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The pandemic is in full swing, and 
businesses are continuing to adapt to 
the disrupted supply chain, ongoing 
closures, and changing consumer 
behaviors. The writing is on the wall, 
and those who package products must 
be ready to respond to the trends in 2021. 
E-commerce has taken on a role far in 
excess of that anticipated, making it 
critical for packaging professionals to 
further a personal relationship between 

their brand and consumers. The changing 
environment of e-commerce requires 
companies to modify their approach as 
consumer demands evolve. One thing 
is certain, the strategic importance of 
packaging cannot be underestimated.   

In this eBook, leadership from Esko and 
X-Rite Pantone discuss key packaging 
trends hitting the market in 2021. 
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By Heidi Larsen, Vice President of Global Sales, Esko | Brand Solutions  

The significant role e-commerce has played during the global pandemic of 2020 is only going to intensify in 2021. E-commerce 
has advanced at a rate 4-6 years ahead of prediction, according to Forbes. Consumers have undisputedly changed their 
purchasing behavior and packaging needs to evolve to meet their changing needs. Technology is helping packaging 
designers stay ahead of this evolution.   

Packaging Trends in the New Paradigm   
Packaging specifically for e-commerce is at the forefront of design trends. E-commerce ready packaging entails secondary 
packaging capable of withstanding the conditions encountered in shipping a product directly to the consumer. However, 
packaging is much more than a protective wrapper. It’s the overall appearance, feel, and the first impression it creates.   

https://www.forbes.com/sites/johnkoetsier/2020/06/12/covid-19-accelerated-e-commerce-growth-4-to-6-years/?sh=5acd6e8a600f
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Interactive Packaging and 
the Use of Technology  
Technology creates a new and immersive expe-
rience by allowing shoppers to interact with the 
company or product through its packaging. Tech-
integrated packaging enables consumers to find 
helpful information associated with the product 
they received, including warranty and registration 
information. Modern technology, such as aug-
mented reality and QR codes, provides a level of 
engagement never before seen in packaging. With 
the surge of e-commerce, technology will forever 
be integrated into consumers' shopping habits.  

The Unboxing Experience  
Admit it, there is definitely something exciting 
about the feel of opening a new package. Take a 
moment to step into the shoes of a consumer. Do you 
enjoy opening a package, do you even think about the 
process? Marketers and packaging designers spend 
considerable effort making sure you do. Their goal 
is to create an experience with simple, easy to 
open packaging. This is the frustration-free factor, 
which, as the name implies, means it’s hassle-free. 
Convenience is key, and especially in the midst 
of a pandemic, if something can make the lives of 
consumers easier, it is by definition better.    

The act of unboxing goes beyond the physical. In 
2021, consumers can expect to be greeted with 
packaging that is more transparent, allowing a 
fuller view of the product’s shape, size, color, tex-
ture, etc. This first impression should draw an 
emotion that goes a long way towards ensuring 
the consumer’s initial experience with the product 
is a positive one.   

Taking the unboxing experience one step further, 
packaging designers are offering consumers the 
opportunity to be transported back in time. Vintage 
packaging, as the name implies, harkens back 
to somewhere other than the present. It’s designed 
to  c r e a te  a n  i m me r s i ve  ex pe r i e nc e,  o ne 

where the package’s look and feel conjures a sense 
of nostalgia. Nostalgia engenders feelings of comfort 
and increases trust in the brand. Brands lacking 
the history to fall back on nostalgia are not without 
a remedy. “Newstalgia” is the act of creating a 
sense of nostalgia through packaging inspired by 
the past. It utilizes anything old that can be made 
relevant to a new product.   

Beyond simply unboxing a product, designing the 
shipping package without wasted space is important 
to consumers. A tiny package in a disproportion-
ately large box is likely to be off-putting. Extra 
materials may not necessarily guarantee the security 
of a product. Brands need to balance their con-
cern for product safety against their con-
sumers’ concern for the environment. 
Similarly, brands can utilize envi-
ronmentally conscious design 
and shipping processes to 
maximize the number of 
packages delivered at 
one time.   

