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    GLASS PACKAGING


    At a time when society started to naturally value the circular economy, many people began to rethink the use of glass packaging. This is an interesting return to concepts once lost in the process of popularization of ready-to-drink products.


    Because it is inert (it does not change the flavor, smell, or color of the packaged product, thus contributing to consumers’ health), glass packaging has gained prominence along with the wellness trend. In addition, flint containers also have the benefit of being transparent while the amber ones provide a barrier to light.


    In the perfumery segment, more than smell, the success of new fragrances depends on the design of the glass bottle. Some say that it is necessary to design the bottle with emotional ingredients, which encourage the consumer to see in the product an object of desire, before trying the fragrance.


    Glass packaging also delivers glamour and refinement to famous brands of spirits, premium mineral waters, and food.


    All types of packaging have their functions and applications and, of course, characteristics that differentiate them and make them more suitable for different moments of consumption. Glass packaging has a UNIQUE condition of reducing environmental impact: IT IS RETURNABLE.


    Glass has been present in packaging since the beginning. It is one of the oldest packaging materials in our history and, from the start, the fact that it is returnable, even before being reusable, makes it environmentally friendly. That is especially true when we can restrict the geographic area of supply.


    The reverse logistics process must be economically and environmentally sustainable, not to mention the social aspect. This solution democratizes consumption among people with lower available income because products are more competitive and, therefore, consumers can afford them.


    In addition, the sector continues to invest in the use of recycled content and to conduct studies on reducing the weight of bottles.


    Better Glass Packaging. Better World!


    Assunta Napolitano Camilo


    Instituto de Embalagens’s Director

  


  
    “BETTER PACKAGING BETTER WORLD” COLLECTION


    “A book, a pen, a child and a teacher can change the world “
Malala Yousafzai – Nobel Peace Prize 2014


    Sharing knowledge creates value in people’s lives. It is an altruistic practice that helps people not to stop learning. With this feeling, Instituto de Embalagens was founded in 2005. Its mission is to be the center of packaging knowledge in Brazil, contributing to the constant development of industry professionals.


    We believe that, when professionals share knowledge about packaging in their workplace, they are collaborating with the development of better solutions so that companies remain active and competitive.


    To support our studies, courses, meetings, training sessions and the packaging knowledge diffusion, we have decided to expand our didactic material by launching the bilingual book collection “Better Packaging. Better World.”


    The collection has been launched in 2014 to improve the knowledge about packaging, in Brazil and abroad, offering materials that have become a reference to packaging professionals. We extended the invite to other authors beyond the Instituto de Embalagens’ professors with the goal of broadening the view and depth on many subjects. Since there we did ten books, twenty-one in total.


    The “Better Packaging. Better World” collection not only brings technical information, trends and innovation about the sector, but also highlights the characteristics of different types of packaging, indicating new applications and possibilities, processes and equipment, always addressing sustainability in an unbiased way.


    In 2020, the year when the pandemic began, we republished the environmental education booklet: “Nós, as embalagens e o meio ambiente” (We, the packaging and the environment), aimed at children, and now we are delivering our 21th book, including the Glass Packaging theme.


    So, with one more delivery, concrete attitude, we do:


    Better Packaging. Better World.


    Assunta Napolitano Camilo


    Instituto de Embalagens’s Director

  


  
    THE INSTITUTO DE EMBALAGENS (PACKAGING INSTITUTE)


    Instituto de Embalagens was founded in 2005 with the objective of being a reference center in education and research about packaging in Brazil. The institute promotes courses, events, workshops, and training sessions aiming to spread information and driving the development of the industry professionals. Today, it is a respected institution and it has reached more than 12,000 professionals through more than 95 courses and 132 workshops.


    The journey of knowledge about packaging is long and continuous. In 2016, the institute created the Packaging on the Road project, a packaging training course designed to make technical training available to professionals from Brazil.


    Instituto de Embalagens also conducts customized projects to spread technical information in the packaging area, such as the in-company courses that have already been held in several companies.


    Instituto de Embalagens’ faculty is formed by highly qualified professionals who have a wide experience in the packaging area.


    The institution also develops educational content, today available in 21 books. In 2014, Instituto de Embalagens launched the first book in English, Better Packaging Better World, which has been distributed in several countries. In 2016, it launched the bilingual collection (Portuguese-English) Better Packaging Better World, which already count with ten books.


    The recognition of Instituto de Embalagens goes beyond the borders of Brazil. Several national and foreign institutions use the books of Instituto de Embalagens as didactic material in their courses.


    Instituto de Embalagens has been distinguished by several awards, such as the Embanews Prize Roberto Hiraishi Trophy in the Research category, for its Packaging books, and as the Entity of the Year, in 2016.


    Other important recognitions are those of the packaging industry which have sponsored the initiatives and the sector’s associations that support them, the main packaging users, and thousands of professionals who resort to Instituto de Embalagens to learn more about packaging.


    Instituto de Embalagens conducts annually workshops and the Forum of Sustainability to bring to the market innovation, packaging and cases that aim to improve the relationship of packaging with the environment, aligning our belief:


    Better Packaging. Better World.


    Assunta Napolitano Camilo


    Instituto de Embalagens’s Director

  


  
    PREFACE


    Glass is used to package our food, preserving freshness, and our beverages, valuing flavor, thus providing a unique consumption experience. You might have wondered why soft drinks taste better when they come in a glass bottle. The answer lies in the attributes of the material that keeps the carbon dioxide for longer. In addition, the packaging is inert and does not react chemically with the drinks.


