
are drawn to packaging which looks
“natural” and “sustainable” when they

have the choice. Two such examples
include packaging that is matte or
looks like paper. Perhaps the appeal
of paper packaging comes from a
growing public awareness among
consumers of plastic pollution such as
marine litter in the ocean. However,
many consumers are also unaware of
how sustainable other packaging types
– such as plastic – can be.
Can you explain a bit about
VerDeSoft’s role in the design
and production process?
VerDeSoft is able to guide the new
packaging concept through the long
and complex development chain.
There are so many innovative and
creative ideas developed by design
agencies and brands, but unfortunately
many of these never end up on the
shelf as they are unable to meet
production, technology, consumer and
functionality requirements and are too
costly. Packaging tends to stick to the
tried and tested models, namely
pouches, folding boxes or blister packs.
However, because of our creativity and
packaging technology know-how,
VerDeSoft has the ability to think from

both sides and develop the packaging
material, the structural design and
utilize the necessary technology to
produce innovative products.
How does the process work
throughout the value chain?
The majority of our projects come
directly from brand owners but a
proportion also come from converters,
raw material suppliers and machine
manufacturers. Over the last few years,
we have seen a surge in the number of
projects coming directly from material
and machine suppliers – as opposed
to converters and brand owners –
who are increasingly interested in
development trends and new
packaging concepts that incorporate
new materials and machinery.
What are the benefits for the brand
owner of collaborating with a
company such as VerDeSoft?
We have a holistic packaging
development process – not only are
we able to provide an innovative
design, but we also have the capability
to run the whole process until the
product is on the shelf. It’s extremely
useful to collaborate with a company
that has both the creative capabilities
as well as access to a packaging lab
with different processing technology
and tools for sampling and the
ability to mock-up packaging from
original materials. Working with an
independent agency also ensures
that the outcome is not limited to
the product range available from the
supplier and to protect the developed
intellectual property, based on the
contracts signed before the process.
The case study…
We recently worked on a project, from
start to finish, with start-up “Frizle” who
developed the idea to create a new
chilled product. They were looking for
a convenient packaging solution for
their “Spätzle”-dough which would
allow the consumer to squeeze the
dough directly into boiling water,
creating fresh “Spätzle”-pasta. This was
the perfect briefing for us, and in fact,
the design won both a German
packaging design award followed by a
gold medal at DuPont’s International
Packaging Awards. The product has
just gone to market… so let’s see what
the future holds!

Thomas Reissig, Managing
Director of packaging design
and technology company
VerDeSoft1 speaks to IN about
packaging trends, the impact of
technology on the process and
the increasing importance of
collaboration across the
value chain.
*For footnote information see Index on pages 80-84
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Packaging on the move

DID YOU KNOW
of consumers indicated they
expect to ingest food and
beverages on-the-go in the
coming months

1 “Is one the loneliest number?” Vaguely Interesting, http://www.vaguelyinteresting.co.uk/is-one-the-loneliestnumber/
2 “Sizing up success: consumers crave packaging size variety”, the Dieline, http://www.thedieline.com/
blog/2015/3/18/sizing-up-success-consumers-crave-packaging-size-variety
3 “Introducing the McBike – McDonalds new bike friendly take out container”, Bicycling, http://www.bicycling.
com/food/news/introducing-mcbike-mcdonald-s-new-bike-friendly-takeout-container
4 “Which food packaging trend is here to stay?”, Packaging Strategies, http://www.packagingstrategies.com/ext/
resources/ISSUES/August-2015/FS-Poll.jpg
5 “Single Serving Portion Sized Meals and Weight Management”, Evidence Analysis Library , https://www.andeal.
org/topic.cfm?menu=5311
6 “Singular Behavior”, Financial Times, http://www.ft.com/cms/s/0/94417e42-fab2-11e2-a7aa-00144feabdc0.
html#ixzz3mSAvV1D7
7 “Home cooking in decline as low-income households turn to ready meals”, The Guardian, http://www.
theguardian.com/money/2013/sep/05/home-cooking-decline-low-income-ready-meals
8 10 Key Packaging Trends: A Global Retail Study, Zip Pak, http://www.zippak.com/10-key-packaging-trends/
9 “Global Flexible Packaging Market Sees Rapid Growth”, Smithers PIRA, http://www.smitherspira.com/
news/2015/july/global-flexible-packaging-market-sees-rapid-growth
10 “Global Flexible Packaging Market Sees Rapid Growth”, Smithers PIRA, http://www.smitherspira.com/
news/2015/july/global-flexible-packaging-market-sees-rapid-growth
11 “Is one the loneliest number?”, Vaguely Interesting, http://www.vaguelyinteresting.co.uk/is-one-the-loneliestnumber/

P|38-39

Technology in the innovation process

1 Founded in October 2000, German company VerDeSoft combines packaging design with engineering
activities to create, develop and realize innovative packaging solutions for brand owners in a variety of
materials. The company runs the entire process including creative idea generation, computer animation,
detailed technical design to mock-ups and industrial samples (all made from the end-use material).

Footnote Index
THE RISE OF THE
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DUE TO THE INCREASED USE OF ROBOTIC
TECHNOLOGY, AVERAGE ROBOT PRICES HAVE FALLEN
BY 40-50 PERCENT SINCE 19901 AND THEIR ABILITY TO
CONTINUE TO OPERATE FOR LONG PERIODS OF TIME IN
TASKS THAT REQUIRE ACCURACY CONTINUES TO BE
IMPROVED WITH GREATER PRECISION AND CONTROL,
ENABLING ADVANCES IN MANUFACTURING ACCURACY AND
PRODUCTIVITY. AS A RESULT, THE ROBOTICS INDUSTRY IS
EXPECTED TO GROW AT A RATE OF 10 PERCENT ANNUALLY
OVER THE NEXT DECADE, FROM 2-3 PERCENT TODAY.2

DID YOU KNOW
Robotics industry expected to
grow at a rate of

10%

annually over the
next decade

MANUFACTURING

 WAS REVOLUTIONIZED IN THE 1980S WHEN THE FIRST ROBOTS WERE INTRODUCED FOR THE ASSEMBLY LINE.
SINCE THEN, ROBOTIC TECHNOLOGY HAS BECOME MUCH MORE SOPHISTICATED AND IS USED IN EVERY INDUSTRY SECTOR AT
MULTIPLE POINTS OF PRODUCT DEVELOPMENT. ROBOTS HAVE EVEN INVADED THE HOME!

The rise of the robots

The impact on industry
It is expected that four industries will
spearhead this movement. These
include computer and electronics
products; electrical equipment and
appliances; transportation; and
machinery – largely because tasks can
be automvated with the most potential
to dramatically reduce costs.

Advances in robotics coupled with
other geopolitical, economic and
technological megatrends are driving
the redistribution of value chains in
many industries around the world.
Production centers are moving closer to
market for instance; often “reshoring”
back from Asia Pacific and Latin
America toward developed nations like
the United States and Europe as the
global wage gap continues to shrink
(Chinese manufacturing wages rose on
average by 15 percent annually between
2005 and 2011).3

Alongside petroleum, coal products and
primary metals, the plastics and rubber
industry is expected to have robots
perform 10-20 percent of tasks globally
by 20254 – categorizing it as one of the
most automatable sectors with
adoption most likely to be seen in
high-wage economies only.

A 2014 study by UK manufacturers’
association EEF and law firm Squire
Sanders revealed that one in six UK
manufacturers had reshored production
in the last three years. In Europe,
reshoring will also be aided by the
European Commission’s recently
published goal to increase
manufacturing’s share of GDP from
15 percent to above 20 percent by
2020, returning its share to where it
was 15 years ago.