Straight Out 
of the Gallery  
In 2021, packaging art 
and illustration will be 
fresher and more cre-
ative. Illustrations will be 
largely two-dimensional for 
ease of design and cost effi-
ciency. Designs will be patterns 
and bold colors. Small, patterned 
designs offset packaging size limita-
tions and give consumers insight into the 
product within. Metamorphoses, designs that 
change, capture visual interest as consumers browse 
the shelves. Brand names themselves may also take 
on a significant role in the package design. This 
increases brand awareness with creativity and style.   

Finally, like an art gallery, designers want you to be 
able to experience the emotional appeal of their 

Vintage packaging 
is designed to 
create an immersive 
experience, one 
where the package’s  
look and feel  
conjures a sense 
of nostalgia.

https://linchpinseo.com/trends-in-the-packaging-industry/#:~:text=One%20important%20trend%20for%202021,relationship%20with%20the%20end%20consumer
https://linchpinseo.com/trends-in-the-packaging-industry/#:~:text=One%20important%20trend%20for%202021,relationship%20with%20the%20end%20consumer
https://www.industrialpackaging.com/blog/2021-top-packaging-trends
https://www.industrialpackaging.com/blog/2021-top-packaging-trends
https://99designs.com/blog/trends/packaging-design-trends/#2
https://99designs.com/blog/trends/packaging-design-trends/#2
https://casemakes.com/resources/product-packaging-design-trends/?utm_source=Google_Ads&utm_medium=CPC&utm_campaign=Google_Ads&utm_term=Google_Ads&gclid=Cj0KCQiAhs79BRD0ARIsAC6XpaUp0H4aUQlM3WyS74Jmk4InusMaV6Z2I4eBolGKb5KVUExWz8S7uysaAjxnEALw_wcB
https://linchpinseo.com/trends-in-the-packaging-industry/#:~:text=One%20important%20trend%20for%202021,relationship%20with%20the%20end%20consumer
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packaging. From the initial interaction, utilizing tech-
niques such as textures, geometric shapes, and 
technical drawings, designers seek to develop a 
sense of the product resemblant of fine art, as if 
it were plucked from a New York City gallery.   

How to Tell a Story 
Through Packaging   
Packaging aids in telling a brand’s story. In fact, 
storytelling is one of the newest trends for pack-
aging designers in 2021. Storytelling enables 
consumers to engage with a brand. For example, 
a package may influence consumers to consider 
the brand humane or ethical. Or it might provide 
a common connection with the brand’s origin or 
mission. This requires artful skills in design and 
messaging, especially as the physical space on 
which to tell the story is limited.    

Conclusion  
The global pandemic of 2020 has resulted in the 
acceleration of e-commerce in a way not previously 
anticipated. E-commerce in 2021 is expected to be 
even more frenetic. Packaging designers must be 
on the cutting edge of the newest trends to distin-
guish their brand’s product packaging. Creativity and 
innovation will be essential in capturing consumer 
interest and loyalty, and fully understanding what 
truly drives that loyalty is the key. Brands successfully 
employing dynamic packaging should rise above 
the rest in 2021.  

Heidi Larsen
Vice President of Global Sales

Esko | Brand Solutions  
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By Susie Stitzel, Director Product Management – Design & 3D Solutions, Esko | Brand Solutions
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2020 has been full of changes that have led to an evolution in standards and preferences 
in packaging. This evolution is forcing FMCG companies to find ways to deftly adapt to 
new and emerging trends. But it’s not just a matter of keeping up – it’s a matter of having 
the right resources and technology to move at the pace of the consumer. In particular, the 
expedited growth in e-commerce means that the use of 3D and virtual technologies will be 
a defining factor for the packaging players who are successful in 2021.  