    Glass also awakens the senses. It is beautiful, iconic, and creates emotional connections with consumers. Through its attributes such as touch, image, and sound, it makes the act of purchasing food, drinks, and perfumes a true sensory experience. A quality perfume is valued with a uniquely designed bottle while a table is much more beautiful when decorated with glass cups in diverse shapes and for the specific drink for which they are designed.


    Glass, which has the sovereign power of infinite use and transformation of our lives and society since its discovery, about 7,000 years ago, is the protagonist of the new book of the bilingual collection Better Packaging Better World, ideated by Instituto de Embalagens. The book covers the journey of glass packaging through the ages in Brazil, showing its evolution since the establishment of the first industries in the country, their differentials, and innovations. In five parts, the publication presents complete and current content about glass packaging.


    It is worth mentioning that the great contribution of the book is the innovative vision of presenting a millenary product that has never stopped evolving, incorporating technologies that bring greater access to the consumers, with the characteristics of being returnable and infinitely recyclable, without loss of its purity, so important to build a sustainable world.


    Glass packaging offers a fertile field of opportunities to innovate and grow. I hope that the information of the new bilingual book Glass Packaging contributes to the development of better packaging for a better world.


    Hugo Ladeira, president of Owens-Illinois (O-I) for Americas South
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      1.1 THE HISTORY OF THE GLASS PACKAGING IN BRAZIL


      Margaret Hayasaki
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      Avon perfume glass bottle produced by Wheaton


      


      Photo: Wheaton


      [image: ]


      


      Antique glass jar for Toddy powdered chocolate


      


      Photo: From FuturePack’s packaging collection


      The arrival of the Royal Family to Brazil drove the opening of the first glass production unit in the country. In 1810, Francisco Ignácio da Siqueira Nobre received the authorization from the regent D. João to open Real Fábrica de Vidros da Bahia, in Salvador, which operated until 1825.


      Glass gained prominence at the 1st National Exhibition of Natural and Industrial Products, in 1861, which exhibited bottles, containers, and glass globes for lanterns. Shortly after, in 1882, the second Brazilian glass industry, Fábrica Esbérald, a packaging producer, was created.


      
        1896: VERALLIA


        An important milestone for the city of São Paulo was the foundation of the flat glass factory Prado & Jordão in 1895, an initiative of Elias Fausto Pacheco and Antonio da Silva Prado. The plant was installed near Tietê River, a natural source of good quality white sand deposits and pure water, essential for the manufacture of glass.


        As the entrepreneurs found no market for flat glass in 1896, they adapted the process to produce bottles. This change coincided with the full development of the beer industry at that time, with large companies, such as Antarctica, Brahma, Bohemia and Bavaria, operating in this segment.


        In 1901, Antonio Prado became the sole owner of the company, which two years later was renamed Companhia Vidraria Santa Marina, in honor of one of his daughters. Santa Marina was important for the urbanization of São Paulo’s Água Branca, Pompeia, Lapa, and Freguesia do Ó neighborhoods.


        In the 1960s, Santa Marina was bought by the French group Saint-Gobain. In 1972, Saint-Gobain’s packaging division was established. In 2010, the Verallia brand was born. Today the manufacturer of glass packaging for food and beverages has factories in Campo Bom (State of Rio Grande do Sul), Jacutinga (State of Minas Gerais), and Porto Ferreira (State of São Paulo) and employs 950 people in Brazil.
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        Beer market has always been important for the glass packaging industry


        


        Photo From FuturePack’s packaging collection

      


      
        1917: OWENS-ILLINOIS


        The Owens-Illinois history began when Michael J Owens invented the automatic glass bottle machine. The revolutionary technology was a turning point for the sector, as it enabled serial packaging production in Brazil. O-I started operations in 1917, in Rio de Janeiro, under the Cisper brand. Currently, the country is the company’s main market in Latin America.


        The following year, the company received the first order of 100 amber glass bottles from Brahma brewery, which marked the beginning of a long-lasting business relationship that continues to this day. The beer segment has become the main market of O-I Brazil, accounting for 50% of its production.


        O-I was known for the Cisper brand that produced household items and was founded by the engineers Olavo Egydio de Souza Aranha and Alberto Monteiro de Carvalho. In October 1949, the company built its second factory in São Paulo. Its foundation gave rise to the name of the neighborhood Vila Cisper, whose development occurred because of the plant. All you had to do was walk around to see such an influence: Cisper bakery, Cisper gym. “Working at Cisper was in the dreams of the people who lived in the neighborhood,” says Gilberto Pena, Global Cost Transformation leader at Owens-Illinois.


        In 1960, Monteiro Aranha Group sold 80% of its capital to O-I, becoming a minority shareholder. In 2011, the company sold its 20% stake to Owens-Illinois.


        As part of O-I’s expansion strategy in Brazil, the company bought, in 2010, the Industrial Glass Company (CIV) that belonged to Cornélio Brennand Group and had three glass packaging factories in the cities of Recife and Vitória de Santo Antão, both in the State of Pernambuco, and Fortaleza, State of Ceará. With this investment, the company was responsible for more than 50% of the production of glass packaging in the country.


        Currently, the company has four industrial units in the country: in Rio de Janeiro, which supplies the brewing market; in São Paulo, which produces several products and today is considered the third-largest plant of the company in the world; and two in the State of Pernambuco. Together, the factories employ 2200 people.


