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What’s Packed Inside Today

• Creating Emotional Connections
• The [Re] Union of Structure & Branding
• Packaging As A Consumer Experience
• Extend My Brand
• Packaging Gets Smart
• The Role of Packaging 

In On-line Retailing
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of Canadian 
consumers would be 
interested in trying 
restaurant branded 
lunch options available 
at retail stores  

of Chinese consumers 
say they are quite loyal 
to a brand they like

of UK food buyers are 
more likely to buy a 
new product if it is 
from a familiar brand 
rather from one they 
do not know

of Brazilian consumers only 
buy haircare brands that 
they have used before

of U.S. teens tend to 
stick with the same 
brands for their 
beauty and personal 
care products

Source: Mintel Reports, Attitudes Towards Innovation in the Food Market - UK, July 2015 Base: 1,756 internet users aged 16+ who have bought food in 
the last month. Mintel Reports, Haircare - Brazil - May 2015 Base: 1,500 adults aged 16+. Mintel Reports, The Chinese Consumer - China - April 2016 
Base: 3,000 internet users aged 20-49. Mintel Reports, Teen and Tween Beauty and Personal Care - US – May 2016 Base: 884 teens aged 12-17 who 
use beauty and personal care products. Mintel Reports, Consumer Attitudes Towards Lunchtime Food and Drink - Canada, December 2015 Base: 1,956 
internet users aged 18+ who eat lunch

Packaging concepts which disrupt the norm and offer an alternative
to the homogeneity of the mass-market food segment resonates consumers.”

- Emma Clifford, Mintel Senior Food and Drink Analyst“
Why Packaging “Solutions” Are Important
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“Our package works for us because ___________.”

Turning Packaging Disruptions…
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….Into Packaging Solutions

“Our package makes consumers’ lives ___________.”
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Disruptions Vs. Solutions Defined

Disruptions
Disruptive packaging wows consumers 

at the PoS, but often stops short of 
motivating the purchasing decision or 

fulfilling the use promise due to a lack of 
emotional connection or inability to 

address a need-state. 

Solutions
Solutions-based, or functional, hard-

working packaging wows at the PoS and
makes an emotional connection – practical, 

rational, or irrational – with consumers 
because it addresses a need state and 

makes a consumer’s life 
______________________.

Practical connection
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Disruptions Vs. Solutions Defined

Disruptions
Disruptive packaging wows consumers 

at the PoS, but often stops short of 
motivating the purchasing decision or 

fulfilling the use promise due to a lack of 
emotional connection or inability to 

address a need-state. 

Solutions
Solutions-based, or functional, hard-

working packaging wows at the PoS and
makes an emotional connection – practical, 

rational, or irrational – with consumers 
because it addresses a need state and 

makes a consumer’s life 
______________________.

Rational connection
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Disruptions Vs. Solutions Defined

Disruptions
Disruptive packaging wows consumers 

at the PoS, but often stops short of 
motivating the purchasing decision or 

fulfilling the use promise due to a lack of 
emotional connection or inability to 

address a need-state. 

Solutions
Solutions-based, or functional, hard-

working packaging wows at the PoS and
makes an emotional connection – practical, 

rational, or irrational – with consumers 
because it addresses a need state and 

makes a consumer’s life 
______________________.

Irrational connection
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ATTENTION ECONOMY
Attention is a precious commodity, 
and consumers are willing to trade 
it for something tangible in return.

Brands need to give consumers 
an incentive to spend time with them.
When and where the message fails, 
package structures are providing brands 
with a silent communications tool that 
consumers are hearing loud and clear.

Mintel Trend:
The Attention Economy

What It Means For Packaging

With fewer consumers believing 
brands’ on-pack messaging, unique 
and functional structures are finding 
their way in to retail as an alternative 
means of capturing attention and 
commanding shoppers’ attention.

10
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The Role of Structure & Branding In Food Packaging Solutions 

of consumers say 
they would try a new 
product because of 

the packaging

of consumers actually 
have tried something 

new because the 
package caught their eye

Daisy understood the 
value of maintaining its 

traditional graphics 
design and messaging 

hierarchy on a disruptive 
structure. This made it 
easy for loyal shoppers 

to find their favorite 
brand, while appealing to 

a new or younger 
consumer

Source: Mintel GNPD; WestRock 2016 Packaging Matters;  http://daisybrand.com/sour-cream 
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The Role of Structure & Branding In Drinks Packaging Solutions

Mutant Hydro tried to 
differentiate in the already 

saturated alternative energy 
drink category by using a hybrid 

16.9oz PET can with an 
aluminum top to compete 

against Mountain Dew and 
other CSD brands in more 

standard pack formats.

