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DIALOGUE WITH  | RUSS GAGERppi

Ask Consumers
A novel idea from the Internet is being ap-
plied to the packaging conundrum. If you 
want to know what consumers think about 
your packaging, you can ask them in focus 
groups. But if they are not sure what they 
want, or cannot articulate their concepts, 
just ask them via crowdsourcing to design a 
product’s packaging. After all, can 50 million 
packaging consumers be wrong?
 Of course, sometimes they can be, which 
is why responses from packaging designers 
have actually proven in practice to be more 
valuable, says Mike Samson, co-founder of 
crowdSPRING, on page 8. Crowdsourcing 
also gives independent designers and ones 
in smaller firms an opportunity to compete 
against the big companies’ designers, and in 
some cases, to create their reputations.
 Naturally, professional input is always 
appreciated when it employs new materials 
and techniques, which consumers will not 
necessarily be up-to-date on. The crowd-
sourcing trend is expected to continue in the 
future and engage consumers and designers 
even more, Samson predicts.
 Perhaps the involvement of consumers 
and alternative designers will help reduce 

the $11.4 billion wasted by large brands an-
nually that the Natural Resources Defense 
Council (NRDC) has calculated in an article 
beginning on Page 6. Among the suggestions 
by Michael Wilson, vice president of mar-
keting and communications at AFFLINK, to 
improve the situation is positioning sustain-
ability as a team effort between the brand 
and its customers.
 Other suggestions besides packaging re-
design are telling consumers about the sus-
tainability of your packaging on a dedicated 
website and hiring or promoting corporate 
leaders who are committed to sustainable 
policies. Combining crowdsourcing of de-
signs with sustainable packaging might be a 
win-win.

Paper and Packaging International is published quarterly by Phoenix Media Corporation, 79 West Monroe, Suite 400, Chicago, IL, 60603. Periodical Postage 
Paid in Chicago, IL 60601 and an additional mailing office. POST MASTER: Send address changes to Manufacturing Today, 79 West Monroe, Suite 400, Chicago, IL, 
60603.  CANADA POST: Publications Mail Agreement No. 41089016.  Return undeliverable Canadian addresses to Phoenix Media Corporation, 7496 Bath Road #2, 
Mississauga, ON L4T 1L3. Access subscriber services at www.manufacturing-today.com

SUMMER 2015 paperpackaginginternational.com   1

PHOENIX MEDIA CORPORATION
79 West Monroe
Suite 400
Chicago, IL 60603

SUMMER 2015
PAPERPACKAGINGINTERNATIONAL.COM

EDITORIAL DIRECTOR 

John Krukowski 

john.krukowski@phoenixmediacorp.com

EDITOR

Russ Gager

MANAGING EDITOR

Staci Davidson

MANAGING EDITOR, BOSTON

Eric Slack

SPECIAL PROJECTS EDITOR

Chris Petersen

SENIOR EDITORS

Stephanie Crets, Alan Dorich, Jim Harris, 

Janice Hoppe 

ASSOCIATE EDITORS

Tim O’Connor, Bob Rakow

CONTRIBUTING WRITERS

Marie-Josee Carrier, William Ringle, 

Mike Samson, Michael Wilson

ART DIRECTOR 

Erin Hein

GRAPHIC DESIGNERS 

Megan Green, Jonathan Lyzun, Vida Soriano

PRODUCTION COORDINATOR

Mariana Mendoza

SVP EDITORIAL RESEARCH 

Walter Sledz

PROJECT COORDINATORS 

Brendan Cunningham, Michael Jasek

VICE PRESIDENT OF SALES 

Steve Campagna

DIRECTOR OF WEB AND REPRINT SALES

Dash Blankenship 

dash.blankenship@phoenixmediacorp.com

Follow us on Twitter: @PaperPackage

EDITOR 
russ.gager@pmcmg.com 





 On The Cover >
Walmart is leading the way in the development and imple-
mentation of retail-ready packaging for grocery products.  
PAGE 18

SUMMER 2015   paperpackaginginternational.com   3

Departments >

SUSTAINABILITY
The most recent numbers on recyclable waste 
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Although it is easy to point the 
finger at large corporations that use 
more resources, companies of all sizes 
must do a better job of managing the 
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Sustainability Agenda

C
O

V
E

R
 S

T
O

R
Y

D
IA

L
O

G
U

E

N
E

W
S

P
A

C
K

A
G

IN
G

C
R

O
W

D
S

O
U

R
C

IN
G

B
U

Y
 A

M
E

R
IC

A
N

M
A

N
A

G
E

M
E

N
T

C
O

M
P

A
N

Y
 C

U
L

T
U

R
E

F
U

N
D

E
M

E
N

T
A

L
S

S
U

S
T

A
IN

A
B

IL
IT

Y

C
O

N
T

E
N

T
S

THE MOST RECENT NUMBERS ON RECYCLABLE WASTE DO NOT 
DEPICT A POSITIVE PICTURE OF SUSTAINABLE POLICIES.
///////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////

According to research released earlier this year by the Natural 
Resources Defense Council (NRDC) and environmental non-
profit As You Sow, large brands waste $11.4 billion every year 
because of poor packaging policies.
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way that they approach environmen-
tal and sustainable packaging policies. 
Not only will creating or improving 
your sustainability agenda better the 
environment, it will help your brand 
and its bottom line in the long run.
 
What Sustainability 
Looks Like
For companies with no previous expe-
rience with sustainability initiatives, 
it’s often tough to know where to be-
gin. Even if your business already has 
an environmental policy, it’s always 
wise to periodically evaluate it to en-
sure your policies stay in alignment 
with the key principles of a good sus-
tainability initiative, which include:

1. Customer Engagement 
Don’t make sustainability only about 
your company and its internal policies 
and actions toward recyclable pack-
aging. Instead, position it as a team 
effort between your brand and its cus-
tomers and followers. Offer easy ways 
that people can join in on your compa-
ny’s efforts to attain sustainability. 
 After redesigning its packaging to be 
90 percent compostable, Panera also 
created initiatives to allow customers 
to more easily recycle their packaging 
and to donate to community or-
ganizations. A brand that not 
only operates under a sustain-
able packaging policy but also 
encourages its consumers 
to be more sustain-
able is one 
that has a 

chance to make real strides with its 
sustainable packaging initiatives.

2. Real Examples
It’s nice to come up with a fancy, 
long-winded corporate sustainability 
mission statement that you can in-
clude on a website or a brochure that 
you give out at a trade show. But what 
people are really interested in is what 
you are doing to achieve that goal. 
 One of the brands in the NRDC’s 
report that achieved better practices 
recognition was McDonald’s. McDon-
ald’s has done more than just write and 
talk about its corporate sustainabili-
ty policies: The company launched a 
separate website that provides an in-
depth explanation of its sourcing, sus-
tainability and nutritional campaigns, 
as well as real examples of measures 
taken by the company and its suppli-
ers to cut down on waste. 
 McDonald’s provides an exact per-
centage breakdown of where waste 
comes from at a typical McDonald’s 
restaurant and how the company is 
planning on reducing each type. This 
open, honest approach to sustain-
ability is exactly the type of example 
that consumers want to see from the 
brands with which they engage.

3. Create Internal 
Sustainability Leaders
In his book “The Sustain-
ability Champion’s Guide-

book,” Bob Willard 

writes that the sustainability prob-
lem in the corporate world is really a 
leadership issue. He contends that if 
companies can increase the amount 
of strong, decisive action that is taken 
by high-level managers toward imple-
menting sustainability policies, real 
environmental change can occur.
  How can companies make sure that 
they have sufficient environmental 
leadership, especially if they don’t 
have an existing sustainability policy 
in place? One easy way is to assign one 
or more sustainability champions to 
oversee your sustainability initiatives. 
These team members are the ones re-
sponsible for understanding, improv-
ing and reporting on your company’s 
sustainability initiatives. By taking 
decisive action and raising internal 
awareness through effective commu-
nication, sustainability champions 
can transform any organization into a 
sustainable one. 

The Future of Sustainability
These are all ways that companies can 
improve their sustainability initia-
tives, but they all need one key ingre-
dient to work effectively: internal buy-
in starting at the highest level. Your 
C-level executives must be aware that 
getting greener can help your business 
by cutting down on energy costs, gain-
ing tax credits and facilitating stron-
ger relationships with customers.
 Every organization and consumer in 
every industry needs to band together 
to work toward cutting down on con-
sumer waste to ensure that posterity 
can enjoy as many of the earth’s natu-
ral resources as possible. ppi
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Michael Wilson is the vice president of marketing 
and communications at AFFLINK. He is responsible for 
generating global brand awareness and marketplace 
demand across varying segments and industries. He has 
15 years of experience developing strategic marketing 

and communication campaigns. For more information, visit web.
afflink.com.