        According to Pena, in the past, people consumed products in glass packaging because they had no other option. Consumption and consumer relationship with packaging have become stronger in the last 20 years. This change has impacted the glass packaging industry and consumer experience. “Today, beer bottles are available in new colors, new weights, new shapes, and new opening systems. This is part of the evolution of glass.”
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        Antique glass bottles collection for Coca-Cola


        


        Photo: From FuturePack’s packaging collection


        In Pena’s analysis, O-I is a century-old company that has a spectacular ability to reinvent the services and products that it makes available to the beverage and food markets. Reinventing itself for the challenges that will come in the future is a skill that has allowed the company to build an untouchable trajectory in Brazil. “We are very proud of our history. A small factory that started with a production of 100 bottles for a specific customer. Today we are a global company and have customers that are also global corporations like Ambev, Heineken, Nestlé, Coca-Cola, Pernod Ricard, Campari, Bacardi, Heinz, and Unilever.”

      


      
        1946: NADIR FIGUEIREDO


        Founded in August 1912, Nadir Figueiredo initially started as a typewriter workshop. Two decades later, in 1935, the company acquired the first manual glass factory in the neighborhood of Belém, in São Paulo. With the expanding glass business, in 1945, one of the owners of the factory traveled to the United States to buy machines for the production of cups and household utilities and the IS automatic machines for bottles and glass jars. The following year, Nadir Figueiredo began manufacturing glass packaging to serve various market segments.


        In the 1950s, Nadir Figueiredo promoted disruptive innovation in the glass packaging industry. The company brought to the market a new solution that changed the way of marketing and consuming food in Brazil: the glass cup that, in addition to packaging the product, had the function of serving beverages. How did this come about? Observing the daily lives of Brazilians during one of his visits to the countryside, Plínio de Paula Ramos, Glass Packaging director at the time, saw a person having coffee in a can of tomato extract. “He saw an opportunity to sell glass packaging and give a solution to the final consumer. He developed the glass cup for tomato extract with CICA,” says Paulo Figueiredo de Paula e Silva, Sales and Marketing director at Nadir Figueiredo. According to him, this line was a great revolution in the segment in the country and, at the same time, the innovation allowed Nadir Figueiredo to make economically attractive products to the consumer.


        The history of Nadir Figueiredo is intertwined with that of the Brazilian food industry. For Silva, Nadir helped develop the food industry. “It popularized solutions for consumers and small industries in the sector at a time when distribution to the countryside was difficult. It spread the glass packaging to the entire country, especially for food.”


        The company built its business with a relevant share in this segment, always bringing innovation as the example of the glass cups for pressed food products, such as cream cheese and pates. The creamy cream cheese in Nadir Figueiredo’s glass cup became a classic on the table of Brazilians in the 1950s. According to Silva, the company is the only holder of the technology in South America to produce packaging for pressed products. “In the early 2000s, the share of glass cups declined, and, in the last four years, the company managed to recover market.”


        Nadir Figueiredo had several units in Brazil, but with modernization and technological advances, it began to concentrate production at the Vila Maria plant in São Paulo. In 2009, it inaugurated an industrial plant in Suzano (State of São Paulo), which began with a production capacity of 150 tons per day and currently operates with a capacity of 660 tons per day. Five years later, in 2014, the plant began to concentrate 100% of the company’s operations. Investments are constant in Nadir Figueiredo. “In 2021, the goal is to grow 60% in the glass packaging market. It is a great leap that we will take with more news to the market, bringing more modern machinery for the conformation and inspection of the glass packaging,” says Silva.


        In 2019, the US investment fund group HIG Capital bought Nadir Figueiredo. According to Silva, the company chose the best for its future, and “it has been proven that the decision was right for the current controllers and the old ones.” The acquisition is a clear strategy of the investment fund to use Nadir Figueiredo, which is a company so recognized for its performance in the segment of household utilities and glass packaging, to accelerate the company’s growth.

      


      
        1952: Wheaton Brasil


        The trajectory that transformed Wheaton Brasil into one of the protagonists of the history of glass packaging in the country began in July 1952, when the American Franklin Wheaton opened a small factory on the corner of Jabaquara and Indianópolis avenues, in São Paulo.


        Built on an area that belonged to the laboratory Olavo Fontoura, the company, which had Peter Gottschalk as the executive responsible for the operations in the country, built a prosperous business.
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        Photo: From FuturePack’s packaging collection
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        Photo: Wheaton


        


        Complex shapes packaging for perfumes


        


        When Brazil started penicillin production, Wheaton Brasil pioneered the manufacture of 8 ml glass vials for the drug. At the time, the company supplied the packaging for the laboratory Olavo Fontoura that, until then, imported the material. Since then, these bottles have changed little and still belong to their product portfolio.
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        Photo: From FuturePack’s packaging collection


        


        Antique glass bottle for Acqua Fresca perfume


        


        Wheaton Brasil entry into the cosmetics and perfumery segment was boosted by Avon’s arrival in the country in the early 1960s. Before that, the company already produced glass bottles for hair gel, Leite de Rosas and Leite de Colônia, still quite incipient.