POM capitalized on the 
equity in its iconic stacked 

pomegranate structure 
when it moved from juice to 

functional teas. 

6 in 10 respondents indicate 
paying attention to beverage 
packaging formats, indicating 

that the package is more 
than simply the thing that 

holds the product. 

Source: Mintel/GNPD ; Monster Bev. Corp ;   Beverage Packaging Trends - US - June 2016
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The Role of Structure & Branding In Foodservice Packaging 

Carry out pizza chain Domino’s focused its package redesign focused on a “less is 
more” idea that is boiling down chains’ core messages with packaging structures 
and minimally branded graphics that reflects who they are in the simplest terms.

• The back-to-back design of the 
Domino’s boxes emulate domino 
game pieces

• The dual blue and red cartons with the 
white dots represent a branding tie-in to 
the pizza chain’s standard 2-for-1 deal.  

• Side panel messaging reinforces the 
brand name and highlights the brand’s 
renewed emphasis on fresh ingredients.

Source: dieline.com



14

The Top & Bottom Line In 
Structure & Branding In Packaging 

Good packaging protects your product. 

A third of US adults note that high-quality food 
packaging indicates that the product inside is also 
of high quality, underlining the importance of 
structure and aesthetics. 

Six in 10 UK respondents indicate paying attention 
to beverage packaging format, and nearly the 
same amount pay attention to label design, 
indicating that the package is more than simply the 
thing that holds what’s inside. 

Great packaging protects your brand.
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EXPERIENCE IS ALL
Retailers’ over-emphasis on 
speed, convenience and price has 
led consumers to crave experience 
more than ever. 

Buzz: 5
Lifecycle: Established 
Aesthetics, Interruption, 
Playfulness, Spontaneity, 
Pleasure, Social

Mintel Trend: Experience is All

What It Means For Packaging

Consumers are increasingly drawn to 
products that stand out from the crowd 
and offer something beyond the 
standard brand messaging. Good 
aesthetic design is being enhanced with 
tactile effects and innovative 
technologies to create engaging 
experiences that lift the product and 
brand beyond competitors.

16
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The Experience of Packaging: Solutions That “Make It Mine”

Scratchpad and Rethink wine companies use undecorated 
labels to allow consumers to personalize and customize.

of US Millennials are 
interested in personalized  
packaging for beverages

of Chinese consumers are 
interested in personalized 
packaging for carbonated 
soft drinks

Source: http://www.packagingstrategies.com/articles/88920-chalkboard-labels-offers-a-modern-twist-for-packaging-labels/



18 Source:http://www.thedieline.com/blog/2016/5/20/the-dieline-awards-2016-outstanding-achievements-coca-cola-bow-
label http://www.adweek.com/adfreak/oranginas-ingenious-upside-down-can-forces-you-mix-pulp-172312

Packaging Analyst POV: 
By linking the packaging innovation 
to a brand’s essence, experiential 
packaging moves beyond simply 
being a novelty gimmick.

Solutions That Enable Sharing & Happiness
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Solutions That Enable Sharing & Happiness
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Packaging’s Role In The Consumer Experience: 
Directional Analysis

In an era when price can often seem like the deciding factor,
a focus on experience may be more welcome than ever.

Creating memorable packaging that leaves customers 
delighted with an experience they will want to share can help 
build a brand, drive repeat business and attract new 
customers through word of mouth or via social media.

Significant opportunity lies in pairing unique structures and 
clear brand communication, particularly for younger and 
male consumers, both groups showing a higher than average 
likelihood of being drawn to attractive packaging.

Without clear connections to brand values or consumer 
benefits, novelty innovations will be seen as gimmicks with 
limited long-term effect.
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What’s Driving Packaging’s Role In Brand Extensions

44

44

43

32

24

16

10

A new product from my 
favorite brand

A small/trial-size pack

A new flavour from my 
favorite brand

A limited edition flavor

A seasonal variety of a 
product I already buy

A money-back guarantee

A limited edition packaging 

“Which, if any, of the following are 
most likely to prompt you to buy a 

new food product?”