E-commerce Propels the Need for 3D  
The growth of ecommerce has accelerated as consumers cut back on shopping in-stores and 
turn to online sources. Before the challenges of 2020, most companies anticipated growth in 
e-commerce and had begun a digital transformation. However, they weren’t prepared for the 

acceleration caused by the pandemic. In fact, a recent 
report claims that the COVID-19 pandemic accelerated 
the shift to e-commerce by 5 years. In the US alone, 
e-commerce sales have grown a record 44.4% in 
Q2 and 37% in Q3.   

This dramatic rise in e-commerce has resulted in 
additional SKUs and put brands and suppliers under 
pressure for even more products, packaging, and 
images. Many retail companies require very spe-
cific product views in order to sell items through 
their websites. Brand teams have to ensure they’re 
creating the right amount of product and packaging 
images for each of their retail partners. In addition, they 
must provide their supply chain partners with files 

https://techcrunch.com/2020/08/24/covid-19-pandemic-accelerated-shift-to-e-commerce-by-5-years-new-report-says/#:~:text=report%20says%20%7C%20TechCrunch-,COVID%2D19%20pandemic%20accelerated%20shift%20to%20e%2Dcommerce%20by,5%20years%2C%20new%20report%20says&text=According%20to%20new%20data%20from,result%2C%20are%20seeing%20significant%20declines.
https://techcrunch.com/2020/08/24/covid-19-pandemic-accelerated-shift-to-e-commerce-by-5-years-new-report-says/#:~:text=report%20says%20%7C%20TechCrunch-,COVID%2D19%20pandemic%20accelerated%20shift%20to%20e%2Dcommerce%20by,5%20years%2C%20new%20report%20says&text=According%20to%20new%20data%20from,result%2C%20are%20seeing%20significant%20declines.
https://www.digitalcommerce360.com/2020/08/18/us-ecommerce-sales-soar-a-record-44-4-in-q2-as-pandemic-sends-shoppers-online/
https://www.digitalcommerce360.com/2020/08/18/us-ecommerce-sales-soar-a-record-44-4-in-q2-as-pandemic-sends-shoppers-online/
https://www.digitalcommerce360.com/article/quarterly-online-sales/
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ready for physical production. Not only is there a high number 
of packaging files to manage, but many of them need to be 
updated periodically. Consider the fact that GS1 standards 
have been updated several times in 2020, meaning packaging 
and labels must comply. Companies need to be able to access 
existing files, update them in accordance with standards and 
preferences, and generate production-ready files and pack-
shots. These steps are expected to be completed within tight 
deadlines and high-quality standards.   

This has forced many companies to urgently 
seek out 3D tools and automation to enable 
speed-to-market or risk being left 
behind.  

The Role of 
3D in Packshots  
C u r r e n t  m e t h o d s 
for producing pack-
shots are not financially 
stable or fast enough 
to meet demand. It can 
take days or weeks to 
create packshots, both 
through external agen-
cies and internal teams.   

However, using 3D to create 
the structure, label, and artwork 
for packaging presents an oppor-
tunity to use automation to render 
e-commerce-ready packshots in just min-
utes. This is called automated packshots.  

Automated packshots allow brands to send the packaging 
files to supply chain partners for production while simulta-
neously creating packshots in seconds using the production 
files. This creates a digital twin of the product before the 
physical packaging has been produced. Utilizing advanced 
3D technology, these packshots can be generated using 
optional backgrounds, shadows, floor reflections, and more.   

Beyond E-commerce  
The digital twin created through automated packshots can 
be used for much more than e-commerce. It also provides 
the ability to send product packaging through approval cycles 
without the need to wait for a physical proof. Additionally, it 
allows photographers to use packshots in place of product pho-
tography. They can reallocate their time to creating effective 
lifestyle photos for their brand instead of wasting time waiting 
for physical samples, extra photo shoots, and touching up 

product photography.  

The packshots can be used immedi-
ately for marketing through social 

media, paid advertising, corpo-
rate websites, and other digital 

platforms.   

Preparing for 
Physical  
W h i l e  t h e  t r e n d  i s 
e-commerce, shop-
pers still go to phys-

ical stores and that 
could pick up again 

in the future. A digital 
t w i n  e n a b l es  c o m p a -

nies to set up their products 
in virtual store environments 

and test the way consumers 
view and interact with the product 

and the package. This helps refine the 
design to make it more effective before 

sending it off to design.  

