
15/11/2018 

Internal 

Millennials & 
Packaging 

Tomotaka Brink Fushimi 
Tetra Pak 



15/11/2018 

Internal 

MILLENNIALS 

Source: Adrenaline Experience Design Agency 

“Millennials may  
be the most researched  
yet least understood 
generation… 
 
…In the history of 
marketing and 
communication” 
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HIGH SPENDING POWER 

$600B  
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Baby Boomers 

Born 1946 - 64  

Silents 

Born 1928 - 45 

Gen Alpha 

Born 2005 - 17 

Gen Z 

Born 1999 - 04 

Gen X 

Born 1965 - 79 
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CROSSING GENERATIONS & LIFE PHASES 

Millennials 

Born 1980 - 98 

* Note sometimes in the report slightly different age ranges will be represented 

YOUNG ADULTS FAMILY EMPTY NESTERS 
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MIDDLE EAST & AFRICA 2ND LARGEST POPULATION  

Internal 
Consumer Intelligence / March 2017 / 5 Source: Passport - Euromonitor, YPulse, 2015 

Millenials Around the World 
In million people - By Region 

Global Millennials are located in the world’s largest 
countries, with the greatest concentration in Asia 
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CHANGING THE PURCHASING LANDSCAPE 

/ 6 

•  25% of the global population, 40% of the 

Arab population, 31% of the KSA population 

 

• In KSA, 38% are employed, 49% are married 
and on average they have 2 kids 
 

• Top 3 priorities are   
 Family, Education & Health 
 

• The Smartphone is one of the Millennial’s 
 most prized posession 

 
Source: Deloitte 2017, Ipsos 2017 
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FLEXIBILITY 
“Job hoppers” 
Trying new products 

SELF-EXPRESSION 
Tailored products  
suited for my lifestyle 

CONNECTION 
Connected 

online and offline 

‘HOLISTIC SUSTAINABILITY 
Health and wellness 

Environmentally conscious 
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WORLD CITIZENSHIP 
Informed travellers 
Open to different cultures 

EXPERIENCE 
Looking for new experiences 

Social sharing 

WHICH ARE MILLENNIALS’ KEY FEATURES? 

Source: Tetra Pak Consumer Intelligence; http://www.mckinley-advisors.com/communicating-value-of-your-association-millennials/#.WJx_bCYzUjY 
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PACKAGING  
NEEDS &  
REQUIREMENTS 

What do Millennials  
want from a package? 
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THE IMPORTANCE OF PACKAGING 
Millennials judge food by its cover 
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85% 
71% 

Millennials Non-Millennials

Do you consider the packaging materials to  
be part of the product and brand experience? 

(% of respondents that agree) 

How important is packaging for your purchasing 
decision of retail grocery products? 

(% of respondents that agree) 

80% 

20% 

77% 

23% 

Moderately to very important Little important or unimportant

Millennials Non-Millennials
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MAKE IT YOUR OWN: 
CUSTOMIZATION  
TO EXPRESS THEIR  
PERSONALITY 

GREEN FIRST: 
FOCUS ON NATURAL 

& ENVIRONMENTAL 
FRIENDLY MATERIALS 
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BRING IT WITH YOU: 
NEED FOR FLEXIBILITY  
AND ‘ON-THE-GO’  
SOLUTIONS 

BEYOND THE PACK: 
EXPERIENCE THROUGH 

THE PACKAGE & 
‘CONNECTION’ WITH IT 

WHAT IS THE IMPACT ON PACKAGING? 
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Millennials are increasingly looking for OTG products 
NEED FOR FLEXIBILITY 

Source: Mintel, Food packaging trends (US) - 2016  / 11 
Internal 

Bring it with you 

Which, if any, of the following features of food 
product packaging would motivate you to select 

one product over another) 

43% 
36% 

30% 

Allows food to be eaten on-the-go

18-34 35-54 55+ 
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 Food companies continue to push past their core products and extend 
into new categories. Pre-portioned and portable packaging has enabled 

such companies to bring portable and healthy snack and meal 
replacement options to the health-conscious consumer. 

