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PACKAGING READY FOR ITS REVOLUTION
As the research conducted by the exhibition
over many years has already demonstrated:
“Packaging is the mirror image of our
society.”
Packaging today constantly readjusts and
reshapes to fulfil the expectations of
consumers and meet the concerns of
contemporary society, such as: awareness of
environmental issues, the fight against
waste, the impact of products on health, the
guarantee of watertight safety and security,
etc.
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LET’S LOOK FURTHER…
What could packaging in thirty years be like?

To answer this question, we selected four
challenges to society that lie ahead for the
European population, and more broadly for
the human race, in the coming thirty years.
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4 MAJOR CHALLENGES THAT WILL DRIVE CHANGE IN PACKAGING
In the next 30 years, four changes in society
lie ahead for Europeans:

-

Population ageing

-

The depletion of the Earth’s resources

The development of artificial intelligence
in all areas
Increased mobility with autonomous
vehicles, and as far as into space.
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A TWO-PART SURVEY

Interviews with 23 designers
from 16 countries

Survey in 6 countries
More than 8,253 responses
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POPULATION AGEING
One thing has been clear for many years now:
we are living to an increasingly older age.
- In 2016, 19.2% of Europeans were above 65
years of age
(Due to rise by approx. 80% between now
and 2050)

- In 2018: 500,000 people over the age of 100
in the world; more than 26 million by 2100
- In 2018 in France, 53% of FMCGs purchased
by over-50s
(For 2022, Nielsen forecasts this proportion
to be 56%)
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POPULATION AGEING: IT DOESN’T JUST HAPPEN TO OTHER PEOPLE
Do you think that packaging today is suitable for elderly people?

NOT AT ALL!
At what age and/or at what moment do you think an elderly person might encounter difficulties with packaging?
While the age of 65 features frequently, the notion of “loss of functions” is most often referred to:
- Lower sight functions: 45 long-sightedness (blurred, distorted), 65 cataracts (faded or veiled colours),
75 AMD (peripheral vision)
- Reduced motor functions: 60 arthritis, rheumatoid arthritis
- Lower mental functions: reduction in processing speed, amount of information, etc.
Do your customers appear to care about population ageing, and do they ever ask you for your opinion/contribution?

HARDLY EVER
They are only specifically interested in the “Millennial” population (who were born in the 1980s and grew up in the midst of the digital
revolution).
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POPULATION AGEING: PROBLEMS / SOLUTIONS
POOR VISIBILITY
Typeface size (font 12, bold, well-spaced text), text colour (high contrast), too much information (reserved and standardised
spaces), several languages, etc.

OPENING AND RESEALING
Clarity (arrows), size (flaps, dips), strength (half-twist, 10 Newtons max), pressure (material thickness)

PRODUCT WEIGHT
Solid products (1 kg), Liquid products (750 ml)

FORMAT
The right amount (single unit dose), handling (grips, notches, handles)

MESSAGES
Language (Simple and clear), symbols (pictogram), relevance and quantity of information
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POPULATION AGEING: SURVEY RESULTS
POOR READABILITY and OPENING AND RESEALING
In all countries, poor readability and the opening and resealing of packaging are the items identified as causing the most problems
to elderly people.
Opening and resealing 47%
Readability 42%

PRODUCT WEIGHT AND FORMAT
Some countries (France, Spain, UK and Italy) also raise the problem of the excessive weight of some types of packaging. The
Belgians and Germans point to unsuitable formats for consumption.
Unsuitable format : 27%
Packaging too heavy: 26%
Inconvenient to handle: 26%
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RESOURCE DEPLETION
This is now an acknowledged and undisputable
fact: the Earth’s resources are no longer
inexhaustible.
- Earth Overshoot Day:
1970: 29 December
2018: 1 August
2050: sometime in April
- Resources due to run out:
Oil: 2050 / 2070
Iron: 2072 / 2092
Silica: 2100 / 2050
Aluminium: 2140 / 2160
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RESOURCE DEPLETION: PARTNERS, NOT CULPRITS

Do you think that packaging today is well-adapted to the environmental challenges ahead?

