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ON T H E GO“' ”‘)__ Recent studies reveal
, . H ERE TO ST - that one-third of the A

: population prefer
o ' adhoc ‘on-the-go |
Changing lifestyles < B dining’ to traditional

! is a key influential

E

‘meals.
trend. People are
busier, travelling further,

-

working longer hours,

¥ and looking for

convenience.

What was once ..
- considered as a trend
bias toward younger
commuting groups of
consumers, has become
imbedded into the way
= of life for most
. spanning age, class

— and cultures




Technology
has been and will

continue to be a key
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The term ON THE GO

has become far broader
in reach than
‘consumption in transit .
FMCG manufacturers
are considering how to
make produc’rs as
convenient as possible

for OTG life styles




This generation of
OTG consumers place
great emphasis on
portability,
convenience and
instant availability,
resulting in much

more frequent top up
& .,:; shopping
express @ local
mm—




"YOU CAN EAT WHAT YOU WANT,
HOW YOU WANT, WHEN YOU
WANT... PEOPLE HAVE MOVED
WAY FROM FORMAL MEAL
OCASSIONS’

Caroline Crumby, global meal

solutions, M&S.
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In a recent Survey by Canadean, those responsible for packaging within major
retailers, cited food and soft drinks as the categories that will continue to have the
highest consumer demand for OTG packaging. Therefore warranting most
forseable innovation and investment from them in the coming year.

Faod 51% 32% 14% 2%

Soft Drinks 45% 27% 16% 8% | 4%
Hot drinks 37% 20% 24% 1% 8%
Alcohol 12% 18% 35% 25% 10%

B = High demand




90% of these
packaging
executives and
marketers believed
that there is real
'value' to be had in

this arena...










aration. Crarea-—
HOLDING WHILE TRAVELLING (HANDLING WHEN HOT)
OTG / Pots / Consumption

Observed need:  * Barrier to perceived fit of having
porridge on train — dangerous to handle
hot porridge when on the move?

Relevant for: . Rail commuters (gsp, younger)

. Ppots seen as made of too flimsy material

. pots not delivering the ideal porridge

. Ppots not suitable for one-handed, standing consumption
Lack of control over preparation — prepared by coffee
shops/kiosks

. No-where to store/dispose of pot after & during useage

Issues with
current sol ution:

New packaging
ideas:




HANDLE WITH CARE..

Do you think packaging
innovation to meet the needs of
on-the-go consumption will
enable a reduction in materials
used by mass grocery?



Conclusions
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And they are
both willing to

pay more for

IS HERE TO
STAY Consumers

want OTG

innovation,
and so do
retailers
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PACKAGING INNOVATION VARIETY
Consumers want to
be excited and
entertained by
products. Food plays

a major role here

EIT EOR \ S s

PU RPOSE the last time you

asked them?
People want intelligent

packaging that enables
hem to use products on
the go, whenever and

wherever they want
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HANDLE
WITH CARE )

Keeping up with
consumer demand is

= ' key. But being

responsible in the way
we meet their needs is

o PG (5 W I e even more so...
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PACKAGING - Hero or villain?




PACKAGING - Hero or villain?

52%

Disagree that food
waste is a bigger
environmental issue
than packaging

waste

65%

Agree that grocery
products today
have too much
packaging

40%

Agree that they will
look for an alternative

if something is ‘over-
: packed’




PACKAGING - Hero or villain?

HOME GROCERY DELIVERY and much morel

amazonhesh com




PACKAGING - Hero or villain?




Infinitely recyclable
Ready to use again in 6 weeks
But we fhrow € milions into landfill




Y 599,

Of global food

consumers are
committed to
purchasing
environmenfo”y
positive packaging

Millennials mcke
up the largest
group of
consumers who

Of global food

\ consumers dre

oc’rive|y purchcse

environmen’rc”y

positive products ‘ » willing to PfJY more
- o for sustainable

prooluc’rs \‘







SO

packaging
reduction

103%

increase in sales

Minimal fi||ing
line chonges
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PACKAGING INNOVATION

48%

pock cost
reduction

SSE

CO2 reduction

*locally
sourced &
sustainable
*18% sales

value increase
*35% growth

Aln

packaging

reduction

*New usage
occasions
*Pack cost

red UCQCJ

90%

packaging

reduction

Creation of a
globally
po’ren’red,
pockoging
system




50%

packaging
reduction

103

increase in sales

Minimal filling
line chonges

im0y

PACKAGING INNOVATION

48%,

pack cost
reduction

5%

CO2 reduction

*locally
sourced &

sustainable

*18% sales
value increase
*35% growth

AL,

packaging

reduction

*New usage
occasions
*Pack cost

red UCQOI

90%

packaging

reduction

Creation of a
globally
pon‘en’red,
pockoging
system




In the world of packaging innovation

There’s lots going on!



DERIVED FROM
POTATOES

Wrapper is made using potato
starch waste product.
Now rolled out across many
European markets

65%

Less energy to
make vs standard

polypropylene
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Closer than
we think?

Probably...

Tomorrow?
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WILD (AND CRAzY)
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S0 THS BOX I WATER FOR | HOUR.
PLANT I YU GARDEN & WATER DALY,

'Y? MIGHTY OATS *

INSTANT SUPER CEREAL









CATEGORY GROWTH
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Seaweed

based

SEAFOOD &
PACKAGING? ¥ e,

oolymers

U7

Polymers
\ derived from .'
A% 4 shrimp shells




But the most
effective and

efficient change

will not come
through pack or
material
innovation alone £

PACKAGING
LIFECYGLE

We need
JOINED UP

INNOVATION

across the
packaging life cycle



UNITED BISCUITS CHALLENGE:

Create a pock that's more profitable, more premium, more functional,

and carbon neutral. Investigate the totall supp|y chain and tell us how!



o e Exceeded KPIs! * Locally sourced, sustainable materials
/o * Sales value up by +18% *  35% growth from new shoppers.
PACK COST * 5% increase in penetration *  And..increased facings on shelf.
REDUCTION




Conclusion
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Llucoza,
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DO MORE
WITH LESS

Consumers don't want

to sacrifice their
experience of your
oroducts for the sake of
sustainability.

.; ?Q Y lts expected that
J ,. ! the next gen food
el g 3 and drink
packaging will

simply be

‘better”.
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Thank You



