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Hatzopoulos App 

Enjoy a New Customer Service 
Experience through our 

redesigned App

 

New Year, New Resolutions, New Experiences! 

We are thrilled to introduce the redesigned 

Hatzopoulos App, now upgraded with new 

features! 

Enjoy a 24/7 digital customer service 

experience simple, fast and free through your 

i-os / android device. Try the online order 

tracking tool and get all necessary information 

on your stocks and pending orders live in just 

few clicks! 

Now you can use the integrated Reel Calculator 

to get all necessary pack and reel conversions 

on one screen for an estimate on your 

packaging project and the new Barcode 

scanner to scan any kind of barcode on your 

packages, or elsewhere! 
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Recent studies and experimental research 

confirm that packaging has become more 

important than ever to consumers for their 

buying decisions and their overall product 

satisfaction. As today?s retail store shelves are 

more dense and filled with numerous choices, 

packaging designers focus on creating products 

that would differentiate effectively and boost 

engagement with the busy consumers. From 

extreme minimalism to social packaging, here 

are the top 10 emerging packaging design 

trends that optimize brand shelf presence and 

that are expected to grow in 2018.  
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#1. Nostalgic Packaging
M any brands have picked up on the longing

of simpler times in our present day and decide 

to take their customers to a journey back to the 

idealized past, creating packs with vintage look 

that evoke nostalgic feelings. 

Using old-fashioned call igraphy, graphics 

and colors is back  in fashion, as nost algia 

can generat e posit ive em ot ions and 

enhance consum er  sat isfact ion ef fect ively. 

This trend appears repeatedly in food and 

beverage brands which understand that retro 

design is linked in the consumers? minds to 

greater value, while it satisfies the curiosity of 

younger generations eager to explore the past. 



Kraft Paper is emerging as 

an increasingly popular

packaging material choice, 

thanks to its handmade look 

and feel.

Nowadays, advanced 

paper-touch varnishes 

combined with high-resolution 

printing technology can 

im it at e t he hapt ic & visual 

ef fect  of  k raf t  paper  and are 

highly trending in flexible 

packaging design, especially for 

organic & healthy foods. 

This flexible alternative 

provides significant weight 

reduction benefits and film 

efficiency at the packaging 

process compared to 

paper-based laminates, while 

still giving off the natural, 

"sustainable" vibe of paper. 

Transparent packaging is

part of the brand owners? 

trending approach of being 

absolutely clear with their 

customers. 

Clear films and pack windows, 

often combined with ingenious 

sneak-peek die-cuts, provide 

the unique advantage of letting 

the product speak for itself, 

showing to the consumers 

exactly what they are buying. 

Evidently consum ers value 

seeing a product  w it h t heir  

own eyes m ore t han reading 

a descr ipt ion of  i t . 

Recently developed 

transparent films of excellent 

oxygen-, water vapor- and UV 

light barrier performance are 

trending to replace 

non-transparent, alu or 

metal-based flexible packaging 

structures, which were 

traditionally used for a variety 

of sensitive products including 

coffee, dehydrated foods, baby 

food, dry nuts etc.

#2. Kraft 
Paper Touch

#3. 
Transparency



Simple and clean-cut designs provide clear 

communication and they manage to stand out as

they are easily identified and selected by the 

consumers. Minimal packaging is a trend 

expressing the value and the power of a simple 

message in today's fuzzy world. Stick to the 

essentials with text-based, clean space packs that 

successfully promote the brand as a refreshing, 

open and trustworthy option, expressing simply 

what the customer was really searching for. As 

Antoine de Saint-Exupery put it: ?Perfection is 

achieved not when there is nothing more to add, but 

when there is nothing left to take away?. 

H igh-contrasting, geometric-inspired shapes &

patterns is a fresh way to immediately capture 

consumers? attention creating a memory of your 

product. Basic shapes, such as circles, squares 

and hexagons manage to simply communicate 

the brand values, while preserving a minimal 

look. You may try adding vivid and bright colors, 

in order to color-code the different products of 

your full range. Also high-contrasted patterns in 

black and white with matt finish in register can 

give a luxurious look and promote your premium 

product lines. 

Touch is one of the most important senses that 

drive consumer behavior. Brands are nowadays 

increasingly focusing more on how their products 

feel by incorporating elements of tactility on their 

packaging. Tactile lacquer used in flexible 

packaging is of growing demand, as it combines 

tactile feel with matt look, delivering impressive 

result. The product has an attractive 3D 

appearance on the shelf and it is rough in its 

touch. Soft-touch and velvet-touch lacquers are 

also considerable options for brands that are 

looking to interact with the consumers? fifth 

sense. 

Lorem ipsum dolor sit amet consetetur sadipscing elitr.

Lorem ipsum dolor sit amet consetetur sadipscing elitr.

Lorem ipsum dolor sit amet consetetur sadipscing elitr.

#4. Simplicity

#5. Geometric Color Patterns

#6. Textured packaging



Lorem ipsum dolor sit amet consetetur sadipscing elitr.

#7. Innocence 
& Humor

According to recent findings, the most important features for

consumer satisfaction with packaging are safety and product functionality. 

60% of US consumers have purchased a product again because of the 

packaging?s functionality. 

As the global flexible packaging market is projected to grow at a CAGR of 

5.11% from 2016 to 2021, new funct ionalit ies are increasingly 

developed and applied by t oday?s f lexible packaging professionals t o 

m eet  t he consum ers? high expect at ions. Thus more and more packs are 

developed to: prevent spilling, leaking or breaking, keep the product safe, 

fresh and able to be consumed on-the-go, become easier to open, use, 

carry, reclose or repurposed for decoration, entertainment etc.. 