Jeff Howe first introduced the 
word “crowdsourcing” in 2006 to 
describe the act of a company taking 
a function once performed by em-
ployees and outsourcing it to an un-
defined (and generally large) com-
munity of people in the form of an 
open call. Buyers put a project on the 
table, as well as a monetary reward. 
People submit their own work or 
concept to the project, and the buyer 
chooses the one he or she likes best. 
 Since 2006, crowdsourcing has 

grown immensely, and is now used 
in many creative contexts: re-
branding a company, writing white 
papers, creating logo designs, pre-
sentations, print or online ads and, 
as mentioned, designing packag-
ing. Today, when seeking out new 
packaging, rather than engaging an 
expensive design firm, a client can 
simply communicate, via a crowd-
sourcing site, the budget for the 
project and a “creative brief ” de-
scribing what he or she is looking 

for, such as finding a package design 
that communicates the right brand 
image and encourages consumers 
to stop, engage, touch and buy. 
 In turn, designers, sharing their 
ideas for the packaging will submit 
actual designs created in response 
to the client’s brief. Rather than 
sending out an RFP to three or five 
agencies, the result is often more 
than 100 submissions, all offer-
ing unique design concepts for the 
project, and the buyer chooses the 
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Design by CrowdC
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CROWDSOURCING ALLOWS CONSUMERS TO SHAPE THE 
FUTURE OF PACKAGING DESIGN.
///////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////

In recent years, a new concept has presented exciting alternatives in the world of packaging design: 
crowdsourcing. The result has been a boon for the industry, inviting innovative designs, new ideas 
and a diversity of voices to contribute to packaging aesthetics.
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one that is the best fit. In the process, 
everyone has equal standing, and the 
voices of independent designers that 
once were overshadowed by large 
agencies now have an opportunity to 
be heard. For creatives, that means 
more design opportunities for an ar-
ray of businesses. For the buyer, cre-

ative crowdsourcing is quicker, less 
expensive, easier and offers far more 
choice than past practices. 
 It’s a process that, through its very 
democratic definition, will lead to 
advances in packaging, thanks to the 
influx of input and the inevitable evo-
lution that will bring. In recent years, 

as we’ve become more eco-conscious, 
our packaging has changed. Major on-
line retailers have moved away from 
overpackaging and toward a minimal, 
sustainable approach to packaging 
materials and methods.
 The music industry has moved away 
from jewel boxes for CDs to a greener 
cardboard package. Some milk gallon 
designs are now cube-like and allow 
for more efficient shipping and stor-
age, while saving costs and reducing 
environmental impact. 
 Packaging design can make a pro-
found difference on the sales of a 
product and how customers view it. 
Excellent packaging should act as a 
sales board to advertise the benefits 
and attributes of a product and make 
it stand out from the competition. At 
the same time, that same packaging 
communicates a cultural message 
about what the company stands for. Is 
the company environmentally aware, 
cost-conscious, natural, health-cen-
tric or high-energy? Crowdsourcing 
brings more voices to the table, allow-
ing the client more choice and insights 
while engaging designers – who are 
also consumers – to help shape the 
product’s message. 
 In the next 10 years, crowdsourcing 
will continue to evolve in the realm of 
packaging design, thanks to ever-im-
proving technology. New printing pro-
cesses will allow for faster production, 
increased online communities will ex-
pand the crowdsourcing audience and 
new market research techniques will 
invite improved consumer feedback. 
As these forces make gains, the con-
sumer will continue to have greater 
control over package design from con-
ception to consumption. ppi
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Mike Samson is co-founder of crowdSPRING. You 
can follow him at @mike_samson or at http://blog.crowd-
spring.com. To learn more about creative crowdsourcing 
and crowdSPRING, visit www.crowdspring.com.
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Consider these words, in 1995, 
from George Costanza, Seinfeld’s lov-
able TV sidekick:
 George: “Do you realize that toilet 
paper has not changed in my lifetime? 
It’s just paper on a cardboard roll, 
that’s it. And in 10,000 years, it will 
still be exactly the same because real-
ly, what else can they do?
 George’s date: “That’s true. There 
really has been no development in toi-
let paper.”
 George: “And everything else has 
changed. But toilet paper is exactly the 
same, and will be so until we’re dead.”
 Indeed, papermaking is a centu-
ries-old practice, and parts of it will 
carry forward in very familiar ways 
for some time. Scholars believe it was 
invented in China during the 2nd cen-
tury B.C. and used initially for padding 
and wrapping purposes, not unlike 
how we use paper for packaging pur-
poses today.
 Yet like a grandparent who surpris-
es us with reminders of how hip they 
are (and not the kind that requires re-
placements), paper is more dynamic 
than we tend to give it credit.
 It’s a good thing that our ancient 
Chinese predecessors didn’t pigeon-
hole paper. Sheets for writing were 
developed in China not long after its 
initial development – a design-tweak 
that forever transformed the world. 

In 589 A.D. when China was experi-
encing dramatic population growth 
and becoming a hub for international 
commerce, paper started being used 
for human hygiene purposes, and the 
first recorded use of toilet paper is 
documented. By the 8th century, pa-
per was manufactured in mass by the 
first pulp mills, and thinner, lighter 
paper was produced, sewn and bound 
together with silk and leather to spur a 
booming book industry and sparked a 
vast transfer of knowledge.
 Today, new developments in tech-
nology, hygiene and commercialism 

continue to advance the creation and 
application of paper products in im-
portant ways. Today’s single-use paper 
offerings are thicker, stronger, moister 
and skin-friendlier than before. Yet 
because these innovations fall short 
of the exponential evolution of com-
puters documented through Moore’s 
Law, it’s easy to discount them as tired 
technology, if technology at all. In the 
world of bathroom towel and tissue 
where paper is a proven, hygienic mar-
vel, it gets a particularly raw deal.
 The fact is that over the past 10 to 
20 years, the paper industry has made 
major strides. Consider the advent of 
the advanced tissue molding system 
technology in Brazil approximately 10 
years ago. For 30 years before this in-
vention, many towel and tissue manu-
facturers relied on through-air-drying 
(TAD) processes to produce highly ab-
sorbent, “fluffy” bathroom products 
to the delight of consumers. Unfor-
tunately, this process required heavy 
investments in money and energy and 
relied solely on virgin fiber sources at 
great expense to trees.
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THE PAPER INDUSTRY CONFRONTS
PERCEPTIONS OF BEING ANTIQUATED.
//////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////

Long before the advent of the iPad, a stigma hung over the copy 
paper we write and print on – one so strong it has a way of even 
making the single-use paper products we use to wipe our hands, 
faces and other parts seem like dinosaurs.
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Not Written Off
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	 Seeking	a	more	cost-	and	energy-ef-
ficient	 production	 method	 for	 the	
premium	 products	 that	 many	 con-
sumers	 now	 demand,	 the	 engineers	
served	 up	 a	 TAD-equivalent	 produc-
tion	 method	 that	 uses	 a	 vacuum	 roll	
rather	 than	 hot	 air	 to	 dry	 the	 tissue.	
Importantly,	 the	 process	 generates	
35	 percent	 fewer	 greenhouse	 gas	
emissions	and	is	compatible	with	100	
percent	recycled	fiber.	As	consumers	
responded	positively	to	this	hard-to-
detect	 change	 and	 the	 bottom-line	
and	 environmental	 benefits	 became	
more	obvious,	numerous	paper	com-
panies	 adopted	 the	 technology	 and	
process,	collectively	making	a	big	en-
vironmental	impact.
	 Moist	 toilet	 tissue,	 to	 cite	 another	
example,	 has	 become	 an	 innovative	
hit	 as	 well.	 Emanating	 out	 of	 Germa-
ny	 and	 developed	 by	 several	 manu-
facturers,	the	product	gained	traction	
throughout	 Europe	 and	 grew	 more	
than	10-fold	in	market	value	in	a	little	
over	a	decade.	

	 Paper	has	become	a	much	more	for-
midable	germ	killer	in	recent	years,	too.	
It	is	well	documented	from	the	Centers	
for	Disease	Control,	the	World	Health	
Organization	 and	 other	 sources	 that	
a	clean	paper	towel	is	the	best	tool	for	
drying	hands	to	avoid	spreading	bacte-
ria.	Research	indicates	that	80	percent	
of	 infections	 in	 the	 United	 States	 are	
transmitted	by	hand	contact,	and	that	
air	 dryers	 pale	 in	 comparison	 from	 a	
hygiene	standpoint.	
	 So	 three	 years	 ago,	 the	 antibac-
terial	 paper	 towel	 emerged	 as	 a	 dry	
hand	 towel	 infused	 with	 benzalkoni-
um	 chloride,	 a	 safe	 active	 ingredient	
used	 since	 the	 1930s	 in	 products	 like	
mouthwash,	 baby	 wipes	 and	 contact	
lens	solutions.	This	paper	technology	
required	 no	 change	 in	 habits.	 In	 fact,	
it	 helped	 compensate	 for	 people’s	
imperfect	 hand	 cleansing	 routines	 by	
releasing	 the	 ingredient	 to	 eliminate	
99.99	 percent	 of	 residual	 bacteria	 on	
hands	once	activated	by	water.	
	 Now	 used	 every	 day	 by	 food	 pro-

cessors,	 restaurants,	 schools	 and	
daycare	 centers,	 hospitals	 and	 other	
health-conscious	 organizations,	 the	
product	 has	 no	 doubt	 had	 a	 positive	
impact	 on	 eliminating	 absenteeism,	
boosting	 productivity	 and	 generally	
keeping	people	healthy.
	 Other	paper	manufacturers	have	fol-
lowed	 with	 different	 kinds	 of	 impreg-
nated	paper	products.	Earlier	this	year,	
one	 major	 manufacturer	 launched	 a	
paper	towel	containing	dish	detergent	
for	household	use,	for	example.
	 Making	 what’s	 perceived	 to	 be	 old	
new	 again	 is	 always	 a	 challenge.	 But	
certain	 products	 –	 paper,	 soap,	 water,	
even	clothing	–	have	stood	the	test	of	
time	for	good	reasons.	They	effective-
ly	address	fundamental	needs.	

	 Change	 is	 arguably	 more	 present,	
exciting	and	flashy	than	ever	before	in	
history.	Yet	change	for	the	sake	only	of	
change	 and	 at	 the	 expense	 of	 value	 is	
certainly	a	mistake.	
	 So	 let’s	 resolve	 not	 to	 thumb	 our	
noses	 at	 the	 facial	 tissue	 that	 wipes	
them	by	discounting	paper	simply	be-
cause	it	has	existed	for	a	while.	Instead,	
let’s	 salute	 its	 longevity	 and	 keep	 an	
optimistic	 mindset	 about	 how	 it	 can	
preserve	and	help	our	civilization	and	
our	planet	in	beneficial	new	ways.	ppi

Marie-Josee Carrier is the communications advisor 
for Cascades Tissue Group, which created the antibac-
terial paper towel. Contact her at marie-josee_carrier@
cascades.com. Visit the company at http://www.afh.
cascades.com/en/.

It is well document-
ed from the CDC and 
WHO that a clean 
paper towel is the 
best tool for dry-
ing hands to avoid 
spreading bacteria.





Godin makes a point that relates 
to senior executives and managers 
and the necessity of being willing to 
learn when something happens that 
we may not at first understand, and 
that tests our learning ability in the 
face of newness. From here, it’s not a 
large step to the broader issue of con-
tinuous learning.
 For our purposes, let’s describe 
continuous learning as a senior execu-
tive’s or manager’s willingness to keep 
on learning what he or she needs to 
learn to grow as a business leader. 

