
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

“Shoppers remain concerned about the safety of food
packaged in plastic or cans, which creates an opportunity

for manufacturers to be proactive about offering
information to alleviate these concerns. This may include

information about packaging materials, or ingredient
sourcing, as well as sustainability initiatives.”

– Amanda Topper, Food Analyst

This report looks at the following areas:

• What packaging factors have the most impact on purchase?
• How can manufacturers alleviate consumer packaging concerns?
• How can packaging help products differentiate themselves?

Food product introductions featuring new packaging have grown strongly over the past five years as
many manufacturers opted for repackaging their existing products to attract new audiences, rather
than introduce completely new products. Shoppers are paying attention to product packaging
materials, nutrition, and sustainability, and want as much information as possible prior to making a
purchase. In turn, this will increase demand for packaging that is transparent, multifunctional, and
features easy-to-read claims.
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Natural, reduced claims top-of-mind when purchasing food
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Glass viewed as durable, fresh, visually appealing
Figure 30: Attributes associated with food packaging types – glass (eg jars or bottles of sauce, pickles), by generation, March 2014
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Plastic packaging associated with portability, freshness
Figure 31: Attributes associated with food packaging types – plastic bottle or tray (eg ketchup bottle, frozen meal, plastic tray for
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Figure 33: Attributes associated with food packaging types – plastic tubs (eg sour cream or yogurt tub), by generation, March 2014

Cardboard

Cardboard viewed as most recyclable, but less durable, fresh
Figure 34: Attributes associated with food packaging types – cardboard (eg cereal box, pancake mix), by age, March 2014
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