
2018
Packaging Trends 
December 2017



2

Table of Contents
The Deeper Digitization of the Packaging Value Chain 3
Ultra Violet Color Psychology 4
Designers Will Exercise More Leadership in Business 5
The Year Physical Packaging Digitizes for Disruption 6
Brands Adopt Consumers Concerns About Quality 7
Fast-Moving Consumer Goods Will Use Internet of Things to Get Lean 8
In Transparency We Trust 9
Multi-tasking Products Migrate From Consumer to Business 10
About Us 11



3

The Deeper Digitization of the 
Packaging Value Chain
By Joakim Weidemanis

Digital transformation is impacting every aspect of culture. Even 
if you still write shopping lists by hand, instead of typing items 
into an app or speaking your list to Alexa, I would bet that, when 
you forget the list at home, you probably will ask someone who 
is there to snap a picture (digitize it) and text it to you. We rely 
on digital technologies in many forms to rescue us from all sorts 
of predicaments, small or large, personal or corporate. We have 
grown accustomed to the widespread availability of information 
and the connectivity that enables instant gratification, personalized 
experiences, same-day delivery and global product consistency. 

So how do businesses prepare to meet these growing consumer 
demands and the increasing speed with which we are expected to 
meet them? Accelerating the digitization of all aspects of business 
is a crucial key to success. You see, digital transformation is not 
just about changing the transaction process by implementing 
an enterprise resource planning (ERP) system, standing up a 
customer relationship management (CRM) database, rolling out 
marketing automation, or using Chatter to @tag people whose 
attention you need. For consumer goods companies, digitizing 
the process by which you make products is the key to improving 
operational processes and thereby lowering costs.

As stated in a 2017 article from McKinsey, 1 the consumer goods 
industry is less than 35 percent digitized, despite the relatively 
deep penetration of technologies in other industries like media, 
retail and high tech.

For consumer goods, products still come in packages that most 
consider part of the supply chain. But packaging is where supply 
chain meets sales and marketing, so I believe consumer goods 
companies will soon prioritize digitizing the packaging value chain 
to align this critical channel with the digital transformation efforts 
already in progress for marketing functions. In 2018, I think it will 
become more obvious that packaging is not just a cost, nor a pure 
marketing vehicle, it is both. A package may be physical, but it is 
covered with data that directly impacts the consumer experience. 
Digitizing the packaging process requires a combination of 
technologies that help deliver products to market more quickly, 
with higher quality, at a lower cost.

Unfortunately, brands often don’t realize how much extra time it 
takes them to create effective packaging using analog methods; it 
can take up to twelve months to create a new SKU or six months 
to update packaging designs. There are many iterations, trade-
offs and specifications exchanged and changed throughout the 
process and this is often done by phone, email or face-to-face 
meetings. But with digital disruptors in the value chain, such as 
tools to shorten the process and lead time and a greater variety 
of printing technologies, more options are becoming available to 
resolve these problems. Transferring analog processes to digital 
software also permits brands to collect data to better identify 
waste and root causes of risk. 

With the right tools, such 
transparency can be achieved 
across functional silos, and even 
across partners in the value chain, 
providing the ability to communicate 
effectively, align expectations 
and deliver a superior consumer 
experience. 
Better yet, the monetary benefits of digitizing processes are very 
significant. We believe packaging is an information-intensive 
process, and we have seen companies save up to 90 percent 
as well. Packaging certainly could be considered an information-
intensive process, and we have witnessed comparable results as 
well. Deeper digitization in 2018 could yield similar savings for 
consumer goods companies that commit to transforming how 
they make products, not just how they transact business.

In the following pages of this trends paper, senior leadership 
at our Danaher operating companies, PANTONE, X-Rite, Esko, 
AVT, Videojet and Laetus, all a part of our product identification 
platform, will discuss what they believe will drive trends in 
packaging for 2018. We hope to provide greater context as to 
how these trends impact the packaging value chain as a system 
and how you can utilize technologies to your advantage.