Currently, robots are used across the
plastics and packaging industries in
injection molding and end of line
processes, amongst others, as a means
to automate and reduce costs by
eliminating the need for operator
intervention. Still, it’s estimated that
approximately 86 percent of tasks in
plastics and rubber-products plants
could be automated – such as material
handling, assembly, welding, and
machine operation – but manufacturing
wages are expected to remain relatively
low limiting the financial benefits of
automation, especially in low-wage
emerging markets.

As robots become cheaper, more
dexterous and easier to operate they
will continue to deliver improved
productivity and reduce the need for
outsourcing across many industries.
According to the Boston Consulting
Group, 2015 has marked the beginning
of another robotics revolution.

As the global plastic packaging market
grows – it is expected to reach $370
billion by 20205 – and consumers
become more concerned with food
security, safety and ultimately food
waste, automation will move higher
and higher on the investment agenda.
This is especially the case for the food
and beverage packaging sector which
currently accounts for 69 percent of
all packaging consumed globally.6
Integrated and intelligent automation
solutions can provide process
improvements, quality control and
management, reporting and analysis,
regulatory compliance, energy savings
and manufacturing intelligence.7
In the near-term, robots are likely to be
adopted only in high-wage economies
in the plastics and rubber industry, but
with future decreases in robotic prices
this is expected to increase8 as greater
flexibility, speed and efficiencies in
packaging production operations
become clearer.
Aside from the obvious benefits in
production, robots have also proved
valuable in many other applications –
from lawn mowing and floor cleaning to
medical surgery and bomb detection
resulting in the population of industrial
robots to be well over 1.5 million units
today.9

*For footnote information see Index on pages 80-84
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AMID RECENT SCANDALS INVOLVING
BREAST IMPLANTS AND METAL-ONMETAL HIP IMPLANTS, THE EUROPEAN
COMMISSION ADOPTED THIS ACT TO
DETER THE ENTRANCE OF FALSIFIED
MEDICINES INTO THE EU. THESE
MEDICINES APPEAR LEGITIMATE, BUT
ARE ACTUALLY COUNTERFEITS THAT
MAY CONTAIN INCORRECT DOSES OR
POOR-QUALITY INGREDIENTS THAT
ARE HAZARDOUS TO HUMAN HEALTH.
THE NEW SECURITY PROTOCOLS
LIMIT THE POSSIBILITY OF FALSIFIED
MEDICINES ENTERING THE EUROPEAN
MARKET, SINCE PHARMACEUTICAL
PACKS MUST NOW BE TRACKED
THROUGHOUT THE ENTIRE
PRODUCTION PROCESS.

4. New inks must be created that will
last for the product’s entire life cycle
and provide a stark contrast with the
rest of the packaging’s label.
Similar action has been taken in the
US, where lawmakers passed the Drug
Quality and Security Bill in response to
a 2012 meningitis outbreak that left 64
Americans dead. This law established a
national standard to ensure drug supply
chain security and protect Americans
from counterfeit drugs.3 Like in the EU,
pharmaceutical suppliers must now
assign a unique product bar code on
certain prescription drugs. Moreover,
drug manufacturers, repackagers and
dispensers need to document and track
the transaction history of prescription
drugs through the entire pharmaceutical
supply chain.4

Previously, packs of pharmaceuticals
needed only expiration dates and
batch numbers, not individual serial
numbers in order to satisfy EU
regulation. Now, manufacturers and
distributors of pharmaceuticals will
face a massive logistical challenge to
install the additional security measures
within three years. This will have four
main steps:
1. They must upgrade outdated coding
equipment – no easy task since
the changes are expected to render
70 percent of equipment installed
by 2011 obsolete.1
2. Manufacturers must then design new
packs that each contains a unique
serial number to allow easy tracking
of pharmaceuticals at every stage
of production.

Europe and the United States are not
alone in their decisions to more tightly
regulate packaging for pharmaceuticals.
Brazil, Argentina, South Korea and
China have all taken similar actions
to protect consumers from falsified
medicines. Furthermore, these reforms
may have broad implications for sectors
other than pharmaceuticals. If they
successfully deter counterfeiting, such
measures could be implemented to
regulate luxury goods and food.5

*For footnote information see Index on pages 80-84

THE ACCELERATING
GROWTH OF PLASTIC
The global plastic packaging market is expected to reach
$370 billion by 20201, driven by global trends including a
surging world population, the rise of a global middle class,
growing urbanization and increased mobility.
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The demand for plastic packaging is
expected to be the greatest in the
healthcare sector, where reducing drug
fraud, maintaining drug hygiene and
retaining the medicinal properties of
drugs are high on the agenda.2 Given
that global and regional food
consumption per capita is expected to
rise from 2,940 kcal per day to 3,050 in
2030, plastic packaging is also expected
to expand in the food and beverage
industry.3
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On a regional level, Asia Pacific
represented the largest market for
plastic packaging in 2013, accounting
for more than 35 percent of the overall
market.4 This trend is expected to
continue as estimates predict 40
percent of world economic activity
will take place in Asia by 20205 and the
region is likely to be home to 3 billion
of the world’s middle class.6 The
consumption of plastic packaging is also
expected to rise in countries with rapid
economic development such as Brazil.7
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growth
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Furthermore, consumer preferences
for highly aesthetic, convenient,
portable and cheap packaging will play
a key role in driving the continued
growth of the market.
To meet consumer preferences and
the growing global demand for plastic
packaging, the industry needs to
respond by continuous innovation in
new material applications while
managing resources efficiently and
sustainably.
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1 “Fresher Food and Safer Medicine – Packaging Steps Up Its Game”, The Future of Packaging 2015 (Raconteur)
http://raconteur.net/business/thinking-outside-the-box-to-innovate
2 “The EU-FMD ‘Safety Features’ Delegated Act: 10 Things Pharma Manufacturers Need to Consider”,
PackagingEurope, http://www.packagingeurope.com/Packaging-Europe-News/64806/The-EUFMD-SafetyFeatures-Delegated-Act-10-Things-Pharma-Manufacturers-Need-to-Consider.html
3 “House Passes Upton Bill to Prevent Repeat of Deadly Meningitis Outbreak, Strengthen Prescription Drug
Supply Chain” http://upton.house.gov/news/documentsingle.aspx?DocumentID=351658
4 “Drug Supply Chain Security Act”, FDA, http://www.fda.gov/Drugs/DrugSafety/
DrugIntegrityandSupplyChainSecurity/DrugSupplyChainSecurityAct/
5 “Fresher Food and Safer Medicine – Packaging Steps Up Its Game”, The Future of Packaging 2015 (Raconteur)
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The accelerating growth of plastic
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1 “Coming Home”, The Economist, http://www.economist.com/news/special-report/21569570-growing-numberamerican-companies-are-moving-their-manufacturing-back-united
2 “The Robotics Revolution: The Next Great Leap in Manufacturing”, bcg.perspectives, https://www.
bcgperspectives.com/content/articles/lean-manufacturing-innovation-robotics-revolution-next-great-leapmanufacturing/
3 “Made in America, Again”, BCG, http://www.bcg.be/documents/file84471.pdf
4 “Industries and Economies Leading the Robotics Revolution”, bcg.perspectives, https://www.bcgperspectives.
com/content/articles/lean-manufacturing-innovation-industries-economies-leading-robotics-revolution/
5 “Plastic Packaging (Rigid Plastic Packaging and Flexible Plastic Packaging) Market for Food & Beverages,
Industrial, Household Products, Personal Care, Medical and Other Applications – Global Industry Analysis, Size,
Share, Growth, Trends and Forecast 2014–2020”, WhatTech, http://www.whatech.com/marketresearch-reports/
press-release/industrial/45738-explore-theglobal-plastic-packaging-market-that-isexpected-to-reach-us-37025-billion-by-2020
6 “Unwrapping packaging”, Ernst & Young, http://www.ey.com/Publication/vwLUAssets/Unwrapping_the_
packaging_industry_%E2%80%93_seven_factors_for_success/$FILE/EY_Unwrapping_the_packaging_
industry_-_seven_success_factors.pdf
7 “Robots, Reality and Revolution”, Raconteur, http://raconteur.net/business/robots-reality-and-revolution
8 “Industries and Economies Leading the Robotics Revolution”, bcg.perspectives, https://www.bcgperspectives.
com/content/articles/lean-manufacturing-innovation-industries-economies-leading-robotics-revolution/
9 International Federation of Robotics (IFR), http://www.ifr.org/