2020 has proven that we never truly know what the future 
holds. There’s no doubt that using tools, such as 3D tech-
nology, allows companies to respond with agility to any 
challenge that lies ahead.   

In the US alone, 
e-commerce 

sales have 
grown a 

record 44.4% 
in Q2 and 37% 

in Q3.

Susie Stitzel
Director Product Management – Design & 3D Solutions

Esko | Brand Solutions
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Getting color right from concept 
to final product packaging and 
everything in between is no simple 
feat. But it’s important to make 
sure color is consistent across 
all steps in the supply chain and 
all customer touchpoints, both 
digital and physical. In 2021, 
color can play a part in morale by 
prompting positive emotion. But 
it must be done consistently to be 
effective.  

The Importance 
of Color  
Color is vital to brand identity. Not 
only is it crucial for brand recog-
nition, but it can also be a major 
d e t e r m i n a n t  i n  t h e  p u r -
chase decision process for 
shoppers. Because the color of 
packaging makes such an impact 
in the mind of the consumer, it 
is more imperative than ever to 
produce high quality color consis-
tently. Brands and suppliers need 
to be set up to objectively meet 
standards across the board for 
color, but many of them are not.   

In a digital world, manual processes are error 
prone, time consuming, and expensive. To 
manage color consistency, companies must 
streamline the color process and ensure each 
stakeholder has the necessary tools to produce 
color correctly. It is no longer acceptable to 
subjectively judge color. Decisions relating to 
color must be objective.  

Color Holds Meaning 
for the Consumer  
Color quality and consistency do not take 
p l a c e  i n  a  v a c u u m .  O n e  m u s t  c o n -
sider the impact product packaging trends 
have on color, which varies per industry. For 
some industries, such as beauty, the color of 

By Cindy Cooperman, Vice 
President of Global Strategic 
Accounts, X-Rite  
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packaging is expected to shift from sharper con-
trasting colors, for instance, black and white, 
to warm and neutral colors. This is because warm 
and neutral colors produce a sense of calm and 
control during turbulent times. For other indus-
tries, such as food and beverage, the colors aren’t 
trending toward warm and neutral. Rather, food 
and beverage companies strive to invoke a hand-
crafted, artisanal feel to their packaging. This 
is seen in the consumer-popular farm-to-table 
trend. Electronics is yet another industry that is 
not expected to be influenced by the 2021 trends. 
Bright, neon colors are this industry ’s mainstay 
and are consistent with consumer expectations.    

Color can truly be iconic. Coke® red, Tiffany® blue, a
nd Hershey® brown are all examples of brands that 
are primarily recognizable by their color and are 
not expected to change any time soon. Similarly, red 
and blue are foundational colors that will continue 
to be utilized in product packaging. So, while trends 
can be expected to come and go, the iconic colors 
are everlasting.   

T h e  u s e  o f  s o l i d  c o l o r s  w i l l  a l s o  t r e n d 
in 2021. Minimalism will allow copy and color choice 
to speak to the nature of the product and the per-
sonality of the brand. Bright and bold colors will lend 
to the feeling of novelty and originality. If the colors 
are understated, the specific intent is to give the 
consumer a particular message about the 

product. Additionally, color blocking, the use of 
blocks or panels of color are expected to play a 
significant role in the visual experience and appeal 
to customers.   

To be on the forefront in 2021, companies need 
to manage their print quality process to adjust to 
trends and quickly produce packaging that meets 
the new standards. Because there are so many 
partners in the packaging supply chain, objectivity 
in color quality and consistently is paramount.   

While trends represent future expectations and 
requirements, brand color consistency and supply 
chain agility are the present. No one expected 
a once in a century pandemic in 2020. Brands may 
gear up to be on the cutting edge in 2021 but as the 
pandemic is clearly demonstrating, they must also 
collaborate closely with their suppliers. The most 
beautiful and compelling artwork is meaningless if 
there is no paper to print it on. Thus, managing color 
quality is not only about creating new packaging 
colors to fit the trend, but also assuring adequate and 
scalable supply chain processes. Brands who pivot 
most efficiently are better suited to win the game.