Becoming Change-ready
A study in 2012 by the Henley Business 
School in the United Kingdom shows 
that more than 70 percent of business 
executives believe that continuous 
learning and development is key to 
career and business growth, accord-
ing to Alan Harpham, chairman of AP-
MG-International, a global examina-
tion institute. 
 Commenting on this research, Har-
pham, said, “For management teams 
to be in the best shape to navigate the 
varied market conditions, organiza-
tions must be ready to implement new 
methods and practices, and support 
professional educational opportu-
nities. At the same time, individuals 
must be ready to invest the time and 
effort to learn what’s new.”
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BE SURE TO SET ASIDE TIME FOR CONTINUOUS LEARNING – 
IT GOES HAND-IN-HAND WITH CORPORATE GROWTH.
///////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////

In a recent blog, business author Seth Godin wrote, “When (part of ) your marketplace embraces a 
‘new’ that makes no sense to you, it’s essential you understand the point of view that’s leading peo-
ple to embrace this new idea … You probably need to understand why other people were touched, 
inspired or found something worth talking about.”
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	 Harpham	 further	 pointed	 out	 that	
professional	 learning	 is	 the	 critical	
ingredient	 to	 being	 change-ready	 and	
emphasized	 that	 organizations	 and	
individuals	have	a	 joint	responsibility	
for	continuous	systems	enhancement	
and	business-relevant	education.
	 When	it	comes	to	continuous	learn-
ing,	it’s	important	to	note	that	not	ev-
erything	 senior	 executives	 and	 man-
agers	learn	needs	to	come	from	direct,	
personal	 experience.	 For	 ages,	 com-
panies	 have	 confronted	 and	 resolved	
problems	like	the	ones	they	face	today.	
With	 some	 research	 on	 the	 Internet,	
one	can	learn	how	companies	like	Ap-
ple,	 Walmart,	 General	 Electric,	 and	
Ford	Motor	started	out	and	surmount-
ed	circumstances	to	reach	the	promi-
nence	they	enjoy	today.	
	 A	company	may	start	from	a	modest	
level	and	later	expand	its	horizons	and	
progress	 to	 a	 larger,	 more	 advanced	
level.	 With	 this	 advancement,	 new	
issues	 crop	 up,	 such	 as	 how	 growth	
affects	 personnel,	 how	 competition	
changes	 as	 a	 company	 expands	 and	
grows,	 and	 how	 marketing	 in	 foreign	
countries	 differs	 from	 marketing	
stateside,	to	name	just	a	few.
	 To	achieve	these	new	levels,	corpo-
rate	 leaders	 must	 learn	 how	 to	 tack-
le	 new	 developmental	 levels	 before	

launching	 new	 corporate	 initiatives.	
Unless	 corporate	 leaders	 continue	
to	 learn,	 they	 risk	 becoming	 out-of-
touch	 at	 the	 least	 and	 obsolescent	 at	
the	worst.	But	executives	who	contin-
ue	 to	 learn	 enable	 their	 companies	 to	
continue	expanding	their	horizons.	

Knowledge Expanding Rapidly
Why	 is	 this	 important	 for	 business	
leaders	today?	As	Jim	Carroll,	 leading	
futurist,	 trends	 and	 innovations	 ex-
pert,	 points	 out	 on	 his	 website	 www.
jimcarroll.com,	 “Knowledge	 is	 grow-
ing	exponentially.	The	volume	of	med-

ical	knowledge	is	doubling	every	eight	
years,	 and	 similar	 changes	 are	 occur-
ring	in	other	trades	and	professions.”	
	 Today,	the	problem	is	not	gathering	
the	 facts	 or	 acquiring	 the	 knowledge.	
Rather,	the	problem	is	sifting	through	
all	 the	 information	 at	 our	 fingertips	

and	 identifying	 what	 is	 relevant	 and	
important.	 All	 this	 information	 avail-
able	universally	via	the	Internet	tends	
to	level	the	playing	field,	so	that	small	
and	more	nimble	competitors	can	ob-
tain	 the	 same	 information	 and	 facts	
once	accessible	only	to	the	big	players.
	 Executives	 know	 the	 truism	 that	
you	 get	 the	 employees	 you	 deserve.	
The	higher	the	executive-learning	tra-
jectory,	 the	 greater	 the	 ability	 –	 such	
as	executives	at	Microsoft	–	to	attract	
and	 hire	 the	 best	 and	 brightest	 em-
ployees	 on	 the	 planet.	 By	 extension,	
if	 the	 leaders	 of	 an	 organization	 are	
committed	 to	 continuous	 learning	
and	 improvement,	 they	 will	 be	 more	
likely	to	attract	better	candidates.	At-
tracting	and	retaining	high-caliber	tal-
ent	will	help	the	company	grow.
	 To	 hire	 better,	 executives	 need	
to	 learn	 how	 to	 better	 understand,	
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A study in 2012 by the Henley Business School 
shows that more than 70 percent of business 
executives believe that continuous learning is 
key to career and business growth.
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guide and motivate employee seg-
ments such as gen Ys, who entertain 
ideas about what constitutes a career 
that differ markedly from those of 
baby boomers.
  “Baby boomers tend to ask,” Car-
roll writes, “‘What do you do for a 
living?’ while those under age 25 ask, 
‘What do you like to do?’ The new 
generation prefers to get work done 
in odd hours, using digital media, and 
they care less about structure. They 
define their lives not by what they do 
for a living, but what they like to do.” 
 Savvy executives realize they need 
to learn as much as they can about gen 
Ys, how they think, how they behave, 
what they think they have a right to, 
and how best to motivate and retain 
them – not the easiest of tasks, but a 
necessary one.
 Companies seek out gen Ys because 
companies know that gen Ys can help 
them connect with younger consum-
ers. The problem lies not in recruit-
ing gen Ys, but in keeping them. The 
values of gen Ys differ markedly from 
the values of the baby boomers who 
preceded them in the workplace. The 
result: gen Ys leave rather than deal 
with any conflict and cause a high 
turnover rate for the companies they 
leave. That’s why recruiting them 
costs companies billions of dollars 
every year.
 “Baby boomers have given their life-
blood to their careers and are often 
described as workaholics,” says Jan 
Ferri-Reed, president of KEYGroup 
Consulting (www.keygroupconsulting.
com) and co-author of “Keeping the 
Millennials: Why Companies Are Los-
ing Billions in Turnover to This Gener-
ation – and What to Do About It.” 
 “Gen Ys will, however, tell you they 
work to live rather than live to work,” 
Ferri-Reed says. “This translates to 
their looking for companies that pro-

vide career-development opportuni-
ties for them right from the start.”
 She emphasizes that Gen Ys want 
to increase their capabilities, expand 
their responsibilities and organiza-
tional impact and position themselves 
for broader roles within and outside of 
an organization. Wise leaders under-
stand that if they provide learning and 
career development opportunities, 
they will keep top talent much longer 
than their competitors. 

Continuous Learning
Daily demands on senior executives 
and managers create obstacles to 
continuous learning and to their step-
ping back to assess the larger business 
landscape. Although many corporate 
leaders agree in principle that learn-

ing is important, the time demands 
of their jobs leave little room for the 
reading, networking and reflecting 
that spur the learning process. If 
you’re running full-speed five or six 
days a week, squeezing in self-devel-
opment activities becomes difficult, if 
not impossible.
 Renowned consultant and author, 
Stephen Covey, distinguished activ-
ities that are important but not ur-
gent. He deemed personal growth 
and continuous learning as univer-
sally important, but they are rarely 
considered urgent. Every day, we all 
get involved in urgent and unimport-
ant items, and we’re often fooled by 
things that seem urgent to us or oth-
ers that on closer examination may 
not be truly important. 
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	 As	 Covey	 puts	 it,	 “The	 things	 that	
matter	most	must	never	be	at	the	mer-
cy	of	those	that	matter	least.”	So,	how	
do	 we	 make	 sure	 to	 make	 time	 for	 vi-
tally	important	learning	activities	and	
grow	with	our	businesses?	
	 First	 on	 our	 agenda	 should	 be	
scheduling	 truly	 vital	 activities	 and	
avoiding	 the	 temptation	 to	 forego	
them	 when	 something	 urgent	 aris-
es,	 as	 it	 always	 will.	 The	 other	 pitfall	
we	 encounter	 occurs	 when	 we	 have	
a	lengthy	to-do	list	at	the	start	of	our	
day.	 It’s	 tempting	 to	 knock	 off	 a	 few,	
easy-to-complete	 items	 first.	 This	
makes	us	feel	as	though	we’re	accom-
plishing	something.	But	in	reality,	we	
do	this	as	a	means	of	procrastinating	
on	 the	 truly	 important	 items	 on	 our	
task	list.	

