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Branding is becoming an important consideration in the world of ecommerce 
packaging. This is because retailers have learnt that customers who order shoes, 
books, underwear, chocolates, phones, jewellery – pretty much anything online 
– are disappointed when these precious purchases turn up on their doorstep in 
a plain, oversized box, or stuff ed inside an anonymous polythene bag.

There are also big wins to be had from working closely with packaging 
suppliers to optimise your packaging so that it performs better for you through 
the supply chain, boosts your effi  ciency, and makes your customers smile, rather 
than scowl, when it comes to opening those well-travelled boxes.

Yet retailers are holding back, and many are missing an opportunity due to 
fear of investing for the long term. Those who do have the backing of the board 
to take the leap to better quality, performance-engineered, bespoke packaging 
will be in a good position to gain competitive advantage in a very crowded 
market. Having faith, imagination and a solid business case for instigating a 
packaging overhaul could deliver big gains for years to come.

Conclusion

 Packaging case studies
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HelloFresh 
bespoke packaging to delight customers

 “Our packaging is essentially our shop window,” says Luke 
Grob, Head of Product and Innovation at HelloFresh, the food 
eRetailer which sends out over 8 million meals globally per 
month. The company long ago acknowledged the importance 
of delivering an exciting and rewarding unboxing experience to 
customers who will ideally commit to a long-term subscription 
with HelloFresh. Each box delivered contains the ingredients for 
3 to 5 recipes per week containing all ingredients pre-measured, 
fresh vegetables, chilled meat and fragrant spice and herb 
packets.

 “Our aim is to delight our customers when they open their 
boxes once they arrive, enjoy exploring diff erent sections and 
see that product has been lovingly packed with every item in 
pristine condition ready for making delicious meals,” says Grob. 
“Unfortunately the early packaging we used allowed product 
to jumble up and knock into each other with the risk of tins 
crashing into tomatoes and red peppers exploding everywhere. 
There is also a risk of damage when third party suppliers are 
handling the boxes. We calculated that each box is picked 
up and set down between 7 and 15 times in the journey to 
the customer so there are many points at which boxes can 
be bumped, kicked, perforated or tipped over. We needed a 
packaging solution that could minimize the impact of those 
encounters. We needed to reduce movement inside the box.”

While the company started out with unbranded brown bags 
and boxes, in late 2013 work began to design a bespoke, 
clearly branded range of boxes, made with the best specifi cation 
cardboard that would fi t the cost structure while providing 
optimum protection. Most importantly HelloFresh, working 
with Smurfi t Kappa, developed more intelligent packaging that 
compartmentalised and secured the diff erent food groups.

The boxes today deliver the desired wow factor thanks to 
attractive branding and colour on the box exterior, ‘easy tear’ 
opening, and fun and functional sections within.  Products are 
protected thanks to internal ‘shelves’ and sections divided off  
by internal cardboard dividers, including a thermal area, and 
buff ered space for heavy items such as tins and potatoes. All the 
cardboard used is from sustainable resources and can be easily 
recycled, in line with HelloFresh’s brand values. Attention was 
also paid to the company’s palletisation needs, so that box sizes 
now fi t perfectly on pallets cutting down damage and making 
loading and unloading quicker and easier.

Since implementation of the new boxes HelloFresh has seen 
a big reduction in damage in transit says Grob, and customer 
feedback has been very positive. The company won an award 
at the 2015 UK Packaging Awards, and is seeing its brand 
fl ourish – with signed up customers now enjoying the HelloFresh 
experience across Europe, the US, Canada, and Australia. 
Improvements continue to be made, with an upgraded design of 
box at the testing stage at the time of writing.
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The Hut Group 
cutting costs and driving efficiency

Within its portfolio The Hut Group owns and operates the 
Myprotein.com ecommerce site which dispatches over 5 million 
boxes of products to their customers per year. James Buckley, 
Head of Group Procurement has overseen a cost-reduction project 
recently which saw the group cut packaging costs signifi cantly. The 
company has calculated that changes to packaging and related 
processes will save the company approximately £250k a year.

“Across the Hut Group we’re very conscious of balancing the 
quality experience for customers, with cost effi  cient packaging,” 
says Buckley. “While we do have subsidises within the Group 
www.coggles.com and www.knutsfordengland.com respectfully 
which demands bespoke luxury packaging, we don’t need all 
packaging to be highly engineered and premium. In the case 
of MyProtein we wanted the packaging to be highly eff ective in 
the supply chain, engineered for performance and aesthetically 
pleasing to customers, while keeping costs under control.”

Working with Smurfi t Kappa, the Hut Group embarked on an 8 
month project, starting in April 2015. The company went through 
Smurfi t Kappa’s ‘eScan’ exercise where the current packaging set-
up across the supply chain was analysed, in order to understand 
where adjustments could be made to reduce costs and optimise 
their packaging off ering. At the core of the project was a decision 
to move away from 0201 styled corrugated cartons.