ABSOLUTELY NOT!!!
Should certain types of packaging be eradicated as of today?
5 types of packaging that we should have the courage to ban:
- Useless packaging no added value in terms of conservation, protection and/or use
- Outer packing which is too bulky, too protective, too wasteful of materials
- Composite packaging combining parts using several materials

- Non-recyclable packaging
- Packaging made from oil-based plastics
Do you think you have a role to play in the coming years to make packaging more responsible?
YES we should be included in the loop (it is our responsibility)
Do your customers appear to care about the deteriorating environment and do they ask you for your contribution?
VERY LITTLE they only do so if it is beneficial to their image and if they think that it will help them sell more
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RESOURCE DEPLETION: SENSIBLE PACKAGING
REDUCE THE NUMBER OF PACKAGING LAYERS
Be more selective with what must be packed

ENCOURAGE RECYCLABLE MATERIALS
Use recyclable materials and incorporate recyclability into design specifications

DEVELOP BIOSOURCED MATERIALS
Alfa, seaweed, bamboo, agricultural by-products and waste which is not used to feed people or livestock.

RELAUNCH THE CONCEPT OF REUSABLE PACKAGING
New loop supply models including the return of the used pack when purchasing a new product

CREATE PRODUCTS WHICH DO NOT NEED TO BE PRE-PACKED ANYMORE
Disruptive innovation, change in distribution model
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RESOURCE DEPLETION: PACKAGING AS A RESOURCE
EDUCATION
Crucial yet insufficient

OBLIGATION AND ENFORCEMENT
Introduction of stricter laws to force a shift towards more sustainable and fully recyclable materials

TAXATION
Additional tax levies for non recyclable packaging (on material producers)

FACILITATION
Clarify and simply waste sorting. Make it easier to separate materials at home and/or in waste sorting centres

REWARD
Award mechanisms for “good recyclers” and partnership with sorting centres

NEW MATERIALS AND NEW MODELS
Bio-sourced materials, new distribution models, short selling channels, etc…
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RESOURCE DEPLETION: SURVEY RESULTS
BAN
Banning outer packaging emerges as the main solution in the UK and Germany, and to a lesser extent in France and Belgium.
However, everyone believes that banning non recyclable packaging is a solution that could also be considered.

Ban non-recyclable packaging: 40%
Ban outer packaging: 38%

REWARD
In Italy and Spain, offering financial rewards for the return of used packaging stands out as the most suitable solution.

Reward returns 31%

Require producers to use renewable materials: 27%
Educate consumers and help them recycle more: 25%
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THE DEVELOPMENT OF ARTIFICIAL INTELLIGENCE
Artificial intelligence is already developing
quickly today.
It is highly likely that artificial intelligence will
expand into all of the areas of our life within
the next few years. It will undoubtedly be
deployed in and around consumer product
packaging to provide customers with better
safety, more information, guarantees, etc.
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DEVELOPMENT OF ARTIFICIAL INTELLIGENCE: USEFUL AND SELF-EVIDENT
Do you think that packaging can be fitted with a form of artificial intelligence?
YES packaging will not be able to avoid the developments already underway and which are moving faster than we suspect…
Is smart packaging a new “Utopian” marketing trend or a logical development in the way that packaging is developing?
NO it is in line with current developments. Not to be confused with connected packaging (Smart packaging) which are marketing
gimmicks.
Artificial intelligence on and around packaging to improve a lot of things

Do your clients appear to care about artificial intelligence and packaging, and do they ever ask you for your opinion?
NOT YET, but they are intrigued by it…
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ARTIFICIAL INTELLIGENCE IN PACKAGING WILL HELP TO…
SELL MORE
In the form of an automatic reorder system (sell better)

COMMUNICATE BETTER
The right message to the right person at the right time (relevance and personalisation of information). Two-way information (from
product to user, from product to producer)

IMPROVE SAFETY
Anti-counterfeit system, failsafe guarantee of the quality and conservation of the contents

MAKE PRODUCTS EASIER TO USE
By giving more advice, more suggestions

PROVIDE MORE SERVICES
New practices, functions (composition of menus depending on our stocks and our requirements)
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ARTIFICAL INTELLIGENCE: MORE RESPONSIBLE PACKAGING
FIGHT AGAINST WASTE
The “no-waste” solution with real-time notification

PROTECT THE ENVIRONMENT
- By making sorting easier: geopositioning = appropriate instructions
- By verifying and rewarding sorting: smart dustbins
- By automating recycling: recognising the type of material and guiding it towards the right recycling channel
- Self-manage end-of-life: trigger and accelerate a biodegradation process

