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Introduction

Packaging plays a major role when products are purchased. After all, it is the first
thing seen before making purchase choices and it is widely regarded that over
50 per cent of purchasing decisions are made at the shelf, or point of purchase.
Therefore, packaging which creates differentiation and identity in the relatively
homogenous consumer packaged goods industry is therefore highly important.

Today, it is widely acknowledged that packaging decisions can have a significant impact on
sales. Therefore, without some evidence of consumer acceptance towards different packaging
concepts and designs, manufacturers and retailers will restrict their chances of profitable
innovation. This report explores the changing nature of consumer attitudes and behaviors
towards packaging in consumer packaged goods. It examines all the key trends shaping
packaging led choices and ultimately offers actionable recommendations for industry players

going forward.

Key findings and highlights

+ The total volume of packaging has grown enormously and now contributes a very significant
proportion of the domestic waste stream. Packaging will continue to be targeted as wasteful.
Therefore, eco-friendly sustainable packaging that is recyclable, reusable/refillable, and/or
made of biodegradable materials will be more sought after.

* An increasing interest in their health is driving consumers to check package labels with
greater regularity. Labelling should not be unnecessarily confusing or misleading in order to
hide the poor nutritional/ingredient profile of certain products.

+ The decrease in consumer confidence in food safety is not a result of the number of recalls,
but instead the high-profile, long-lasting nature of the safety incidents. Packaging is integral
to boosting perceptions of safety and will therefore be an important part of more concerted
efforts to regain consumer trust going forward.

Reasons to buy
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» Access a blend of quantitative and qualitative data aggregating the most compelling and
recent research in this increasingly important topic

» Gain a detailed insight into consumer views towards packaging and understand the
implications for design

* Improve your marketing by following best-practice guidelines enabling more effective
targeting with on-trend products and relevant communications
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sources of information. The only other source of information controlled

by a substantial number of consumers is in-store information (25%).
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Table Consumer survey: the extent to which European and US consumers used nutritional information
roduct packaging to help make food and drink choices, by country, 2006
Question: loss in tho past y
choices, by county (
France  Germany taly Neth. Spain  Sweden uk us
More Overall % 3% 4% a2 5% 6% 0% 8%
Much more 14% 13% 19%
Sighty more 2% 2% 3%
The same 3% P a2
Sighty less 2% % %
s o wom > DATAMONITOR
The Future Decoded
Total 100% 100% 100%
Source: Datamonitor Consumer Survey, 2006

aging design heavily influences overall perceptions of a product and hence brand positioning

‘The role of packaging in product positioning and promotion is becoming more important due to a number of factors:

o There

an increase in the purchasing de

ions made directly in the shop  in addition, when faced with
reduced advertising budgets, brand building expenses are reduced in the traditional mass media and
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d on point-of-sale
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s right for
them — for example, a consumer may realize a measure of enhanced selfimage as a result of a prestigious
design, andlor extract feelings of family or nostalgia via  brand with a strong history and continuity in package

design. The key point is that buyers are actively involved with packaging as they examine it to obtain the
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Remove unnecessary packaging. If packaging methods and designs can be
altered to remove the need for secondary packaging this can be an easy way
o reduce waste. P&G introduced rigid tubes for crest toothpaste to eliminate
cardboard boxes which traditionally encased plastic tubes.

Investigate more efficient/sustainable materials. Sagentia recently

developed a cardboard can that it claims has all the benefits of an aluminum 1
can but is cheaper to produce and is more friendly to the environment. Stark. -
changes in materials used for packaging could allow manufacturers to drive e
innovation and own a niche if communicated effectively.

Identify opportunities for more efficient/sustainable materials. Milk
containers, often packaged in plastic or glass are increasingly being packed in
‘eco bags’ sometimes encased in recycled cardboard, which are said to use
75% less plastic than a polybottle.

Use as much recycled material as possible. Aveda, the natural personal
care brand recently packaged its soy candles in 95% post-consumer recycled
glass and a secondary paperboard carton printed with soy ink on 5% post-
consumer recycled paper.

If waste can be ‘recycled’ in to other things, find an appropriate partner.

+Cola recently partnered with Ecoist to create fashion accessories with
misprinted or discontinued Coca-Cola labels, effectively finding new uses for
waste.

Devise innovative concepts built on unique packaging design to show 1
your strong commitment to sustainability. Pangea Organics uses
biodegradable and recyclable molded fiber packaging to package all of ts
product. Recently it has also added seeds to its packaging. After usage, the
packaging can be planted to grow herbs and plants. >

in packaging. Marketed

| under the Superfood Snacks label, Chocolate Goji Treats come in a
"biodegradable and compostable® stand up bag. Elsewhere, in New Zealand,

_(e Good Organic Spring Water is packaged in a biodegradable bio-bottle that is
made from natural plant sugars. The bio-bottle label is made from wood
cellulose derived from sustainable managed forest resources.
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Retailers need to embrace initiatives t00. For instance, Wal-Mart, has begun pushing its 66,000 vendors to cut excess
packaging. Wal-Mart has also promised to become "packaging neutral’ by 2025. This means that through recycling and
reusing it will try o recover as much material as was used in the packaging that flows through its stores. In the UK the
largest supermarket chains have also began focussing more on sustainabiity. Tesco has implemented a number of
initiatives including eco-friendly packaging. For example, the original pack format for Tesco new potatoes was changed to a
more environmentally friendly, recyclable film, saving nearly 500 tons of polystyrene packaging per year in the process.
Sainsbury held its first ‘Make the Difference day’ in April 2007 where it gave away free ‘bags for lfe’ to shoppers to try to
reduce the amount of waste its free plastic carrier bags produce.