Packaging Analyst POV:

Across multiple food sub-categories, 
consumers become excited about new 
product launches from their favorite 
brands.

Brands that exploit trial-size packaging, 
either as a stand-alone product or 
bundled to a larger size of an allied brand, 
can motivate purchase intent among more 
than 4 of every 10 consumers. 

Source: Mintel Reports, Attitudes Towards Innovation in the Food Market - UK, July 2015  Base: 1,756 internet users aged 
16+ who have bought food in the past month
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Creating Solutions That Lead or Follow Target Consumers

Understanding that men were in serious need of masculine grooming products, Carlsberg  
leveraged the “beautifying properties” of their beer’s main ingredients along with a 
packaging line-up that tied directly to their famous green beer bottle and logo display. 

67%
of UK men use their 
girlfriends’ or wives’ 
grooming products weekly

of Carlsberg drinkers are 
interested in grooming 
products that contain beer

Source:  http://www.carlsberg.com/#!beer-beauty
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Mintel Reports, COOKING SAUCES, PASTA SAUCES AND STOCKS GLOBAL ANNUAL REVIEW 2016.  Base: 1,439 British internet 
users aged 16+ who have bought cooking sauces in the last six months. Source: Economist Intelligence Unit, Bureau of Labor Statistics, 
U.S. Department of Agriculture, Information Resources, Inc., Progressive Grocer, Ministry of Internal Affairs and Communications of 
Japan, Mintel

Solutions That Address Youth, Convenience, and The New Center of the Store 

Branching out into ethnic cuisine soups, cooking 
sauces, and meal preparation, Campbell’s use of 

flexible packaging allowed for a distinctive look that 
differentiated the product from the existing range 

while still leveraging the brand name.  
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Food companies continue to push past their core products and extend into new 
categories.  Pre-portioned and portable packaging has enabled such companies as 
Sargento to create new use-occasion solutions in the form of healthy snack and meal 
replacement options to the health-conscious consumer.

Solutions That Facilitate Better-for-You Snacking

of U.S. adults 
snack at least 

once daily, with 
50% snacking an 

average of 2-3 
times per day

Mintel Reports,  Snacking Motivations and Attitudes – US
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Packaging’s Role In Brand Extensions: 
Directional Analysis

Brand extensions work best when a brand 
understands not only what its core consumers like, 
but what else they like and like to do. 

Leveraging a familiar logo on a new or unique package 
format can help maintain extend brand trust while 
maintaining brand familiarity (if not loyalty).

When a brand looks to extend its reach, consumer 
engagement is paramount. Prominently placed on-pack 
messaging regarding a package function, convenience, 
or lifestyle can help ensure shoppers/consumers both 
see and understand what benefits or advantages the 
new brand has vs. entrenched offerings. 
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What Are The Differences Among 
Smart, Active, & Intelligent Packaging?

Examples smart packaging technologies could be: 

• Retention of product integrity (actively preventing 
food spoilage or extending shelf life)

• The enhancement of product attributes (look, taste, 
flavour, aroma etc)

• Active response to changes in product or package 
environment

• Communication of product information, history, 
condition, change or exceeding of a set threshold

• Indication of seal integrity violation

• Assist with opening and indicate seal Integrity

• Product authenticity and/or anti-counterfeit

Examples active packaging 
technologies could be: 

• Bio-chemical films 
(including nano technology)

• Oxygen scavengers

• CO2 scavengers

• Ethylene scavengers

• Moisture control technologies

• Antimicrobials

• Temperature controls

Examples of intelligent packaging could be:

Time/Temperature indicators (TTIs)

Freshness indicators

Pathogen indicators

O2 and CO2 indicators

Anti-tamper/anti-counterfeit

By most accounts RFID tags, NFC (near-field 
communications), BLE (bluetooth low-energy), 
printed electronics, and similar active and passive 
electronically-enabled technologies fall into the 
category of Intelligent Packaging

28 Source: AWA/Alexander Watson Associates; multiple sources aggregated and rewritten  by Mintel
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Relevant Mintel Trends
& Implications