Big changes ahead for pharmaceutical packaging
3. They must also equip every pack
with a tamper evidence device,
which will show whether a package
has been tampered with at any point
during the production process.2

In 2019, new legislation will take effect in
Europe that will significantly transform
pharmaceutical packaging as we know it. As a result
of the European IVD and Medical Device Delegated Act,
every package of pharmaceuticals sold in the European
Union (EU) will require a unique serial number and tamper
evidence device. Pharmaceutical suppliers must also establish
a data processing system to track the packs along with a
larger database that will oversee the entire industry. Despite
being a few years off, these changes are already having a
large impact, spurring a revolution in the way pharmaceuticals
are sold, packaged and tracked worldwide.
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In order to achieve this, the industry is
increasingly collaborating to innovate
across the value chain.
IN looked at the five major regions to
examine four of the most influential
global trends – population growth,
urbanization, emerging middle class and
aging population – driving the growth
of the global plastic packaging market.

The global growth of plastic
packaging
• US $370.25 billion – the projected
global market for plastic
packaging by 202015
• 5.2% – the compound annual
growth rate (CAGR) for the period
2015-2020
• The key markets: food and
beverages, healthcare industry

1 “Explore the Global Plastic Packaging Market that is Expected to Reach US$370.25 billion by 2020”, WhatTech,
http://www.whatech.com/market-research-reports/press-release/industrial/45738-explore-the-global-plasticpackaging-market-that-is-expected-to-reach-us-370-25-billion-by-2020
2 “Growth in Food and Beverage Industry Fuels Global Plastic Packaging Market to Reach US$370.2 BN by 2020”,
Transparency Market Research, http://www.transparencymarketresearch.com/pressrelease/plastic-packaging.
htm
3 World Health Organization, http://www.who.int/nutrition/topics/3_foodconsumption/en
4 “Growth in Food and Beverage Industry Fuels Global Plastic Packaging Market to Reach US$370.2 BN by 2020”,
Transparency Market Research
5 “Shipping 2020”, DNV, http://www.dnv.nl/binaries/shipping%202020%20-%20final%20report_tcm141-530559.
pdf
6 “The Rise of the Global Middle Class”, BBC, http://www.bbc.com/news/business-22956470
7 Growth in Food and Beverage Industry Fuels Global Plastic Packaging Market to Reach US$370.2 BN by 2020”,
Transparency Market Research
8 World Population Data Sheet 2012, Population Reference Bureau, http://www.prb.org/Publications/
Datasheets/2012/world-population-data-sheet/world-map.aspx#/map/population
9 World Population Data Sheet 2012, Population Reference Bureau
10 PWE Research Center, United Nations – World Urbanization Prospects 2014
11 PWE Research Center, United Nations – World Urbanization Prospects 2014
12 “The Rising Middle Class”, Switzerland Global Enterprise, http://www.s-ge.com/sites/default/files/BBK_Rising_
Middle_Class_Study_2015_20150421_0.pdf
13 United Nations, World Population Aging 2013
14 United Nations, World Population Aging 2013
15 Growth in Food and Beverage Industry Fuels Global Plastic Packaging Market to Reach US$370.2 BN by 2020”,
Transparency Market Research
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Four cities of the future

Innovating for a
sustainable tomorrow
Hong
Kong

South
Korea

Futuristic
Waste collection
13 years ago, the city of
Songdo in South Korea was
just a massive sand dune,
recently reclaimed from
the Yellow Sea. Now, it has
transformed into a thriving
community close to Seoul’s
main airport that features
green designs and futuristic
technology on every corner.
Charging stations for electric
cars and a water-recycling
system that doesn’t require
clean drinking water to
flush office toilets are just
two of Songdo’s exciting
innovations. But perhaps
the most forward-thinking
aspect of Songdo’s municipal
infrastructure is its waste
collection system.

Cities around the world are beginning to recognize the need to
make changes in areas like waste management and environmental
stewardship to ensure a more sustainable future for its citizens.
IN highlights four international cities that are taking innovative
actions to address these pressing issues.

processes the city’s waste in
an environmentally friendly
manner. From private homes
and workplaces, trash
flows through the tunnels
to underground facilities
where it is automatically
sorted. Throughout the
process, sensors track data
on the city’s energy use –
data that authorities can
use to formulate future
enhancements. When this
system is fully operational, it
may even be able to generate
renewable energy. The
ingenuity of Songdo’s waste
management system is just
one reason that Songdo is
called “The City of the Future.”

Face of
litter campaign
Despite Hong Kong’s steep
fine of HK$1,500 (about
US $200) for littering
authorities still estimate
that around 16,000 tons of
rubbish is illegally littered
every day. To better deter
would-be litterers, the
environmental group, Hong
Kong Cleanup, has embarked
on a new campaign to give
littering in Hong Kong a face,
or rather 27 faces to be exact.
Confused? Don’t be. The
group’s new project, the
aptly-named “Faces of
Litter,” uses cutting-edge
technology to unmask Hong
Kong’s litterers.

faces of the litterers. With this
information, the scientists
are then able to reconstruct
the “faces of litter,” which
are sent back to the group in
Hong Kong. The NGO (nongovernmental organization)
then posts pictures of
the faces in public spaces
throughout the city with
the caption “Most Wanted”.
27 faces were on full
display by Global Earth Day
(April 22). Time will
tell whether this program
reduces the level of littering
in Hong Kong, but the project
did achieve one objective:
litterers in Hong Kong are
no longer anonymous.

First, activists collect human
DNA from pieces of garbage,
for example chewing gum
and cigarette butts, to send
to an American lab. At the
lab, geneticists analyze the
DNA to reconstruct the

In Songdo, garbage trucks
are a thing of the past. So are
trash cans – at least in the
traditional way. Instead, a
complex network of tunnels
that run beneath Songdo

Land-scarce,
idea-abundant
Land is scarce and expensive
in Singapore, which has the
third-highest population
density in the world (7,814
people per square kilometer1)
and contains some of the
world’s priciest real estate.2
As a result, Singapore
can’t rely on traditional,
land-intensive methods of
waste management like
landfills or composting to
dispose of its waste, so the
government has turned to
green waste management
techniques. The city’s
excellent recycling program
and waste-to-energy
facilities are two of the
city’s most forward-thinking
and environmentallyfriendly waste management
practices.

Singapore’s recycling
program has grown
dramatically since 2000,
when Singapore only
recycled about 40 percent
of its waste.3 To increase this
rate, Singapore’s National
Environmental Agency
(NEA) undertook initiatives
such as the contracting of
recycling collection services
to private firms and a tax on
construction and demolition
waste. Due in no small
part to these and other
NEA initiatives, Singapore’s
recycling rate rose to
60 percent in 20144, with
energy recovery facilities
managing the remaining
40 percent. Looking forward,
Singapore must now focus
on efforts to raise the
recycling rate of private
households, which recycle
much less than businesses
and the government.

