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“The notable interest from the younger generation in
packaging that helps them with portioning products

indicates that this is seen as a useful added-value feature
for packaging. It can also boost products’ green credentials

through helping to combat food waste.”
– Emma Clifford, Senior Food Analyst

This report looks at the following areas:

This report examines new product development and consumer trends in the UK market for food and
drink packaging in relation to consumer products. This includes outer and inner packaging purchased
with products, but excludes packaging used for bulk transportation and industrial purposes.

The report also considers the role that labelling plays in enhancing product packaging in terms of on-
shelf appeal and providing product information.

This report does not follow the usual format of Market Intelligence reports, due to the nature of the
industry. For example, the large number of suppliers in this industry means that it is not applicable to
include a section on the supply structure or manufacturer/brand share data, while due to the absence
of consumer-facing sales of packaging as a standalone product, it is not applicable to include a section
on market size.
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