
Long before a product rolls down the production line, its packaging 

needs to be fully vetted, accurate, approved and shared; manufacturers 

increasingly get better and faster for a competitive leg up.
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Challenges associated with going from “concept to reality” were one of six 

worldwide trends BLUE Software uncovered when asking manufacturing 

customers to name their chief concerns about product packaging. Along with this 

“concept to reality” phenomenon, other top of mind concerns for these customers 

– who come from 5,000 leading consumer product, retail, pharmaceutical and 

medical device companies; represent 12,000 brands; and do business across 150 

countries – include:

• Ineffective flow of product and packaging data

• Rising demand for high quality and interactive images for augmented and virtual reality

• Continued fragmentation of regulations and compliance strategies

• Need for “glocal” solutions that adjust global processes for local regulatory, legal and marketing dynamics

• Growing product content needs arising the need to deliver an engaging customer experience

In the following pages, we explore these six global packaging trends and offer direct-from-the-field insights on ways 

your company can exploit them to lower your costs, accelerate time-to-market, increase customer satisfaction and 

outperform your rivals in today’s increasingly competitive, complex and data-driven marketplace.

1. CONCEPT TO REALITY:  USE A ‘DIGITAL TWIN’ TO INFORM 
STAKEHOLDERS ABOUT A PRODUCT BEFORE IT EXISTS

Pressure is mounting on manufacturers to inform their supply chain partners, legal departments, mar-

keting teams, regulatory bodies and other stakeholders about a product literally before it exists.

Consider a pharmaceutical company working to bring a new treatment into its product pipe-

line. While the company designs the drug and pursues FDA approval and patents, it must 

simultaneously create the corresponding package artwork and insert leaflet. Why? Be-

cause the FDA is demanding to know what the product package and leaflet are going to 

say. Or the sales team wants to go into a retailer and confidently show what the product 

looks like and how it feels -- all before it even exists.

To meet these demands, manufacturers are increasingly creating a “digital twin” of a prod-

uct before the real product exists. In other words, they create a virtual product that can 

be experienced in a web browser and other digital environments in which they can see and 

“feel” the product long before it’s manufactured.

Having a “digital twin” eliminates surprises in both the manufacturing and packaging of the product, because it 

allows all stakeholders to see, feel, understand and get comfortable with the product in a digital environment 

before it makes its way to manufacturing and retail.

2.  FLOW OF DATA: MOVE FROM UPSTREAM 
‘PACK TO DATA’ TO UPFRONT ‘DATA TO PACK’
Traditionally, most manufacturers wait until late in the approval process 

to place packaging data on product artwork. Typically, they’re taking a lot 

of upstream data from Excel or World files, cutting and pasting it, build-

ing a piece of artwork, and then routing and vetting the data through all 

relevant stakeholders.
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This traditional means of building a package is not only cumbersome; it also adds unnecessary approval cycle times.

Innovative manufacturers are cutting cycles and times by implementing “data to pack” processes in which record 

data, ERP data, PLM data, regulatory system data and other key information flow onto the package prior to the ap-

proval process.

In other words, manufacturers can gain an edge over their rivals in today’s hyper-competitive marketplace with a 

“right first time,” “data to pack” approach -- which means fewer approval cycles and faster time-to-market.

3.  RISING DEMAND FOR A “VIRTUAL TWIN” OF THE LATEST PRODUCT 
FOR USE IN PHOTOGRAPHY, AND SOON IN AUGMENTED REALITY AND 
EVEN VIRTUAL REALITY:  GET THE PICTURE RIGHT NOW.

In the packaging artwork approval process, there’s always “that mo-

ment” when the image is right, the content is descriptive and engaging, 

and the data is accurate.  When “that moment” occurs, the next step 

can be lengthy and frustrating – how to get product photography? 

Traditionally, companies have waited weeks or even months for 

the product to be manufactured so they can get accurate product 

photography.