        The art of carving perfume bottles began with Avon, which challenged Wheaton Brasil with the demand for complex shapes such as toy cars, dolls, and little houses. “There was no technology available to produce these bottles in Brazil and the company invested resources in engineering and science development to serve Avon. Peter Gottschalk Jr, president of Wheaton Brasil, explains that this has laid a foundation to create shapes that delight consumers.
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        Glass bottles produced by Wheaton for Avon in the early 60s


        


        Photos: Wheaton


        The expansion of Wheaton Brasil and the perfumery segment is attributed to Avon, which to this day brings great challenges for the glass company. If currently the company is a protagonist in the market of cosmetic bottles and perfumery, which accounts for 70% of its business, Avon has great responsibility.


        The history of great companies such as Natura, O Boticário and many others is intertwined with the history of Wheaton Brasil. Natura’s first order was 2,000 glass bottles and today it is one of the largest cosmetics companies in the world. The first glass packaging of O Boticário was produced by Wheaton Brasil when the company was still a compounding pharmacy, which operated in downtown Curitiba, State of Paraná.


        In 1979, O Boticário launched its first perfume: Acqua Fresca, which was sold in an amphora-shaped glass bottle. The fragrance conquered the world with the second best-selling position. The most famous iconic packaging of the Brazilian perfumery was developed by Wheaton Brasil and has become a symbol of the brand that is easily recognized by consumers. It was restyled in 2017, but the project is basically the same.


        [image: ]


        


        Antique glass bottle for Acqua Fresca perfume


        


        Photo: Wheaton


        The initial milestone of the decoration happened with the introduction of organic painting with Avon. The cosmetics company once again played an important role in the development of Wheaton Brasil, which began to invest in glass bottle decoration driven by the company’s demand in the 2000s. “Twenty years ago, the company acquired the first glass painting machine and currently has 12 organic and inorganic painting machines and 800 employees working on bottle decoration,” says Renato Massara, Commercial and Marketing director of Wheaton Brasil.


        Wheaton Brasil continues to create unique and innovative products. Now, with the endless possibilities of decoration, the bottles have an exclusive personality. Today, packaging can receive the application of laser, heat transfer, and scented ink. The decoration is no longer just an accessory, it gained importance in the world of perfumery.


        Decoration represents a great leap for the glass industry. An example of this evolution is O Boticário’s Malbec perfume for men that has at least 10 versions, with different colors and decorations.


        The acquisition of Verescence do Brasil (formerly SGD), a manufacturer of glass packaging for perfumery and cosmetics, in 2018, by Wheaton Brasil was a milestone in its history. In addition to the gains in technology, the glass company took this important step with the goal of exporting its products to Europe. In the words of its president Peter Gottschalk Jr, this is a Brazilian boldness, a work-in-progress. He is proud to reveal that the bottle of the new Dunhill luxury perfume was produced by Wheaton Brasil.


        [image: ]


        


        Glass bottle for Dunhill perfume


        


        Photo: Wheaton


        Wheaton Brasil exports to more than 40 countries in Latin America, Central America, Europe, and to the United States, serving the pharmaceutical and cosmetics markets. A curiosity about its performance in the foreign market is that the company is one of the few manufacturers of glass machines. It has machines operating in Asia, the United States, Africa, and South America.
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        Antique glass jar for perfume


        


        Photo: From FuturePack’s packaging collection


        Exports were more focused on pharmaceuticals and now the company is benefiting from the growth in cosmetics.


        Love to glass comes from generation to generation. “I have been living on this since I was born. At first, it wasn’t our company, that’s what my father did. He acquired the company in 1990 and built Wheaton Brasil. We will reach 70 years of operations. We’ve already made the transition to the third generation,” says Peter Gottschalk Jr.


        The passion for glass is in the blood. “I’m proud of our history. Pride of a company that started with 50 employees and today is one of the 700 largest in Brazil”, Peter Gottschalk Jr adds.

      


      
        1981: VIDROPORTO


        The sand deposits in the Porto Ferreira region, in the State of São Paulo, favored the installation of a glass packaging industry. Vidroporto was founded in 1977 by a small group of entrepreneurs in the city, but only began producing in 1981. The first furnace operated with a capacity of 14 tons of glass per day. Today the production capacity is almost 1000 tons daily.


        The first glass bottles produced by Vidroporto served the cachaça industry of the region, such as Caninha 51, Velho Barreiro, and Missiato.


        The transformation of Vidroporto began with the arrival of Edson Rossi (the current president of the company) in 2004. At the time, it produced 60 tons of amber glass per day and had a 1% share in the market. In the following year, it entered the beer market, which was still incipient, with a small production of returnable bottles. Due to a quality issue, the production was discontinued.


        The return in a sustainable manner occurred in 2008 after investments mainly in glass inspection equipment. The great leap in the beer market, according to Rossi, took place only in 2014 when Vidroporto invested in the construction of a furnace that increased its production 1.5-fold and in technology produce returnable and one-way bottles.


        “We started to serve large breweries such as Ambev, Heineken, Petrópolis and the craft microbreweries. Currently, the beer segment accounts for 75% of our business,” he says.


        In 2018, Vidroporto took an important step in the expansion of its business with the acquisition of Indústria Vidreira do Nordeste (IVN), located in the city of Estância, in the State of Sergipe. The purchase of the factory represented a lot for the company that increased its production capacity by almost 30% and began to serve the northeastern market in a competitive way. From a strategic point of view, Rossi says, the acquisition has allowed it to offer its products practically in every corner of Brazil. “It brought new customers from the region and strengthened partnerships with companies.”