ASSIST AGEING POPULATIONS
An item of packaging assisting a person, connected to a speech-driven assistant
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ARTIFICIAL INTELLIGENCE IN PACKAGING: SURVEY RESULTS
REDUCING WASTE
By notifying consumer of use-by dates
Reduce waste: 34%

PROTECT THE ENVIRONMENT
Help to sort and better recycle used packaging

Help to sort and recycle better 38%

Provide more information about the product: 27%
Make the product easier to use: 25%
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MOBILITY WITH AUTONOMOUS VEHICLES
Autonomous vehicles on the ground, in the air
and in space, to travel and/or to deliver goods
faster and further… while this still seems to be
a far-off prospect, it is no longer something
just for science fiction films. We are currently
witnessing the first experiments and tests in a
range of fields. These new modes of transport
will lead to new types of packaging.
A few decades from now, we will travel
around in autonomous vehicles. By 2050, it is
very probable that space will become
increasingly accessible. We will therefore no
longer need to drive: the vehicle will be a
space in which to live, work and consume, just
like the home or the office.

21

MOBILITY WITH AUTONOMOUS VEHICLES: THAT’S WHAT PACKAGING IS FOR
Do you think that packaging today is well-suited to new mobility modes?
NOT YET and in fact not even ideal for the transport modes of today!
What do you think are the areas which may raise problems for users of packaging in mobility situations?
VOLUME & WEIGHT, OPENING & RESEALING, but most of all END-OF-LIFE

Do you think that new product delivery methods, such as for example Amazon drones, will modify the design of packaging ?

The more e-commerce develops, the more packaging solutions will adapt
Can life in space be imagined without packaging? What do you think the packaging of space tourists will be like?
NO and in fact, how can you travel independently without packaging?
Do your customers appear to care about new mobility, and do they every ask you for your contribution/opinion on the subject?

Not at the moment
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PERSONAL MOBILITY: PROBLEMS / SOLUTIONS
SHAPES AND SIZES
Too big, too heavy and not stable enough: flexible pods and individual portions

RESEALING
Risk of leakage between two uses: easy to open and safe to reseal

STABILITY
Slip-proof and fall-proof packaging

HOT AND COLD
Incorporated chilling or reheating systems (expensive and hard to recycle): fit out vehicles with them

WASTE MANAGEMENT
- Install collection banks and points on journey routes: petrol stations, etc.
- Fit out vehicles: bins, compactors
- Convert packaging waste to fuel
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ARTIFICIAL INTELLIGENCE IN PACKAGING: SURVEY RESULTS
END OF LIFE
An increasingly mobile population requires that packaging be better dealt with after its use, according to French, Spanish, British
and Italian consumers.

Management of packaging after its use 35%

OPENING AND RESEALING
Belgians and Germans would approve of improvements to how packaging can be opened / resealed

Easy opening and resealing 37%

Size of packaging: 29%
Effectiveness of sealing: 22%
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MOBILITY OF PACKAGED GOODS: PROBLEMS / SOLUTIONS
STANDARDISED PACKAGING (e-commerce)
Modular system for packaging sizes (pallet, shipping box, vehicle) with possibility of returnable (deposit) packaging

DECORATIVE PRIMARY PACKAGING
Premium promotion of brands and the right information

NEW EXPERIENCE
Packaging that focuses on the experience of receiving and the unpacking ritual
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MOBILITY IN SPACE: LET’S DREAM A BIT
LIGHTER AND SMALLER
Even more optimised than on Earth: miniaturisation of contents

MORE PROTECTIVE
Even longer use-by dates: heat-processed preserves

EASIER TO CONSUME
Direct transfer to mouth: single-use, straws

MORE EMOTIONAL
Anti-nostalgia, appetising to look at even if it’s not tasty

LESS WASTE
- Lower volume of waste
- New types of management: transformers
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INSIGHTS FROM DESIGNERS
Very similar responses, bridging cultural
differences and despite varying stages in the
development of packaging.
22 design agencies answered a questionnaire
and freely shared their point of view.
These led to genuine insights into current
perceptions of packaging and realistic
avenues with which to take it forward to
2050…
These insights helped us to draw up our
questionnaire for the consumer survey and
will be the subject of a publication addressing
the future of packaging.