Innovating for a sustainable tomorrow

South
Africa

Singapore

Biofuel buses
in Johannesburg
Rea Vaya, which means “we
are going” in Scamto, is a
new fleet of 134 biofuel buses
that has begun to operate in
Johannesburg, South Africa,
as part of the city’s largest
climate change initiative.
The new buses run on
low-sulphur diesel, which
will reduce the city’s CO2
emissions by an estimated
1.6 million tons by 2020.5
Additionally, the use of biofuel
creates a way for the city to
recycle its waste through the
production of the biofuel.6

These buses are the cleanest
on the African continent
and are equipped with
advanced pollution reduction
equipment.7 Designed to
seamlessly integrate into
Johannesburg’s existing
infrastructure and cover
people of all income levels,
Rea Vaya will reach over
80 percent of the residents
of Johannesburg when fully
operational.8 In part because
of its new system of buses,
Johannesburg ranked “above
average” in the Economist
Intelligence Unit’s African
Green City Index along with
Cape Town, Casablanca,
Tunis, and Accra, Ghana.9

*For footnote information see Index on pages 80-84
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In densely populated South Korea,
where there are an estimated 505
people per square kilometer, food
waste disposal is a big issue.2
In 2013, the government implemented
a high-tech waste disposal system,
charging residents for their food waste
disposal based on weight. Food waste is
measured using pre-paid plastic waste
bags or waste baskets with built in
scales and radio frequency identification

South
Korea

(RFID chips) that record a user's details
and the amount of waste they dispose
of. Each household is charged per
kilo of waste discarded and receives
a monthly bill – with the average
household paying just 1,300 South
Korean Won (around US $1) a month.3
To date, the 145,000 South Koreans
using the new system have reduced
their food waste by 30 percent.4

High-tech
food waste
disposal

In the Bahamas, an estimated
one in six people is chronically
hungry. The humanitarian organization
Hands for Hunger was established
to reduce food waste and eliminate
unnecessary hunger by rescuing food
and redistributing it to those in need.

Bahamas

Each week, two trucks collect on
average 2,500 lbs. of surplus food
from over 30 restaurants, hotels,
wholesalers, bakeries and farms.
This food is donated to 14 outreach
agencies which collectively serve over
10,000 meals each week to the 43,000
Bahamians living in poverty.6

Food rescue
and
distribution

The world tackles
food waste

The Food and Agriculture Organization of the UN
(FAO) estimates that one-third of all food produced
for human consumption is lost or wasted, which
amounts to a substantial 1.3 billion tons per year
globally1. In addition to the negative economic
impact, food waste has environmental consequences,

We’ve all been guilty of reaching to the
To tackle this waste, the Belgian
back of the grocery shelf to find products supermarket chain Delhaize is stocking
with a later sell-by date than the products fewer products on the shelves and
displayed at the front. As a result, older
waiting for the older products to sell out
products expire and never get sold.
before restocking with fresher products.5

taxing the natural and finite resources we rely on
to feed ourselves. Around the world, industry,
governments and NGO’s (non-governmental
organizations) are developing creative solutions
to solve the global problem of food waste. IN
highlights four examples of innovative projects
that tackle food waste.

Cassava and yam, two root crops,
are staples of Ghanaian cooking and
each year 3.6 million tons of peels
and discharged parts are generated as
waste during the preparation process7.
Researchers from the European Union
funded Gains from Losses of Root and
Tuber Crops (GRATITUDE) project have
found a way to turn these post-harvest
losses into a profit. Their study shows
that the compost from yam and cassava
peel can be used to cultivate edible

Belgium

Ghana

Rethinking
shelf
stocking

Mushrooming
with yam and
cassava waste

mushrooms. After injecting mushroom
spawn in to the compost, mushrooms
start to sprout around five days later.
Researchers hope that Ghana will soon
be able to produce around 650 tons
of mushrooms per year from cassava
waste and several pilot projects are
already under way.8 Mushrooming can
not only reduce food waste but can
also create new jobs and encourage
entrepreneurship in developing countries.

*For footnote information see Index on pages 80-84
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A circular economy philosophy has been around for a
number of years, but advocates in Brussels have now
successfully brought a revamped Circular Economy Policy
Package to the top of Europe’s agenda. Announced in
December 2015, the new Package looks to reshape
regulation and presents a real opportunity for Europe to
make itself more resource efficient.

Rounding
off on...

the circular economy
and packaging

This is the opposite to today’s traditional
linear economy that theEllen MacArthur
Foundation (a non-profit organization
that supports the advancement and
adoption of a circular economy) aptly
summarizes as “take, make, and
dispose”. Also described as a “continuous
positive development cycle”1, a circular
economy looks to get the most out of
any product by eliminating waste and
prolonging its life span – ensuring the
product is used for as long as possible
and is regenerated at the end of each
life to the fullest extent possible.
In regions such as Europe, with
limited natural resources, the case
for maximizing resource efficiency
is a strong business, economic and
environmental one. This is especially
relevant when there are growing
consumer concerns for the
environment and the implementation
of a more circular economy can help
address this.
More specifically, the re-launched
Circular Economy Package by the
European Commission seeks to drive
greater efforts in the recycling and
recovery of waste, including that from
packaging. Where previous proposals for
packaging have included a 70 percent
re-use and recycling target of municipal
waste by 2030, the new Package
(launched in December 2015) requests
60 percent by 2025, together with other
material-specific targets.

More importantly however is that
the new Package moves beyond just
recycling targets to promote resource
efficiency throughout the value chain,
most notably within design, production
and consumption, and recognizes the
important role of the consumer in the
implementation of these changes. It also
encourages the development of a deeper
and broader secondary raw materials
market while limiting the use of certain
hazardous substances in the production
of new materials.
The new policy package looks at
materials like plastics, food waste, critical
raw materials (those of high economic
importance and with vulnerability to
supply disruption), construction and
demolition as well as biomass and
bio-based products closely. Plastics have
come under particular scrutiny partly
because they are viewed as the principle
contributor to marine litter. Therefore,
the European Commission has set out
to improve collection and certification
training for collectors and sorters
in order to divert plastic away from
incineration and landfill towards more
regeneration of products at its end-oflife. More focus on plastics is expected
as the European Commission plans to
develop a strategy on plastics dedicated
to the entire life cycle.
The good news is that the plastic
packaging industry has already been
moving in this direction for many years.
Optimized resource use, minimized
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1 World Bank, Urban Development Data (2014) http://data.worldbank.org/indicator/EN.POP.DNST
2 "Welcome to Singapore, the Most Expensive City in the World", Business Insider Australia, http://www.
businessinsider.com.au/what-its-like-in-singapore-2015-3#downtown-singapores-skyline-is-dominated-bymassive-modern-towers-1
3 "Singapore Waste Statistics 2014", Zero Waste Singapore, http://www.zerowastesg.com/2015/03/18/singaporewaste-statistics-2014/
4 “Singapore Waste Statistics 2014”, Zero Waste Singapore
5 "City of Joberg", Johannesburg Official Website, http://www.joburg.org.za/index.php?option=com_
content&id=5497&Itemid=339#ixzz3lsn2IOqC
6 "Green Cities on the Rise in Africa and the Middle East", Our Planet, http://ourplanet.infocentral.state.gov/greencities-on-the-rise-in-africa-and-the-middle-east/
7 "Who We Are", Rea Vaya, http://www.reavaya.org.za/welcome
8 Johannesburg: Rea Vaya Bus Rapid Transit", C40 Cities, http://www.c40.org/profiles/2014-johannesburg
9 And the Greenest Cities in Africa Are…." This Big City, http://thisbigcity.net/and-the-greenest-cities-in-africa-are/
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The world tackles food waste

1 “Food Loss and Food Waste”, FAO, http://www.fao.org/food-loss-and-food-waste/en/
2 Statistics Korea, http://kostat.go.kr/portal/english/news/1/17/1/index.
board?bmode=download&bSeq=&aSeq=333103&ord=1
3 “Food Waste Around the World”, The Guardian, http://www.theguardian.com/lifeandstyle/2014/mar/27/foodwaste-around-world#korea
4 “How South Korea is Reducing Food Waste by 30%”, Eat Drink Better, http://eatdrinkbetter.com/2015/05/21/howsouth-korea-is-reducing-food-waste-by-30/
5 “Delhaize Adopts New Shelf Stacking Strategy”, Flanders Today, http://www.flanderstoday.eu/current-affairs/
waste-not-want-not-delhaize-adopts-new-shelf-stacking-strategy
6 Hands For Hunger, http://www.handsforhunger.org/resources/our-impact/
7 “Project Aims to Turn Food Waste into Profit”, Ghana Trade, http://www.ghanatrade.gov.gh/Trade-News/projectaims-to-turn-food-waste-into-profit.html
8 “Waste not, want not: Ghana’s mushrooming bio-waste initiative”, Euronews, http://www.euronews.
com/2015/06/22/waste-not-want-not-ghana-s-mushrooming-bio-waste-initiative/
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Rounding off on... the circular economy and packaging

product waste and protected products
all along value chains are but a few of
the actions that have been taken to
extend the life of a product.
The industry has so far warned that any
further recycling targets for packaging
under this new package must take into
account the multitude of packaged
products available as well as the
complexity and particularities of their
individual value chains.

