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It is interesting to watch and study 

industries during this disruptive time. As 

lockdowns hit the world economy, people 

moved to contactless delivery through e-

commerce platforms. This is especially true 

in India, where a majority of the country is 

still under lockdown or movement is 

restricted. 

Significant shift to online shopping 

Consumers have moved to online shopping 

in a big way, being cocooned in their homes. 

Offline stores are busy trying to get close to 

customers. Bata India, for example, has 

taken the initiative to set up sales stalls at various places. Hospitals are now providing some services through 

mobile clinics. Domino’s pizza has been serving pizzas at home locations from its mobile vans.  

All this means customers are now getting convenience like never before - and one industry which stands to 

benefit greatly from this upsurge in online shopping is the packaging industry. 

Packaging & COVID-19 

According to the Smithers Pira Organization, statistics indicate that the total global demand for packaging 

will reach $ 1.05 trillion by 2024. Yet another estimate by Reportlinker estimates a total market size of $ 204 

billion by 2025, with a significant CAGR of 26.5% between 2020-2025. COVID disruption has pushed the 

demand significantly. 

Flexible packaging for the food & beverage sector is expected to grow phenomenally, thanks to increased 

consumption of ready-to-eat and frozen foods. India and China remain the highest consumers of flexible 

packaging. All other kinds of bags, films, foils, corrugated rolls and boxes, are set to grow. Pharma packaging 

is similarly set to grow, since this sector has seen an exponential growth in online shopping, given high 

concerns about the virus incidence in the healthcare industry. 
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Packaging material makers are scrambling to meet the huge spurt in demand. Some of them 

have not been able to meet the surge in demand due to non-availability of blue-collar workers who have left 

for their hometowns. Yet others are unable to procure raw materials, some of which were imported and 

dependent on the petrochemical industry.  

Sustainability & packaging 

Trends show that sustainability has been put on the backburner as companies and consumers seek to limit 

the re-use of packaging, which changes many hands in the supply chain. Even earlier, sustainable packaging 

was found to be more expensive, and therefore, unattractive. Now, the use of single-use packaging, 

especially plastic, is seen to be the only alternative. This is clearly a setback for the environment, but 

hopefully, temporary. 

Concerns are high about the use of plastics in packaging. Most of the plastic is being used in food deliveries, 

grocery deliveries in safe packaging, fresh fruits and vegetables being delivered in cling wraps, medicines 

being delivered in plastic bags and non-essential household items being delivered in cardboard, but wrapped 

in plastic. A Trariti Consulting Group survey shows that about one-third of respondents were concerned 

about the increased use of plastic in packaging post-COVID. 

About 70% of the plastic used in packaging is being dumped in landfills. It is projected that by 2050, there 

will be 12 billion tons of plastic in landfills. Post-COVID generations will face an uphill task in surmounting 

this problem. 

Top retailers, however, are moving in the right direction. It is to be noted that the country’s largest retailer 

Amazon, announced in June 2020 that it was moving away from single-use plastics in packaging across all its 

centers. Government regulations are likely to force other retailers to move in the same direction. 

Promises on safe packaging 

Food service providers and ecommerce sites were one of the first to promise safer packaging. Grocery 

delivery companies, which operated throughout the lockdown, were some of the first to communicate better 

safety checks. Daily delivery apps have started levying a small fee for the convenience of doorstep delivery.  

One innovative vendor in the business of food service also put up a sticker detailing the delivery 

professional’s temperature reading on the packaging. 

Customer insights: Learnings post-COVID for the packaging industry 

We conducted a representative sample survey to assess the situation. Our survey conducted among 

consumers from across the country indicates that over 50% of consumers are unclear what changes have 

been carried out in packaging during COVID. While there is increased awareness about the need for washing 

fresh foods, and not touching other deliveries for 6 hours, there is a significant feeling that suppliers have 

not changed their packaging in any way. One customer summed it up succinctly, “I don't believe there could 

be " a virus free packing". It's all a technique to make extra money. I will avoid such suppliers.” 
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            Property of Trariti Consulting Group, 2020 

 

The fact that more than 50% of the consumers surveyed did not know whether they were being charged 

more for packaging presents an excellent opportunity for communication. Brands which communicate this 

clearly are more likely to win the loyalty and trust of customers. However, customers are savvy about price 

increases and would be discerning in paying a reasonable price for better and safer packaging. 

 
                 Property of Trariti Consulting Group, 2020 

Over 60% of consumers are quite satisfied with current packaging, and believe it is hygienic and safe. This is 

significant, and on further probing, consumers suggested that an increased use of packaging materials had 

been noticed, especially cardboard and plastic. 
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Consumers welcome communication 

about packaging changes that will significantly 

enhance safety, or reduce the chances of the virus 

surviving on it. Industries that innovate in this area are 

likely to see a surge in interest from the investing 

community. Government regulations and 

standardization in this area are also welcomed by 

consumers. 

The need of the hour is communication, focused on 

modes of new packaging, the additional measures to 

reduce multiple touchpoints in the supply chain, and 

reinforcing the customer’s perceptions of safety.  

Companies which enhance communications about 

extra safe packaging are likely to command a premium. 

Milkbasket, a grocery delivery start-up based in the 

NCR region, makes a solid and forthright plea on its app 

for additional charges brought about due to the COVID 

situation. It levies a nominal Rs.7 per delivery on non-

dairy items, justifying it as “Super Safety Packaging & 

Handling (SSPH)” charges, with an opt-out option.  

Some customers are willing to pay the charge, as they 

understand the extra costs incurred in keeping the 

items safe, and also protecting the employees. “I am 

willing to pay my child’s school fees in the thousands, 

even though my child is not going to school anymore. I am more than willing to support a homegrown 

business with a few hundred rupees, if it will help them stay safe, and enable them to deliver extra-safe 

products to me every day”, says one customer. 

Consumers also pleaded for less plastic, and the optimization of cardboard packaging size to the actual size 

of the product.  

Given the extreme anxiety about the virus, goods which come with original packaging, and cardboard, seem 

to have gained the consumer’s trust.  

Courtesy: Milkbasket app, accessed on 2nd September 
2020 
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Packaging material manufacturers would do well to manage their supply-side and workers during this 

phenomenal growth phase to take full advantage of the situation. In keeping with the country’s emphasis on 

self-reliance, any innovation in packaging, especially those geared towards national self-reliance, is likely to 

gain a significant advantage in the future. Some consumers suggested vacuum-sealed packaging as an 

innovation exercise. However, this would imply the use of plastic. 

Ecommerce players should continue to reduce the use of plastics and focus on well-devised cardboard 

packaging, which is seen as more environmentally-friendly and safe to use and discard. They would also do 

well to print instructions for packaging disposal in local languages. 

Consumers should continue to follow best-practices when it comes to handling delivered packages, allowing 

24 hours to pass if it is packaged as a non-essential item, and washing others if immediate use is unavoidable.  

To sum up, packaging could do with innovations, but would only be acceptable to consumers if they are 

sustainable, cost-effective and safer than current packaging. The packaging industry would do well to ramp 

up supplies to face the coming upsurge in demand.  
 