“When you’re dealing with 5 million boxes a year, that’s a lot 
of time spent taping the seals,” says Buckley. “Now having gone 
through a detailed design, planning and testing process we have 
moved to crash lock boxes which only need taping at the top to 
close in a simple action. With this new type of box we’ve been able 
to almost half the packing time of each order – and gain a high 
increase in our KPIs.”  

The Hut Group recently commissioned a new £120m distribution 
centre in Warrington, Cheshire which has been built for optimum 
supply chain effi  ciency for the retailer. “We need to get a very high 
number of orders out every day, so all the automated elements, 
and picking and packing processes have been engineered with 
this objective,” says Buckley. “For Myprotein.com we rationalised 
the number of box sizes we deal with – down from 13 to just 
6 – and this has really streamlined our pack process minimising 
ineffi  ciency and driving effi  ciencies.”

Buckley believes a robust process of testing and monitoring 
performance has ensured the right decisions were made before 
fully committing to box sizes and types. “Our testing involved 
gathering key feedback from key internal stakeholders as well as 
tapping into the knowledge and advice of Smurfi t Kappa. We’ve 
found that working with a major supplier who understands the 
realities of the market and the practicalities of the corrugated 
products has delivered results. Ultimately packing has become 
easier for our DC teams, customers are happy with the packaging 
and the protected products, and we have been able to make 
signifi cant cost savings along the way.”
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Feelunique.com
constantly improving packaging performance

 Forward-looking ecommerce companies are paying close attention 
to the quality and performance of their delivery packaging 
by carefully tracking and monitoring warehouse and carrier 
performance, and gathering feedback from customer surveys. 

 Craig Wheeler, Operations Director at Feelunique says: “Every 
package looks beautiful when it leaves the warehouse, but along 
the way problems crop up. You might have over-filled trucks 
squeezing parcels and damaging boxes. Sometimes boxes aren’t 
the right size for the small products within and this can cause them 
to get squashed.” 

Feelunique uses its tracking system to pinpoint problem areas, 
and makes sure it works with carriers to fix problems quickly. The 
company also asks customers directly about packaging, using 
the ITinsell platform. “Through customer feedback surveys we get 
a real understanding of how our packaging is performing, how 
it copes in transit, what customers think of the look of it when it 
arrives as at their home,” says Wheeler. “A simple email requesting 
feedback just after a parcel has been delivered gives us really 
valuable information. If packages arrived dog-eared, or ripped 
customers feel strongly about it, and they will gladly let you know. 
We have between 12% and 15% response rates, sometimes up to 
25%, which I think shows just how interested customers are to let 
you know how they feel about your service.”

From these insights Feelunique can learn which size boxes work 
best for particular deliveries and also has a growing understanding of 
what its customers do and don’t like. “For instance we’ve found out 
that customers don’t particularly like white polystyrene chips as void 
fi ll, so we’ve largely switched to branded air bags,” says Wheeler.

“Our tracking and customer feedback platforms have driven 
lots of behaviour change for Feelunique, and these have helped 
us improve the bottom line. In the competitive marketplace 
knowledge is valuable and takes the guesswork out of the job. 
Logistics is all about getting delivery right first time. Having reliable 
data at our fingertips, showing how we’re performing and where 
the snags are, gives us a competitive advantage.”



GLOSSARY OF TERMS
Crash lock box:  

A box that doesn’t require tape to build. The crash lock box can be easily 
assembled by pushing the opposite corners towards each other, speeding up the 

packing operation.

Void fill: 
Materials used within boxes to be shipped to protect products and fill excess 

space. This might be polystyrene chips, shredded paper, air pillows.

Unboxing: 
The experience of the end user opening their new purchase for the first time. 

There is a trend for this to be captured on video and upload to YouTube
Engineered packaging:  Packaging that has been designed and engineered to 

maximise efficiency and performance. This includes considering all aspects of 
the storage, picking and packing process, marketing, materials, aesthetic design 
and logistics. The package must sell and protect the product, while maintaining 

an efficient, cost-effective process cycle 

Bespoke packaging: 
Boxes, cartons, sleeves, void fill and tape designed specifically for a retail 

client, to protect specific products, maximise operational efficiency and align 
with the brand.

Off-the-shelf packaging: 
Boxes and cartons purchased from a supplier from an existing range. So 
unbranded and not always the right size and style for the products being 

transported.

Corrugated cardboard fluting grade: 
Corrugated cardboard is made up of a variety of flutes and liners and these are 

graded by weight and thickness

Edge crush test: 
A corrugated board strength test of vertical crush resistance

Grammage - Weight of paper specified as g/m2 (grams per square metre)

Fluting profile: 
The shape of the corrugations

FSC Certified paper/cardboard: 
An eco-friendly paper made from virgin tree fibres from a well-managed forest.

Contact Smurfit Kappa for more information: 
marketing.mailbox@smurfitkappa.co.uk