Causes of Inconsistency  
When it comes to color, good enough is simply not 
good enough. Brands invest a significant amount of 

https://linchpinseo.com/trends-in-the-packaging-industry/#:~:text=One%20important%20trend%20for%202021,relationship%20with%20the%20end%20consumer
https://99designs.com/blog/trends/packaging-design-trends/#10
https://99designs.com/blog/trends/packaging-design-trends/#6
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time and money trying to get color right. Many brands col-
laborate with suppliers and external partners to produce 
and manage color quality. However, the methodology 
of tracking color consistency and accuracy is often-
times difficult to coordinate across this network of 
suppliers and partners. What’s more, different suppliers 
have varying methods and measurements of quality 
control (QC). Manual steps and multifunctional pro-
cesses can be managed to guarantee that the desired 
color is produced and delivered to the consumer.   

Digitizing the Color Process  
Leveraging technology is the key to digitizing and stream-
lining the color management process while creating 
color standards for validation. It may seem antithetical 
to refer to color in mathematical terms, but today ’s 
technology permits greater certainty. Plain and simple, a 
better methodology will result in a better outcome.   

Esko®, X-Rite®, and Pantone® are a trio of inte-
grated software solutions that deliver best-

in-class color technology. X-Rite offers color 
management products and Pantone is 

the standard reference for color. Beyond 
design specification, printers must 
have the ability to produce color 
against measured and achievable color 
standards. PantoneLIVE®, a library of 
color standards mapped to Pantone 
master colors, provides color pal-
ettes, definitions, and custom libraries 
of color for consistency across brand 

partners and suppliers. X-Rite ColorCert 
software® allows printers to measure 

production and compare it against the 
specification.   

Esko WebCenter® manages packaging pre-
production specification, approval, and project 

lifecycle. ColorTrace®, a module of WebCenter, struc-
tures collections of color specifications and com-
municates them automatically to the supply chain, 
returning a scorecard for each job. The scorecard is 
then compared against compliance standards. The result 
is greater efficiency and connection along the entire 
packaging value chain.  

Conclusion   
Color is much more important than just the aes-
thetics. Shelf appeal and consumer loyalty are critical 
elements of purchasing behavior. To reap the benefits of 
staying current with color trends, brands must manage 
their color processes to ensure high color quality that 
is correct and consistent. This is accomplished utilizing 
the best software to connect brands, suppliers, and 
printers. Accordingly, managing color effectively and 
efficiently will be paramount for success in 2021.   

Cindy 
Cooperman

Vice President of Global 
Strategic Accounts

X-Rite  

To be on the 
forefront in 2021, 
companies need 

to manage their  
print quality 

process to adjust 
to trends



By Matthew Haws, Vice President of Global Brand Marketing, Esko | Brand Solutions  

It’s been just over a century since our last pandemic and even with the technology we have 
today, we find ourselves, in many respects, as overcome as the world must have found itself 
in 1918. The Pantone Color Institute has just announced not one but two colors for its color 
of the year in 2021. This was no unintentional act. The Institute is, by its joint selection, 
offering a less than subtle perspective on the state of the world today.   

Let’s look at this year’s winners. PANTONE 13-0647 Illuminating, a vibrant shade of yellow, has 
been inextricably linked to PANTONE 17-5104 Ultimate Gray, a strength-affirming counterpart.   

Strength by any other name conjures images of fortitude, resilience, and the ability to 
withstand any of the challenges that life may throw at us. For example, the vessels of the 
world’s navies are predominantly gray. Gray represents function over art. It is the base from 
which we proceed forward and not look back. In these troubling times, PANTONE 17-5104 
Ultimate Gray is the very resilience we need to unite in finding a light at the end of this tunnel.   

