SWITCHING

STRENGTH ENS SALES

When asked directly about sales o
impact, 556% of brand owners 71 /0
said they saw a sales increase >

When given the choice between the same
product in non-flexible packaging, 71% of
consumers prefer flexible packaging

On average, Americans 79% of Americans
are willing to spend believe there are benefits
10.3% more for food to having food products stored
in flexible packaging in flexible packaging vs.

non-flexible packaging

* 1

Americans ages 35-44 Parents of children Americans ages 18-34
are willing to spend under 18 are willing to pay are willing to spend
15.5% more 17% more 17.2% more

8 For more information about flexible packaging
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Source: 2016 Flexible Packaging Transition Advantages Study, FPA, September 2016.