1 “Circular Economy Overview”, Ellen Macarthur Foundation, http://www.ellenmacarthurfoundation.org/
circular-economy/overview/concept

As the plastic packaging market
continues to grow, any company
operating within the European market
will need to understand these new
European measures as they could have
an impact on growth and innovation in
the packaging value chain. The Package
will not only impact the packaging
industry, but hold the manufacturing
sector accountable as European players
push to include elements like new
binding resource efficiency indicators
and/or product passports.
It is clear the circular economy as a
policy objective is here to stay thanks
to the broad commitment from the
European Commission to deliver
on its new chief sustainability project,
generating both economic and
environmental gain. What is unclear is
the pace of Europe’s transition that will
depend entirely on the level of ambition
expressed by European decision-makers
and the ability to get reluctant Member
States on board.

*For footnote information see Index on pages 80-84
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The Race for Water
Foundation and its quest
to upcycle plastic and
stop marine pollution
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The Race for Water Foundation and its quest to upcycle plastic and
stop marine pollution

1 Race for Water, http://www.raceforwater.com/
2 “Expo 2015: The Boomerang Effect – Elea Nouraud”, Race for Water, http://www.raceforwater.com/news/
expo2015_the_boomerang_effect_elea_nouraud

In a “race against time to save the oceans”, the Race for Water Foundation1 –
a charity dedicated to water preservation – embarked on a global mission to study
and raise awareness about ocean waste.
Based in Lausanne, Switzerland, the Race for Water Foundation works on a
number of initiatives to combat marine plastic pollution found throughout
the Earth’s waterways, as well as educating the general public, key policy makers
and industry about the urgency of preserving our world’s water.
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44%
of Latin American consumers
said knowing employees of a
grocery store would drive
them to switch compared
to only 21 percent of
North Americans.6

IN C O M

DID YOU KNOW

ES

G
IN

Coca-Cola Latin America
Retailing Research Council
recently published their report
“The Changing World of Shopper
Needs and Values in Latin
America” which analyzes how
changes in economic status,
new technologies and even daily
challenges impact how
consumers across Latin America
make shopping decisions. The
report is available for free at:
http://www.ccrrc.org/

EXPECTA

There is less time for meal preparation
when there are more people in the
workforce with increased buying power.
In fact a recent study by the CocaCola Latin America Retailing Research
Council titled “The Changing World
of Shopper Needs and Values in Latin
America” showed that 72 percent of
consumers in lower classes said that
they tend to cook from scratch most
of the time compared to 60 percent of
upper classes.2

ON
TI

S

“Unfortunately, instability and
corruption still exists in the region,
creating a lot of distrust which can hold
back consumer spending,” explained
Sansolo. “As a result many people still
tend to shop in traditional patterns.
People prefer to know the people they
do business with. A lot of beautiful new
supermarkets have failed while the
informal markets nearby continue to
thrive because of the trust and heritage
associated with them.”

These figures indicate that there is a
huge market opportunity within the
emerging middle class and upper class
for prepared and packaged foods.
“For Latin American consumers who
have income to spend, convenience
products can really work because their
lives are so busy and their commutes
to work tend to be long due to the
infrastructure problems across the
region,” Sansolo comments.

Sansolo suggests, “Brands must find a
way to educate consumers about the
taste and time benefits of prepared and
packaged foods and stress the ease and
convenience these products can bring.
If they manage to do this, there is a real
chance for success.”

While packaged foods in North America
have been part of the food culture since
the 1950’s, Latin America is still tied to
a more traditional food culture based
on its agrarian roots. “One of the most
surprising findings from our study was
that most people we questioned had
empty fridges,” said Sansolo. “The lower
classes don’t have money to buy food
to freeze for later and in general, Latin
American consumers have no ingrained
experience of how tasty and convenient

Reaching consumers
So how can brands reach Latin
American consumers? Social media
could be one answer. As a result of
growing incomes, Latin America’s
young adult population has embraced
mobile technology and sales of smart
phones have skyrocketed. Latin
America is already home to 155.9
million smartphone users and by
2019, an expected 245.6 million will
be using smartphones.3 “This growing

*For footnote information see Index on pages 80-84

interconnectedness allows consumers
to see what products other people
are shopping for, enabling brand
owners to influence buying behavior
and introduce new products in Latin
America,” said Sansolo.
An unprecedented boom in consumer
products?
Latin America’s favorable economic
and demographic conditions could
lead to an unprecedented boom in
consumer products, but there are
some marketplace fundamentals
that will need to be addressed first.

G

A huge market opportunity for
convenience foods
As consumers become wealthier, they
increasingly expect higher quality
products. “As soon as people have
secured their basic need for food, their
focus shifts to bringing quality into their
life. Our recent study clearly shows that
the upper classes and socially mobile
consumers in Latin America now want
healthier food and want to know what
goes into their food. For brand owners,
there is an opportunity to convey
the quality message and educate
consumers on what makes for better
foods,” stated Sansolo.

RIS

TO EXAMINE WHAT IMPACT THIS WILL
HAVE ON BRAND OWNERS IN THE
FOOD AND BEVERAGE INDUSTRY IN
SPOKE TO THE RESEARCH DIRECTOR
OF THE COCA-COLA RETAILING
RESEARCH COUNCILS OF NORTH AND
LATIN AMERICA, MICHAEL SANSOLO,
WHO WORKS WITH GROCERY AND
CONVENIENCE STORE BUSINESSES TO
ANALYZE INDUSTRY ISSUES ACROSS
THE TWO REGIONS.

DID YOU KNOW
In São Paulo the average time
to prepare a meal has
declined from two hours
in 2011 to a total of
15 minutes.5

RISI
N

Understanding the Latin American consumer
Economic prospects in Latin America have improved
dramatically in the last decade, leading to growth and
upward mobility across the region. The size of the
middle class has doubled since 2001 and is expected to
grow to 313 million, more than half of Latin America’s
current population, in the next 15 years.1

frozen foods are. Consequently, even
those that can afford to buy frozen
products tend not to.”