Ultimate Gray, paired with PANTONE 13-0647 Illuminating, a rejuvenating shade of yellow, gives 
us a message of hope and encouragement. Together, this duo presents a fervent reason 
to believe that things will be better than they presently are. When it’s sunny outside, what 
do you feel? Do you believe that no matter what you can carry on? That’s what this shade of 
yellow accomplishes, lifting the human spirit in a ray of hope. Yellow makes us dig deeper 
as a society to see things positively and believe they will be.   

Color is a significant factor in the majority of life’s decisions. Nowhere is that more prevalent 
than in consumers’ shopping and purchasing behaviors. Brands rely on color to establish 
their identity and increase brand recognition and loyalty. Package design has been cog-
nizant of the psychological impact of color and consumers’ reactions to it.   

“The union of PANTONE 13-0647 Illuminating, the color of highest visibility and reflectivity 
with resilient PANTONE 17-5104 Ultimate Gray produces a visually noticeable message no 
matter which color takes precedence. For packaging and multi-media design, it is a cou-
pling of color that infuses a message of friendliness and vitality into a quietly assuring and 
firm foundation of reliability, wisdom and experience.” - Laurie Pressman, VP of Pantone 
Color Institute   

Color stimulates emotions within us, and package designers use this knowledge to evoke spe-
cific feelings about the brand via the packaging. Now more than ever, package designers pur-
posefully utilize the Pantone color selections to communicate with the consumer. Consumers 
can expect to see colors such as PANTONE 13-0647 Illuminating and PANTONE 17-5104 
Ultimate Gray in the trends of 2021, such as color blocking and solid colors.   

Choosing the right colors has always been more than what looks good. It’s about connecting 
to consumers on a deeper level. Nothing embodies this purposeful act more than the 
Institute’s rare selection of more than one color for the Pantone Color of the Year program.   
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Matthew Haws
Vice President of Global Brand Marketing

Esko | Brand Solutions  



2021 Packaging Trends   |   142021 Packaging Trends   |   14

By Stephen Kaufman, Chief Product Officer, Esko | Brand Solutions  

There is no doubt that 2020 was full of sharp undulations for industries across the board. Companies 
that produce and handle physical products are especially concerned with this flux and have had to pivot 
to meet an array of changes.   

One thing that remains constant is that most consumers still need to buy. Some buy only the basics and 
work towards saving money in case they face unemployment or other hardships. Some buy in order to 
treat themselves or cope with a less social lifestyle. Even those who are feeling the brunt of 2020 need 
food, clothes, and basic items.  

What has changed is the way channels are used to source and deliver essential products. Now, consumers 
shop for many products online, giving way to the need for omnichannel consistency. Add the fact that many 
people are finding they have more free time to research and study before they choose what they will buy 
and from where, which catapults the need.   

The color, shape, finish, and perceived quality of products will still grab the eye of the digital shopper as 
they sift through their options for buying food, electronics, apparel, workout gear, and more through 
e-commerce sites. But it is clear the perception goes beyond the package. It’s important that all of 
the product information is readily available both on the physical package and through online product 
imagery and descriptions.   

But to do this properly, digital tools need to integrate across internal departments and external partners to 
present products seamlessly across channels. Companies who want to be successful in 2021 will drive 
towards a more platform-oriented approach to their digital strategy with key technologies feeding into 
and pulling from connected systems to effectively manage product compelling product delivery.    
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By Stephen Kaufman
Chief Product Officer

Esko | Brand Solutions  

Consider a brand platform that includes workflow (People and pro-
cess), DAM (assets), PIM (specific product data), and CMS (other 
content and marketing materials). With this type of approach, the 
physical package, label and artwork, branding and marketing are 
all connected and aligned. What the consumer sees is a product 
with the same imagery and information across ecommerce 
sites, physical store shelves, and digital ads. It becomes a 
well-positioned product that is placed in front of the consumer 
consistently until they are ready to make their purchase, which 
is a simple click away.  

Another benefit to an integrated platform is that it is easier to 
respond to trends that continue to change or reverse as things start 
to go back to a more normalized state. Some trends that may have 
taken a backseat to safety and hygiene during the pandemic and will 
start to come back to the forefront. Consider sustainability as an example.  