 

BLUE allows companies to produce marketing ready product im-

ages using the process of virtual photography. This process begins 

the very moment the 2D artwork is approved. The art is applied to a 3D 

shape so the brand now has a “Virtual Twin” of the real product. With this tool, 

the brand can also create interactive 3D files, high quality product shots, sell sheets, ads, in-store signage, and other 

promotional materials - all without waiting for manufacturing and supply chain to produce the actual product.

 

Even more compelling, brands can then immediately use these 3D assets to place their products into their custom-

ers’ worlds through augmented reality (AR) or in virtual reality scenes (VR). The 3D files can be used to inform sales, 

retail, and even consumers.

 

We believe augmented reality will play a larger role early because it’s less expensive to place a product in “real 

reality” then to create a full virtual reality.

• Virtual reality requires a lot of content design. Someone needs to build a whole world to have complete 

virtual reality.

• Augmented reality is not only easier and less expensive; it may have a higher impact on consumer perception 

and behavior. This is because augmented reality can take a product and let it enter the physical space we live, 

breathe and work in every day. We don’t use and consume oatmeal in a virtual world; we actually take a spoon 

and place the oatmeal in our mouths.

4. CONTINUED FRAGMENTATION 
OF REGULATION AND COMPLIANCE 
STRATEGIES: BECOME AGILE
As manufacturers know all too well, it gets tougher each day to play 

by the rules. With the new Trump administration, less national regula-

tion and more opportunity for state regulation of product packaging 

appear likely.

For example, recently approved legislation in Vermont regarding the 

sale of GMO products meant that food product manufacturers had to 

create products specifically for Vermont consumers.
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This type of fragmentation isn’t limited to the United States; it’s happening all over the world. For manufacturers, 

this means their systems must be more agile, and they’re probably going to have to create even more products and 

regulatory changes – typically with the same or even smaller teams than they have today.

5.  GLOBAL BRANDS FIND SUCCESS BY GOING ‘GLOCAL’
To compete and win, especially on a global scale, brands must harmo-

nize their messaging across all shopper channels and communicate 

with their consumers at the retail shelf, while continually meeting 

ever-changing consumer demands. 

While many manufacturers have been successful at regional har-

monization, global harmonization successes tend to be few and 

far between. More often than not, this is because a best practice or 

process that works well in one region creates human change management 

challenges in others – or raises other issues that didn’t even exist before. As a 

result, manufacturers are looking for systems that allow them to create business 

processes that are “glocal” – global in nature, but accommodating for local regula-

tory, legal and marketing dynamics and conditions.

As BLUE has observed in working closely with manufacturers across the world, the key characteristics of 

“glocal” companies are flexibility and agility, which enable them to leverage:

• Relevant KPIs and the ability to measure processes across the globe 

• Enough harmonization to create meaning when looking at one brand from one region to the next. 

6. GROWING PRODUCT CONTENT NEEDS: ANSWER CONSUMERS’ 
NEW DEMANDS

As consumers become more digitally savvy and their expectations change, 

retailers are responding with increasingly sophisticated ecommerce platforms 

designed to provide an engaging online customer experience. More than ever 

before, this puts pressure on manufacturers to deliver rich and value-added 

content and digital assets related to their products. 

It also means manufacturers must know more and more about their products. 

For example, does a food manufacturer know what farm made that cheese? 

In addition, manufacturers must provide transparency to their customers and 

present content in a consumable way. For instance, a health and beauty prod-

uct manufacturer must be able to provide a clear and readily available answer 

to parents who simply want to know whether its products are going to be 

healthy for their family.

YOU’RE NOT ALONE
Not so long ago, finalization of the package artwork was largely an afterthought for most manufacturers, but as 

our conversations with customers illustrate, the most successful manufacturing companies today are those that 

rank packaging innovations among their top business priorities. To follow their lead, you need not go it alone. Our 

SaaS-based collaboration and workflow tools can help you unlock hidden opportunities for cost savings within each 

stage of the product packaging and artwork management process and improve efficiency KPIs, including speed-to-

market, sales lift, and regulatory compliance.  

For more information, visit our website: www.bluesoftware.com
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