Furthermore, Latin America has
tremendous infrastructure problems.
The “new” middle class has a strong
desire to shop at modern stores, they
are often located further away and
traffic prevents these consumers from
making frequent trips. According to the
study, it takes consumers half as long
to reach a traditional retail channel
(12 minutes) as it does a modern one
(23 minutes).4
Brand owners wishing to tap into the
Latin American market should consider
the region’s challenges and develop
their understanding of consumer needs
across the countries. “The region is
gigantic, with tremendous diversity
both within the countries and the
region. Brand owners should make no
assumptions, but go down there and
gain an understanding of the situation.
All the building blocks for tremendous
success are there but it is not a simple
process to get there. Improving
infrastructure to travel easily and
creating a culture of trust takes time
and a lot of energy,” concluded Sansolo.
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Rising incomes, rising expectations

1 Brookings, 2015 http://www.brookings.edu/research/articles/2015/02/10-latin-america-middle-classprospects and Today Online, http://www.todayonline.com/business/growing-middle-class-latin-americaoffers-opportunities-ie-spore
2 “The Changing World of Shopper Needs and Values in Latin America”, Coca-Cola Latin America Retailing
Research Council Report
3 “Latin America Home to 155.9 Million Smartphone Users”, eMarketer, http://www.emarketer.com/Article/LatinAmerica-Home-1559-Million-Smartphone-Users/1012794
4 “The Changing World of Shopper Needs and Values in Latin America”, Coca-Cola Latin America Retailing
Research Council Report
5 “The Changing World of Shopper Needs and Values in Latin America”, Coca-Cola Latin America Retailing
Research Council Report
6 “The Future of Grocery”, Nielsen, http://www.nielsen.com/content/dam/nielsenglobal/vn/docs/Reports/2015/
Nielsen%20Global%20E-Commerce%20and%20The%20New%20Retail%20Report%20APRIL%202015%20
(Digital).pdf
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According to Dr. Agnes Kalibata,
President of AGRA, the investment is
worthwhile. She argues that agriculture is
“eleven times more effective at reducing
poverty than growth in any other
sector”11 an argument supported by the
World Bank, noting that poverty has been
reduced by 33 percent in Ethiopia since
2000 driven mainly by agriculture.12

Agriculture is emerging as a growth driver
of Africa’s economy. Despite being a
relatively underdeveloped and untapped
sector 31 percent of respondents in a
recent FDI Markets survey by Ernst &
Young expect agriculture to be the driver
of economic growth in Africa over the
next two years.4 The United Nations also
predicts that agriculture is expected to see
huge investment and that the sector will
quadruple by 2020, reaching $45 billion
a year.5

There remain substantial infrastructure
challenges that must be solved in order
for the agriculture sector to thrive.
For example, a better inter-continent
roadway system would reduce the cost
of delivering goods throughout Africa and
decrease the food import bill, currently
estimated to be $45-50 billion per year,
which exceeds exports by 30 percent.
The continent’s reliance on the
volatile global food markets creates an
increasingly unstable situation.13

Africa is home to nearly a quarter of the
world’s arable land but currently only
produces ten percent of agricultural
output globally.6 Agriculture currently
only accounts for a third of Africa’s GDP.7

Food loss in the form of wasted crops is
of key concern. As it stands, farmers are
unable to produce bumper crops without
a large percentage going to waste due to
a lack of storage facilities and channels to
market. With one in four people currently
undernourished in Africa14 there is a
pressing need for more food to make it
safely from the farm to the table.

The Alliance for the Green Revolution
in Africa (AGRA) estimated in a recent
report the sector’s value could triple
from $280 billion today to around $800
billion in 20308 – substantial by any
measure – cementing it as the most
promising growth opportunity in Africa
(followed by mining and metals). The
current population relying on agriculture
stands at 530 million people. This could
grow to over 580 million by 20209,
and demonstrates the huge potential
economic value to the African economy
if cultivated and supported sustainably.
In a recent Deutsche Bank report (April
2014), it was found that agriculture is
already generating a quarter of GDP in
SSA as a whole.10 The continent already
has a booming business in palm oil,
rubber, coffee and cocoa as well as
bananas, beans and flowers, positioning
agriculture as a key priority for the future
for sustainable growth.

Africa is experiencing an economic renaissance,
fueled in no small part by a burgeoning
agricultural industry. IN highlights findings from
EY’s Africa Attractiveness Survey 2015 that
assessed the future outlook for Africa.

WHEN PACKAGING ESTABLISHES THE BRAND

| PACKAGING DESIGN

TODAY, NEW DEVELOPMENTS
IN PACKAGING MATERIALS AND
TECHNOLOGY ARE PROVIDING
PACKAGING DESIGNERS WITH THE
RIGHT TOOLS TO MAKE PRODUCTS
STAND OUT ON CROWDED
RETAIL SHELVES.

Studies have shown that packaging plays a key role in persuading
consumers to choose a certain product over others. At the retail level,
where equivalent merchandise is often placed together, packaging
can make a product stand out and catch the shopper’s attention.
This function is particularly important today, as shoppers are not only
under more time-pressure, but they are also faced with more choice.
To entice a purchase decision, packaging has been called
“the silent salesman”.

The Pringles can was invented in the
1950’s by the chemist Fredric Baur for
Procter & Gamble. His mission was to
create a new product that addressed
consumer complaints about broken,
stale and greasy chips.1
Baur devised a tubular paperboard can
with a resealable plastic lid and foil-lined
interior. He then invented crisps2 that
would be cut in a uniform saddle shape
– known mathematically as a hyperbolic
paraboloid – allowing them to be
stacked conveniently in the can.
The Pringles can indeed minimized chip
breakage, as being stacked helps
support each chip’s weight. Stacking
also allows the can to be filled densely
with the product, saving on space and
shipping costs.

The Tiffany box – wrapping our
material dreams in blue
Perhaps you don’t know it as “forget me
not blue” or “robin’s egg blue”. But when
you see a small box in that shade of
turquoise and a white ribbon on top –
red during the holidays – you know
what’s coming. No other packaging for
jewelry is as noticeable and so capable
of raising expectations as Tiffany’s.
Tiffany & Co. knows too well the value
of its packaging and guards it closely.
The blue – officially color number 1837
of the Pantone Matching System chart3
– is trademarked, and not commercially
available. The term “Tiffany Blue Box” is
also trademarked, as is the white ribbon.
A Tiffany’s box signifies value to buyers,
bestowing Tiffany’s aura of elegance
and sophistication.
Toblerone – peaking chocolate
No chocolate packaging is as eyecatching as Toblerone’s. The chocolate’s
triangular peaks were inspired by
Switzerland’s most famous mountain,
the Matterhorn. The name Toblerone is
a word play on the chocolate creator’s
surname “Tobler”, and the Italian word
“Torrone”, i.e. honey-almond nougat.

Men want products that employ
straightforward advertising and use
simple language to outline potential
benefits. As an example, the packaging
for Bulldog, a popular British men’s brand,
engages male consumers with a short
description of the product and its main
ingredients in simple and direct language.
“We talk to men the way they talk to each
other,” explained the Product’s Marketing
director.3 The transparent advertising
has proven to appeal to male buyers,
but perhaps the most original aspect of
Bulldog’s packaging design is its choice
of mascot – a regular bulldog. The bulldog
is simpler than a luxurious design or
a picture of attractive models in artsy
poses and puts men who might be
uncomfortable with purchasing a personal
care product at ease. The simple nature
of Bulldog’s marketing strategy worked.
The company now sells its products
throughout the US, Europe and Asia.

C O L OR S A

Toblerone
affair

Sweden had a “Toblerone affair” in the
’90s when the Deputy Prime Minister was
accused of having used a government
credit card for private expenses, including
a Toblerone chocolate bar.
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SHAPESHIFTING
– new ideas, concepts and innovations in
materials and technologies are influencing
the way consumers think about the physical
form as we increasingly move toward
emulating nature's patterns and strategies
in packaging design (biomimicry).

SCALING
INNOVATION

SHARING
STORIES

– consumers are increasingly expecting
brands to address a moral, social, political
and ethical agenda. It will be interesting to
see how brand owners communicate this
through packaging.

– brand owners will need to reconsider how
they use storytelling to help us experience
their brand by developing a fresh visual and
written narrative across all touchpoints from
location to packaging.

| PACKAGING DESIGN

Much work remains to develop a
sustainable future for Africa’s agriculture
industry and the continent as a whole.
Tackling the insufficient infrastructure
is a starting point and will positively
impact the entire economy. If these
issues are addressed the development
of the agriculture sector will go a long
way towards future economic growth
of the continent. It’s time to unlock
Africa’s potential.