Sustainability became top-of-mind as environmental impacts became increasingly 
difficult to ignore. However, with a global pandemic, sustainability had to take a less pronounced role com-
pared to hygiene and biosafety when it came to things like reusable mugs and shopping bags. However, 
sustainability is still important, especially in packaging, and in countries under pressure to reduce their 
carbon footprint. Consumers care about how their actions impact the environment and will pledge their 
loyalties to companies that prioritize sustainability. Now, amidst a pandemic, companies need to figure 
out how to protect the consumer while simultaneously reducing waste to protect the environment.   

It’s a balancing act that requires key digital tools to help reduce waste in boxes and packaging materials. This 
requires better planning across the entire value chain and is even more important as sustainability comes 
back to the forefront. For example, in-line with Digimarc and Recycling Holy Grail 2.0, Esko tools allow 
packaging teams to embed a watermark in their packaging materials, including labels and artwork, to 
help improve sorting and decrease waste.  

The focus of Esko hardware and software is to help our customers with their digital transformation so that 
they are equipped to meet the fluctuation 2021 will continue to bring. Our goal is to help brands and their 
partners build a value chain for their product processes to work towards a more connected, agile digital 
ecosystem that becomes their platform for success in 2021.  

With this in mind, Esko has a seasoned team of account professionals that are adept at assisting our 
customers with the building of a business case and can help to lead a multi-functional approach to the 
purchase of such a system. The inter-connectivity takes planning and coordination, but the payoff to the 
brand for implementing a platform like this is transformative for an evolving digital go-to-market strategy.  

Consumers care 
about how their 

actions impact the 
environment and 
will pledge their 

loyalties to companies 
that prioritize 
sustainability.
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Conclusion 
The importance of packaging goes far beyond protecting a product. It’s paramount to remember that consumers engage with 
the packaging before they get to the product – if they ever do. The current global pandemic has hijacked the way commerce was 
anticipated a year ago and these trends are tomorrow’s reality. The ability to successfully maneuver with the trends will have a 
direct impact on the bottom line and requires the implementation of efficient and cost-effective practices.  

About Us 
Esko helps its customers make the best packaging for billions of consumers. Our product portfolio supports 
and manages the packaging and print processes for brands, retailers, designers, premedia and trade shops, 
packaging manufacturers, and converters.  

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.  

The Esko family includes Enfocus, with its PDF quality control tools and automation solutions and 
MediaBeacon, with its digital asset management (DAM) solutions. 

www.esko.com  

X-Rite Pantone is the global leader in color science and technology. The Company develops, manufac-
tures, markets and supports innovative color solutions through measurement systems, software, color 
standards and services. 

www.xrite.com  

WebCenter
Workflow 

Management

Protect your consumers 

and your brand by con-

trolling the quality and 

accuracy of artwork 

from a single, integrated 

workflow platform. 

MediaBeacon 
Digital Asset 

Management (DAM)

Categorize and store all 

digital files with refined 

data and accessibility 

based on roles, groups, 

and more. Search for 

assets quickly using 

your company ’s terms 

and data points.

Studio 3D 
Design Software 

Design packaging, dis-

plays, and more directly 

in 3D so you can see and 

use virtual prototypes, or 

the digital twin, before 

physical production.

 

3D Store 
Visualizer

View and interact with 

packaging in a virtual 

3D retail environment 

and collect consumer 

insights to anticipate 

how products will per-

form on-shelf.

Cape Pack 
Palletization 

Software 

Reduce your ecological 

footprint and reduce 

costs by designing opti-

mally-sized products to 

fit more in the case, on 

the pallet, and on the 

store shelf.

ArtiosCAD 
Structural Design 

Software

Increase productivity 

by designing 2D and 

3D structural designs, 

resize to fit a product, 

and create internal 

fitments.

The Esko | Brand Solutions Toolkit 

http://www.esko.com 
http://www.xrite.com 