DMCMA4539/ Published 09/2007

© Datamonior. This bl is a consd product and is ot [0 bo photocopied Page 53

Request more sample pages...for FREE!
tel: +44 20 7551 9337

fax: +1 646 365 3362
fax: +61 2 8705 6901

fax: +44 20 7675 7897

email: cmmarketing@datamonitor.com
email: apinfo@datamonitor.com

email: cmmarketing@datamonitor.com



Consumer Attitudes Towards Packaging: New Insights and Future Perspectives

DMCM4593

Table of contents

OVERVIEW

Catalyst
Summary

EXECUTIVE SUMMARY

Sustainability is becoming a key lifestyle priority
and impacts shopper attitudes towards packaging
Health benefits attributed to packaging are
especially important in food and drinks
Convenience is still vital to consumers' packaging
needs

Aging populations have stimulated the need for
'universal design' in packaging

Packaging design is important in captivating
consumer interest and initiating buying behavior
Action Points

THE FUTURE DECODED

INTRODUCTION: The role of packaging has
evolved with consumer trends
TREND: Sustainability is becoming a key lifestyle
priority and impacts shopper attitudes towards
packaging
- Consumers have moved into a more reflective and
concerned phase of consumption
- Environmental consumerism is becoming more
sophisticated and is driven by five consumer
segments
- Packaging has a direct link to environmental
consciousness as more consumers look to reduce
waste
- Consumers believe products are over packaged
- Key take-outs and implications: packaging has an
important role to play as environmental
consumerism gains momentum
INSIGHT: Health and sensory benefits attributed to
packaging are especially important in food and
drinks
- Food and beverage safety is increasingly
important for shoppers
- Packaging is perceived as being integral to
maintaining product safety
- Consumers are showing extremely favorable
attitudes towards, and increased consumption of,
fresh food and drinks
- Freshness is a highly valued packaging attribute
- Consumers value packaging that enhances the

quality or pleasure experienced on consumption

- 'Smart packaging' innovation can help address
consumers health and sensory demands

- Health concerns are driving increasing interest in,
and usage of, packaging labels

- Consumers are spending more time checking
labels for nutritional advice

- Key take-outs and implications: packaging offering
enhanced freshness, safety and the effective
provision of on-pack information will be
increasingly desired by consumers

INSIGHT: Convenience is still vital to consumers’
packaging needs

- A number of convenience trends impact consumer
packaging desires

- Consumers value packaging design that helps to
overcome choice complexity

- Key take outs and implications: convenient
packaging is about both functionality and
aesthetics

INSIGHT: Aging populations have stimulated the
need for 'universal design' in packaging

- Populations are aging across Europe and the US
thereby increasing the need for 'universal
packaging'

- 'Design for all' encompasses a wider range of
consumers and will become imperative for future
success

- Key take-outs and implications: universal design
should be the basic blueprint against which
packaging design is scrutinized

INSIGHT: Packaging design is important in
captivating consumer interest and initiating buying
behavior

- Packaging design heavily influences overall
perceptions of a product and hence brand
positioning

- The use of certain colors lead to differing emotive
responses

- Package pictures can shape consumer
perceptions more rapidly than textual information

- The structural elements of packaging reflect
product personality thereby shaping consumer
expectations

- Key take-outs and implications: ensure that
packaging design is at the forefront of brand
positioning efforts

“..With the growing number of new products, the need to noticeably emerge from the
clutter is gaining importance. Manufacturers need to position their products via a
number of ‘breakout’ marketing strategies...”

Nick Beevors, Consumer Insight Analyst
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trust drinking occasions (million), Europe & US,
- Develop recognizable and trustworthy labels that 2006-2011
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- Embrace 'smart packaging' technology to help re- 2001-2011
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formats where possible general, how influential are the following
- Use packaging to maximize the sensory appeal of packaging functions when choosing FOOD
the consumption occasion products?", Europe, US, 2007
e ACTION: Ensure packaging innovations offer Table 9:  Consumer response to the question: "In
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- Target new and growing occasions such as 'on- packaging functions when choosing
the-go' BEVERAGE products?", Europe, US, 2007
* ACTION: Embrace principles of 'universal design’ Table 10: Consumer response to the question: "In

to ensure user-friendly concepts
¢ ACTION: Use packaging innovation as a way to
engage and interact with consumers
¢ ACTION: Burst through the clutter in the retail
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- Use color and shape to create contrast with
competitors

