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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of consumers,
markets, new products and competitive
landscapes provides a unique perspective on
global and local economies.

Since 1972, our predictive analytics and expert
recommendations have enabled our clients to
make better business decisions faster. Our
purpose is to help businesses and people grow.
To find out how we do that, visit mintel.com.
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The headlines

Packaging on the rise Packaging’s role in branding The opportunity

goes beyond graphics
Packaging is becoming a more Leverage all the elements of
important element in food and How a package delivers on packaging to shape the brand
drink product launches, sustainability, functionality, experience
including coffee communication, and value for

the money also contributes to
how a consumer perceives and
experiences the brand
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New packaging drives of coffee launches

US: coffee product launces, by type, 2020-25
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Packaging design key to keeping

consumers engaged

US: attitudes toward beverage packaging - design, any

agree, by age, 2025
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Distinctive packaging design can  Limited edition packaging
make a beverage more designs can make beverages
appealing more fun

Limited-edition Evan bottle designed by Pharrell
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Environmental responsibility starts with
manufacturers

US: environmental responsibility, 2025
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Generational shift: for younger adults,
sustainability starts at the shelf

US: sustainability-related packaging behaviors, by age, 2025
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Washed out food or drink Purchased more drinks Altered my food and drink  Purchased a new product
packaging before recycling packaged in bottles that use  purchases to reduce my  because it used sustainable
recycled plastics carbon footprint packaging
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Price outweighs sustainability, but

younger shoppers want both

US: prioritization of price vs sustainability in food and drink choices, 2025

100% A

80% -

65%
60%

60% -

40% -

% of respondendents

20% -

0% -
18-34 35-54

Base: 1,971 internet users aged 18+ who are responsible for food/beverage shopping

Source: Mintel, May 2025

78%

55+

W Price is more important than
sustainability/environmental claims

B Sustainability/environmental claims are

more important than price
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% of respondents

Plastic remains popular, but consumers
want brands to minimize impact

US: interest in sustainability-related packaging concepts, 2025
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Recyclable plastic ~ Plastic from Biodegradable Plastic-free Paperboard Compostable Lightweight Plant-based
recycled materials plastic packaging plastic packaging to plastic
reduce
transportation
emissions
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To connect with sustainability-minded
consumers, move beyond recyclability

US: interest in sustainability-related packaging concepts, by importance of price vs sustainability, 2025

60 -

49 50

40 A

26

B Price more important than sustainability/environment

% of respondents

- B Sustainability/environment more important than price

0 -
Recyclable Plasticfrom Biodegradable Plastic-free Paperboard Compostable  Lightweight Plant-based
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Recycling still offers a hands-on way to
engage consumers in sustainability

US: sustainability-related packaging behaviors, 2025
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% of respondents

Washed out food or  Taken recyclablestoa Taken recyclablestoa Purchased more drinks  Altered my food and Purchased a new
drink packaging before recycling center designated drop off site packaged in bottlesthat  drink purchasesto  product because it used
recycling use recycled plastics reduce my carbon sustainable packaging
footprint
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Retailers innovate with wine packaging to
enhance their sustainability profiles

Target Collective Good

94% recycled paperboard with a
food grade pouch

sustainable farming practices

Albertsons Bee Lightly

100% recycled PET bottles

87% lighter than glass bottle,
with flat sides for greater
shipping efficiencies.

Target Collective Good Albertsons Bee Lightly nca
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Package types and materials can help to
reinforce brand messages

US: beverage packaging attribute associations, 2025

Healthiul

Easy to store
Easzy o transport
Trendy
Convenient

Good for on-the-go

% of respondents

Keeps drinks cold
Good value for money
Environmenially-friendly

Premium

Glass bottle Slim design alurinum Eoxicarton Standard aluminum can  Multi-serve plastic bottle Single-serve plastic
can bottle
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Glass bottle

* Environmentally friendly 28%
e Premium 20%

« Healthful 19%
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Single-serve plastic bottles

e Convenient 38%

* Good for on-the-go 37%
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Single-serve plastic bottles

» Easy to store 27%
» Easy to transport 26%
* Trendy 21%

Base: 1,971 internet users aged 18+ who are responsible for food/beverage shopping

Source: Mintel, May 2025
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Closures represent opportunity for
innovation

US: interest in beverage packaging features
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Easy to open Resealable Reusable for other Larger "family" sizes Keeps beverage Smaller "snack" sizes Wider openings for QR code that links to
purposes warm or cold easier drinking sustainability info
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Crystal Geyser EZ Open cap highlights
sustainability and convenience
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Older shoppers focused on practicality,
while younger shoppers look for more

US: interest in beverage packaging features, by age, 2025
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Product basics top a growing list of
communication priorities

US: beverage packaging communication priorities, 2025
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Smart packaging can respond to younger
shoppers' more varied interests

US: beverage packaging communication priorities - top three, by age, 2025
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Pack size flexibility could help shoppers

save on their own terms

US: packaging-related budgeting behaviors in the event of further price increases, by financial situation, 2025
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An opportunity to tie sustainability more
directly to consumer value

US: attitudes toward beverage packaging - sustainability, any agree, by age, 2025
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on whether a beverage  should try to limit their use better for the environment containers over single-use low is more important than
product is environmentally of plastic bottles using sustainable
responsible packaging
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Reusability can add value, define the brand

recyclable,

reusable and &3
"

remarkable
packaging
for the win.

80

" JusTea
T

= loose leaf black tea -

KENYAN EARL GREY
Aromatic & Rich | High Caffeine
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Packaging innovation can enhance the
actual drinking experience
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Guiness Nitrosurge Air Up Flavor System
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Younger coffee drinkers engage in wider
variety...

US: types of coffee consumed at home or on the go, by age, 2025
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..and are less tied to routine

US: change in coffee behaviors vs a year ago, by age, 2025
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Help young coffee drinkers create new
routines

US: attitudes toward coffee, by age, 2025
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Think about how packaging can...

Reflect brand values

in design and materials as well
as information

Deliver value

by help helping coffee
shoppers save money on their
own terms

Create experiences

by helping young coffee
drinkers establish new routines
and rituals
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Meet the Expert

John Owen

Associate Principal - Food and Retail

jowen@mintel.com

The world’s leading market
intelligence agency

Our expert analysis of the highest quality data and
market research will help you grow your business.

MINTEL

Experts in what
consumers want
and why
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