Joakim Weidemanis 
Executive Vice President, Danaher
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Pantone’s Color of the Year for 
2018 is PANTONE 18-3838, Ultra 
Violet. Dramatically provocative 
and thoughtful purple shade, it 
communicates the thinking we are 
seeking to create a meaningful 
direction for our future.
Enigmatic purples have long been symbolic of counterculture, 
unconventionality, and artistic brilliance. Musical icons Prince, 
David Bowie and Jimi Hendrix brought shades of Ultra Violet to 
the forefront of western pop culture as personal expressions of 
individuality. Nuanced and full of emotion, the depth of PANTONE 
18-3838 Ultra Violet symbolizes experimentation and non-
conformity, spurring individuals to imagine their unique mark on 
the world, and push boundaries through creative outlets. 

Historically, there has been a mystical or spiritual quality attached 
to Ultra Violet. Often associated with mindfulness practices, and 
offering a higher ground to those seeking refuge from today’s over-
stimulated world, the use of purple-toned lighting in meditation 
spaces and other gathering places energizes the communities 
that gather there and inspires connection.

As packaging design becomes more sophisticated, Ultra Violet 
offers complexity and nuance that appeals to our desire for 
originality in all that we touch. Similarly, in graphic design, Ultra 
Violet resonates with this dynamic medium through its multi-
dimensional feeling. Shades of Ultra Violet are increasingly used 
in packaging and graphic design by forward-looking brands in the 
CPG, luxury and beauty worlds, as well as by personalities and 
artists seeking to stand out. 

Ultra Violet Color 
Psychology
By Laurie Pressman

Color helps determine what clothes you wear, what car you 
drive, the interior and exterior of your home, what you’ll wear on 
your wedding day and whether or not you’ll actually purchase a 
product.

Yes, it’s true. According to Executive Director, Pantone Color 
Institute Leatrice Eiseman’s book, Color Messages and Meanings, 
consumers judge products based on appearance and the color 
of the packaging influences 50 to 85 percent of their decision-
making process.

Not only does color impact buying decisions, color can stimulate, 
excite, depress, tranquilize, increase appetite and create a 
feeling of warmth or coolness. Scientists agree that physiological 
changes take place in humans when they are exposed to certain 
colors.

When thinking about selecting a color to represent a brand, it’s 
important to consider the psychological message and meaning of 
the color and how it will instantaneously broadcast the meaning 
and image of the company.

While designers envision colors and their impact on a brand; 
Pantone also knows that color extends beyond products into a 
lifestyle, which is why the Pantone Color Institute takes the role of 
color selection seriously. 

One of the ways in which the Pantone Color Institute educates 
clients about the role of color is through our Pantone Color of 
the Year program. With color and context so intertwined there 
really are reasons why a color family or individual color comes into 
prominence when it does, and for the most part, the popularity of 
a color is symbolic of the age we are living in.  The Pantone Color 
of the Year gives us a way to translate what is taking place in our 
culture at a particular moment in time into the language of color.

Since 1999, Pantone’s Color of the Year has influenced product 
development and purchasing decisions in multiple industries, 
including fashion, home furnishings and industrial design, as well 
as product packaging and graphic design.

The Pantone Color of the Year is more than ‘what’s trending’ in 
the world of design, it is a color that can communicate a message 
that best reflects what is happening in our global culture at a 
specific moment in time; a color we see crossing all areas of 
design that serves as an expression of a mood and an attitude; 
a color that will reflect what people are looking for, what they feel 
they need that color can help to answer. 

Laurie Pressman
Vice-President,
Pantone Color Institute
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A senior design leader at a large beverage company recently 
shared his thoughts on the definition of Design Thinking on 
LinkedIn, asking other members of the community to contribute 
their own thoughts alongside his. Hundreds of comments ensued. 
The post appears to be part of a multi-week campaign to position 
Design Thinking as a way to approach business problems and 
garner attention from business executives.

And we know that this attention has been hard to capture. A 
survey of over 600 designers that X-Rite fielded revealed that a 
common challenge designers experience is obtaining buy-in for 
their ideas. 

This will have to change for entrepreneurs and business leaders 
to invest in and leverage design, but I believe that the new year 
will bring such a change. This is because designers already 
demonstrate many qualities that leaders do.

Straddling the line between idealist and rationalist, designers 
exhibit aptitudes for originality, insightful problem solving and 
planning. The same aptitudes are demonstrated by leaders. 

In 2018, more designers will step forward as leaders in business, 
finding creative solutions, subverting stagnation and spotting the 
value of a new practice, technique or path. Growth and evolution 
require leading the way for others and seeing patterns and 
relationships within new information in order to consider, leverage 
and invest in innovation visions that may lack any precedence. 