        Building a growth story is difficult and being able to maintain is an arduous task that depends on hard work, effort, and sweat. Rossi stresses the pride of leading Vidroporto and its 800 employees. “We are lucky for working in a company that has developed and contributed to the growth of the Brazilian glass packaging market. That brought benefits to the cities where the plants are installed, for the employees, for the whole society. This growth has been socialized.”


        The greatest legacy of the Vidroporto way of managing is to have created a loyal relationship with all its partners. Rossi explains that it is a relationship of mutual help, of finding solutions together, of imposing nothing but listening and trying to find something together. “That’s the great pillar of the company,” Rossi says.


        We have selected some packages from our collection that tell a little about the history of glass packaging in Brazil.
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        Photo: From FuturePack’s packaging collection


        


        Stock’s Dakar: launch that preceded ice drinks in the early 1990s
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        Photo: From FuturePack’s packaging collection


        


        To celebrate the arrival of 2002, the year of the Soccer World Cup, Brahma used a bottle of “sparkling wine” with a heat-shrinkable label and a cork to pop. Brazil won its fifth championship, defeating Germany in the final match
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        Photo: From FuturePack’s packaging collection


        


        Bottle of Skol “wears” the first holographic label in Brazil to celebrate the carnival of 1994


        


        [image: ]


        Photo: From FuturePack’s packaging collection


        


        The traditional bottle of the famous Velho Barreiro, one of the most consumed cachaças in Brazil, is already present in more than 40 countries
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        Photo: From FuturePack’s packaging collection


        


        One of the first versions of the ICE packaging of 51 in the early 2000s
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        Photo: From FuturePack’s packaging collection


        


        One of the first bottles of O Boticário moisturizer with amber glass and wooden closure


        

      

    


    
      1.2 GLOBAL GLASS PACKAGING MARKET


      Margaret Hayasaki


      
        GLOBAL GLASS PACKAGING MARKET


        Amid the Covid-19 pandemic crisis, the global glass packaging market, estimated at US$ 50.6 billion in 2020, is projected to reach US$ 62.8 billion in 2027, growing at a compound annual growth rate (CAGR) of 3.1%, according to a study conducted by Research and Markets. The alcoholic beverages segment is the main user of glass packaging. This market is expected to reach US$ 27.2 billion in 2027, growing at a CAGR of 3.6%. The CAGR for the beer segment is expected to be at 3.2%.


        [image: ]


        Source: Research and Markets


        Innovative technologies for decoration, modeling, and artistic finishing are making glass packaging more popular among end-users. In addition, factors such as the growing demand for environmentally friendly products and the expansion of the market for dairy products and beverages are contributing to a promising future for the sector.


        Glass recyclability makes the material the most desired type of packaging from an environmental point of view. Weight reduction has been an important type of innovation in recent times, offering the same strength and greater stability, reducing the volume of raw material used and CO2 released.

      


      
        REGIONAL GROWTH


        The glass packaging market in the United States was estimated at US$ 13.7 billion in 2020. China, the world’s second-largest economy, is expected to reach US$ 12.9 billion by 2027, growing at a CAGR of 5.7%. Other major geographic markets include Japan and Canada, each expected to grow 0.8% and 2.3%, respectively. In Europe, it is estimated that Germany’s CAGR will be 1.5%.


        In Latin America, the glass packaging market was estimated at US$ 5,215.1 million in 2020. The market in the region is expected to reach US$ 6,731.97 million in 2026, with a CAGR of 4.4%. New production methods and recycling systems make it possible to produce lighter glass containers, with thinner walls. The development of the Narrow Neck Press and Blow process allowed a significant reduction in the weight of glass bottles in Latin America.

      


      
        FOODS AND DRINKS


        In the global market of glass packaging for foods and drinks, the United States, Canada, Japan, China, and countries in Europe will drive a CAGR of 2.4% estimated for those consumption segments. These regional markets, responsible for a combined market size of US$ 7.2 billion in 2020, are expected to total US$ 8.5 billion by 2027.


        China will remain among the fastest-growing countries in this cluster of regional markets. Led by countries such as Australia, India, and South Korea, the market in the Asia-Pacific region is expected to reach US$ 8.7 billion by the year 2027, while Latin America will expand at a CAGR of 3.5%.
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        Photo: LuxePack


        


        The glass bottle of premium Cardinal Du Four “21 Rebellion” Armagnac is produced by Saverglass. The two-piece galvanized zamak closure is washed in metallic red and is shaped like a cardinal miter
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        Photo: Pentawards


        


        The Brooklands Dairy organic milk farm in the United Kingdom chose the reusable glass bottle to sell its product. Pasteurized milk is filled by a vending machine. The minimalist design is printed using digital technology
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        Photo: O-I Glass


        


        O-I Glass recently expanded its portfolio with the launch of Drinktainer.
The glass bottle, with a wide mouth and a single serving, was created for on-the-go services, such as bars and restaurants. It combines the convenience of this type of packaging with the sensory experience of consuming in a cup. Sealable, the bottle is designed for the consumption
of fresh cocktails or draft beer
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        Photo: Verallia


        


        The sparkling wine line Relax of Cooperativa Vinícola Garibaldi has gotten a Bordeaux Estilo bottle, produced by Verallia. With a young and sophisticated design, it has a cylindrical body and elevated shoulder
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        Photo: Owens-Illinois


        


        Limited editions have become more important when maintaining the brand’s relevance among consumers. That is why Bacardí rum decided to partner with O-I: EXPRESSIONS, bringing a bottle with a fingerprint that reveals the Caribbean spirit. It is an innovative experience in augmented reality and Snapchat lenses, which can be unlocked with the bottle’s Snapcode
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        Photo: Absolut


