


Hello and welcome to our January 2025 Retail Round-Up!
This newsletter brings you a curated collection of observations,
news, and POS display photography from retail across UK. Our
goalis to provide insightful support for our POS partnerships. We

look forward to sharing more each month and actively welcome
your feedback as we refine the format for future editions.

January 2025 | | We hope you enjoy the read!
REtaiI Round-up What'sinside?

@ In-store photography
E Insights and consumer trends
Brand and retail news

(¢) Innovation and sustainability
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, = displays produced by DS Smith




January retail news
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Shoppers are looking to save money
and eat healthier, leadingto a
growing trend in scratch cooking.

Source: Talking Retail
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Visit our website: www.dssmith.com



https://www.talkingretail.com/news/industry-news/brc-confirms-optimism-on-uk-retail-footfall-in-january-07-02-2025/
https://www.grocerygazette.co.uk/2025/01/30/lidl-pennies-donation-system/
https://www.grocerygazette.co.uk/2025/02/11/supermarket-spending-increase/
https://ec.europa.eu/eurostat/en/web/products-euro-indicators/w/4-05122024-ap
https://www.talkingretail.com/news/industry-news/steady-food-retail-sales-in-january-niq-data-shows-05-02-2025/
https://www.talkingretail.com/news/industry-news/ubamarket-launches-ai-powered-loyalty-solution-for-c-stores-24-01-2025/
https://www.talkingretail.com/news/industry-news/healthier-choices-drive-grocery-spending-as-2025-gets-underway-04-02-2025/

Health & Fitness January

With POP up events,
collaborations, in store,
activations and sampling,

T FEELING

brands are creating
opportunities to generate
i ALconoL.

tangible experiences. e . li'

Dry January and Veganuary, were
opportunities for brands to build
stronger connections with
consumers, by engagingin
conversations around starting the
year right!

Visit our website: www.dssmith.com



https://ec.europa.eu/eurostat/en/web/products-euro-indicators/w/4-05122024-ap
https://www.linkedin.com/posts/gymshark_gymshark66-activity-7284865144738729984-WkSZ?utm_source=share&utm_medium=member_desktop&rcm=ACoAABt9IiQBZ7QVM3BebpshktYTC9STQHTUB1I
https://www.strava.com/challenges/the-lucky-saint-dry-january-challenge?hl=en-GB
https://www.marketingweek.com/walkers-tap-into-dry-january/
https://www.linkedin.com/posts/andreaspalova_huel-londongym-gymcommunity-ugcPost-7290422761137557504-FOIJ?utm_source=share&utm_medium=member_desktop&rcm=ACoAABt9IiQBZ7QVM3BebpshktYTC9STQHTUB1I
https://www.grocerygazette.co.uk/2024/12/17/this-chicken-kyiv-veganuary/
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POS activations and
In-store display
photos
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Consumer, brand
and retail news



Retail news headlines
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"Extra Flaming Hot" Product
of the year

Sanpellegrino launches Zero
Added Sugar range

Visit our website: www.dssmith.com

Sunny cooking oil launches Al-
owered connected packagin

experience to make life easier
in the kitchen

DAIRY MAX 9
who took
who presented notes

the slides

Cadbury and VCCP launch
integrated campaign that
celebrates everyday generosity
‘Made To Share’ Dairy Milk bars

S
S

Nomadic embarks on 12-
month sampling exercise

mint and Mentos freshen u

d

insbury’s aisles this |anuar

Mars brings back Milky Wa
Crispy Rolls alongside two new
variants

Flora partners with Gordon
Ramsay to champion plant-
based butter in home cookin



https://retailtimes.co.uk/sunny-cooking-oil-launches-ai-powered-connected-packaging-experience-to-make-life-easier-in-the-kitchen/
https://retailtimes.co.uk/sunny-cooking-oil-launches-ai-powered-connected-packaging-experience-to-make-life-easier-in-the-kitchen/
https://retailtimes.co.uk/sunny-cooking-oil-launches-ai-powered-connected-packaging-experience-to-make-life-easier-in-the-kitchen/
https://retailtimes.co.uk/sunny-cooking-oil-launches-ai-powered-connected-packaging-experience-to-make-life-easier-in-the-kitchen/
https://retailtimes.co.uk/extra-flamin-hot-bags-product-of-the-year/
https://retailtimes.co.uk/extra-flamin-hot-bags-product-of-the-year/
https://www.horecatrends.pl/inne/900/auchan_polska_i_intermarch_otrzymaly_od_uokik_zgode_na_utworzenie_sojuszu_zakupowego,48911.html
https://retailtimes.co.uk/nomadic-embarks-on-12-month-sampling-exercise/
https://retailtimes.co.uk/nomadic-embarks-on-12-month-sampling-exercise/
https://www.grocerygazette.co.uk/2025/01/28/mars-milky-way-crispy-rolls/
https://www.grocerygazette.co.uk/2025/01/28/mars-milky-way-crispy-rolls/
https://www.grocerygazette.co.uk/2025/01/28/mars-milky-way-crispy-rolls/
https://retailtimes.co.uk/sanpellegrino-launches-zero-added-sugar-range/
https://retailtimes.co.uk/sanpellegrino-launches-zero-added-sugar-range/
https://retailtimes.co.uk/cadbury-and-vccp-launch-integrated-campaign-that-celebrates-everyday-generosity-with-limited-edition-made-to-share-dairy-milk-bars/
https://retailtimes.co.uk/cadbury-and-vccp-launch-integrated-campaign-that-celebrates-everyday-generosity-with-limited-edition-made-to-share-dairy-milk-bars/
https://retailtimes.co.uk/cadbury-and-vccp-launch-integrated-campaign-that-celebrates-everyday-generosity-with-limited-edition-made-to-share-dairy-milk-bars/
https://retailtimes.co.uk/cadbury-and-vccp-launch-integrated-campaign-that-celebrates-everyday-generosity-with-limited-edition-made-to-share-dairy-milk-bars/
https://retailtimes.co.uk/smint-and-mentos-freshen-up-sainsburys-aisles-this-january/
https://retailtimes.co.uk/smint-and-mentos-freshen-up-sainsburys-aisles-this-january/
https://www.grocerygazette.co.uk/2025/01/27/flora-partners-gordon-ramsey/
https://www.grocerygazette.co.uk/2025/01/27/flora-partners-gordon-ramsey/
https://www.grocerygazette.co.uk/2025/01/27/flora-partners-gordon-ramsey/