Designers lead by articulating a vision on paper (or on-screen) 
and by determining the specifications through which the 
vision becomes possible. Designers help their organization 
define innovation and drive forward design thinking to produce 
groundbreaking work with the potential to change the brand 
experiences, and sometimes even the lives of consumers.

Today, more and more business leaders understand the 
importance of being consumer-centric. At the end of the design 
process, there is a user. At the end of the product development 
process, there is a user. Within the whole consumer journey, 
there is a user. Designers are already adept at taking usage goals 
and experiences into consideration for each decision: choosing 
a particular color based on where it will be seen, the weight of 
paper stock or a type of material based on how it will be handled 
and the graphic elements featured based on target audience.  

Design is the key to differentiation, which is critical in an age 
of increasing marketing channel complexity and more informed 
consumers expecting rapid brand response. It’s the mindset with 
which complex business challenges are solved. It’s the process 
through which business strategies are converted into meaningful 
work. Design and business strategy need to be seamlessly 
aligned and, in order to achieve this alignment, designers need to 
be given a seat at the executive table. 

Designers Will Exercise  
Leadership in Business
By Adrián Fernández

Designers will need to use the 
very traits that make them good 
designers to exercise leadership in 
their businesses:
Designers see people through the data. Crafting a quality 
consumer experience requires taking the time to consider 
the human being you are trying to reach. Designers combine 
business strategy with human empathy, keeping the organization 
consumer-centric. 

Designers expect and adapt to change. Designs can change 
drastically, whether influenced by a new trend, a new technology, 
or simply the latest batch of feedback in the approval process. 
Designers are not married to the past. By expecting change, 
they are better positioned to act when change comes down the 
pipeline. 

Designers strive for simplicity amidst chaos. Good designs, 
even seemingly complex ones, need to be built upon simple 
design elements. This tendency to look for simplification of form 
can be a strong advantage when discussing business strategy 
and innovation execution. 

These are also powerful business strategies, making the voices of 
designers as business leaders invaluable. 

In 2018, as user experience continues to move to the forefront of 
competitive advantage and business strategy, those who make 
decisions on behalf of the user, the designers, will step forward 
and exercise more and more business leadership.

Adrián Fernández 
VP, Packaging and General Manager,  
Pantone
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According to Deloitte’s 2017 Consumer Products Outlook,4 
consumer purchases are facilitated by technologies (i.e., their 
smartphones.) Therefore, consumer packaged goods (CPG) 
companies need to engage and influence consumers at every 
stage of the buying process, from initial research to the final 
purchasing decision. 

Brands already rely heavily on packaging to position and sell 
their product, but will progressively do so as traditional push 
advertising becomes more fragmented and digital dominates the 
way consumers research products, creating a pull for information. 
With consumers showrooming or webrooming their experiences 
with actual products (not retouched glamour shots), color and 
defect control in product packaging becomes more significant 
and ensures that brand identity remains intact and entices the 
consumer during the Zero Moment of Truth.

Consequently, brand owners are placing a greater focus on the 
quality of their product packaging. While packaging manufacturers 
already drive the quality of ink on substrate, they will look to meet 
the greater demand from major players in the CPG marketplace 
to prove that the level of quality delivered is what the brand owner 
has specified.  

Streamlining operations efficiently and providing precision quality 
are two main reasons for the steady rise of digital printing. For 
example, manufacturers can now receive an order and have 
it processed, printed, and ready for shipment the same day. 
Everyone in the packaging value chain knows that time is money 
and any process that successfully eliminates constraints for both 
resources is valuable.

The added benefit that digital printing adds to brands? Higher 
value. High-quality packaging allows for more design variations 
and thus more targeted marketing, capturing the consumer’s 
attention with relevance in a world where a product can be 
removed from the cart, returned, or replaced by another product 
with a mere click of the mouse.

Previously, digital printers were a “nice to have” but not a “need 
to have” for converters and packaging manufacturers. However, 
digital printing has demonstrated print quality improvements, 
provided flexibility on the line, quicker turnaround times and 
shorter print runs, all of which reduce cost and improve the 
process.

