




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


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






















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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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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52% 
of consumers 

believe they’ll 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 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. 

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

€1.99

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
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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 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.

https://www.bcg.com/publications/2024/european-consumers-optimistic-but-not-spending
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Health and sustainability come close 
behind cost, but where do consumers 
find information to make their choices?

www.dssmith.comPrivate & Confidential © DS Smith  

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, 

in 2020

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

9% increase

44%

47%

53%

57%

53%

56%

58%

Organic

Small or neutral

carbon footprint

Fair trade practices

No artificial

ingredients/natural/G
MO-free

Sustainably sourced
materials

Recyclable products,
packaging or

initiatives

Producing goods with
less packaging

Groceries

43%

50%

54%

53%

55%

57%

56%

Household 
supplies

43%

51%

53%

57%

55%

56%

57%

Personal 
care

38%

49%

54%

48%

54%

55%

55%

Apparel

Importance of health & environment factors in purchasing 

decisions, Europe 5 in Q3 2023 (% respondents)  

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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