	 Inevitably,	when	we	prioritize	small,	
easy	 tasks	 first,	 the	 bigger,	 more	 diffi-
cult	and	often	more	important	tasks	re-
main	on	our	to-do	list	when	our	day	is	
done.	 Sometimes	 this	 pattern	 repeats	
day	 after	 day.	 The	 more	 important	
tasks	 (although	 they	 are	 less	 urgent)	
don’t	 get	 started,	 and	 may	 eventually	
become	 urgent	 or	 missed	 opportuni-
ties.	How	can	we	break	this	pattern?
	 Choose	 a	 time	 to	 learn	 when	 you	
are	 fresh	 and	 energized	 and	 when	
your	 mind	 is	 open	 to	 growth	 and	
learning.	 For	 some,	 this	 is	 early	 in	
the	 morning	 before	 the	 onslaught	
of	 phone	 and	 email	 distractions.	 For	
others,	it	may	be	in	the	evening,	when	
they’ve	 postponed	 these	 electronic	
demands	until	morning.	
	 Above	 all,	 avoid	 being	 too	 ambi-
tious.	 It’s	 better	 to	 consistently	 read	

or	 learn	 for	 30	 minutes	 a	 day	 than	 to	
aim	for	an	hour	a	day	and	achieve	that	
much	 only	 one	 day	 a	 week.	 The	 best	
method	is	to	schedule	regular	time	for	
learning,	 planning	 and	 reflecting,	 and	
making	a	habit	of	it.	Even	if	it	is	only	15	
to	30	minutes,	if	it	is	done	at	the	same	
time	 daily,	 eventually	 it	 will	 become	
part	 of	 your	 daily	 routine.	 Just	 imag-
ine	what	you	could	accomplish	if	con-
tinuous	learning	became	a	part	of	your	
daily	routine.
	 On	 a	 larger	 scale,	 developing	 an	
open,	 learning	 culture	 of	 continuous	
improvement	 within	 your	 organiza-
tion	is	a	sure	way	to	stimulate	growth	
in	your	business.	ppi
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William Ringle is the founder and president of 
System Ringle (www.systemringle.com) in Pittsburgh. 
Contact him for further information by email at bill@
systemringle.com or by phone at 724- 444-0455.
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For the past several years, the Benton-
ville, Ark.-headquartered company 
has led the way in developing packag-
ing that can be easily stocked directly 
on shelves instead of needing to be 
unpacked. For Walmart, this packag-
ing – formally known as retail-ready 
packaging (RRP)  – has historically in-
cluded plain cardboard boxes with re-
movable tops or perforated knock-out 
panels. This type of packaging, collo-
quially referred to as PDQ, for “pretty 
darn quick,” is rapidly changing.
 “At one point, RRP was all about 
being able to get products on shelves 
as fast as possible,” says Chet Rut-
ledge, Walmart’s director of pack-
aging for private brands. “As things 
have evolved, we’re looking more 
for shelf appeal. All of our associates 
are trained to stock shelves in a nice, 
clean way, but when you take a box 
and tear a panel off, you still have 
ragged and frayed edges that are not 
very attractive. 
 “When associates cut the side from 
a case or cut the top from a case, 
there’s a chance they can cut too deep 
and damage the product,” he adds.

The ‘Five Easies’
Walmart is focusing on developing 
packages that are more attractive to 
consumers while still emphasizing 
what the company refers to as the “five 
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WALMART IS LEADING THE WAY IN THE USE OF RETAIL-READY 
PACKAGING FOR GROCERY PRODUCTS.  BY JIM HARRIS
///////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////

With more than 11,000 stores in 27 countries, Walmart has a staggering amount of shelf space to 
fill, and hundreds of thousands of products to place on those shelves. Finding ways to most effi-
ciently and attractively place those products is a high priority for the world’s largest retailer.

WALMART

www.walmart.com / Revenues: $485 billion / Headquarters: Bentonville, Ark. / Employees: 2.2 million / Specialty: Retail / Chet Rutledge, director of 
packaging, private brands: “There are opportunities for us to look at or explore shelf-ready systems for any product that is high-volume and high-touch.”

walmart’s recent retail-ready 
packaging initiatives include 
using stand-up cheese pouches.
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easies” of RRP: packages that are easy to 
open, easy to identify, easy to shop, easy 
to stock and easy to dispose. Studies per-
formed by the company during the past 
four years conclude that associates can 
stock RRP in up to 60 percent less time, 
Rutledge notes.
 Walmart is being selective in its use 
of RRP in its stores. High-volume, light-
weight and high-velocity grocery items 
are the best candidates for the packag-
ing. “Anything that requires multiple 
repetitive touch stocking is a good candi-
date,” he adds. “We want to use more re-
fined packages where the design and in-
tent is to survive the supply chain while 
still meeting the ‘five easies.’”
 In addition to produce, for which per-
forated boxes have been utilized for the 
past several years, the company is also 

using RRP for other food and drink items. 
These include drink supplements such 
as powdered teas, which are marketed in 
small pouches within a larger carrier that 
is placed on the shelf and opened.
 Other categories in which RRP is see-
ing increased use include prepared din-
ner kits and pet treats. The company in 
recent years also piloted the use of RRP 
for confectionary items in its Canadian 
stores, it says.
 “Most of these items are coming to 
us in some type of flexible packaging,” 
Rutledge says. “Many of these suppliers 
do a good job integrating graphics onto 
the packaging that marries up well with 
the individual unit packaging. It’s im-
portant that the graphics match up so 
the consumer doesn’t lose perception 
of the product.”

New Developments
Walmart’s current RRP initiatives in-
clude changing the packaging of its 
Great Value shredded cheese from flat 
pouches that hang on peg hooks to 
stand-up gusseted pouches. The pouch-
es are shipped flat in the packaging. The 
associate turns the packaging on its side, 
removes its top and places it directly on 
the shelf. The new cheese packaging is 

Midland Packaging Winning the 2013 Walmart/
Sam’s Club Excellence in Sustainability Award was a true 
accolade. It gave Midland Packaging & Display’s formal-
ized sustainability program, Midland Green™ credence 
and renewed enthusiasm to take practical ideas that 
involve reduction of waste and resources and apply 
them to packaging. The result is needle-moving positive 
change for the economy and the environment. 
Midland Packaging & Display, a Green Bay Packaging 
Company, has been a proud member of Walmart’s 
Sustainable Value Network since 2009, it finds the idea 
exchange with Walmart to be beneficial as there is always 
a willingness to trial concepts that make impact.

WALMART
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p e r -
forated, 
which al-
lows for air flow 
through the refriger-
ation case, ensuring the 
cheese remains cool.
 “By changing the style of bag, we’ve 
changed their geometry, which saves 
space on the shelf,” he adds. “One thing 

that we are not 
g r o w -
i n g 

m o r e 
of is shelf 

space, so any-
thing we can 

do to grow cube 
efficiency can 
have potential to 

help us get ad-
ditional facing 
of high-volume 

items where 
needed or free up 

space for new, inno-
vative products.”

 The company is also 
pursuing RRP on cubed cheese. 

This would include packaging cubes 

in corrugated boxes with the cheese 
pouches interleaved so that when the 
case is opened it divides into two sepa-
rate units that can be placed on shelves.
 The shredded cheese RRP is being 
rolled out nationwide. Walmart is also 
in development on new packaging used 
to ship eggs. Typically, eggs are shipped 
15-dozen units at a time in a corrugated 
box; the company is examining the use 

Bennett Packaging & Displays is where imagina-
tion meets corrugation. Conveniently located in Kansas 
City, Bennett is one of the largest independently owned 
packaging and display companies in the Midwest, yet, 
still small enough to be flexible. Whether you’re an Inter-
national brand or a local shop, Bennett will partner with 
you from concept to design, manufacturing to pack-out, 
and commit to develop a customized solution tailored to 
YOUR target market, goals and objectives. 
 For more information or to learn how Bennett can 
partner with you, please visit www.bpkc.com, or call 
(816) 447-9247. 

WALMART
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of a returnable plastic crate that can 
hold 24-dozen units. The front of the 
crate is removed before it is placed on 
the shelf.
 “There are opportunities for us to 
look at or explore shelf-ready systems 
for any product that is high-volume 
and high-touch, and that can include 
many different things,” Rutledge says.

Strategic Alliances
Although RRP offers a number of 
advantages to Walmart in terms of 
labor and potentially cost savings, 
the company is working to overcome 
a few challenges related to their im-
plementation. “There’s a perception 
people have that any change in pack-
aging will cost more, as RRP will re-
quire different kinds of materials,” 
Rutledge says. “I feel that depends on 
what you want it to achieve and the 
characteristics you want it to have.”
 Rutledge regularly engages with 
suppliers and manufacturers about 
RRP opportunities. “By having more 
of a partnership with them, I can make 
it easier for them to justify purchasing 
a new piece of equipment,” he says. “I 
think it’s very important to give some 
guidance and work with them in their 
capital planning process. It’s import-
ant that we develop a strategic, in-
stead of a tactical, relationship.”
 For Rutledge, this includes speak-

ing to suppliers about replacing aging 
equipment with new equipment that 
can accommodate RRP packaging. 
Walmart also helps suppliers find 
savings within their organizations re-
lated to RRP. 
 By moving from larger packages to 
stand-up gusseted pouches, Walmart’s 
suppliers can realize potential savings 
related to weight, for instance. “RRP 
requires some investment, but if you 
take a holistic approach and look at 
the entire supply chain including 
shipping case size, we’ve 
been able to be 
c o s t 

neutral or even save on packaging get-
ting them retail ready,” Rutledge says.
 Rutledge says he sees RRP continu-
ing to become more advanced and 
prevalent for Walmart as well as oth-
er retailers in the future. “We will see 
a natural evolution in the improve-
ment of the packaging as well as the 
quality of graphics,” he says. “I look 
at RRP as being a full delivery system 
for a product, not just a shelf-ready 
solution.” ppi

WALMART

“there are opportunities for us to look at or ex-
plore shelf-ready systems for any product that is 
high-volume and high-touch, and that can include 
many different things.”

chet rutledge, walmart’s director  
of packaging, private brands, 
regularly involves suppliers in 
retail-ready packaging plans.

high-volume, light-weight 
and high-velocity grocery 
items are typical candidates 
for retail-ready packaging.
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Like many tables across the coun-
try, dik Bolger’s table is covered with 
college brochures, jewelry catalogs or 
healthcare information packets. The 
difference is that the marketing mate-
rials on Bolger’s table aren’t delivered 
in the deluge of daily mail, but are his 
own products. 
 Bolger is the owner and CEO of Bol-
ger Vision Beyond Print, a Minneap-
olis company that is one of the major 
players in printing and customized 
technology services. As he thumbs 
through the finished products, Bolg-
er is not just reading the information; 
he’s checking the image quality and 
feeling the texture of each page. It’s 
a sensation that cannot be replicated 
by a smart phone or a tweet, and one 
that continues to make print a viable 
part of the digital future. “Print has an 
intrusive quality that makes it a criti-
cal part of any marketing campaign,” 
Bolger says.
 During the Great Recession of the 
late 2000s, many companies scaled 
back print efforts to cut costs, believ-
ing they could replicate print’s reach 
through digital media. But informa-
tion on a website is not tangible and is 
more easily dismissed and forgotten. 
Print, however, has a physical pres-
ence. It is picked up, read and picked 
up again. In turning one page, a read-
er may stumble across several others 
snippets of information, discovering 
a news article or special sale that be-
comes suddenly relevant. 
 Many of Bolger’s customers have 
realized that value, and the 40-year 
veteran of the industry is now seeing 

22   paperpackaginginternational.com  SUMMER 2015

PAPER RESURGENCE
BOLGER VISION BEYOND PRINT TAILORS SERVICES TO GROW ITS MARKETSHARE IN 

THE DIGITAL AGE.  BY TIM O’CONNOR

PRINT REMAINS A VITAL PART OF MARKETING 
CAMPAIGNS BECAUSE OF THE MEDIUM’S 
PHYSICAL PRESENCE.

