




https://ec.europa.eu/eurostat/en/web/products-euro-indicators/w/4-05122024-ap
https://retailtimes.co.uk/uk-and-european-e-commerce-order-volumes-increased-18-yoy-in-q2-as-soaring-summer-temperatures-spiked-sales-scurri-reports/
https://retailtimes.co.uk/alcohol-free-beer-sales-hit-record-highs-ahead-of-searing-summer/
https://retailtimes.co.uk/warm-weather-leads-uk-shoppers-to-prioritise-healthy-eating-niq-reports/
https://www.grocerygazette.co.uk/2025/06/20/consumer-confidence-up-june/
https://www.grocerygazette.co.uk/2025/06/16/uk-food-brands-investing-in-healthier-products-says-report/






















https://www.thegrocer.co.uk/news/new-york-bakery-unveils-sub-rolls-and-cookies-in-major-npd-push/705494.article
https://www.thegrocer.co.uk/news/new-york-bakery-unveils-sub-rolls-and-cookies-in-major-npd-push/705494.article
https://www.thegrocer.co.uk/news/new-york-bakery-unveils-sub-rolls-and-cookies-in-major-npd-push/705494.article
https://www.talkingretail.com/products-news/biscuits-cakes/pladis-adds-hot-honey-flavour-to-mcvities-jaffa-cakes-04-06-2025/
https://www.talkingretail.com/products-news/biscuits-cakes/pladis-adds-hot-honey-flavour-to-mcvities-jaffa-cakes-04-06-2025/
https://www.horecatrends.pl/inne/900/auchan_polska_i_intermarch_otrzymaly_od_uokik_zgode_na_utworzenie_sojuszu_zakupowego,48911.html
https://www.talkingretail.com/products-news/crisps-snacks/co-branded-pringles-and-cheez-it-wholesale-depot-roadshow-launches-03-06-2025/
https://www.talkingretail.com/products-news/crisps-snacks/co-branded-pringles-and-cheez-it-wholesale-depot-roadshow-launches-03-06-2025/
https://www.talkingretail.com/products-news/crisps-snacks/co-branded-pringles-and-cheez-it-wholesale-depot-roadshow-launches-03-06-2025/
https://www.thegrocer.co.uk/news/carlsberg-rolls-out-first-beer-brewed-from-entirely-regeneratively-grown-barley/705643.article
https://www.thegrocer.co.uk/news/carlsberg-rolls-out-first-beer-brewed-from-entirely-regeneratively-grown-barley/705643.article
https://www.thegrocer.co.uk/news/carlsberg-rolls-out-first-beer-brewed-from-entirely-regeneratively-grown-barley/705643.article
https://www.thegrocer.co.uk/news/carlsberg-rolls-out-first-beer-brewed-from-entirely-regeneratively-grown-barley/705643.article
https://www.thegrocer.co.uk/news/kit-kat-chunky-goes-funky-with-marbled-chocolate-bar/706170.article
https://www.thegrocer.co.uk/news/kit-kat-chunky-goes-funky-with-marbled-chocolate-bar/706170.article
https://www.thegrocer.co.uk/news/pepsico-partners-with-squid-game-on-flamin-hot-or-not-packs/705524.article
https://www.thegrocer.co.uk/news/pepsico-partners-with-squid-game-on-flamin-hot-or-not-packs/705524.article
https://www.thegrocer.co.uk/news/pepsico-partners-with-squid-game-on-flamin-hot-or-not-packs/705524.article
https://www.thegrocer.co.uk/news/mcvities-brings-club-into-confectionery-aisle-with-layers-orange/706098.article
https://www.thegrocer.co.uk/news/mcvities-brings-club-into-confectionery-aisle-with-layers-orange/706098.article
https://www.thegrocer.co.uk/news/mcvities-brings-club-into-confectionery-aisle-with-layers-orange/706098.article
https://retailtimes.co.uk/brewdog-introduces-price-marked-packs-offer-across-its-two-best-sellers/
https://retailtimes.co.uk/brewdog-introduces-price-marked-packs-offer-across-its-two-best-sellers/
https://retailtimes.co.uk/brewdog-introduces-price-marked-packs-offer-across-its-two-best-sellers/
https://retailtimes.co.uk/brewdog-introduces-price-marked-packs-offer-across-its-two-best-sellers/
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A
world

driven by materials,
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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50% 
of consumers 
say they are  

willing to 
spend money 
to save time

46% 
of consumers 

purchased 
directly through 
social media in 
2024, versus 
21% in 2019

Individualism  
convenience 
& delightful 
experiences

While choiceful consumption is a key trend, we do see some recovery in 
spending. E-commerce still growing, although not as fast. Retail has seen some 
recovery, and we see that amongst this, the drive towards convenience and 
treating oneself during harder times is still prevalent. Especially with the 
squeezed but splurging middle income consumers. Brands will need to fight for 
this, to differentiate themselves, which is where hyper-personalisation, loyalty 
programmes and online shopping will play a role as social media platforms 
continue to drive demand for delightful product experiences. 

With so many channels, brands will need to be choiceful and make sure 
their execution is consistent; from digital through to physical execution 
online or in store on-pack and Displays. 

Sources: PwC voice of consumer 2024, Bloomberg, Euromonitor top global consumer trends 2025, Forbes, McKinsey & Company

48% 
the combined 
retail spending 

share by 
Millenials and 

Gen Z by 2030

https://www.pwc.com/gx/en/news-room/press-releases/2024/pwc-2024-voice-of-consumer-survey.html
https://www.forbes.com/sites/catherineerdly/2024/12/23/four-major--retail-trends-that-will-reshape-the-industry-in-2025/
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/state-of-consumer
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Capturing value and loyalty requires 
differentiating, consistent and delightful 
experiences across channels  
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59% 52%
30%

18%
30% 35%

49%

Gen Z Millenials Gen X Baby
Boomers

Low Medium High

Generation Income level

Consumer willingness to treat themselves 

across generations and income levels differs

% repondants planning to splurge % repondants not planning to splurge

Sources: McKinsey and company, 

Packaging reaches 100% of your shoppers. 

How could you utilise it to drive impulse, 

splurging and deliver delightful experiences 

in e-commerce and in-store?

Top 3 

categories 

for splurging

37% 37% 34% 37% 36%

Consumer willingness to treat themselves has 

remained consistent around 36% despite inflation

Apparel

Dining out & travel

Footware

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/an-update-on-european-consumer-sentiment


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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