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No major review of the significant developments has been undertaken within the 

literature; albeit Risch (2009), and Berger and Welt (2009), provide a reasonable 

overviews of key innovations, and within the trade literature, an article in ‘The Grocer’ 

used key industry representatives to identify some of the most significant innovations 

(Table 2.9). Given the lack of a comprehensive overview, Figure 2.2 plays an 

important part in identifying these innovations. The combined evidence provides an 

illustration of the significance of packaging developments. 
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Table 2.9: The top 7 packaging innovations of the past 100 years (2009). ‘The 

Grocer’, Packaging Special (31 January 2009) 

 

This study examines not just the FMCG industry, but the packaging industry itself, 

and specialist packaging design and marketing consultancy firms. The incorporation 

of this wider perspective was necessary in order to develop a full picture of the 

development process: packaging is frequently not developed by food and drinks 

firms themselves, but instead outsourced. This type of situation is arguably typical 

across a number of industries, as firms seek to outsource and focus on their core 

capabilities (Hoecht & Trott, 2005). In the case of packaging, this has frequently 

enabled food and drinks firms to retain relatively small packaging departments or 

assign responsibility for packaging to more general members of their product or 

marketing teams.   

 

The degree to which packaging as a function has been outsourced is partly reflected 

by the significant size of the packaging industry itself (the global market for consumer 

packaging has grown to be worth close to US$410bn, and is set to continue to grow 

at around 5% a year to reach over US$470bn in 2010 (PIRA & REXAM estimates, 

2007)), with the FMCG industry being its main key customer. Thus innovation and 

NPD are equally important to both the FMCG and packaging industries. 

 

 Packaging innovation Product category (ies) Benefits 

1 Steel Cans and ring pulls Processed food • Easy opening 
• Food preservation 

2 Aseptic cartons Beverages • Lightweight 
• Robust 
• Ability to carry copy 

3 Microwaveable packaging Processed food; fresh 
food; Ready meals 

• Consumer convenience 

4 PET bottles Beverages • Recyclable 
• Lightweight 
• Robust 

5 Child resistant safety caps Over the counter 
pharmaceutical 
Household goods 

• Safety 
• Legislation 

6 Tubular cardboard Snacks: Pringles • Product protection 
• Differentiation 
• Resealability 

7  Guinness In can system 
(Widget) 

Beverages • Differentiation 
• Product quality 
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2.4 Packaging Industry and its Significance to Packaging 
Development 

The UK packaging industry is estimated to be worth £9.49bn (Keynote, 2010). The 

primary customers of this sector are the FMCG and pharmaceuticals industries. For 

these industries, the packaging forms a critical part of the product offering, 

particularly within the current competitive climate. The outsourcing of the packaging 

function raises the importance of considering supplier relations with the packaging 

manufacturers. Suppliers of packaging have become increasingly important to the 

FMCG industry, with growth in sales of pre-packed meats, chilled foods, salads and 

prepared vegetables, and this trend is likely to continue (Key Note, Food Industry; 

2005; 2010). However, despite the significant size of this industry and the companies 

operating within it, the potential significance of their developments and the 

incorporation of these suppliers in NPD have yet to be explored.  

 

This packaging industry, like the FMCG industry, can be classified as a process 

industry: again resulting in heavy cost focus, volume intensity, and high capital 

equipment costs. The products of this industry also form a low cost input into the final 

product of FMCG firms (typically representing up to 10 per cent of the retail cost of 

an item; though in the case of luxury goods, this may be as high as 40% (Rouffignac, 

1990)). The industry itself is characterised by fierce competition for demanding 

customers, which is compounded by an increasing level of competition from 

suppliers in emerging countries. This has resulted in reduced margins. Packaging 

has also received negative publicity from the environmental lobby.  

 

In most sectors, the majority of products are of a commodity nature. Customers often 

view packaging negatively, and regard it as a necessary evil or an unnecessary cost, 

despite its importance and potential contribution to the end product. This is 

exemplified by Lockamy (1995, p. 52), who claims that many organisations see 

packaging as an “unavoidable non-value-added cost containing little of no strategic 

value”. This myopic view reinforces the emphasis on cost reduction: leaving little 

room for creativity, which has arguably inhibited the development of both product and 

process innovations.  

 

The packaging industry is divided into four sectors: Paper and board, Plastics, Glass, 

and Metal. Figures 2.5 to 2.8 highlight the key developments in each of these sectors 

over the past 110 years.  



 39 

Figure 2.5: Timeline summarising key paper and board packaging developments 

1900-2010 

 
 

 

Figure 2.6: Timeline summarising key plastic packaging developments 1900-2010 
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Figure 2.7: Timeline summarising key metal packaging developments 1900-2010 

 
 

Figure 2.8: Timeline summarising key glass packaging developments 1900-2010 
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2.5  Summary 
NPD and packaging are both of critical importance in the highly competitive FMCG 

industry and foods and drinks sectors: particularly as a result of the changing needs 

of consumers, which have resulted in a need for new packaging. The development 

and incorporation of new packaging technologies and formats represents an 

opportunity for firms. Reflecting this, a number of packaging developments can be 

seen to have had an important impact within the industry. 

 