Paper Products   Bolger Vision Beyond Print
www.bolger.com / Revenue: $35 million / HQ: Minneapolis / Employees: 200 / Specialty: Printing and customized technology services / dik Bolger, 
CEO: “Print has an intrusive quality that makes it a critical part of any marketing campaign.”
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a resurgence in print as sales have in-
creased year over year. “I think there 
was a recognition you can’t [eliminate 
print] and still be effective in market-
ing,” Bolger says.
 Understanding the print market is 
rooted in Bolger’s family. His parents, 
John and Genevieve Bolger, published 
a Minnesota shopping circulator and 
sold advertisements door to door. Al-
though they carved out a small niche, 
the couple eventually realized their 
printer was making the most money. 
In 1934, the Bolgers took out a $15,000 
loan and purchased their own printing 
press. With no business plan in place, 
John Bolger drove the family’s wood 
paneled station wagon to Minneso-
ta-based 3M and asked if the company 
wanting to buy printing. 3M remains a 
customer to this day. 

Serving Markets
The corporate customer base has been 
Bolger Vision Beyond Print’s founda-
tion ever since. When dik Bolger joined 
the company 40 years ago, revenues 
were about $800,000 annually. Now 
the company pulls in $35 million each 
year and 40 percent of the customer 
base is located outside of Minnesota.
 Bolger Vision Beyond Print pro-
vides services to a number of other 
markets, including luxury companies, 
healthcare, financial and education. 

Colleges in particular have been an 
area of growth. High schoolers con-
sidering higher education prefer print 
as their first point of contact from a 
courting college, Bolger says. A bro-

chure can provide students with a 
feel for the campus without using too 
many words, then direct them to the 
school’s website where they may ac-
cess more detailed information.

Bolger Vision Beyond Print «

Western States Envelope & Label Bolger 
Vision Beyond Print and Western States Envelope & 
Label are both innovative yet established companies 
that deliver real results for customers. Bolger has 
been in business since 1934; Western States opened 
its doors in 1908. 
 Western States is an envelope and label manu-
facturer dedicated to serving printers, distributors, 
mailers and the graphic arts industry. Bolger offers 
award-winning print solutions and helps customers 
build customized web-based systems for ordering, 
printing, and delivering on demand. Western States 
has supplied Bolger with stock and customized 
envelopes as well as specialty custom printed labels 
since 1989. Bolger and Western States share a long-
standing relationship rooted in respect and share 
the fundamental belief that surpassing customer 
expectations should be part of every workday.



	 Tapping	 into	 new	 markets	 while	 continuing	 to	 meet	 the	
demands	of	existing	customers	has	helped	Bolger	Vision	Be-
yond	Print	to	grow	10	percent	each	year.	Part	of	that	success	
can	be	attributed	to	the	company’s	ability	to	offer	full	print-
ing	services	along	with	its	customized	web-based	technolo-
gy	solution	SmartQ®.	This	print	management	system	puts	

the	 power	 of	 print,	 variable	 direct	 marketing,	 fulfillment	
and	reporting	metrics	at	the	hands	of	our	clients	for	easy	ac-
cess	24/7.	Eleven	application	developers	are	part	of	the	Bol-
ger	team	who	work	with	clients.	Bolger	Vision	Beyond	Print	
has	two	facilities,	each	100,000	square	feet	in	size,	located	
about	 a	 mile	 apart.	 One	 offers	 traditional	 printing,	 but	 the	
other,	Bolger	Direct,	handles	services	through	SmartQ®,	in-
cluding,	variable	print	on	demand,	mailing,	fulfillment	and	
assembly	 operations.	 “It’s	 a	 combination	 of	 services	 that	
help	us	save	our	customers	money,”	Bolger	says.
	 To	better	offer	those	services,	Bolger	Vision	Beyond	Print	
strives	 to	 build	 partnerships	 with	 vendors.	 Working	 with	
companies	that	offer	quality	and	good	pricing	is	not	enough,	
Bolger	 values	 loyalty	 in	 vendors.	 That	 philosophy	 has	 led	
to	many	long-term	relationships,	such	as	the	more	than	25	
years	 Wisconsin-based	 Western	 States	 Envelope	 &	 Label	
and	 Priority	 Envelope	 have	 supplied	 the	 company’s	 enve-
lopes.	 Building	 such	 partnerships	 allows	 Bolger	 Vision	 Be-
yond	Print	to	become	a	bigger	fish	in	its	vendors’	ponds.	

Staying Relevant
Print	on	demand	is	rapidly	changing	the	market	as	custom-
ers	 seek	 to	 produce	 only	 as	 many	 marketing	 materials	 or	
magazines	as	needed.	To	remain	competitive,	Bolger	Vision	
Beyond	Print	has	invested	in	Xerox	iGen	150	presses,	which	
Bolger	says	offer	quality	equal	to	the	high-end	Indigo	10000	
Digital	Press	without	needing	a	highly	skilled	—	and	highly	
paid	 —	 press	 operator.	 That	 allows	 Bolger	 Vision	 Beyond	
Print	 to	 bring	 in	 temporary	 workers,	 quickly	 train	 them	 to	
operate	the	press	and	then	decrease	the	number	of	employ-
ees	 once	 the	 job	 is	 completed.	 Being	 able	 to	 appropriately	
scale	 the	 workforce	 to	 any	 sized	 job	 has	 helped	 Bolger	 Vi-
sion	Beyond	Print	cut	costs	for	customers.
	 That	 scalability	 has	 further	 benefited	 the	 company’s	
variable	printing	services.	A	traditional	direct	mailing	cam-
paign	 treats	 marketing	 like	 a	 shotgun,	 spreading	 the	 same	
message	to	thousands	of	people	in	hopes	of	getting	a	1	or	2	
percent	response	rate.	Variable	printing	is	more	like	a	rifle,	
using	data	on	individuals	to	adjust	the	content	of	marketing	
materials	 and	 aim	 at	 their	 specific	 interests	 or	 needs.	 This	
individualized	 approach	 mirrors	 how	 Amazon	 targets	 cus-
tomers	and	Las	Vegas	casinos	incentivize	gamblers,	raising	
that	low	response	rate	to	15	or	20	percent.	
	 Marketing	is	not	the	only	benefit.	In	the	healthcare	indus-
try,	 variable	 printing	 can	 allow	 insurers	 to	 tailor	 informa-
tion	to	customers	based	on	medical	conditions,	resulting	in	
better	care	and	more	knowledgeable	patients.	“It’s	the	data	
that	drives,”	Bolger	says.	ppi
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KEEPING UP TO DATE ON PRESS 
TECHNOLOGY ENABLES BOLGER TO 
SCALE ITS WORKFORCE.





Ever since Johannes Gutenberg 
printed the first Holy Bible in 1455, 
printing technology has been advanc-
ing. Staying on the cutting-edge of 
technology is Ingersoll Paper Box Co. 
Ltd., which has upgraded its processes 
and equipment continually since the 
family owned company was founded 
in 1922.
 Now in its fourth generation of man-
agement, President David Skinner and 
his daughter, Managing Director Sar-
ah Skinner, manage the company’s 
80,000-square-foot manufacturing 
plant and 38,000-square-foot-ware-

house at the company’s headquarters 
in Ingersoll, Ontario. Sarah Skinner 
estimates that approximately 75 per-
cent of the company’s boxes are for 
pharmaceutical and healthcare prod-
ucts, such as vitamins and over-the-
counter and prescription medica-
tions. The rest is consumer goods such 
as automotive and retail products. 
Ingersoll Paper Box’s cartons are dis-
tributed throughout Canada and into 
the United States, but mainly between 
Windsor, Ontario, Montreal and Que-
bec, she says. 
 The latest addition to the company’s 

printing and production of folding pa-
per cartons is a KBA Rapida 106 7+L 
ALV2 seven-color, 41-inch fully au-
tomatic printing press, said to be the 
first press of its kind to be installed in 
North America. Because it is a hybrid 
press, it can be switched from conven-
tional to ultraviolet-cured coatings.
 “It’s high-speed, so we have quicker 
turnover for our make-ready and run 
times to get jobs through the plant 
quicker,” Sarah Skinner explains. “It 
runs up to 18,000 sheets per hour. 
Every three sheets, it’s checking the 
sheet for the color standards that have 
been sent to the press in the form of a 
CIP file. There’s a camera, and it reads 
the color and auto-adjusts when nec-
essary so there’s not a lot of manual 
changes being done. This creates color 
consistency throughout the entire run 
and each consecutive run afterwards.”
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PRESSING MATTERS
INGERSOLL PAPER BOX IS BRINGING MORE PROCESSES IN-HOUSE AND 

INCREASING QUALITY WITH THE LATEST PRINTING TECHNOLOGY. 
 BY RUSS GAGER

MATT LYNES OPERATES THE KBA 
RAPIDA 106 7+L ALV2 SEVEN-COLOR, 
41-INCH FULLY AUTOMATIC PRINTING 
PRESS AT ITS CONSOLE.