Digitization also impacts the quality of the press run, as converters 
and manufacturers can view what’s happening on the press in 
real time, allowing for quick adjustments and improvements, while 
removing waste and improving quality efficiently in the overall 
workflow.

In a recent Karstedt Partners article, 5 according to Smithers Pira, 
in 2015 the global digital packaging and label printing market was 

Brands Adopt Consumer  
Concerns About Quality
By Jaron Lotan

valued at $10.5 billion. The digital print for packaging market will 
grow by an average compound annual growth rate (CAGR) of 13.6 
percent in constant value (real) terms to 2020, with a print volume 
CAGR of 16.2 percent. Despite this projected growth, digitally 
printed output makes up a small percent of overall packaging. 
Just 5 percent of labels are now printed digitally and less than 1 
percent of all other packaging is printed digitally. The opportunity 
is there.

And as the growth of digital printing technology persists; the “nice 
to have” will soon become a requirement for many converters 
looking to streamline processes; utilizing digital printers to serve 
their clients will no longer be optional – it will be mandatory to 
keep up with demand. 

But how will this trend carry into 2018? 

With the additional advantages of 
utilizing digital technology, digital 
printer sales will continue to rise.  
Not only will we see major players 
add digital to conventional printing, 
but smaller players will as well. 
And as more businesses take advantage of digital, there will be a 
greater need for automation tools that help capture quality data 
that reports to both brand owners and converters. Brands will 
continue to benefit from new solutions that help reduce waste 
and improve the quality of their production workflow. 

Essentially, there will be more opportunities for digitization of the 
packaging value chain in 2018, as brands seek to satisfy their 
needs for consistent quality and control and converters satisfy 
that need with automation. 

Jaron Lotan 
President
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In this digital age with so many screens, so much tapping and 
clicking, more and more of our lives are woven into the digital 
landscape. 

Yet we still exist on a physical planet. As humans, we still sense. 
We see with our eyes and touch with our hands. We know how 
experiences make us feel, and it is very difficult to replicate 
that digitally. Brands are realizing that their physical marketing 
channels are just as important as their digital counterparts. 

Particularly for fast-moving 
consumer goods (FMCG) companies, 
the times when consumers are 
physically interacting with their 
packaged product, or digitally 
examining an image of the product 
packaging, are as important as ever.
The consumer only has one consumer experience and does not 
categorize or distinguish between digital and physical channels. 
However, when these touchpoints are out of sync, marketers 
realize that the consumer experience suffers: a survey we recently 
conducted with the CMO Council 3 found that two-thirds of 
marketers believe consumers are very or extremely sensitive to 
visible differences between the packaging images they see online 
and in-store.

There are many brands that are already keenly aware of the 
need to close the gap between physical and digital channels. 
They are developing and aligning their capabilities to deliver a 
cohesive experience, tying together physical packaging and 
digital marketing. Experiences that we used to think were dreams 
are quickly becoming reality.

Perhaps at its most literal, the use of physical packaging as a 
digital marketing vehicle can be observed in the rise of intelligent 
packaging. Intelligent packaging interacts with the consumer. 
This could be done via QR codes, printed electronics, NFC 
tags or other RFID devices (including holograms and embedded 
barcodes). Intelligent packaging is digitally driven, relying as much 
on physical technology as on digital information, infrastructure 
and the flow of data through connected systems. 

Part of the problem with intelligent packaging has been that the 
devices consumers held in their hands have not been able to 
read intelligent packages. QR code readers still are not active 
and native in all smartphones in all markets. Though it has existed 
since 2002, NFC technology only very recently became readable 
by iPhones. 

The Year Physical Packaging  
Digitizes for Disruption
By Udo Panenka

As smartphones increase in their ability to read codes and 
interact with tags, the blocks to adoption of intelligent packaging 
components will break down. That’s why I believe 2018 will see 
a surge of intelligent packaging uses and marketing innovations 
from FMCG brands as they put these technologies work to 
provide a converged physical and digital consumer experience. 

Of course, it’s quite possible that the smartphone camera 
may render some intelligent packaging uses obsolete. When 
consumers can see an item they want to buy, snap a photo of it 
and instantly be presented with sizes, quantities, prices and ship-
to-home options, intelligent packaging itself will be disrupted.

