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Hello and welcome to our May 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.

We hope you enjoy the read!

What's inside?

@ In-store photography

E Insights and consumer trends
Brand and retail news

(¢) Innovation and sustainability



May- Retail news

: UK's top retailers UK consumers are
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choose to shop. e = = alternatives.

Source: Talking Retail Source: Retail Times Source: Retail Times Source: The Grocer

45% of UK shoppers say they prefer shopping
in- store. 30% favour online shopping.
This preference is driven by the joy of in-
person shopping experiences (38%) and the
ease of visiting multiple stores in one location
(30%).

Source: Retail Times

Visit our website: www.dssmith.com


https://ec.europa.eu/eurostat/en/web/products-euro-indicators/w/4-05122024-ap
https://www.talkingretail.com/news/industry-news/consumer-confidence-improves-but-savings-prioritised-after-easter-splurge-29-05-2025/
https://retailtimes.co.uk/battersea-power-station-reveals-shift-back-to-high-street-with-nearly-half-of-uk-shoppers-now-preferring-to-shop-in-store-rather-than-online/
https://www.thegrocer.co.uk/analysis-and-features/chatgpt-the-next-major-shift-in-online-grocery-shopping/705078.article
https://retailtimes.co.uk/ey-future-consumer-index-brand-loyalty-declines-as-financial-concerns-persist/
https://retailtimes.co.uk/uk-retailers-boost-customer-service-performance-with-surge-in-whatsapp-and-live-chat-adoption-up

McVitie's- 100 YEARS

McVitie's celebrated McVitie's gy | McVitie's
the 100th launched a - Sy InENENEAE TS

anniversary of its J| large-scale in-store promotions

iconic Chocolate

Digestives biscuit, Jj campaignand
which was first a pop-up
manufactured in storein
19¢25. London.

marketing A  --- ‘ and displays to catch

shoppers' attention,
including front-of-
store displays,
sampling trucks, and
store media.

Source: The Guardian Source: The Guardian

Source: Grocery Trader

London landmarks were light up with
spectacular displays. London Eye was
illuminated with a giant rotating
projection of the Chocolate Digestive,
while Tower Bridge featured a burst of
fireworks, confetti and balloons.

Source:Pladis Global

Visit our website: ww.dssmith.com


https://www.theguardian.com/food/2025/apr/24/taking-the-biscuit-for-100-years-weve-been-eating-chocolate-digestives-all-wrong
https://grocerytrader.co.uk/pladis-celebrates-100-years-of-mcvities-chocolate-digestives-in-showstopping-style/#:~:text=The%20on%2Dpack%20promotion%20is,best%20tea%2Dtime%20companion.%E2%80%9D
https://www.theguardian.com/food/2025/apr/24/taking-the-biscuit-for-100-years-weve-been-eating-chocolate-digestives-all-wrong
https://www.pladisglobal.com/media-centre/mcvities-lights-london-celebrate-100-years-chocolate-digestives

McVitie's 100 YEARS- In-Store Activations
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DS Smith worked with McVitie's implementing in-store activities to engage consumers,
including banners, prefilled Pallets, Half pallets, ¥4 Pallets, Branded bays and Animated screens.

Visit our website: www.dssmith.com
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Visit our website: www.dssmith.com
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POS activations and
In-store display
photos

ummmw w

OOOOOOOOOOOOOOOOOOOO



25L AIR FRYER - ¢ [ ‘ 4
MICROWAVE 3 Felix® Joyables From £1.40 /?
== 1 Liquid Treats and From >

™ Doubly Delicious £1

0g/7508 Clubcard
Price

lower prices lower prices

Seanto The power to The power to : S ; J ' EEr—.

e =
—-’j—‘-‘-*:"

=

.
e il

(o

W
>

=]
.