Paper Products   Ingersoll Paper Box Co. Ltd.
www.ipb.on.ca / Headquarters: Ingersoll, Ontario / Employees: 65 / Specialty: Folding paper cartons for food, pharmaceuticals and consumer products 
/ Sarah Skinner, managing director: “We work together in partnership with our suppliers.”
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	 Color	can	shift	during	an	offset	press	run	due	to	many	fac-
tors,	 including	 the	 temperature	 and	 humidity	 in	 the	 plant.	
“Everything	 can	 really	 affect	 printing	 and	 how	 the	 ink	 lays	
on	 the	 sheet,”	 Skinner	 says.	 “With	 this	 press,	 make-ready	
times	are	shorter	because	the	press	has	been	provided	with	
the	ink	levels	that	need	to	be	achieved.	Previously,	we	would	
run	100	sheets	to	get	the	color	up,	and	then	you	would	start	
getting	 the	 color	 coming	 in.	 But	 the	 new	 press	 only	 takes	
20	sheets	because	it’s	already	been	told	the	color	standards	
that	it	needs,	and	it	adjusts	the	ink	and	water	balances.	Our	
customers	 are	 demanding	 higher	 quality	 all	 the	 time,	 and	
this	 was	 a	 way	 we	 felt	 would	 complement	 everything	 else	
that	we	do	for	them.”

Ultraviolet Curing
The	UV-compatible	inks	on	the	new	press	are	cured	within	a	
matter	of	seconds	by	its	ultraviolet	light.	“With	ultraviolet,	
you	can	put	the	printed	boxes	through	the	rest	of	the	plant	
right	away,	whereas	with	conventional,	you	do	have	to	wait	
a	 period	 of	 time,	 about	 24	 hours,”	 Skinner	 estimates.	 “It’s	
enabled	 us	 to	 keep	 a	 lot	 of	 work	 in-house,	 where	 we	 were	
having	to	find	exterior	suppliers	to	provide	certain	types	of	
coatings	 and	 specialty,	 high-end	 printing.”	 These	 include	
soft-touch,	glitter	and	scented	coatings.
	 Ingersoll	 Paper	 Box	 ordered	 the	 new	 press	 in	 October	
2013,	and	it	arrived	in	March	2014.	But	in	January	2014,	the	
area	in	which	it	was	to	be	installed	had	to	be	prepared.	“We	
had	to	reinforce	the	floor	that	it	sits	on	with	rebar,”	Skinner	
recalls.	“There’s	about	6	feet	of	newly	poured	concrete	un-
der	it.	The	concrete	needed	to	sit	for	30	days	before	anything	
was	placed	on	it.	The	press	comes	crated	in	many	contain-
ers.	It	was	starting	to	arrive	in	mid-	to	late	March	2014	and	
was	up	and	running	by	April	2014.	

Plate-Making
Ingersoll	 Paper	 Box	 also	 installed	 a	 new	 plate-making	 sys-
tem.	 “Previously,	 we	 had	 an	 outside	 service	 providing	 all	
our	plates	ready-made,	so	we	decided	once	the	press	came	
in	to	make	it	a	seamless	transition	to	start	plate-making	in-
house,”	 Skinner	 says.	 “It’s	 two	 machines	 that	 go	 together.	
It’s	all	completely	automated.
	 “You	put	in	a	blank	plate	and	it	comes	out	with	the	image	
burned	onto	it,”	she	continues.	“We	load	a	stack	of	plates	in	
and	 have	 a	 plate-stacker	 at	 the	 end.	 We	 can	 run	 it	 through	
the	 night,	 have	 all	 the	 plates	 ready	 for	 the	 next	 day,	 and	 it	
has	them	all	sorted	specifically	by	job.	We	could	be	running	
from	 50	 to	 75	 plates	 a	 day,	 so	 having	 this	 process	 in-house	
has	saved	us	time.”

	 Another	 technological	 improvement	 for	 Ingersoll	 Paper	
Box	is	the	installation	of	workflow	software	from	Esko	that	
allows	 the	 company	 to	 have	 better	 control	 over	 files	 while	
prepping	 them	 for	 printing.	 The	 Esko	 software	 also	 allows	
Ingersoll	to	send	the	CIP	file	to	the	press	that	populates	the	
color	standards	needed	for	printing.	
	 The	company	also	is	having	a	solar	hot	water	heating	sys-
tem	installed.	“We	don’t	use	a	lot	of	hot	water	for	manufac-
turing,”	Skinner	explains.	“It’s	more	for	cleaning	purposes.	
And	from	an	economic	standpoint,	it	makes	sense	to	switch	
over	systems	that	can	save	us	money.	Using	solar-heated	hot	
water	saves	hydro	usages.”	
	 For	 the	 future,	 Skinner	 foresees	 acquisition	 of	 an	 in-line	
foiling	 system	 and	 a	 new	 die-cutter.	 Skinner	 attributes	 the	
company’s	success	to	“being	able	to	provide	something	new	
to	 the	 customer,	 and	 having	 a	 staff	 that	 is	 eager	 to	 learn	 and	
advance.	We	work	together	in	partnership	with	our	suppliers,	
always	 making	 sure	 that	 we’re	 able	 to	 achieve	 deadlines	 and	
launch	dates	for	new	products.	It	certainly	wouldn’t	be	achiev-
able	without	the	partnerships	we	have	with	our	suppliers.”	ppi

Ingersoll Paper Box Co. Ltd. «



Packaging for the food industry 
has changed a lot over the years, and 
successful companies that provide 
packaging solutions for the industry 
have been successful by adapting to 
those changes. That has been the sto-
ry for ARI Packaging, which has served 
the consumer packaged goods market 
with forward-thinking and custom-
izable packaging solutions for more 
than 15 years. CEO Gary McCullough 
says the company has become an in-
dispensable partner of many multi-
national consumer packaged goods 
companies because it offers them 

solutions that would be difficult for 
them to do on their own. 
 ARI Packaging was founded in 
2000 by a group of partners with ex-
tensive experience in the paper and 
packaging industries. McCullough 
says the company’s founders saw 
that large consumer packaged goods 
companies were being asked by large 
retail customers like Walmart and 
Target for greater customization 
in their packaging and displays. Al-
though many of these large consum-
er packaged goods companies had 
the vertical integration to supply 

their own packaging, certain custom-
izations being demanded by large 
retailers would have placed strain 
on their internal operations. This is 
where ARI Packaging can provide the 
most value to these customers, Mc-
Cullough says. 
 Headquartered in Illinois with loca-
tions serving the east and west coasts, 
ARI Packaging is one of the few com-
panies doing what it does with a na-
tional footprint, McCullough says. 
The market of packagers serving the 
consumer packaged goods industry is 
relatively fragmented, with numerous 
regional players but not many with 
the kind of national coverage that ARI 
Packaging offers. McCullough says 
this provides the company with a sig-
nificant advantage over its competi-
tors, but it is far from the only advan-
tage ARI Packaging has.
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BIG CHANGES
ARI PACKAGING PRIDES ITSELF ON KEEPING UP WITH THE CHANGING NEEDS OF 

ITS CONSUMER PACKAGED GOODS CUSTOMER BASE.  BY CHRIS PETERSEN

ARI PACKAGING BELIEVES ITS VALUE 
COMES FROM ITS ABILITY TO SOLVE 
CUSTOMERS’ ISSUES IN A VARIETY 
OF WAYS.

Packaging Solutions   ARI Packaging
www.ari-packaging.com / 2014 revenue: $81 million / Headquarters: Alsip, Ill. / Employees: 750 / Specialty: Packaging solutions / Gary McCullough, 
CEO: “What we have is a very flexible manufacturing process.”





Bending Over Backwards
McCullough joined ARI Packaging this past September, and 
as he got to know the company’s customer base, one thing 
became crystal clear to him – the value ARI Packaging pro-
vides for them comes from its ability to solve their problems 
in a variety of ways. “As I’ve talked to our customers, what 
they say is that our company has been much more creative 
in terms of finding ways to allow them to do the things that 
they are required to do,” McCullough says. 
 By being focused on the outcome for the customer, he 
continues, ARI Packaging has built a strong internal culture 
that concentrates on achieving the customer’s goals and not 

stopping until it does. The company’s attitude from top to 
bottom is geared toward doing whatever it can to make its 
customers happy. “We’ll say yes more often than we’ll say 
no,” McCullough says. 
 Helping the company back up what it promises its cus-
tomers are ARI Packaging’s facilities, which are equipped 
with the latest and most state-of-the-art machines and pro-
cesses in the industry. As Executive Director Todd Swift 
explains, ARI Packaging’s facilities give the company the 
flexibility it needs to help fulfill customers’ every request, 
and that’s due in large part to the fact that the company is 
relatively young. “Because we’re new, we don’t have a histo-
ry of assets and facilities that are outdated, so the facilities 
that we’ve put in place have been built from the ground up 
to serve those needs,” Swift says. 
 Swift goes on to say that ARI Packaging’s facilities also fea-
ture a larger footprint than many of its competitors’. This 
provides the company with additional space for inbound and 
outbound materials. For much of the competition, space in 
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“because we’re new, we don’t have a his-
tory of assets and facilities that are 
outdated, so the facilities that we’ve put 
in place have been built from the ground 
up to serve those needs.” - Todd Swift

ARI PACKAGING IS INVESTING IN 
TECHNOLOGY TO CONNECT ITS 
OPERATIONS WITH CUSTOMERS’ 
ERP SYSTEMS.
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their facilities is at a premium, so they con-
centrate on shipping product out as soon 
as it is finished. For ARI Packaging, how-
ever, the company has the room to hold 
onto customers’ inventory for a while. 
Swift says the company also is investing in 

technology to connect its operations with 
customers’ enterprise resource planning 
systems to help them manage their or-
ders with even greater ease and efficiency. 
“What we have is a very flexible manufac-
turing process,” McCullough says.

Keeping Pace
McCullough says ARI Packaging’s flex-
ibility is one of the company’s greatest 
advantages, especially when dealing with 
the fluctuating nature of the business. 
“Our volume is episodic,” he says. “We 
are busy beyond belief at some times and 
then we have lulls.” 
 The company’s busiest times are typi-
cally during the busiest times for retail-
ers when a lot of displays are used, such 
as the back-to-school season or the be-
ginning of football season. To eliminate 
some of the lulls from its production 
cycle, ARI Packaging is investing in new 
equipment that gives the company dif-
ferent capabilities to fulfill customers’ 
other packaging needs as well as adding 
more automation to produce volume 
year-round. 