general, how influential are the following
packaging functions when choosing
PERSONAL/HOUSEHOLD CARE products?",
Europe, US, 2007
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APPENDIX Figure 3: Over a third of Europeans and Americans can
* Supplementary data be considered 'Green Thinkers'
¢ Definitions Figure 4: A lack of education and clarity creates a
¢ Methodology bottleneck slowing the migration of consumers
e Further reading and references toward groups which are willing to seek and
¢ Ask the analyst pay extra for sustainable products and
* Datamonitor consulting packaging
* Disclaimer Figure 5: Positive attitudes towards ethical consumption
are beginning to translate into actual behavior
Figure 6: Over a quarter of Europeans rank growin
LIST OF TABLES 9 d op growing
o waste and the depletion of natural resources as
Table 1:  Municipal waste generated and recycled by

country, Europe & US, 1996, 2001, 2006

being a main environmental issue

“..Aging populations are giving rise to a large consumer group with limited mobility
and a high number of people unable to use packaging. Universal design should be
the basic blueprint against which packaging design is scrutinized...”

Nick Beevors, Consumer Insight Analyst
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Figure 7: Waste management is the environmentally Figure 28: Packaging developed to facilitate on-the-go
focused action that Europeans are most willing consumption will continue to be desired by
to do shoppers
Figure 8: Recycling is the third most desirable option for Figure 29: Design for all concepts can be easily integrated
dealing with waste into existing packaging concepts
Figure 9: European and American consumer rank eating Figure 30: Contrast can be achieved at the shelf through
fresh food as an important dietary approach numerous ways
Figure 10: There are a number of new smart Figure 31: Packaging designs can be extremely useful in
packaging/label innovations entering the market positioning a product
Figure 11: High usage of microwaves reflects consumers' Figure 32: A visual impact can be made by all manner of
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Figure 12: Consumers seek products which are both
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more convenience
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Datamonitor: Your total information solution

Datamonitor is a premium business information company helping 5,000 of the world's leading
companies across the Automotive, Consumer Markets, Energy, Financial Services, Healthcare
and Technology sectors.

Our products and services are specifically designed to support our clients’ key business
processes — from corporate strategy to competitive intelligence. We provide an independent and
trustworthy source of data, analysis and forecasts to improve these processes and ultimately, to
help grow your business.

Corporate Strategy Make more effective strategic
& Business Planning Quality and business decisions
Data
Product Development Accelerate delivery
& Commercialization of commercial success HELPING
Expert TO GROW
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Targeting & Assess and influence your BUSINESS
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Nothing speaks louder than our clients

Allied Domecq Geest Mars

Bacardi General Mills Master Foods

BP Givauden Rave McCain Foods Ltd
Cadbury Schweppes Glanbia UK Mller Dairy
Campbell's Soup Griffith Laboratories Nabisco

Carlsberg H J Heinz Nestle

Coca-Cola Heineken Orkla
Colgate-Palmolive Holsten Pepsi

ConAgra Interbrew Reckitt Benckiser
Cott Beverages Intersnack Rexam

Dairy Crest J Sainsbury Sara Lee

Diageo Jacobs Suchard South African Breweries
Del Monte Kraft Foods Tetra Pak

Dow Corning Lorenz Bahlsen Snackworld Unilever

Dr Oetker Luigi Lavazza United Biscuits Plc

Elida Fabergé
Ferrero

LVMH
Marks & Spencer

Wella
Wrigley

“..93% of Datamonitor clients use our research to evaluate
new products and for customer development...”

Source: Datamonitor Customer Research
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Interested in this topic?

To achieve profitable growth, a company needs to identify large addressable
growth segments and create propositions to meet these consumers’ needs. The
New Consumer Insight portfolio helps subscribers to make a first evaluation of a
consumer segment by providing concise, practical information and creative ideas.
The portfolio is a must-read for many client functions; Marketing, Consumer
Insight, Strategic Planning, NPD, Sales.

Other reports available in this series

Food & Drink Safety: Winning Back Consumer Trust

This report aggregates all the latest research on consumer confidence in food and drink safety.
In doing so, it explores the implications for manufacturers and retailers and assesses food
safety concerns in the context of other important trends.

Published: Aug-07 Product code: BFCM0203

How To Create Brand Loyalty Among Today's Consumers

This brief contains a mixture of primary and secondary analysis and best-practice
recommendations covering the attitudes and behaviors of consumers that significantly influence
brand loyalty.

Published: Jun-07 Product code: BFCM0162

New Developments in Global Consumer Trends

This report draws on a year long program of consumer research providing a comprehensive
understanding of global consumer behavior and offers new insights, future trend predictions and
intuitive recommendations for marketing & product development.

Published: Apr-07 Product code: DMCM2468

Capitalizing on Natural & Fresh Food & Drink Trends

Analysis of the fast-growing market for all things natural in the US and Europe. Examines how
big organics will become, and the significant, but surprisingly unmet, needs that exist for fresh
food that is high quality, tasty and authentic.

Published: Sep-06 Product code: DMCM4149
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