DID YOU KNOW

2013

According to 2013 consumer
research by MMR Research Worldwide

38%

of men claim they currently
used more personal care
products than they
did three years ago2
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What do you see as the key drivers
for these trends in the industry?
A new ethically and socially aware
conscience is dictating our lifestyle and
purchasing choices and is a driver for
today’s consumers as we look for
beautiful but sustainable products with
an added, enriched or ethical value.
In parallel, increasing tech innovation –
from social media to 3D printing – is
something we need to be mindful of.
We need to ensure seamless digital and
physical experiences that optimize new,
intuitive and desirable design.
Finally, craft and hand rendering are still
very popular and the use of traditional
printing processes is being used to disguise
mass production. Big brands are beginning
to think with a small brand mind-set – a
behavioral shift that has become a key
driver in the past few years largely due to
consumer overload and skepticism.
Which countries or regions are leading
in terms of packaging design trends?
Now that the world is much more
integrated globally, it’s harder to pinpoint
a particular territory and we no longer see
the coveting of design difference between
the East and the West as obviously. That
said, if we look at the packaging designs
that have particularly caught our eye in
the past year and those that are scooping
the design awards, the UK and US stand
strong but we are seeing amazing design
direction from both Greece and Russia
and consistent innovation from Sweden
and the Nordic countries. We are also
seeing key creative hubs driving design
direction for particular brand sectors such
as South Korea with beauty products.
In your view, what will be the greatest
opportunity for packaging in the next
10 years?
The introduction of biomimicry and the
smart material revolution will mean that
packaging will perform functions that
have barely been imagined yet. New
and high-performance materials,
like graphene, that are super-strong,
conductive and lightweight, will become
the smart choice as we move into the
future and will signal the dissolution of
existing material choices. Nano-tech will
mean that we will find more innovative
ways to protect products. An example is
sensory packaging that will help reduce
food loss and provide innovative ways for
us to transport, store and reuse materials.
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DID YOU KNOW
marked the first year
that men spent more
cash on male-specific
toiletries than on
shaving products1

FOR 2025

– consumers will look for home production
experiences, expecting brands to provide
prescriptive but original viewpoints that fit
around their lifestyles.

RK

In response to this shift, packaging
designers have begun to modify the
packaging of personal care products to
appeal more to men. As a result, men
and women purchase very different
looking personal care products that
essentially perform the same way. The
following article provides insights into
why men buy the products they buy.

For the filming of “Breakfast at Tiffany’s”
(1961), the store opened for the first time
on a Sunday. 40 guards were posted
to make sure that not one of the blue
boxes would be stolen.

DESIGN TRENDS
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MEN’S PACKAG
I NG

Demand in personal care products for
men is at an all-time high with more
exfoliators, anti-aging serums and
eye creams populating retail shelves.
As product sales continue to increase,
brand owners are also beginning to
focus their marketing efforts on men –
an area typically reserved for women.

Breakfast
at Tiffany's

INCREASED
PERSONALIZATION

PACKAGING

– rather than just products, consumers
will want to buy providers of services that
improve their lives. This will present new
and complex challenges for brand
packaging and design.

DA

Traditionally, men have shied away from
using personal care products for skin
care, citing the use of creams and gels by
women as non-masculine and ineffective.
My – how times have changed.

Fredric Baur was so proud of his
invention that he requested to be buried
in a Pringles can after his death. In 2008,
his heirs honored his request and placed
his ashes to rest in a Pringles can. They
opted for the original flavor can.

5
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Growth of personal care
products for men is driving
change in packaging design.

Designers are increasingly being
asked to rethink the consumer
experience with packaging and
speed up the creative process to
bring new packages to market
sooner. How will this fast pace
of design innovation impact the
packaging industry in the next 10
years? IN talked to Natalie Chung,
Creative Director of the London and
New York-based strategic creative
brand design agency Pearlfisher,
to identify the top 5 trends for
packaging design in 2025:

Buried in
a Pringles
can

Packaging products for men must visually
be bold enough to catch the eye of the
male consumer, yet denote a level of
comfort for men who are still insecure
about buying items like hair styling
products and body spray. Striking this
perfect balance is difficult, but brand
owner, The Iron Society, made it look
easy with its rustic packaging. The jars
of grooming aides and sprays grab
the shopper’s attention with bright,
bold colors and old-fashioned fonts,
looking more at home on the shelf of a
barbershop from decades ago than the
hair and beauty section of a retail chain
today. Like Axe’s deodorant, which
precludes a “for men” description on the
label, The Iron Society doesn’t need such
a label because its packaging is clearly
designed for the male consumer and
“looks like it could easily be found in the
motor oil section of a car store.”4
Finally, humor in advertising has proven to
be a draw for the male consumer.
Products like Benefit and Axe have used
witty advertisements to break down walls
between men and male personal care
products. In its viral advertising campaign,
Old Spice adopted its memorable
catchphrase – “Anything is possible when
your man smells like Old Spice and not a
lady” – to engage male consumers as well
as women who shop for male grooming
products.5 Using humor in advertising
doesn’t just entertain consumers; it is also
an extremely effective tool to increase
sales. After premiering its advertising
strategy three days before the 2010 Super
Bowl, Old Spice sales steadily rose,
strengthening its US market position (both
for the men’s body wash and overall
franchise) month on month.6
Similarly, the color and shape of a package
helps the male consumer decide whether
to purchase a brand or put it back on the
shelf. For example, when Lierac Homme
relaunched its skin care products, the
company repackaged its products in
“masculine colors and an understated,
high-tech structure in black and silver”.
Packaging is crucial in men’s grooming
because men are not as likely to
comparison shop. While women often
invest time in comparing brands and
labels, male consumers are more likely
to recognize the brand, function and
benefits of the product right away.

*For footnote information see Index on pages 80-84
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Japanese packing unraveled

Pringles – the chips in a can
Few packages enjoy the instant
recognition of Pringles. Normally potato
chips come in bags but Pringles, stacked
in cans bearing the iconic logo, have
become an instantly recognizable snack
in many households around the world,
leaving consumers unable to stop
eating them once they pop the top!

Pringles’ early advertising highlighted its
unique packaging’s strengths. It showed
traditional bagged chips as greasy and
broken, under the slogan “Other potato
chips just don't stack up”.

Untapped investment opportunities in
power grids and other utilities are key
to developing a sustainable future as
well as investments in appropriate
technologies such as irrigation (just
five percent of Africa’s cultivated land is
currently irrigated15) and fertilizers.

*For footnote information see Index on pages 80-84

A HALL OF FAME

From a branding perspective, packaging
can also convey thoughts, feelings and
knowledge about a product into the
consumers’ consciousness. In the most
successful cases, packaging can
become a defining element of a brand.
This is what experts call iconic
packaging. The following examples are
among the most successful stories of
branding through packaging.

Challenges remain in how to further
develop and sustain economic growth
in agriculture. For example, questions
remain on how to turn Africa’s small
farms into sustainable businesses
that generate growth and income. In
addition, much of Africa’s farming is
subsistence-based.

According to the survey, economic
growth throughout Africa remains
resilient (despite overall economic
expansion this year being at its slowest
in five years).1 Largest growth is expected
in Sub-Saharan Africa (SSA) where it will
be greater than the emerging markets
average, with Ethiopia, Kenya, Tanzania,
Mozambique, Zambia and Ivory Coast
leading the pack with an expected
growth of more than five percent in
2015.2 In addition, the capital value of
Foreign Direct Investment (FDI) is at its
highest level in five years – with the
US, France, UAE, Portugal and China
driving investments and diversifying the
economy away from mining and
natural resources.3

Japan is often acknowledged as one of the industry leaders in packaging design. Whether that’s
because of their well-known minimalistic style or their colorful and intensely graphic designs is up
for discussion, but what’s clear is in all instances – Japanese packaging stands out on the shelf.
What exactly makes Japan’s packaging so unique? To answer that question, IN explored the
philosophy and age-old traditions behind Japan’s packaging culture with Kuroyanagi Jun,
packaging designer and winner of a Golden Award in the Japan Package Design Awards 2015.