ARI Packaging «

ARI PACKAGING IS DEDICATED TO 
BEING CREATIVE IN HELPING CLIENTS 
ACHIEVE THEIR PACKAGING GOALS.



	 The	 other	 major	 challenge	 for	 ARI	
Packaging	today	is	one	that	has	cropped	
up	fairly	recently.	McCullough	says	there	
is	 much	 consolidation	 in	 the	 industry	
right	 now,	 resulting	 in	 a	 customer	 base	
that	 is	 smaller	 in	 terms	 of	 the	 number	
of	 players,	 but	 those	 players	 have	 much	
more	extensive	needs.	At	the	same	time,	
the	consolidated	customers	have	a	great-
er	focus	on	reducing	costs.
	 Swift	says	ARI	Packaging	has	changed	
its	focus	in	recent	years	to	help	it	adapt	
to	 the	 changing	 nature	 of	 its	 customer	
base.	 He	 says	 the	 company	 is	 concen-
trating	 on	 providing	 complete	 services	
to	 a	 handful	 of	 core	 customers	 rather	
than	 providing	 scattered	 services	 to	 a	
broader	customer	base.	What	ARI	Pack-
aging	 did	 in	 the	 past	 for	 its	 customers	
was	 seen	 as	 a	 mere	 transaction,	 but	 to-

day	 the	 company	 is	 thinking	 more	 in	
terms	of	creating	strategic	partnerships	
with	its	customers.	Swift	says	the	com-
pany	 is	 working	 to	 create	 much	 tighter	
alignments	between	ARI	Packaging	and	
the	 consumer	 packaged	 goods	 compa-
nies	it	serves.	

Still Evolving
ARI	 Packaging	 continues	 to	 evolve	 as	
it	 has	 throughout	 its	 15-year	 history,	
and	 McCullough	 says	 the	 company	
sees	 a	 number	 of	 good	 opportunities	
for	 growth	 in	 the	 coming	 year.	 First	
and	 foremost,	 he	 says,	 the	 company	
understands	 that	 it	 hasn’t	 fully	 pene-
trated	 many	 of	 its	 current	 customers’	
operations	 yet,	 and	 can	 grow	 naturally	
through	offering	them	a	more	complete	
suite	of	services.	

	 McCullough	 says	 ARI	 Packaging	 sees	
itself	continuing	to	drive	further	up	and	
down	the	supply	chain	making	it	easier	
for	their	customer’s	products	to	flow	by	
leveraging	 technology	 from	 a	 systems	
perspective	 and	 greater	 equipment	 au-
tomation.	Swift	says	with	McCullough’s	
corporate	 executive	 leadership	 across	
multiple	 areas	 of	 discipline	 and	 ability	
to	 lead	 people	 the	 company	 will	 con-
tinue	 on	 its	 current	 growth	 track.	 ARI	
Packaging	 has	 been	 named	 one	 of	 the	
Top	 50	 Growing	 Companies	 by	 Crain’s	
Chicago	 Business	 two	 out	 of	 the	 past	
three	 years,	 and	 Swift	 says	 that	 trend	
is	 expected	 to	 continue.	 “We’re	 a	 small	
company,	 with	 great	 potential	 to	 keep	
growing,”	he	says.	“The	demand	is	there	
and	 we	 have	 built	 the	 infrastructure	 to	
meet	it.”	ppi
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Calbee North America   Packaging Solutions
www.calbeena.com / Revenue: $100 million / Employees: 150 / Specialty: Health-conscious snack foods / Steve Kneepkens, vice president of sales 

and marketing: “We focus on long-term, sustainable trends and our digital platform allows us to do that.”

Calbee North America endeavors 
to be the snack food company focused 
on ingredients, taste and transparen-
cy. Its primary product is the Harvest 
Snaps family of products that include 
Snapea Crisps and Lentil Snaps. These 
products come in several different fla-
vors, with ingredients based on peas 
and lentils. But the company is always 
innovating new, tasty and healthy 
products. Soon it will be launching 
Whole Cuts, a potato-based product 
shaped like a french fry that crunches 
like a chip. 
 Calbee North America is a 50/50 
joint venture owned by Calbee Inc. of 
Tokyo, Japan and R.D. Offutt (RDO) 
Company of Fargo, ND. Calbee Inc. is 
the largest snack maker in Japan, while 
RDO is the largest potato supplier in 
North America. The strategic partner-
ship brings innovative products from 
Japan and RDO brings farm produce 
and business systems from America. 
 Calbee North America president, 
Gene Jensen reports to the board of 
directors, and is given a lot of leeway 
in achieving its goals and objectives. 
 “Part of our company mission state-
ment is to treat the vendors of goods 
and services as valued partners,” says 
Gene Jensen, president of Calbee 
North America. “Our growth has been 
so rapid, which has been very good for 
our partners because their businesses 
have benefited.”

Transparency Through 
and Through
Calbee’s rapid growth could be at-
tributed to its marketing strategy, 

where it focuses more on social and 
digital media. “We focus on long-term, 
sustainable trends and our digital plat-
form allows us to do that,” says Steve 
Kneepkens, vice president of sales and 
marketing at Calbee North America. 

“We spend a large percentage of our 
resources on organic growth, such 
as talking one-on-one with consum-
ers. We do a lot of events and get into 
the communities, sponsoring local 
events. That way people can get out 

TASTY SNACKING
INGREDIENT-FIRST-FOCUSED CALBEE NORTH AMERICA STRIVES FOR 

INNOVATIVE, HEALTHY SNACK FOODS.  BY STEPHANIE CRETS

CALBEE NORTH AMERICA OFFERS 
FLAVORFUL AND HEALTHY SNACK 
FOOD PRODUCTS BASED ON PEAS 
AND LENTILS.



and shout about our products with 
other people.”

 Calbee North America even has a 
loyalty club called the Snap Packers, 
whose members are “extraordinarily 
boisterous,” according to Kneepkens. 

They are the brand ambassadors on 
Calbee’s behalf, getting the word out 
on the ground level.
 But Calbee North America is not 
simply targeting health-conscious 
people. It wants to find consumers 
who still enjoy snacking regularly 
that may be looking for a healthier 
alternative. “That generally falls into 
the millennial group but is not ex-
clusive to a particular age or demo-
graphic,” Kneepkens says. “People 
that are looking for honest and sim-
plified ingredients.”
 And that shows through even on 
the packaging. The graphics are clean 
and simple and the bag’s message re-
inforces what’s actually inside the bag. 

“When I look at my bag and our pack-
aging, we’re highlighting the field of 
peas and we’re showing them not only 
the field, but what a peapod looks like 
and what the product in the bag looks 
like,” Kneepkens says.
 Due to this simplified, straightfor-
ward message, Calbee North America 
has even won awards for its packag-
ing, along with 2015 Grocery Head-
quarters Trailblazer Award, 2014 
Progressive Grocer Editor’s Pick for 
being “ahead of what’s next” and 2013 
Gourmet Retailer Editor’s Pick award 
for Best New Product.
 Because the product is made pri-
marily of peas, it’s actually sold in 
the produce section of most stores. 
Many grocery retailers are focusing 
on the perimeters of the stores for 
fresher and more innovative prod-
ucts and Calbee’s products fall into 
that category.
 “We’re making a product that we 
can be proud of and that makes a very 
positive difference,” Jensen says. “You 
can be proud to tell your friends you 
work for the company that makes 
these products.”
 Kneepkens agrees. “The great thing 
about Calbee is that it wants to inspire 
you to be creative and it allows you to 
be creative because that allows us to 
drive innovation,” he says. “Our cul-
ture reflects the products we sell: hon-
est and transparent.” ppi
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THE GRAPHICS AND MESSAGE OF 
EVERY PACKAGE REINFORCES WHAT’S 
ACTUALLY INSIDE THE BAG.

» Calbee North America

Bluesun Marketing See Your Brand In A Whole 
New Light. Bluesun Marketing is a brand-building 
powerhouse that helps companies launch, grow, 
and manage their products in the warehouse club 
channel. As a full-service sales and marketing team, 
Bluesun Marketing helps put brands like yours on 
the road to unprecedented sales at Costco and 
other warehouse stores. From developing new sales 
opportunities, consumer interest, and long-term 
partnerships for its clients to providing international 
business support, seeing your products shine in 
Bluesun’s light starts here. We have both domestic 
and international offices. Contact us to learn more: 
925.743.1933 / www.bluesuncorp.com.

“we’re making a product 
that we can be proud of 
and that makes a very pos-
itive difference. you can be 
proud to tell your friends 
you work for a company 
that makes these prod-
ucts.” - Gene Jensen
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Index Packaging Inc. might be a 
more modestly sized player than some 
competitors, but no one is better at 
customer service or product delivery, 
President Mike Wiles asserts. “[If ] the 
customer sends a request for a price 
quote, we’re back to them within the 
hour,” he says. “We make it a point to 
be everything they need.”
 Based in Milton, N.H., Index Pack-
aging manufactures foam, wood and 
corrugated packaging products. Bill 
and Connie Lander founded the com-
pany in 1968 with their invention of 
the TIP (N) TELL shipping indica-
tor. That helped plant “the seeds that 
started the company we are now,” 
Wiles says.

 Today, Index Packaging operates 
from a 120,000-square-foot facility 
that features equipment and ware-
house space that can handle quick-
turn, vendor-managed inventory or 
standard customer lead times. “A 
third of our customer base is distribu-
tors,” Wiles says.
 The remainder consists of end-users 
of the packaging, which includes “every 
industry you could think of,” he says. 
“They range from sheet metal to aero-
space to defense. In this environment, 
there are many opportunities for us.”

Stepping Toward Lean
Index Packaging focuses heavily on 
manufacturing quality. Not only does 

its engineering manager also hold the 
role of quality manager, but its depart-
ment supervisors are responsible for 
performing quality checks, Wiles says.
 In December 2014, the company im-
plemented lean initiatives throughout 
its wood crate operation. “We devel-
oped a whole new layout that stream-
lines the material flow through the 
shop, from the back end to the front 
end out to the shipping dock,” he says.
 The process also enabled Index 
Packaging to incorporate an unused 
part of its facility, Wiles says. “We [ex-
tended] our wood production down 
into that vacated area,” he recalls. 
“That [represents] our first step to-
ward lean ideas.”
 