New packages to meet on-the-go consumption needs 
PACKAGING FOR HEALTHY SNACKING OTG 

Bring it with you 
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Kasih 
Jordan 

 
Ready to eat 

hummus in Tetra 
Fino Aseptic portion 

pack for kids  
 
 

READY TO EAT SNACK FOR KIDS 
Bring it with you 
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The perfect  
on-the-go package! 
With more surfaces than any other 
package, Tetra Prisma Aseptic’s 
striking shape opens up lots of 
opportunities for differentiation.  
 
Its striking and innovative design will 
draw attention to your product like 
never before - sophisticated and 
sensual, yet loaded with energy. 
 
Use all eight sides to empower your 
communication! 

TETRA PRISMA® ASEPTIC WITH DREAMCAP 26 
Bring it with you 
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Fawen 
USA 

 
Ready to drink soup 

& no heating 
required 

 
Organic, vegan, 

gluten free 
superfoods 

 
Pure plant energy 

 

READY TO DRINK SOUP  
Bring it with you 
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5600 
STORES! 

Bring it with you 
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Strong Marketing Mix Product that meets the 
needs in the right pack  

PROTEIN MILK CREATING A STRONG PULL 
Bring it with you 
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A driver for Millennials’ purchases 
CUSTOMIZATION AND LIMITED EDITIONS 

Source: Source: Adapting to Millennials and the age of innovation: EMEA, Mintel - 2016; Mintel - Global packaging trends, 2017 / 18 
Internal 

Factors that prompt people to buy a new food product:  
“A limited edition packaging” 

Make it your own 
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Special edition for special events 
LOTS OF BRANDS RIDE THE WAVE 

Source: Mintel - Global packaging trends, 2017 / 19 
Internal 

Make it your own 
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Ad hoc beverages according to people’s tastes 
PACKAGING HELPS IN CUSTOMIZING DRINK 

/ 20 
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INTELLIGENTX BREWING COMPANY 
Artificial Intelligence used to brew beer  
In April 2016, the IntelligentX Brewing Company announced its beer 
brewed by artificial intelligence. The UK-based company utilizes an 
Automated Brewing Intelligence algorithm to develop recipes and 
collects consumer feedback via a Facebook Messenger bot. Data 
received is then used by IntelligentX to adjust beer recipes and 
brewing methods. 

INTELLIGENTX BREWING COMPANY 
Artificial Intelligence used to brew beer  
In April 2016, the IntelligentX Brewing Company announced its beer 
brewed by artificial intelligence. The UK-based company utilizes an 
Automated Brewing Intelligence algorithm to develop recipes and 
collects consumer feedback via a Facebook Messenger bot. Data 
received is then used by IntelligentX to adjust beer recipes and 
brewing methods. 

WHISKEY ELEMENTS 
Whiskey aged & tailored to personal taste in under 24h 
Reaching its Kickstarter target in 2014, Whiskey Elements is a tool 
allowing consumers to age their favourite whiskey in 24 h. Via the 
US-designed device, whiskey fans can give their liquor an aged 
flavour thanks to the specially-cut tool which is available in varieties 
including maple, peaty, smokey & vanilla. Each Whiskey Elements 
tool can be used once, costing from USD 12 for two devices. 

WHISKEY ELEMENTS 
Whiskey aged & tailored to personal taste in under 24h 
Reaching its Kickstarter target in 2014, Whiskey Elements is a tool 
allowing consumers to age their favourite whiskey in 24 h. Via the 
US-designed device, whiskey fans can give their liquor an aged 
flavour thanks to the specially-cut tool which is available in varieties 
including maple, peaty, smokey & vanilla. Each Whiskey Elements 
tool can be used once, costing from USD 12 for two devices. 