Just as marketing and consumer data needs to get organized 
in support of digital marketing efforts, packaging will need to 
organize product data and imagery, making them readily available 
to apps and APIs, and ensuring their veracity on-screen and on-
pack. It’s time for brands to get their packaging functions digitized 
so they can be ready for whatever new technology presents itself 
next. 

Udo Panenka 
President
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The Internet of Things (IoT) may have only recently taken the 
stage, but that doesn’t mean it hasn’t already made major 
impacts on how we do business. According to Statista, 6  by 
2020, the installed base of Internet of Things devices is forecast 
to grow to almost 31 billion worldwide. Major players like Google 
and Amazon have put IoT and its capabilities in the spotlight and 
have showcased how it can shape the business landscape, as 
well as our daily lives. 

Most fast-moving consumer goods (FMCG) companies have yet 
to adopt these technologies into their packaging lines, especially 
smaller companies. But in 2018, it will become harder and harder 
to ignore technology that provides critical insights to improve 
operations. Soon, these advancements won’t be seen as luxuries 
or irrelevant for the industry, but instead as important efficiency 
detectors.

In 2018, IoT’s impact on the FMCG packaging line will continue to 
rise. Why? FMCG companies simply cannot afford to continue at 
the rate they are currently operating, and in a business landscape 
undergoing digital transformation, the speed, accessibility, 
efficiency and productivity IoT can deliver is necessary in order 
to meet demands for higher volumes from the same or fewer 
packaging lines. Lean manufacturing is becoming more relevant, 
and the data from internet-connected technology is key to these 
efforts. 

Deeper Data Dives

The more data that’s available, the better. However, data collection 
on a packaging line can be challenging as they often consist of 
equipment from many different original equipment manufacturers 
(OEMs), and these machines may speak different software 
languages. Collecting data can force plant teams to keep logs 
on clipboards and spreadsheets. This highly manual process 
(necessary though it may be in the current state) makes it difficult 
to scale and consolidate data collection and frustrating to derive 
meaningful insights to drive continuous improvement.

Evolving data collection from analog to digital using cloud-
based solutions means that deeper data dives are possible. With 
access to a machine’s data, it is easier to see what is happening 
on the packaging line in real-time, identify corrective action and 
implement countermeasures, rather than relying on observational 
data retroactively. Digitizing, automating and connecting the data 
collection process not only enables data-driven decision making, 
it prevents heaping additional responsibilities on plant teams 
already functioning at maximum capacity.

Integration of IoT’s Remote Capabilities

FMCG will use IoT 
to get Lean
By Ganesh Ramaswamy

As IoT continues to advance, its benefits and capabilities continue 
to unfold, most recently in the form of remote capabilities. 

Cloud-based software solutions 
provide the benefit of remote data 
access, freeing managers from the 
constraints of on-site review of plant 
or line performance.
Remote monitoring capabilities have been integrated more 
widely as plant teams use IoT sensors to notify team members 
of equipment downtime. Automated alerts can be sent by text 
or email to help maintenance and operations associates better 
supervise machine performance. 

Remote service, however, is a more comprehensive remote 
capability. Beyond sensor capabilities, remote service puts the 
equipment solution provider squarely into the machine, addressing 
a downtime event directly and optimizing for the future. Without 
actually visiting a site, experts can provide support and perform 
around-the-clock analytics and real-time repair. Not only does 
this level of remote capability diminish downtime, but it eliminates 
a significant percentage of service calls. 

Soon, with more powerful and numerous sensors, coupled with 
ever-evolving IoT technology and longer data histories to analyze, 
the potential for true predictive maintenance capability lies just 
around the corner.  

In the coming year, as IoT continues to develop and permeate more 
and more of our everyday lives, our expectations for connectivity 
and the speed and visibility it affords will change accordingly.  The 
data collection, analytics and remote capabilities of IoT will all be 
essential tools for companies that produce packaged goods to 
stay competitive.

Ganesh Ramaswamy 
President
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In all aspects of life, transparency is important in establishing trust; 
people feel secure when they have ready access to how products 
are made or see how contracted services are performed.

Consumers are increasingly concerned about their health and 
the products they consume. Food and beverages with simplified 
labels, easy-to-read ingredients and clear windows have gained 
popularity, as consumers demand more information to prove that 
products are exactly what they claim to be. 

