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A
wor ld

driven by mater ials,
em issions & waste

Understanding the macro 
trends in this interconnected 
and complex world helps us 
ultimately understand how 
packaging is, can and will be 
redefined for the future. 
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A world driven 
by materials, 
emissions & 
waste 
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Although consumers live in an increasingly digital world, everything we 
consume relies heavily on materials and energy; from internet cables to raw 
ingredients and packaging materials. We already see a huge shift towards 
governments and organisations focussing on the supply chain. We see 
companies setting scope 3 targets. The most significant piece of packaging 
legislation ever, PPWR, has been introduced in Europe with EUDR and 
product passports on the way. Carbon, waste and traceability tackled 
together. Are your strategies holistic on all three?

8  

global supply 
chains account 
for more than 
50% of global 

emissions

186.5kg  
of packaging 

waste per 
person in 

the EU

Sources: Accenture , Eurostat 2022 , Plastic Recyclers Europe, Carbon Disclosure Report 2024

15% 
of companies 
with Scope 3 

targets to reduce 
supply chain 

emissions

PPWR

EU 
Green 
Deal

Net 
Zero

https://www.accenture.com/gb-en/insights/supply-chain-operations/supply-chains-key-unlocking-net-zero-emissions
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Almost everything we consume has to be 
packaged and transported at least once, 
if not multiple times during its lifecycle

Source: Most recent available data from Eurostat -  2022www.dssmith.comPrivate & Confidential © DS Smith  

186.5 kg  
of packaging 

waste created, 
per person in 

the EU in 2022

221.9kg  
of packaging 

waste created, 
per person, per 
year in the EU 
expected by 

2030

19% increase

The nature of global product supply chains of different brands and 
retailers determine what packaging is needed. But ultimately, all 
packaging eventually reaches an end of life and is disposed.  

According to the 
European commissioné
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Sources: Accenture , Eurostat, Plastic Recyclers Europe

PPWR Grade C ( 70 %) 
All packaging below this recycling 
rate banned from 2030

PPWR Grade B (80%) 
All packaging below this recycling 
rate banned from 2038

PPWR Grade A (95%)

We are in the era of accountability

84,1 % 83,2%
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Packaging recycled Packaging waste created Recycling rate

Recycling and re -use targets for 
certain packaging types by 2030

Packaging minimisation and 50% empty 
space ratio targets for grouped, transport 
and e -commerce packaging

Mandatory minimum 
recycled content for various 
plastic types, by 2030%

Bans on certain 
plastic packaging 
by 2030

New, EU -wide definition of 
what is recyclable and new 
labelling measures

We see a huge shift towards governments and organisations focussing on the supply 

chain . From companies setting Scope 3 targets, 100% reusable and recyclable 

packaging targets, to new laws, targets, fees and taxes. The most significant of 

these, is the EU Packaging and Packaging Waste Regulation (2025).  

https://www.accenture.com/gb-en/insights/supply-chain-operations/supply-chains-key-unlocking-net-zero-emissions
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5.1%  
increase in 

labour costs 
in EU in 
last year

Digitalisation, 
AI & robotics 
in all sectors

AI, word of the year in 2023 and dominating a lot of conversation in 2024, is not 
a new trend, or one that exists alone. As aging populations and increasing labour 
costs across Europe drive a labour deficit; businesses are turning to AI, digital 
modelling, traceability and robotics. From the automated distribution hubs of e -
commerce and e -grocery brands, and warehouse picking and packing robots, to 
simpler solutions like semi -automated jigs, exoskeletons to help with repetitive 
tasks and more. Packaging of the future will need to fit within these systems, 
and innovation will undoubtedly need to come in partnership with machines. 

Improving productivity by reducing reliance on people is a trend we will 
see impact all industries in a multitude of ways. Are you ready?

14 % 
decline in 

share of work 
completed by 
people  over 
next 5 years
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AI

Aging 
workforce

Robotics

Source: WEF, State of Work 2025
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Automation and human -machine 
collaboration in all forms is growing

Source: WEF, State of Work 2025www.dssmith.comPrivate & Confidential © DS Smith  

32%

45%Production of
consumer goods

35 %

51%Agriculture, forestry
and fishing

34%

49%Supply chain and
transportation

25 %

40%
Electronics

31%

46%Automotive and
aerospace

34 %

50%Medical and
healthcare

19% is likely to come from 

human-machine collaboration 

(i.e. AI, predictive software)

Share of tasks completed predominantly byéPeople, by 2030

People, present day

82% likely to come from

advancing automation and 

machinery investment

42%

56 %Retail and wholesale
of consumer goods

14%  
estimated reduction 

in the proportion
of total work tasks 

delivered by 
humans in

2030 vs 2025

What is your companyôs 

automation strategy and 

how will your packing lines 

be impacted? And what 

initiatives do you have in 

supply chain traceability?
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52 % 
of consumers 

believe they ôll be 
healthier in the 

next five years than 
they are now

Choiceful & 
value driven 
consumption 

The long - lasting impacts of the pandemic mixed with several years of high 
inflation and cost of living crisis; consumers remain choiceful and value driven. 
Volumes remain low even though some brands have managed margin  recovery. 
Private label growth is strong. As Euromonitor phrases it; temporary shifts in 
behaviour, have now become embedded into consumption habits. Purchase 
decisions are strategic and intentional. Whether itôs health & wellness, 
sustainability or cost, consumers are being choiceful about what they buy in 
these three main areas. 

Communication on packaging should be very targeted 
on value - driven topics; price, health  and  sustainability. 

Sources: Euromonitor  2024 and 2025 consumer trends, Talking Retail , Nielsen IQ  

ú1.99

36 % 
of global 

respondents say that 
lower prices can 

persuade them to buy 
something other than 

their usual brand

17% 
of respondents to 

Deloitte survey 
currently use 

grocery stores as 
a source of 

healthy living 
information

UK shoppers 
most price 

conscious in 
Europe , 
ahead of 
Germany, 

France, Spain

https://lp.euromonitor.com/white-paper/2024-global-consumer-trends/greenwashed-out
https://www.talkingretail.com/news/industry-news/uk-shoppers-most-price-conscious-in-europe-01-05-2024/
https://nielseniq.com/global/en/insights/analysis/2024/building-brand-equity-in-2024/
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Cost remains the number one 
value which consumers are 
focussed on

www.dssmith.comPrivate & Confidential © DS Smith  

Sources: Boston Consulting Group , Circana

Groceries Home 
care

OTCs Beverages Personal 
care

Home 
appliances

Luxury 
fashion

Toys & 
games

Alcohol Snacks Apparel

17

2

-1
-6 -8

-11 -13 -14 -15 -15
-20

Net spending change in the 
past six months of 2024 (%)

Spending more Spending less

What tactics is your 

business using to recover 

price or volume? How are 

you competing against 

private label?

And how could and does 

packaging size, format and 

messaging feature in these 

initiatives? A new grocery classification has emerged: Core Essentials, 

a new grouping driv en by price factors,  more resilient to 

volume fluctuation and dominated by Private Label. 

Essentials are now the murky middle, with more role for 

branded products although at risk of downtrading and 

downsizing. Discretionary more competitive than ever.

https://www.bcg.com/publications/2024/european-consumers-optimistic-but-not-spending