s - = L ~ > \
2 /s % 1 - %% \nlaS Joo%xr W) . 8 ~— ” ”””‘ llmI:Ilil’ 1,,
. : w\o ) X 2lo
£ ) | z S A S Flx ao ticidh
Y, \ QW ~ - «-s= °=
- I R & == S = -
N A | e 2 — s aas | oW o 7 SN = \ Izmz,;:/ 071'74‘ M”"‘
....... | ( \ T 2 ’ = >

iy -
| @B | iy e

ASDA TESCO ALDI TESCO
FINISH SURF WAGG TREATS FELIX

<l @ 3 shelf QP
@ 4 shelf QP display @Hmfpauet @ 4 shelf QP display

.= Easytoshop
.= Easytoshop @ SPR @SRP )
[ kaain Multiproduct offer
@g Multiproduct offer @ New product <> Eye catching packaging S
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BOOTS TESCO SAINSBURYS SAINSBURYS
VOLTAROL DOVE L'OREAL WILD
4 Shelf FSDU @ 4 Shelf QP with @4She|fop with flatbed €3 30 product shape
@ divisions locators and info panel S
@g Multiproduct offer with o @ Brand impact
different categories ] Gift with product QMuItiproduct offer
promotion Eﬂ categorised by benefit Eé? Multiproduct offer

@ Informative text




== %RRlFI(‘/O

g PP it S S o’ M U= | = = B o
Wle:::::,%:s‘ » o5 2 Sy el

ASDA SAINSBURYS SAINSBURYS ASDA

RED BULL 7UP FANTA

imi iti @ QP Stacker @ Stackable pallet
@ WOW Unit @ Limited edition product

Eye catching colours Eye catching graphics
@ Brand Promotion @ S Sl FSl ©@ < and colours

[ 2
3D Creative elements ~=> Restockeddisplay 3D cuts
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ASDA MORRISONS SAINSBURYS SAINSBURYS
MR KIPLING TAKIS CHEEZ-IT M&M'S
= < s
ii QP display stacker @ 4 shelf FSDU i’ S SRl [l PRI ii 2 shelf Half pallet
~=\ Easy toshop =1 SRPsystem S SRreysian F SRPsystem with

<®> Eye catching colours @ SN [T E%D Multiproduct limited
edition offer




SAINSBURYS TESCO  HMV

DISNEY NANO TAPE MAGIC HELLOKITTY
m Dumpbin @év Multiproduct offer @ FSDU
Eye catching colours @ 5Shelf QP % Mixed materials
and elements . _
o) gglcgkztgeizg catching Bright colours

ALDI
ZIMPLI

Eye catching graphics and
colours

@ 3Shelf QP

Informative text with
instructions around the
unit
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ASDA TESCO WAITROSE SAINSBURYS

PEPSI PRINGLES JACOBS OATLY
@@ Multi display layout @ QP @ FSDU 4 shelf “| Banner shelf decoration
@ Brand promotion {=JoRP ©> BB EHENY Eolenrs I" Floor sticker
Eg Multiproduct offer = Stackable o= Easytoshop Brand impact and
— differentiation

WOW unit




&)

Smith

Consumer, brand
and retail news



Retail news headlines

Pepsi MAX® unites football
legends across generations in
latest global campaign.
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Warburtons expands gluten-
free range.

Visit our website: www.dssmith.com

Brits biscuit habits revealed
for National Biscuit Day with
McVitie's Great British Biscuit

SUPER 4~
REFRESHER.

7Up launches ‘Super
Duper Refresher’
campaign.

PREMIER
FOODS

SUMMER OF

ST 65
FLUEI

Premier Foods launches

‘Summer of Cricket’
campaign.

Kellogg’'s expands range
with High Protein Bites.

Maltesers White returns

after over ten years.

DAIRY MILK

A CHANCE FOR RETAILERS TO

WIN £500

FOR CREATIVE SOCIAL MEDIA
POSTS WITH CADBURY

Cadbury’s social media

competition for
retailers.