For example, in 2014 grocery retailer who is known for premium 
options, received backlash when they mislabeled non-GMO 
products. Before they could make the appropriate clarifications 
they were slapped with a class-action lawsuit, which quickly 
made transparency a big priority for their business. 

Prescription medications are also impacted. According to the 
World Health Organization (WHO), 10.5 percent of drugs in low 
and middle-income countries are fake; with pharmaceutical 
sales totaling $300 billion a year, the fake medicine business is 
calculated at approximately $30 billion dollars 7.

Demand for transparency now flows from regulatory bodies. The 
European Union (EU) is implementing the Falsified Medicines 
Directive, a mandate to serialize all pharmaceutical packaging by 
February 2019. The directive created an end-to-end verification 
system wherein unique, serialized codes are printed on every 
medicinal package and each code links back to the EU’s main 
database. At the point of sale, pharmacists scan the codes, 
verifying the authenticity of each package and sending results 
back to the database in real-time. Using serialization, data is 
created that provides evidence of authenticity not just at the point 
of purchase, but at key points in the supply chain. 

Moving products through the supply chain requires aggregation  
– which is essentially a method that ensures a parent-child 
relationship between the serialized product and its shipping 
container. For instance, an entire pallet (parent) of packages 
could be scanned with one click instead of 12,000 clicks for 
each individual, retail-sized box (child). Aggregating the codes is 
a crucial data challenge that must be solved for manufacturers to 
continue to get products to market in a timely, efficient manner. 

In Transparency We Trust
By William Opie 

Complying with the serialization regulation is operationally painful 
for pharma companies. Previously, they embossed and labeled 
packages and implemented a visual inspection of the packaging 
line, but the new regulation requires the implementation of 
more complex solutions. In the EU the packaging line must 
now label, check-weigh, print, pass multiple visual inspections 
and scan for tamper evidence. With the desire for traceability of 
products, manufacturers must implement a trackable system for 
all pharmaceutical products throughout the distribution chain. 
This is a true transformation of operations, as companies seek 
to execute all these functions within the same manufacturing 
footprint they had before in order not to increase the square 
footage of their plants.

In 2017, those pharma companies utilizing track and trace 
solutions can locate shipments of their products at any moment, 
with utmost accuracy. They know that the products shipped are 
of the highest quality, as automated inspection removes defective 
packaging from the line. Most importantly, the technology offers 
risk reduction and peace of mind knowing the medications 
people consume are safe. In 2018, these benefits will become 
more attractive for brand protection and marketing for adjacent 
industries.

What does this mean for consumer goods companies?

Consumer packaged goods 
companies and retailers will gain 
additional opportunities to connect 
openly with consumers. 
For example, a consumer can enter the serial number of a package 
into a company’s website to access additional information on 
how to take their medication, or a retailer could work with major 
food companies to create a unique loyalty program. Consumers 
could scan a 2D barcode to identify clean label products quickly 
and get a full list of ingredients and sources; each scan could also 
rack up points towards rewards and discounts within the store. 

Between the consumer desire for transparency and government 
regulations to avoid counterfeit and faulty products, track and 
trace technology is pushing innovation within labeling and 
packaging – allowing brands to prove authenticity and build 
higher levels of trust with consumers than ever before.

William Opie  
General Manager
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I’m not sure why I bother to carry a purse anymore. I carry my 
checkbook, my filing cabinet, my photo album, my identification, 
my address book and more in my jacket pocket. One device has 
converged the capabilities of many single-task tools, and the 
latter now seem nostalgic and clunky. What perhaps started with 
the Palm Pilot has created an appetite for more tools that multi-
task for us, allowing us to do more while also simplifying our lives. 

And it’s not just in tech; I see this across industries. Years ago 
in the beauty industry, BB creams emerged delivering several 
beauty benefits in a single product. A popular Swedish retailer has 
increased its number of bed options that include added functions 
like under-bed drawers, behind-headboard bookcases or even 
beds that expand from single to queen AND have drawers. In 
accessories, the cross-body bag has virtually replaced many 
forms of purses because of its versatility to be carried or worn 
different ways. Due to the rising popularity of wardrobe capsules, 
a sweater is advertised by the number of ways in which you 
can wear it (my most recent sweater purchase boasted seven 
possible looks).  