Source: TrendWatching’s Food & Beverage Industry Update - August 2016; TrendWatching’s , 2015 Trend Report 

Make it your own 
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Limited edition & consumer designed packages 
TETRA PAK ‘SPECIAL’ PACKS 

/ 21 
Internal 

Tetra Brik® 1000 Square 
LightCap™ 30 

TBA 1000  Slim, 
Helicap 23 

Poland, May 2016  
What? Limited edition of Hula Krasula chilled white milk 
packages, designed especially for UEFA European 
Championships 2016 to attract Millennials. 
Why? Use UEFA European Championship to attract new 
young consumers interested in football games 

Poland, May 2016  
What? Limited edition of Hula Krasula chilled white milk 
packages, designed especially for UEFA European 
Championships 2016 to attract Millennials. 
Why? Use UEFA European Championship to attract new 
young consumers interested in football games 

France, May 2016 
What? New milk launched on the market based on a 
simple concept: the consumer is the boss. The book of 
specifications and price is designed by the consumer 
himself through an on-line survey.  
Why? The opportunity for the consumer to create the 
product that they really wanted 

France, May 2016 
What? New milk launched on the market based on a 
simple concept: the consumer is the boss. The book of 
specifications and price is designed by the consumer 
himself through an on-line survey.  
Why? The opportunity for the consumer to create the 
product that they really wanted 

Make it your own 
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Safio  
KSA 

 
Customized with the 

majority of Arabic 
names 

Make it your own 
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Yili 
China 

 
Flavoured milk 

in special 
edition packages 

Make it your own 
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Master Kong 
China 

 
 

Crystal Sugar and Pear 
drink 

 
Limited editions with 

multi- design packages 
 

QR code consumers 
engagement 

 
 

Make it your own 
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Careem  
KSA  

 
Limited edition 
launched with 

Careem 
 
 

Make it your own 
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Packaging has become a key component for brands engaging 
EXPERIENCE THE PACKAGES 

Source: Mintel - Global packaging trends, 2017 / 26 
Internal 

Beyond the pack 

 Consumers are increasingly drawn to products that stand out from the 
crowd and offer something beyond the standard brand messaging. 
Good aesthetic design is being enhanced with tactile effects and 

innovative technologies to create engaging experiences that lift the 
product and brand beyond competitors. 

Consumer Intelligence / March 2017 
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TETRA PAK® METALLIZED 

► The deluxe look stating 
premiumness and creating a great 
shelf impact  
 

► Play with visual experience and  
pop up the light or dark colours  
for an intense design 
 
 

Beyond the pack 
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TETRA PAK® REFLECT 

VB/2017-10-13 / 28 

► Let your package reflect light to show  
the true colours of your brand 
 

► Be bold to personalise your brand in 
dazzling new ways 
  

► Give your package a playful,  
yet premium feel  
 

► New ways are on the way to give  
some extra design freedom with  
customization of patterns 
 

Beyond the pack 
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Perceived as more appealing, innovative and high quality 
METALIZED DESIGN CAN INCREASE PREFERENCE 

Source: Tetra Pak package researches (Global Package Research RTD Tea - Lipton Brand, 2016 - Target 15-25 y.o.; TBA Round  300/350, 2016 - Target 16-35 y.o.) / 29 
Internal 

Beyond the pack 

How much do you like this package?   
(scale 1-5, from ‘Dislike it very much’  

to ‘Like it very much’) 

The package below could be available in two  
different versions, one version that you have  

already seen and one shiny effect package. Which 
version of this package would you prefer? 

Regular Metalized 

FRANCE 

TURKEY 

46% 54% 

45% 55% 

Regular Metalized 

INDONESIA 

JAPAN 

27% 64% 

44% 78% 

Top box 

Top 2boxes 

Consumer Intelligence / March 2017 
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QR codes is the most used tool 
CONNECTION THROUGH THE PACKAGING 

Source: Mintel - Global packaging trends, 2017 / 30 
Internal 

Beyond the pack 

25% 

17% 

16% 

10% 

7% 

5% 

I've scanned codes on
packaging (eg QR code)
with a mobile device to

get information

I've found helpful
information by scanning

a code (eg QR code)
18-34 35-54 55+ 

Which, if any, of the following statements  
regarding food packaging do you agree with?” 