#8. Multi-functional packaging

N arrative illustrations, animated characters, unique hand-

letterings, quirky copy texts and pastel colors that resemble 

children?s books can make customers feel good about the 

product before they?ve even used it. Create a brand identity 

that takes your consumers on a journey back  t o t he phant asy 

wor ld of  t heir  innocent  childhood with clever, happy texts 

and fun visuals that tell a story. 

The innocence and 

humor trend, 

increasingly used by 

food companies, 

succeeds in bringing life 

to a product and 

creating a unique 

emotional tie with it. 
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Eco-friendly,

environmentally friendly, 

bio-degradable, 

compostable, sustainable or 

simply green packaging is 

not just a trend that we 

hope to see growing every 

year, but also an 

opportunity. 

Companies and brands are 

increasingly adopting a 

?circular economy mindset?, 

rethinking their products 

and using principles based 

on durability, renewability, 

reuse, repair, replacement, 

upgrades, and reduced 

material use. 

Consumers are also 

increasingly doing their part 

by choosing responsible 

products and turning to 

companies who make 

action of their promises to 

help the environment. 

#9. Green packaging
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As t oday?s consum ers t end 

t o buy for  value and for  a 

purpose, green packaging is 

a choice t hat  can accelerat e 

societ y t owards a 

sust ainable fut ure.



As a conclusion

Packaging design success is the per fect  com binat ion of  Mat er ial, Color , Typography, Brand, 

Cont ent  and Innovat ion. Nevertheless, deep understanding of your consumers? needs and desires 

should always be at the core of your packaging design strategy.  

 If you would like to discuss your new packaging idea with us our team of packaging design experts 

and creatives will be happy to guide you all the way from concept to final pack. 

        dding a personalized 

message, incorporating a 

human element, or 

connecting product packaging 

with consumers? digital 

devices, it?s all part of the new 

social packaging that 

strengthens the 

brand-consumer bond. 

With a large 82% of 

smartphone users turning to 

their devices to help them 

make a product decision in

 

stores, companies and brands 

are changing, Inventing 

augmented reality 

applications and adding smart 

digital packaging features to 

increase interest, impress 

consumers and enhance the 

customers overall purchasing 

experience.  

On the other hand, today?s 

marketers have the 

opportunity to get millions of 

packs ready to connect to the

Internet, thus creating an 

Internet of packaging.

Be it a simple unique code for 

every packaged good printed 

on the pack?s surface or in 

reverse, or a smart-connecting 

incorporated technology, 

these new features can be 

activated at any time and used 

by companies to gather 

valuable intelligence about 

their customers as individuals. 

#10. Social 
Packaging

Today's marketers have the opportunity to get millions of packs ready to 

connect to the Internet, thus creating an Internet of packaging. 

A
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PANTONE has announced its color pick for 2018: 18-3838 Utra Violet, a dramatically provocative 

purple shade that communicates originality, ingenuity, and visionary thinking. 

As packaging design becomes more sophisticated, shades of Ultra Violet are increasingly used in 

packaging and graphic design by forward-looking brands, as it offers complexity and nuance that 

appeals to our desire for originality in all that we touch. 

Pantone has created eight different color palettes that feature PANTONE 18-3838 Ultra Violet to 

help you bring this year 's special shade into your designs. 

Have a look: https://www.pantone.com/color-of-the-year-2018-tools-for-designers  

PANTONE COLOR OF 
THE YEAR |  2018

 

https://www.pantone.com/color-of-the-year-2018-tools-for-designers


Hatzopoulos has recently cooperated with 

company LLC Pir-Pak for their new product 

launches in the Russian market. Our 

company has developed the innovative 

printed film series for the new Velikoslavich 

and the new Metro cheese ranges.  

The packaging structures provide 

high-barrier properties preserving the 

product freshness, taste and aroma for long 

time. Moreover the reclosable film solution 

selected for Velikoslavich guarantees for 

maximum consumer convenience, as the 

cheese pack can be easily opened and 

reclosed up to 10 times.  

The most attractive attribute of the product 

packaging is the tactile varnish: added to our 

top quality, awarded rotogravure printing, 

this 3D effect combines the matt product 

look with the tactile feel, delivering an 

impressive result for these premium product 

ranges!  

NEW PRODUCT LAUNCHES 
IN THE RUSSIAN MARKET
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Thessaloniki is the 2nd largest city in Greece 

and the capital of the region of Macedonia. 

Fortunate to have "royal blood" it was founded 

in 315 b.C. by king Cassander who named the 

city after his wife, half-sister of Alexander the 

Great and daughter of Phillip II, King of 

Macedonia. Thanks to its strategic location the 

city became quickly the commercial centre and 

naval base of the Macedonian Kingdom. 

At the Roman Era Thessaloniki was made the 

capital of the Roman district of Macedonia and 

it grew to be an important junction connecting 

the Adriatic Sea with the Hellespont. 

During the Byzantine Empire Thessaloniki was 

considered the second city after Constantinople 

both in terms of wealth and size. In 1430 Murat 

II conquers the city which will remain under 

Ottoman rule until 1912.

Since its release, the so-called "Lady of the 

North" has risen as a significant commercial, 

industrial and cultural hub of modern Greece. 

Nowadays Thessaloniki is renowned for its 

festivals, events and vibrant cultural life and it is 

considered to be Greece's cultural capital. 

The city is a popular tourist destination with 12 

UNESCO monuments within a walking distance 

of half an hour that reveal the historical 

significance of Thessaloniki, which has always 

been a meeting point of civilizations still 

echoing around the city streets...

ht t ps:/ / t hessalonik i.t ravel/ en   

EXPLORE THESSALONIKI
MANY STORIES, ONE HEART
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