Source:Forbes

Top 5 gifting trends in 2025

2025 is moving forward, shopping habits are

evolving, and new gift trends are emerging. .

Source: Storyly

Source: Storyly

Growing preference for
experience-based gifts
More consumers, prioritize
experiences over material
possessions, gift retailers have

Source: Storyly

Increasing demand for responded by offering a wide
| personalized gifts array of experiences as gifts,
Consumers are shifting from ranging from adventure trips to
generic gifts in favor of more wellness retreats.
meaningful, customized options
Multi-Channel Marketing that resonate on a personal level.
Strategies
Sustainability in Valentine's Ensures consistent messaging
Retail while allowing retailers to reach
- : , Plastic-free packaging, locally customers at multiple
Dlgléari;z;cceagi rg:(l)(;gsmth sourced flowers, and recyclable touchpoints throughout their
. . gift wrap options. shopping journey, maximizing
OR codes on in-store displays This shift presents opportunities engagement and conversion
connect shoppers to detailed to differentiate retailer’s offerings opportunities.

product information and gift
guides, enhancing the traditional
shopping experience with digital
convenience.

while appealing to environmentally
conscious consumers.


https://www.storyly.io/post/valentines-day-trends-and-statistics
https://www.storyly.io/post/valentines-day-trends-and-statistics
https://www.forbes.com/sites/bernardmarr/2024/10/29/the-future-of-retail-10-game-changing-trends-that-will-define-2025/
https://www.storyly.io/post/valentines-day-trends-and-statistics
https://www.globenewswire.com/news-release/2025/02/05/3021430/0/en/Gifts-Retailing-Market-Analysis-Including-Detailed-Profiles-of-156-Major-Companies-2025-2030-Innovations-in-Personalization-and-Customization-of-Gifts-Enhancing-Consumer-Engagement.html
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Brand of the Month
SURCEAL <%
wrengan® fundrods of

Surreal take a bow! code | ;

After a fatal copy right error on their January campaign with

Nuffield Health on pack promotion the spin to drive visibility and et
ownership online meant consumers went to store to see if the o
oversight was in fact true!

And if that wasn't enough, reacting to the latest OG campaign from
Kelloggs and spinning it to remind consumers that their products
are O grams of sugar just enforced why having a playful nature and
tone of marketing can work wonders to drive brand saliency and
keep you at the front of consumers' minds!

Source: LinkedlIn



https://www.linkedin.com/posts/surrealuk_stupid-stupid-stupid-activity-7284553939591528448-AIM2?utm_source=share&utm_medium=member_desktop&rcm=ACoAABt9IiQBZ7QVM3BebpshktYTC9STQHTUB1I

? g\;cgg?ational + DS Smith

Creating a global leader in sustainable packaging solutions,
focused on the attractive and growing North American and EMEA regions
New News !




POS Display

DS Smith POS solutions

We can help you with deeper
customerinsights, smarter
innovations and sustainable
POS solutions, all deployed
with speed, agility and scale.
Contact us about your next
campaign today.

Packaging

DS Smith Packaging solutions

We help storesincrease
efficiency, boost turnover and
reduce costs. Contactusto
connect with industry leading
packaging strategists.

Talk to one of
our experts to
find out more

Innovation <)

Innovation at DS Smith

Ourinnovation strategy is based
on delivering our objectives on the
immediate, medium and long-term
horizon. We are investing globally
in our people, plants and our
partner ecosystem. Contact us
about how we can innovate for
now and for next.

Sustainability (
DS Smith Sustainability J
Our circular business model is
built around sustainability, and

we are leading the way towards a
low-carbon, circular economy.

Download our latest report here

&



https://www.dssmith.com/products-services/pos-solutions
mailto:sarah.holmes@dssmith.com
https://www.dssmith.com/products-services/packaging-solutions
mailto:sarah.holmes@dssmith.com
https://www.dssmith.com/company/our-innovation
mailto:anouska.kett@dsmith.com
https://www.dssmith.com/sustainability
https://www.dssmith.com/sustainability/reporting-hub/sustainabilityreport
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