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2024 Consumer 
Trends 
 

A Look at the Year Ahead
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Introduction
In 2023, we saw people reigning in their household budgets and closely  
managing their spending. Consumer activism drove conscientious consumption, 
with people supporting brands that align with their values. And a focus on 
individuality and self-expression drove demand for more personalized and 
inclusive products and services.

To start 2024, Berlin Packaging is looking at the most recent trends that will 
influence consumer routines and behaviors in the year ahead. The weight of 
global conflict and economic uncertainty is driving consumers to seek enjoyable 
experiences that help them escape from day-to-day stressors. The rise of AI 
and the infiltration of technology into our everyday lives is reframing the need 
for human interaction. And declining trust in brands and institutions is driving 
demand for value, trust, and authenticity. 

This report features our four key consumer trends for 2024.

Berlin Packaging tracks 
consumer insights, product 
trends, and packaging 
innovation throughout the 
year to understand what is 
happening in the market 
so we can best help our 
customers succeed.

*The brands mentioned in this report are trademarks of their respective owners. Inclusion of these brands in this 
report is not meant to imply an association with or endorsement from the respective trademark owners.
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Top 4 Consumer Trends of 2024

1.  
Enjoying Small  

Moments of Happiness 

2.  
Seeking 

Human Connection

3.  
Demanding  

Eco-Accountability

4.  
Redefining Value &  

Re-establishing Trust 
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Enjoying Small Moments of Happiness
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The past few years have felt like one crisis after the next. Stress levels are 
elevated after a global pandemic, skyrocketing inflation, multiple wars, and 
ongoing political discord. People need relief from their daily anxieties – small 
doses of happiness to take their minds off the chaos around them. 

Euromonitor International identified “Delightful Distractions” as a consumer 
trend for 2024, noting that consumers are looking for feel-good moments 
that uplift them. When it comes to packaging, this can include light-hearted 
messaging, playful product names, joyful graphics, exciting interactive  
brand experiences, and more. 

Pantone’s color of the year, Peach Fuzz, reflects this trend toward enjoyment 
and escapism, with the company saying, “Peach Fuzz captures our desire to 
nurture ourselves and others.” 

In a New York Times article on spending patterns in 2024, Christine McDaniel 
of the Mercatus Center at George Mason University also notes that people 
are looking for “less stuff and more fun,” with purchases geared more toward 
adventure and experiences vs more things.

Enjoying Small Moments of Happiness 

73% of consumers say stress and anxiety has an impact on 
their everyday lives.  Source: Euromonitor
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Packaging Opportunities
• Whimsical Graphics

• Fun Language

• Unique Pack Shapes

• Delightful Unboxing

• Collectible Packaging

• Seasonal or Limited-Edition Products
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Seeking Human Connection
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Technology is playing an increasingly significant role in our lives, from social 
media and text messaging to e-commerce and artificial intelligence (AI). 
While technology can make our lives easier, it can also lead to burnout, stress, 
and loneliness. Accenture’s Life Trends 2024 Report notes, “Technology feels 
like it’s happening to people rather than for them—is a shift beginning, 
where they regain agency over its influence on daily life?” 

Amid the rise in digitalization and algorithms, companies should not lose 
sight of the importance of human connections and emotions. According to 
Mintel’s 2024 Global Trends Report, “Consumers who find comfort through 

screens at the cost of meaningful, real-life relationships will seek new forms 
of intimacy for the sake of their physical and mental health.” They conducted 
a survey that found more than half of US consumers say communicating 
with an actual person is what makes an interaction with a salesperson or 
customer service department a good experience. 

Companies and brands need to maintain personal connections with their 
consumers - understanding when people want to speak to a human and 
when AI solutions suffice; using social media and other online platforms 
in engaging and personalized ways; and adding a personal touch to 
e-commerce transactions.

Seeking Human Connection

61% of US citizens believe “AI 
threatens the future of humanity.”
Source: Poll by Ipsos and Reuters

61%
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Packaging Opportunities
• Customized Packaging

• Personalized Labels

• Personal Touches in E-commerce

• Accessible Packaging

• Interactive Labels

• Smart Phone Connectivity
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Demanding Eco-Accountability
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Demanding  
Eco-Accountability
Undoubtedly, consumers care about the environment and want to 
support brands that prioritize sustainability. However, green fatigue 
is setting in, and consumers are questioning if companies are doing 
all they can to make a significant difference. 

According to Mintel, there is growing mistrust of brands’ 
environmental initiatives, with 60% of US consumers agreeing that 
many companies are just pretending to be sustainable. To combat 
this, brands must demonstrate meaningful and measurable progress 
towards their sustainability targets. And they need to communicate 
this authentically and avoid generic or vague language like 
“environmentally friendly.” 

Euromonitor identified “Greenwashed Out” in their Top Global 
Consumer Trends 2024 Report. They suggest being factual and 
specific, saying, “If your product is made from recyclable materials, 
for example, put the amount of waste that was saved in production 
on the packaging. That way, shoppers immediately know how their 
purchase decision or behavior makes a difference.”

“Trust and reassurance will 
add a new layer to ESG 
initiatives as brands adopt 
climate adaptability as a 
core tenet of their business 
practices.” Source: Mintel
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Packaging Opportunities
• Substantive On-Pack Claims

• Carbon Footprint Reductions

• Manufacturing Efficiencies 

• Refill & Reuse Systems

• Reduced Plastic Use

• Mindful Materials

Lightweight Wine Bottles
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Redefining Value & Re-establishing Trust
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According to Gallup, trust in institutions is declining, including American 
confidence in both small and large businesses. Consumers are becoming 
increasingly skeptical of brands, scrutinizing them more and shifting their 
perception of value. Mintel says, “The social and emotional value of a brand 
will grow in importance as consumers look more towards what a brand 
means to them personally.”  

Consumers continue to value quality, but that is evolving beyond product 
performance to include sustainability, heritage, and convenience. Cost-
of-living challenges have also heightened consumers’ attention to value, 
according to Accenture. Adding value through personalization, accessibility, 
functionality, social and environmental consciousness, and authenticity can 
help differentiate from the competition and drive brand loyalty.

Redefining Value & Re-establishing Trust

37% of people world- 
wide think that many 
companies are prioritizing 
higher profits over better  
customer experience.  
Source: Accenture
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Packaging Opportunities
• Functional Benefits

• Convenience Features

• Sustainable Solutions

• Custom Design

• Authentic Graphics

• Localization
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We Believe 
Anything Is Possible®

With over 100 years in the packaging industry, more than 2,000 packaging 
professionals and a global network of suppliers and warehouses, we 
offer 50,000+ SKUs of plastic, glass, and metal containers, closures, and 
dispensing systems across all markets for customers just like you. 

Our Business Model
Berlin Packaging combines the best elements of manufacturing, 
distribution and logistics, and value-added service providers to deliver  
cost-effective packaging solutions to our customers. Our mission is to 
improve our customers’ net income through packaging products and 
services. We are the world’s largest Hybrid Packaging Supplier®.

Value-Added Specialty Services
Our compelling suite of solutions addresses your needs and unlocks profit.

• Custom Design & Innovation

• Quality Service Management

• Global Sourcing & Services

• Inventory Management Services

• Sustainable Packaging Solutions

• Berlin Financial Services

Best Elements of 
a Manufacturer

Distribution
& Logistics

Value-Added
Specialty Services