https://retailtimes.co.uk/brits-biscuit-habits-revealed-for-national-biscuit-day-with-mcvities-great-british-biscuit-audit/
https://retailtimes.co.uk/brits-biscuit-habits-revealed-for-national-biscuit-day-with-mcvities-great-british-biscuit-audit/
https://retailtimes.co.uk/brits-biscuit-habits-revealed-for-national-biscuit-day-with-mcvities-great-british-biscuit-audit/
https://retailtimes.co.uk/refresh-the-game-pepsi-max-unites-football-legends-across-generations-in-latest-global-campaign/
https://retailtimes.co.uk/refresh-the-game-pepsi-max-unites-football-legends-across-generations-in-latest-global-campaign/
https://retailtimes.co.uk/refresh-the-game-pepsi-max-unites-football-legends-across-generations-in-latest-global-campaign/
https://www.horecatrends.pl/inne/900/auchan_polska_i_intermarch_otrzymaly_od_uokik_zgode_na_utworzenie_sojuszu_zakupowego,48911.html
https://www.betterretailing.com/br/product-news/premier-foods-launches-summer-of-cricket-campaign/
https://www.betterretailing.com/br/product-news/premier-foods-launches-summer-of-cricket-campaign/
https://www.betterretailing.com/br/product-news/premier-foods-launches-summer-of-cricket-campaign/
https://www.talkingretail.com/products-news/confectionery/maltesers-white-returns-after-over-ten-years-22-05-2025/
https://www.talkingretail.com/products-news/confectionery/maltesers-white-returns-after-over-ten-years-22-05-2025/
https://www.talkingretail.com/products-news/grocery/warburtons-expands-gluten-free-range-2-12-05-2025/
https://www.talkingretail.com/products-news/grocery/warburtons-expands-gluten-free-range-2-12-05-2025/
https://www.betterretailing.com/br/product-news/7up-launches-super-duper-refresher-campaign/
https://www.betterretailing.com/br/product-news/7up-launches-super-duper-refresher-campaign/
https://www.betterretailing.com/br/product-news/7up-launches-super-duper-refresher-campaign/
https://www.betterretailing.com/br/product-news/kelloggs-expands-range-with-high-protein-bites/
https://www.betterretailing.com/br/product-news/kelloggs-expands-range-with-high-protein-bites/
https://www.betterretailing.com/br/product-news/cadburys-social-media-competition-for-retailers/
https://www.betterretailing.com/br/product-news/cadburys-social-media-competition-for-retailers/
https://www.betterretailing.com/br/product-news/cadburys-social-media-competition-for-retailers/
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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. (/’77, ’ S
Tencac €€ A &0

Private & Confidential © DS Smith www.dssmith.com




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 nhow become embedded into consumption habits. Purchase
decisions are strategic and intentional. Whether it’s 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.

UK shoppers V
most price
conscious in

of consumers
believe they’ll be

healthier in the Europe,
next five years than ahead of
they are now Germany, of global | UNCELH

respondents say that
lower prices can
persuade them to buy
something other than
their usual brand

of respondents to
{ Deloitte survey
currently use
grocery stores as
a source of
healthy living

. ’ information

France, Spain

A



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/

Cost remains the number one
value which consumers are

focussed on

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?

Sources: Boston Consulting Group, Circana

Private & Confidential © DS Smith www.dssmith.com

Spending more
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Groceries Home OTCs Beverages Personal
care care
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Net spending change in the
past six months of 2024 (%)

,

-6 -8

Essential Discretionary

Grocery

Spending less

P ® @ Y @ A

Home Luxury Toys & Alcohol Snacks Apparel
appliances fashion games

-11 -13 -14 -15 15 .
-20
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A new grocery classification has emerged: Core Essentials,
a new grouping driven 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-

Core Essentia

- Discretionary
Essentials

Grocery

A2
Dot
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https://www.bcg.com/publications/2024/european-consumers-optimistic-but-not-spending

Are you using your packaging to
effectively to communicate
health and sustainability
messages to consumers?

38%

of EU survey
respondents look
for packaging
sustainability
info in store,

9% increase

Private & Confidential © DS Smith www.dssmith.com

Health and sustainability come close
behind cost, but where do consumers
find information to make their choices?

47%

of EU survey
respondents look

for packaging
sustainability info
in store, in 2024

Sources: DS Smith & Ipsos Mori 2020, DS Smith & Toluna 2024, McKinsey & Company

Importance of health & environment factors in purchasing
decisions, Europe 5 in Q3 2023 (% respondents)

Producing goods with

Recyclable products,

Sustainably sourced
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ingredients/natural/G

Fair trade practices



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

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 strategqists.

Talk to one of
our experts to
find out more

Innovation

g

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 - _/‘
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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