        


        The limited edition of the Absolut Movement bottle is made of matte blue glass by the Ardagh Group. With an upward spiral design, the symbol of the endless cycle of change reflects the brand’s goal of inspiring people with diverse visions to come together and connect
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        Photo: Intertype


        


        The bottle structure of the T House gin is inspired by and works as a birdcage, while the design of the glass cap is influenced by the traditional hat worn by the Chinese Empress Cixi. The style and technique of illustration are inspired by a Qing dynasty vase and creates the illusion of a bird trapped inside the cage


        

      


      
        PHARMACEUTICALS


        The glass packaging market for pharmaceuticals was estimated at US$ 15.7 billion in 2020. This market is expected to reach US$ 26.6 billion in 2027, growing at a CAGR of 7.9%. The containers segment is expected to register a CAGR of 6.1% and reach US$ 8.6 billion. The outlook for vials is at a CAGR of 8.6%.


        In the United States, the glass packaging market for pharmaceuticals was estimated at US$ 4.6 billion in 2020. China is expected to reach a market size of US$ 4 billion by the year 2027, growing at a CAGR of 9.2%. Other important markets worth mentioning are Japan and Canada, with a growth forecast of 6.8% and 7.3%, respectively. In Europe, Germany is expected to grow at a CAGR of 7.3%.


        In the ampoules segment, the United States, Canada, Japan, China, and Europe will drive a CAGR of 9.5% estimated for this industry. These regional markets, which accounted for US$ 2.7 billion in 2020, are expected to reach US$ 5.2 billion in 2027. China will remain among the fastest-growing countries. Led by countries such as Australia, India, and South Korea, the Asia-Pacific market is expected to reach the value of US$ 3.1 billion by the year 2027, while Latin America will expand at a CAGR of 10.3% during the study period.

      


      
        COSMETICS AND PERFUMES


        The market of glass packaging for cosmetics and perfumes is expected to grow at a CAGR of 7% during the forecast period (2019-2027). The growing demand for skincare, men’s beauty products, and sustainable attributes of glass packaging are the main factors driving the growth of this business.


        Amid the crisis generated by the Covid-19 pandemic, the global fragrances packaging market was estimated at US$ 2.2 billion in 2020. The outlook for 2027 is that this segment will reach the value of US$ 2.7 billion, growing at a CAGR of 3.5%. The market of glass bottles, one of the segments analyzed in the study, is expected to register a CAGR of 3.9% and reach US$ 522.9 million by the end of the study period.


        The decline in global fragrance launches in 2020 reflects the consequences brought by the economic crisis on consumption. There was a 30% reduction overall, with 2,619 releases in the year, compared to 3,727 in 2019, according to Fragrances of the World data.


        In the perfumes and cosmetics segment, packaging is an important part of the functionality and visual aspects at the point of sale and can affect the effectiveness of the formulation and the quality of the product. The segment of perfumes is likely to have a great demand, as fragrance manufacturers prefer glass containers and bottles, as the material offers superior preservation properties and is compatible with different formulations.


        The Asia-Pacific (APAC) region will have profitable growth during the forecast period, as the population shows a sharp trend towards the consumption of toiletries. Asia-Pacific is home to a huge Millennials population, key for end-use industries, thus creating significant pathways for the penetration of differentiated solutions into the cosmetics and perfumes glass packaging market.
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        Photo: LuxePack


        


        The 212 Men Heroes Forever Young fragrance is packaged in a glass bottle inspired by the shape of a skateboard that symbolizes youth and freedom. The sloping shape of the base of the container means that it does not remain standing in the production line. For the glass manufacturers Bormioli Luigi and Verescence, this simplified the formerly complex distribution of glass
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        Photo: LuxePack


        


        Boucheron, a French perfume and jewelry company, has launched the women’s fragrance Quatre en Bleu. Like its predecessors, the design of this new bottle produced by Verescence is inspired by the brand’s iconic Quatre ring. The engraving at the base of the packaging is intended to “transpose and transcend” the brand’s double gadroon motif (convex curves). The bottle was remade to highlight the brightness of the glass and lacquered in translucent blue (Val Laquage)


        

      

    


    
      1.3 CONSUMER TRENDS


      Assunta Napolitano Camilo


      The events experienced by the world’s population between 2020 and 2021 were a watershed and will forever be remembered in our history. Most people changed their values and priorities.


      Health has been a priority for people, however, for the consumer and packaging industries, sustainability has become vital. In sequence, the safety concern has also grown. Convenience and practicality are still very observed and, of course, we will always seek the beautiful, special, glamorous packaging among the possibilities offered to us.


      Packaging, consequently, is directly affected. By observing types of packaging, we can confirm which are the main concerns of consumers and, if there is any change in progress, take the steps to follow it. Some changes in habits can directly affect packaging concepts.


      Below you can see the trends new order in most markets:


      [image: ]


      Obviously, each segment, region, age group, social stratum and positioning, and type of use/consumption of the product will define which trend should be best observed and met. Understanding what goes on in the consumer; subconscious at the time of the purchase decision, whether at a physical or virtual store, is extremely important when defining the concept of a type of packaging, attributes, and details that it can offer to the consumer.


      Offering products that meet the ethical needs of consumers and the highest possible degree of satisfaction is a major challenge for manufacturers. There is fierce competition to balance sustainability, profitability, and consumer demands.