Consumer Intelligence / March 2017 
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Several examples on how to use QR to involve Millennials 
QR CODES MARKETING CAMPAIGNS 

/ 31 
Internal 

Beyond the pack 

Source: Adoption of QR Codes in Food & Beverage Space - Technopak analysis for Tetra Pak, 2017 

Dynamic QR codes have been 
successfully used by leading brands in 
developed economies for: product 
promotions, brand building activities, 
event promotions, interactive contests & 
sales promotions  

Dynamic QR codes have been 
successfully used by leading brands in 
developed economies for: product 
promotions, brand building activities, 
event promotions, interactive contests & 
sales promotions  

In 2012 Heinz printed QR codes on ketchup bottles in US 
restaurants in order to promote and inform customers 
about its new environment friendly packaging. 
Guests who scanned the QR Code were directed to a 
mobile contest with questions on sustainability  
Heinz reported ~1 million scans in the campaign. 

In its efforts of brand building Guinness manufactured 
special Guinness QR Cups for bars which when filled 
with Guinness beer, a QR code appeared on them. 
On scanning the QR Code, guests could get 
promotional coupons, update Facebook status, 
Tweet, and invite friends to join them.  

In 2015, Sprite introduced Summer Campaign and 
used QR codes to push Chinese millennials outdoors.  
By scanning the QR code from the can, participants 
could play games on their mobile phones to win 
prizes in an offline environment, such as 
admission to a water park or a concert  

                                   in 2014 tapped into Weixin’s (a messaging platform) 
built-in reader for QR codes, two-dimensional bar codes, to start its Lyric Coke 
campaign in China. Coke bottles there featured famous Chinese lyrics (they 
used contemporary Chinese pop songs). Coca-Cola encouraged consumers to 
share a 10-second clip of a song with friends through social media by 
scanning the QR code on the bottle (it generated over 3 billion views)  

Consumer Intelligence / March 2017 
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THE CONNECTED PACKAGE 
Beyond the pack 
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PRINTED UNIQUE CODE ON THE PACKAGE OR CAP 
Beyond the pack 
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CONSUMER ENGAGEMENT – PULEVA 

/ 34 

Direct prizes for 10.000  
fastest consumers 

Draws for a chance to 
win 135 prizes 

Beyond the pack 
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A CUSTOMIZED CAMPAIGN APPLICATION 

ECA/2018-06-21 / 35 

Initial Screen Home Page Scan Page Prizes Page 

Beyond the pack 
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325K scans, 17K registered users 

Real-time consumer contacts and claim 
management 

More than tripled number of 
consumer contacts vs traditional 

campaign 

Beyond the pack 



15/11/2018 

Internal 

Packaging plays key role in communicating natural to Millennials 
FOCUS ON THE ENVIRONMENT - PACKAGE 

Source: Sustainable Packaging Trends for 2015: All About Millennials; Mintel, Food packaging trends (US) - 2016  / 37 
Internal 

Attitudes towards the visual aspects of food packaging, by age group 

Green first 

Packaging with a homemade feel (eg. wrapped in paper, handwritten 
labels etc) gives the impression of a more natural product 

Consumer Intelligence / March 2017 
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TETRA PAK® CRAFT 

► Removal of clay coating gives an 
authentic look that’s new on the shelf  

  
► Natural colour variations enhance 

customer’s differentiation possibilities 
 
► Complement your natural product inside 

and pair it with caps and packaging 
material from renewable sources to 
further reduce the environmental impact 

► \ 

Green first 
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ORGANIC NATURAL PRODUCTS IN CRAFT PACKAGES 

 
 
 

Green first 
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Sustainable Portfolio  

External 
LGruber/2018-06 

2014 2016 2017 2015 

Sustainable portfolio 

Cap and top 
made from 
sugar cane 

 

66-74%  
lower carbon 
footprint over 
the life cycle 
compared to 

other* or equal 
premium** PET 

bottles. 
 

Chilled  Ambient 

Tetra Brik® Aseptic 1000 
Slim Bio-based HeliCap 

23TM  

Made from over 
80% renewable 

resources  
 

Plastics derived 
from sugarcane 
used for caps 
and coatings  

 
Paper board 
that’s FSC TM 

certified 
 

Green first 
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Just water 
USA 

 
100% Spring Water 
Paper-based bottle 

Plant-based cap 
Responsibly 

Sourced 
 
 

Green first 
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THE OPPORTUNITY 
IS OUT THERE 