62% on consumers surveyed agree 
that connected products can 
collect data if they get 
something of value in return

Life Hacking
Consumers are seeking 
tools to help them 
maximize their productivity

>50% of US consumers surveyed are 
interested in scanning food 
packaging to learn more… about the 
provenance of fresh produce

58% of consumers surveyed like the 
idea of a product reminding you 
when it is about to reach its 
expiry date

Connected packaging that delivers extra 
consumer value is most appealing to UK 
consumers

Household products companies could use 
connected packaging to move toward 
subscription relationships with consumers

Source: Mintel
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Engagement matters on the front end of smart and 
active packaging. Results matter on the back end. 

Bombay Sapphire’s
electroluminescent-enabled 
rigid box engages the visual 
senses. The application is 
purely for entertainment.

Insignia’s Nova color-change label is intuitive in that the color of the dot 
changes with time and corresponds to the on-pack freshness messaging. 
It is extremely simple but highly effective for consumers. It eliminates the 
need to interpret otherwise confusing “sell-by/use-by” date codes.

The Smartest, Most Intelligent Packaging 
Solutions Are Often the Most Intuitive

Source: Webb de Vlam; http://www.youtube.com/watch?v=k0kpOoe-42g 
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Personalised & Experiential Sports [Fuel Delivery] Systems

Gatorade designed and piloted a first-of-its-kind hydration tracking and personalized sports 
fuel delivery system. The Gatorade Hydration System includes formula-specific Gatorade 
pods, a squeeze bottle with Bluetooth tracking cap, and a mobile hydration app.

30oz bottle Fuel pod 
engine

Tracking 
components

Personalized 
athlete ID ring

Source:/ http://design.pepsico.com/ Mintel
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Directional Analysis

• Don’t obsess over definitions. 
• Obsess over the contextual relevancy of the content.

High-tech engagements can be perceived to consumers as 
too complex or cumbersome, which may include loss of 
consumer loyalty and repurchase consideration. 

Smart, active, intelligent, and mobile-enable packaging drives 
FMoT engagement, PoS decision-making; promotes alternative 
engagement opportunities; builds confidence, trust, loyalty, and 
repeat purchase intent.

Similar to QR codes, text codes, and even augmented reality 
applications for packaging, smart, active, and intelligent 
technologies paired to packaging are in a period of transition –
from fun to functional. 

Smart, active, and intelligent technologies used on-pack can 
serve overt and covert purposes.

Source: Mintel, Eink, ThinFilms, www2.imec.be
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How Can Brands Create E-commerce Packaging Solutions?

Macfarlane Packaging 
Survey:

41%

61%

55%

24%

10%

used too 
much packaging

had no branding
on the pack

did not reflect the 
value of the brand

were not easy 
to open

of products 
arrived damaged

“

Source: YouTube/ www.packagingscotland.com/ Mintel

We found that returning customers spend an average of 67% more than first time-customers 
which further reinforces the importance of making a good first impression with your packaging.” 

- Matt Zajechowski,  SEO Outreach Manager & Content Specialist, Digital Third Coast
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E-commerce Packaging Solutions

Selling via Amazon.com, Larabar variety snack 
bars retail in a sturdy paperboard box that 

showcases the variety pack while fully protecting 
the contents. The product is  delivered to 

customers without any additional packaging 
required.

Graze, a self-curated snack delivery service in 
the U.S. & U.K, uses specially designed boxes 

that fit standard mailboxes for seamless 
delivery.  Each selected snack is portioned and 

sealed for freshness.

Source: Amazon.com , GrazeUSA Instragram
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Directional Analysis

For online-only brands, current packaging is failing to 
deliver: not communicating brand or values, not easy to 
use/get into, difficult to dispose of, and not always 
protecting the product.

E-commerce for CPG brands has not reached the point of 
differentiating in-store and online pack variants so pack 
design needs to work in both venues. 

Clear design and a focus on one or two key points, but 
beware that online retailers control how the brand and 
packaging is displayed online. There is a need for a clear 
e-branding strategy across all online touchpoints.

Premium brands, and particularly beauty brands 
targeting millennials, have yet to embrace packaging 
in a way that research suggests will elevate the 
perception of products into the luxury arena.

Source: Mintel
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