      Providing answers today about the future, trends such as “healthy, safe foods and sustainable” are established, and sustainability is taking on a new dimension in the food industry.


      Regarding packaging, brand owners are committed to considering three pillars in their development: reducing their environmental impact, combating food waste and ensuring food safety.


      In this context, we see many opportunities to reposition glass packaging, delivering healthiness, since it is an inert material; sustainability, since besides recyclable, it is returnable and reusable due to its infinite possibilities in shapes and decorations; and has the unique transparency property that can offer sophistication to any product.


      
        HEALTH QUESTION
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        Manufacturers of health products such as juice, coconut water, kombuchas, tea, and others have chosen glass packaging


        


        The coronavirus crisis also caused a pandemic of stress. Millions of people have been confined at home, jobs have been lost, uncertainties about the future and the fear of getting sick have emerged — and all of that raised anxiety levels.


        The need to pack fruits and vegetables during the harvest has always been something important for the agribusiness industry. Packing while the products are still fresh increases the organoleptic properties and extends shelf life. Glass packaging definitely contributes to saving food for its properties and for preserving the packaged content, in addition to being inert and safe. Furthermore, glass packaging can be easily opened and closed and allows the product to be visualized.


        Glass packaging is also used by small farmers and businesses as it is easy to be cleaned to pack various food products. On the shelves around the world, we also find glass jars and closures for consumers who like to prepare preserves at home.


        Glass packaging has gained distinctive and sophisticated designs and special lids. The bolder designs of glass jars attract young and naturalistic consumers. Many producers are using the label extension to seal the lid, such as in honey and antipasti packaging. Wide mouths facilitate the consumption, as well as the opening and closing of the packaging.


        Sometimes, juice bottles use heat-shrinkable labels, sometimes screen-printed, or only with white ink, letting the color of the juice show and convince.


        In Brazil, the use of glass packaging has been picking up mainly for healthy products or those with a wellness appeal. Just look at the brands of juices, teas, kombuchas, and even soft drinks. To reinforce the safety issue, these juices and kombuchas use metal lids with a safety button and seal.


        [image: ]


        


        The category of teas has grown as a healthy option in ready-to-drink products. These beverages have been offered in glass bottles, with smooth and simple lines and a retro appeal, such as Baer-mate
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        Grape juices, the new national “craze,” have bet on their own packaging to differentiate themselves at the point of sale. do bem® whole grape juice (now belonging to Ambev) chose a beautiful, elongated bottle, that looks like an amphora, with its icon (the wing of an angel) embossed. The white and red screen printing highlights the special ingredients of the product
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        OQ®, the juice line of OQ Bebidas Saudáveis, a brand of Timbaúba, uses the fruits produced in its farms in Petrolina, State of Pernambuco, in its products’ composition. It has also developed its own bottle with the brand embossed. The modern design and label with strong colors draw attention and the product stands out among the other brands in the segment
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        Campo Largo, from Curitiba, State of Paraná, was one of the first national companies to produce kombucha, a millenary drink based on naturally fermented teas, which promises numerous health benefits. The drink was one of the highlights of the 2018 SIAL fair and many countries have bet on this product. The connection between the proposal and the bottle of simple lines is in the healthiness appeal
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        One of Coca-Cola’s latest releases, the YAS® low-calorie soft drink line, is sweetened with stevia, without preservatives, and with a good percentage of juice. It is a “natural” soda option. The brand chose transparent self-adhesive labels (no label look) to enhance the transparency of the glass and played with a back label with a metalized side to create a special effect


        


        We also noted that many Americans have awakened to various issues once relevant only to other peoples, such as Europeans, Canadians, Australians, and New Zealanders. Thus, sustainability and health have become important to many.


        Even before the pandemic, American stores began to have areas dedicated to natural products. By the way, some of them, like Whole Foods and Trader Joe’s, have virtually been entirely dedicated to these products for decades.


        The surprise and novelty are that now even convenience stores offer these products. At almost any point of sale, there are already “natural,” organic, or healthy products.


        Vitamin stores, which once sold more synthetic products, now also sell herbal medicines. In addition, we can see the option for icons that highlight attributes such as “no transgenic,” “vegan,” without soy, without lactose, gluten-free, among other aspects related to intolerances. We also noticed closures incorporating safety aspects and the increase in the choice for amber glass bottles, which better protect the content from light.


        Juices, teas, and other beverages targeting audiences that seek healthiness have chosen transparent glass bottles with reduced labels so that the product itself can send its message. Here I also note the options for organic. Icons attest to the origin, products free from allergenic, and highlight positive characteristics, such as amounts of proteins, fibers, omega 3, or other ingredients. They are always stressed on the packaging, inviting the consumer to purchase.
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        Beech-Nut, among the ten largest brands in the United States, presents its line of baby food in a differentiated jar, with a more elongated shape and a no label look that does not interfere in the communication. The logo has the shape of a tree and the set design explores the shades of green and white to demonstrate its natural proposal
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        Nestlé’s NaturNes organic baby products line: beautiful transparent jar to visualize the product and a steel closure that offers safety and reclosing possibility. The jar can be reused for various purposes
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        The Korean company COJA has developed extract capsules of a local chestnut that eliminates caffeine from the body and improves the quality of sleep. Other companies offer herbal liquid extracts shots (single dose) with various properties
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        Consumption of vitamins and other products to improve immunity has increased since the onset of the pandemic


        


        The relationship between health and sustainability is related to purpose and values. These two megatrends are more present among younger groups and classes C, B and A, both genders, and in the richest regions.