Your choice of smartphone, beauty products, furniture, 
accessories and even clothing provides you with solutions to 
multiple problems, so it’s only natural that the technology you use 
in business should also multi-task for you, to achieve a simpler 
experience to getting your work done. 

We find it easier to settle for a 
disconnected, inefficient experience 
at the workplace. We accept that 
“this always takes this long” or “that 
person just never gets back to me” 
or “it is the way it is.” C’est la vie.
But this is changing in the packaging industry, and I expect it to 
intensify in 2018.

More and more businesses are expecting technologies to work 
together, including the packaging tools they use to create value 
for their companies. They are refusing to accept that a voicemail 
can’t be converted to text, that software and systems don’t 
integrate, that there isn’t an app that can do something faster 
than they can. I once visited a business whose associates used 
20 different software apps to get one job done. 

Before I left, we had replaced seven with a single tool. Packaging 
technology is converging.

Multi-Tasking Products Migrate  
from Consumer to Business
By Danielle Sauvé

To get existential for a minute: people are less inclined to waste 
their limited time on this earth doing work that can be executed 
by a bit of code or a string of logic (often with better accuracy). 
But practically speaking, many of them can’t afford to waste 
time anyway, due to staff reductions and budget freezes. Their 
agenda is already spilling over into the grayed out blocks on the 
calendar, and they desperately need digitization, automation and 
connectivity to relieve the pressure they experience on a daily 
basis. 

Now that we’ve grown accustomed to technology multi-tasking 
and simplifying our everyday lives, this digital transformation 
needs to pull together to simplify the tasks we perform at work. 
We need more system thinking to show us opportunities to 
converge technologies so our associates can multi-task, meet 
expectations and even be poised for future growth. In 2018, more 
and more simplified solutions will arrive, for both our personal and 
professional lives and as consumers and as professionals, we 
shouldn’t be satisfied with anything less.

Danielle Sauvé  
Director, Customer Experience and Insights, 
Product Identification Platform
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Pantone enables color-critical decisions, from inspiration to 
realization, for brands and manufacturers. Over 10 million 
designers and producers around the world employ Pantone 
products and services to communicate through color and 
control consistency across various materials and finishes. www.
pantone.com

X-Rite is a global leader in the science and technology of color 
and appearance. X-Rite offers a full range of solutions used by 
manufacturers, retailers, printers, photographers and graphic 
design houses to achieve precise management and communication 
of color and appearance throughout their processes. X-Rite 
products and services are recognized standards in the printing, 
packaging, photography, graphic design, video, automotive, 
paints, plastics, textiles and medical industries. 
www.xrite.com

Esko helps its customers to make the best packaging for billions 
of consumers. Its software and hardware product portfolio 
supports and manages the packaging and print processes for 
brand owners, retailers, designers, pre-media and trade shops, 
packaging manufacturers and converters. For 9 out of 10 retail 
packages, Esko solutions are used in packaging management, 
asset management, artwork creation, structural design, prepress, 
3D visualization, flexo plate making, workflow automation, 
quality assurance, sample-making, palletization, supply chain 
collaboration and/or the production of signage and displays. 
www.esko.com
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AVT is the global leader in print process control, quality assurance 
and press control for the packaging, label and commercial print 
industries. Backed by state-of-the-art technology and field-proven 
solutions, more than 7,000 AVT systems are installed at customer 
sites worldwide. AVT is headquartered in Hod-Hasharon, Israel, 
with sales, marketing and support offices in the United States, 
Europe and China.  www.avt-inc.com

Videojet Technologies is a world-leader in the product 
identification market, providing in-line printing, coding, and 
marking products, application specific fluids, and product 
lifecycle services. Our goal is to partner with our customers in 
the consumer packaged goods, pharmaceutical, and industrial 
goods industries to improve their productivity, to protect and 
grow their brands, and to stay ahead of industry trends and 
regulations. www.videojet.com

Laetus is the industry leader in inline quality control and 
serialization. Founded in 1974, the company is synonymous 
with successful vision inspection with solutions such as ARGUS, 
POLYPHEM and INSPECT. Our experience of more than 40 years 
plays an integral part in the development of Secure Track Trace 
Solutions (S-TTS) – reliable modular packaging and supply chain 
control solutions for the pharmaceutical, medical technology, 
cosmetics and fast moving consumer goods industries.  www.
laetus.com