IN JAPAN, PACKAGING IS SEEN AS AN
INTEGRAL PART OF THE PRODUCT
EXPERIENCE RATHER THAN JUST A
WAY OF CONTAINING A PRODUCT.
CONSEQUENTLY, SHOPPERS HAVE
COME TO VALUE AND EXPECT HIGH
QUALITY PACKAGING, NECESSITATING
PACKAGING DESIGNERS TO CAREFULLY
CONSIDER CONSUMER PREFERENCES.
“People are seeking a physically and
mentally rich life and we as packaging
designers have to collaborate with
brand owners to help consumers enrich
their lives through the products they
buy. Designers will play an increasingly
important role in making this happen,”
said Jun. This commitment to enriching
lives is grounded in the ideals of
traditional Japanese aesthetics which
dictate that even ordinary products
must be enhanced with a “pleasant
touch” and elicit certain emotional
responses in the user.1
Since the Nara period (710-794 AD),
food packaging in Japan has been
closely connected to nature.2 According
to Hideyuki Oka, author of “How to
Wrap Five Eggs”, food was wrapped in
natural materials like bamboo sheath,
rice straw and paper-thin wood
shavings. This was not only considered
practical, but also visually appealing

*For footnote information see Index on pages 80-84

thanks to its natural charm and
shapes.3 The appreciation of nature’s
beauty influences today’s synthetic
food packaging designs: designers are
inspired by natural shapes, use natural
motifs such as flowers or bamboo and
replicate natural materials like wood in
plastic and polystyrene foam.4
Because of Japan’s love and respect for
nature, the responsible use of packaging
is also high on the agenda. “Today,
environmental issues are a much talked
about problem,” stated Jun. “Therefore,
the quality and lifecycle of products are
taken seriously. We are seeing this trend
not only in the food industry but across
all sectors.”
Another unique aspect of Japanese
packaging is that it celebrates the
experience of opening the packaging.5
Japanese packaging is generally very
easy to open without requiring much
strength or tools like scissors. As a
result, the consumer respects the
packaging more because they need to
open it carefully, forcing them to enjoy
the unpacking experience. This often
takes several steps such as untying
a ribbon before opening a box and
unwrapping individual items.
This is especially the case in gift
packaging, where a traditional Japanese

folding technique from the Nara period
called “furoshiki” is often used to wrap
objects of various shapes using different
fabrics such as silk, cotton, rayon and
nylon. Items are usually folded in a
rectangular sheet with the overlapping
parts placed asymmetrically on the top
side of the envelope, adding dynamic
quality to the packaging. These
intricate folding patterns exemplify how
Japanese packaging is designed to help
consumers transition from one mood
to another, experiencing emotions such
as anticipation, surprise and delight.6
One thing is clear: Japanese packaging
design is unique because it builds
on ancient traditions and ideals.
“Innovation and tradition should
not be separated from each other,”
concludes Jun.
In the future – expect Japan to
influence the packaging sector in
South East Asia. In a recent article on
Japanese packaging, Stuart Hoggard,
the President of the International
Packaging Press Organization, noted
that Japanese packaging manufacturers
are opening up businesses across the
region providing global brand owners
access to Japanese packaging formats
for Indonesian, Thai or Vietnamese
markets.7
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It’s time for Africa

1 EY’s Attractiveness Survey – Africa 2015: Making Choices, EY, http://www.ey.com/Publication/vwLUAssets/EYafrica-attractiveness-survey-2015-making-choices/$FILE/EY-africa-attractiveness-survey-2015-making-choices.
pdf
2 EY’s Attractiveness Survey – Africa 2015: Making Choices, EY
3 EY’s Attractiveness Survey – Africa 2015: Making Choices, EY
4 EY’s Attractiveness Survey – Africa 2015: Making Choices, EY
5 “Denting youth unemployment through agriculture,” United Nations, http://www.un.org/africarenewal/
magazine/special-edition-agriculture-2014/denting-youth-unemployment-through-agriculture
6 “Agribusiness and Development: How investment in the African agri-food sector can help support
development”, European Commission
7 “Agriculture will drive Africa’s rise to economic power”, The Guardian, http://www.theguardian.com/globaldevelopment-professionals-network/2015/jun/03/agriculture-africa-rise-to-economic-power
8 “Agriculture for Africa’s Economic Transformation”, Alliance for a Green Revolution in Africa (AGRA), 2015
9 Agriculture for Africa’s Economic Transformation”, AGRA, 2015
10 “Agricultural value chains in SSA: From a development challenge to a business opportunity”, Deutsche Bank, 2014
11 “Agriculture will drive Africa’s rise to economic power”, The Guardian
12 “Agriculture will drive Africa’s rise to economic power”, The Guardian
13 “Africa Progress Report 2014”, Africa Progress Panel, http://www.africaprogresspanel.org/publications/policypapers/2014-africa-progress-report
14 “Agriculture for Africa’s Economic Transformation”, AGRA, 2015
15 “Agricultural value chains in SSA: From a development challenge to a business opportunity”, Deutsche Bank, 2014
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When packaging establishes the brand – A hall of fame

1 “Pringles – Bidding Farewell to a P&G Original”, P&G, http://news.pg.com/blog/heritage/pringles-%E2%80%93bidding-farewell-pg-original.
2 Pringles are not strictly speaking chips, i.e. fried cross sections of actual potatoes. They are crisps made of dried
potatoes and wheat. http://www.foodpolitics.com/2009/05/latest-court-ruling-pringles-are-potato-chips-sort-of/.
3 Pantone is the producer of Tiffany’s blue color.
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Dark colors and humor spur new trends in men’s packaging

1 “It’s a Man’s World: Men’s Grooming Breaks New Ground”, GCI, http://www.gcimagazine.com/marketstrends/
consumers/men/Its-a-Mans-World-Mens-Grooming-Breaks-New-Ground-246591491.html
2 “Smart packs for a rugged look”, PackagingNews, http://www.packagingnews.co.uk/features/smart-packsrugged-look-08-01-2015
3 http://www.gcimagazine.com/business/manufacturing/packaging/Manly-Packaging-246603371.html
4 “Gender-Targeted Packaging: 10 Packages Designed to Appeal to Men or Women”, QuickLabel, http://www.
quicklabel.com/blog/2012/01/gender-targeted-packaging-9-packages-designed-to-appeal-to-men-orwomen/
5 “The Old Spice Social Media Campaign by the Numbers”, Mashable, http://mashable.com/2010/07/15/oldspice-stats/#1AwDNhqbCqq
6 “The Smell Like a Man, Man” campaign, P&G, https://www.pg.com/en_US/downloads/innovation/factsheet_
OldSpice.pdf
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Japanese packaging unraveled

1 Japanese Packaging Design”, Material ConneXion, http://www.materialconnexion.com/Home/Matter/
MatterMagazine81/PastIssues/MATTER54/JapanesePackagingDesign/tabid/634/Default.aspx
2 Japanese Packaging Design”, Material ConneXion
3 “How to Wrap Five Eggs”, Hideyuki Oka, 1975
4 “Japanese Packaging Design”, Material ConneXion
5 Japanese Packaging Design”, Material ConneXion
6 Japanese Packaging Design”, Material ConneXion
7 “Asia trends for 2015: Emergence of Japanese Influence in South East Asia’s Packaging Sector”, PackWebasia.com,
http://www.packwebasia.com/packaging-editorial/asian-packaging/3540-asian-trends-for-2015-emergence-ofjapanese-influence-in-south-east-asia-s-packaging-sector
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