        Consumers; purchase habits have changed and we can observe that in the supermarkets. People have been reading the labels to know not only the expiration date but to understand if the product has certificates of origin. Clear, easy-to-understand labels highlight the product at the point of sale.


        As the population is more concerned about their health and of those who they care about, labels should bring nutritional information and alert on allergic ingredients quite clearly, as well as inform about barriers that ensure the preservation of nutrients. Transparency can come together to support the purchase decision, as it shows the product and reassures consumers. We have also noticed the search for healthy products and that at the same time are indulgent. May they have an excellent presentation.
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        The organic juice of the American convenience store 7-Eleven offers a mixture of fruits. The packaging brings a nutritional table and clearly indicates, using pictograms, the fruits that make up the product


        


        England was the first country to guide companies to use red, yellow, and green to identify the main ingredients of the products. Red identifies the ingredients that require caution because they are above what is recommended. Yellow distinguishes ingredients that deserve attention because they are on the edge. Green points to the ingredients at appropriate levels. This labeling has become famous and recognized as the of packaging.


        In Ecuador, the government, aware of its health costs, passed a law that requires all products marketed in the country to report at least the percentage of three ingredients: sugar, fat, and salt. In addition to the percentage, the items must be minimal in size and be on a colored background (red, yellow, and green) according to the health requirements.


        Ecuador took the lead in Latin America by determining that their packaging used the red, yellow, and green guidance and showed that this is possible. Even imported products have this identification.


        In the beginning, there was a migration of the consumption of dairy products to juices, since the population noticed the percentage of fats in this group. Of course, only informing the content without clarifying the importance and relevance of each ingredient in the product’s composition represents a gap that can be occupied incorrectly.


        In any case, the initiative of the Ecuadorian government is fantastic and demonstrates that it is always possible to use packaging as an outlet for education and information.


        In Ecuador, all products brands follow the food labeling pattern by informing through colors whether sugar, salt, and fat content is above, below, or at normal levels.
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        In Ecuador, food labeling brings the amount of sugar, salt, and fat: packaging of canned cherries has information divided into colors


        


        In Brasil, the new nutrition labeling was approved by Anvisa (Agência Nacional de Vigilância Sanitária) in 2020. Its regulation determines also the level of sugar, sodium and saturated fat.


        New stores of the so-called natural or healthy products are gaining the streets, malls, and many clicks in the virtuais stores. Healthy products are also present on supermarket shelves. The appreciation of organic products and, more recently, biodynamic products, is remarkable.


        [image: ]


        


        In Brazil and the rest of the world, there is a great supply of kombucha (live, probiotic, and healthy drink) that has been offered in glass packaging. Direct information shared through icons and QR Code meets and engages aware and demanding consumers


        


        The market for improved or functional foods has grown worldwide due to consumer concern and awareness about health and wellbeing. As a global trend, this search involves a greater depth of knowledge for good products and serious companies that show their commitment to equally serious and important attitudes.
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        Baldoni’s pollen uses a glass jar with no label look with a see-through design for visualization of the content. The yellow and black label art, with steel closure with a black wide skirt, offers sophistication


        


        The growth of new consumer groups, such as vegans, which call for packaging with clear information, is remarkable.


        In several countries, legislation is advancing and requiring companies to declare, in a very clear and simple way, for example, the levels of sodium, sugar, and fat of the product.
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        AB InBev already offers a gluten-free beer to serve consumers who seek such a need. The information is highlighted on the label and neck of the bottle


        


        We have seen the growth of vegan or vegetarian products as an alternative to red meat. Animal-based ingredients are also a concern in the personal hygiene products sector. Oat, rice, and almond milk, as well as lactose-free products, are already sold in smaller supermarkets.
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        Special milk supplied in a smaller 500g glass pack for special diets


        


        All these products have or should have packaging that evidences health concerns through colors, shapes, design, and materials, since it is important to have a balance between the product’s concept, brand positioning, and chosen packaging.
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        Healthier products in Brazil: we already have an herb-based product to replace honey, called Like a B. Another option is AMMA’s mbee that offers honey with chestnut nibs


        


        Organic products have always had the preference of most of the population. With the promise of certified origin, sometimes organic products are not appealing depending on the prices. High prices, depending on the scale, do not allow the growth of the sector. As the population concerned about health has been investing and buying, the equation has changed, and organic products have become more accessible.


        [image: ]


        


        Flora’s Chilean wine highlights the fact that it is organic with a green label and flowers


        


        The increased demand for organic and biodynamic products is observed worldwide. In Brazil, according to the Association for the Promotion of Organics (Organis), in the first half of 2020, the sale of organic products grew more than 50%.


        [image: ]


        


        The Brazilian company Wewish started just over a decade ago with the proposal of the organic soda WEWI, initially using standard bottles. The brand has grown so much that it already has its custom bottles. Proof of the strength of organics in different markets


        


        The growth of organic products in Germany and the Nordic countries (Denmark, Sweden, Norway, and Finland) is impressive. In those markets, supermarket chains sell exclusively organic products, or at most natural, such as Denis, Bio Basic and Alnatura™.


        [image: ]


        Photo: Alnatura


        Alnatura™ opened large stores in Munich, Düsseldorf, and other cities. Bio Bio™ is a great German reference in the segment of organics. Its packaging has a classic design, in colors, materials, and concepts related to the proposal.
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