Avoiding Waste
Index Packaging is a nearly zero land-
fill facility. But that is not only because 
the company wants to be green, Wiles 
says. “It’s because it makes financial 
sense,” he says.
 The company has avoided sending 
waste to the landfill with the help of 
its high-speed grinder. “Any wood we 
don’t reuse, we grind into chips used 
for bio-mass fuel or to generate paper 
pulp,” Wiles says. “Everything winds 
up in the grinder and can be sold as an 
alternative fuel source.”
 The company also recycles poly-
ethylene foam by melting it down into 
plastic bricks and selling it, he adds. 
“We recycle more than 96 percent the 
waste products that we create here,” 
he says.

A Beneficial Switch
Index Packaging’s vendors are critical 
to its success. This includes Metropol-
itan Staple Corp., a supplier of nailing 
and stapling equipment and accesso-
ries. Previously, Wiles notes, his com-
pany used to buy products from Stan-
ley-Bostitch.

Packaging Solutions   Index Packaging Inc.
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TOTAL PACKAGE
INDEX PACKAGING OFFERS ITS CUSTOMERS THE BEST IN BOTH SERVICE 

AND PRODUCT DELIVERY.  BY ALAN DORICH

www.indexpackaging.com / 2014 sales: $21 million / Headquarters: Milton, N.H. / Employees: 160 / Specialty: Foam, wood and corrugated packaging 
products / Mike Wiles, president: “We make it a point to be everything [the customers] need.”

INDEX PACKAGING’S PRODUCTS ARE USED 
BY AN ARRAY OF INDUSTRIES, INCLUDING 
AEROSPACE AND DEFENSE. 
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	 But	 when	 Index	 Packaging	 decid-
ed	 to	 pursue	 other	 vendors,	 it	 went	 to	
Metropolitan	 Staple,	 which	 managed	
to	 deliver	 high	 quality	 fasteners	 and	
lighter	 nail	 guns.	 “Having	 something	
a	bit	lighter	is	good	for	all	the	employ-
ees,”	he	says.	“They	came	in	with	a	nice,	
competitive	 price.	 Once	 we	 switched,	
we	never	looked	back.”

Employment Issues
Index	Packaging	is	coping	with	staffing	
issues	in	its	market,	Wiles	says.	“In	the	
state	of	New	Hampshire,	we	are	below	
full	employment,”	he	says.	“We	are	re-
ally	 struggling	 to	 employ	 enough	 staff	
to	 man	 the	 machines	 and	 the	 glue	 sta-
tions	to	get	our	products	out	to	the	cus-
tomers	as	they’re	asking	for	them.”
	 Wiles	 and	 his	 management	 team	
have	brainstormed	ways	to	cope.	How-
ever,	 getting	 people	 through	 the	 front	
door	is	not	Index	Packaging’s	only	chal-
lenge.	 “Often	 times,	 we	 have	 difficulty	
keeping	them	here,”	he	admits.
	 One	area	that	Wiles	and	the	manage-
ment	team	are	exploring	is	the	compa-
ny’s	 starting	 pay	 rate,	 and	 whether	 or	
not	 it	 should	 be	 increased.	 “If	 they’re	

leaving	 because	 they	 can	 make	 anoth-
er	 dollar	 per	 hour	 [somewhere	 else],	
that’s	 a	 mistake	 on	 our	 part,”	 he	 says.	
“We	 had	 a	 hard	 enough	 time	 getting	
them	in	here	in	the	first	place.”	

High Hopes
Wiles	joined	Index	Packaging	in	1994	and	
became	president	in	December	2014.	He	
is	proud	of	how	the	company	has	grown	
by	 sticking	 to	 its	 founding	 principles,	
which	include	having	zero	debt.
	 “There	are	extraordinarily	few	com-
panies	 that	 can	 say	 that,”	 he	 states.	
“Usually,	 everyone	 rides	 the	 backs	 of	
banks	 and	 vendors.	 We’ve	 never	 done	
that	and	if	I	have	anything	to	say	about	
it,	we	never	will.”
	 Wiles	looks	forward	to	20	more	years	
at	the	firm.	“What	I’m	hoping	for	in	the	
future	 is	 a	 controlled,	 steady	 path	 to	
growth,”	 he	 says,	 noting	 that	 he	 hopes	
to	grow	the	company’s	revenues	to	$40	
million	before	stepping	down.
	 Increasing	employee	retention	is	still	
an	 important	 goal.	 “Hopefully,	 we	 will	
have	continued	successful	employment	
and	 people	 deciding	 to	 make	 a	 career	
out	of	working	here,”	he	states.	ppi
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INDEX PACKAGING CAN HANDLE QUICK-TURN, 
VENDOR-MANAGED INVENTORY OR STANDARD 
CUSTOMER LEAD TIMES.



Outlook Group has come a long 
way from its origins printing baseball 
and Trivial Pursuit cards during the 
early 1980s. “The company has defi-
nitely evolved and grown from there,” 
says Joel Schmidt, marketing develop-
ment director. 
 Outlook Group prides itself on 
flexibility, transitioning from print-
ing sports collector and game cards 
to participating in the direct mail 

and customer loyalty arenas. “That 
industry changed with the rise of 
the internet and smart phones,” 
Schmidt recalls.
 Today, the Neenah, Wis.-based 
company is a leader in the packaging 
and printing solutions industry and 
works with clients in a variety of seg-
ments, including food and beverage, 
retail hard goods, medical products 
and online retail distribution. 

Multiple Specialties
Outlook Group specializes in printing 
flexible packaging, paperboard and 
pressure-sensitive labels. It also is 
known for its work in contract pack-
aging, Schmidt says. “Today, we’re 
solely focused on packaging and la-
beling,” he says. “The packaging in-
dustry is growing.”
 The industry is evolving, driven by 
technology, demographics and eco-
nomics, says Kevin Hayes, executive 
vice president. Changes in those ar-
eas are increasing demand for safety 
information, convenience, more sin-
gle-serve packaging in the retail mar-
ket and a significant rise in the num-
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PACKAGE DEAL
OUTLOOK GROUP RESPONDS TO SIGNIFICANT CHANGES IN THE 

PACKAGING INDUSTRY.  BY BOB RAKOW

OUTLOOK GROUP’S PACKAGING AND 
PRINTING SOLUTIONS ARE USED IN 
NUMEROUS INDUSTRIES, INCLUDING FOOD 
AND BEVERAGE AND MEDICAL PRODUCTS.

Packaging Solutions   Outlook Group
www.outlookgroup.com / Location: Neenah, Wis. / Employees: 300 / Joel Schmidt, market development manager: 
“The packaging industry is growing.”
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ber of dollar-store retailers, he says. Simply put, there’s a 
greater need for more and different types of packages than 
several years ago, he says.
 In the 1970s, for example, approximately 70 percent of 
dinners were eaten in a traditional setting – at a table with 
other family members, Hayes says. That tradition has great-
ly diminished. Today, a majority of Americans rely on car-
ryout food or single-serve entrees for dinner, he says. The 
switch has led to big changes in the packaging industry. 
“Our business is changing dramatically,” Hayes says. 
 Additionally, dollar-store retailers – a retail segment that 
has grown significantly over the past few years - are de-
manding inexpensive packaging that remains attractive and 
appealing to customers. Hayes adds that there is a trend in 
the market for the greater use of customized packaging.
 Outlook Group has responded to the changes by install-
ing new presses designed to optimize small-quantity runs, 

Outlook Group «
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Hayes says. The company also expects 
to add hybrid digital printing capabil-
ities to the mix within the next few 
months to help improve cost efficien-
cies for its customers, he says.
 Outlook Group describes itself as a 
full-solution packaging manufacturer 
that understands customers’ unique 
needs in targeted segments and rejects 
the notion that one solution fits all, 
Schmidt says. The company’s work in 
paperboard packaging features print-
ed folding cartons and other paper-
board products for a variety of market 
segments including food and bever-
age, consumer healthcare packaging, 
health and beauty, consumer goods, 
personal care and direct mail. Out-
look Group works closely with clients 
to develop custom packaging to meet 
specific packaging needs.

 Meanwhile, the company’s exper-
tise in flexible packaging printing 
helps companies build their brands 
by providing multiple packaging op-
tions, Schmidt says. Benefits of flexi-
ble packaging include ease of use, sus-
tainability and high-impact graphics, 
he says. Additionally, flexible packag-
ing can save on space, weight and ship-
ping costs, he says.

Labeling Solutions
Outlook Group’s diverse range of la-
beling capabilities, including paper 
and film pressure-sensitive labels, 
shrink sleeves and promotional la-
bels, allows the company to customize 
packaging solutions that best fits a cli-
ent’s needs. 
 Outlook Group’s proprietary Mi-
croliner product is the leader in thin 

liner label solutions, providing sus-
tainability and operational savings, 
Schmidt says. 
 Additionally, the company provides 
variable data labels that meet compa-
nies’ needs for product security and 
traceability, logistics tracking or chain 
of custody. Variable data printing can 
also be used to create personalized 
marketing pieces and scratch-off 
game pieces.
  Outlook Group also leverages its 
experience to serve as a complete con-
tract packaging solution provider. Out-
look is ISO 13485 certified to package 
medical devices in a clean-room envi-
ronment. Its diverse capabilities allow 
the company to provide end-to-end 
solutions ranging from sampling or 
promotional programs to full-service 
production, Schmidt says. ppi

OUTLOOK GROUP IS A FULL-SOLUTION 
PACKAGING MANUFACTURER THAT 
CONTINUALLY STRIVES TO MEET 
CUSTOMERS’ UNIQUE NEEDS.

» Outlook Group
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Pernix Therapeutics   Packaging Solutions
www.pernixtx.com / Revenue: $120 million / Headquarters: Morristown, N.J. / Employees: 250 / Specialty: Pharmaceuticals / Terry Novak, CEO: 

“We want to show Wall Street we can make an acquisition and then grow the brands.”

About the only thing that has not 
changed at Pernix Therapeutics ver-
sus a year ago is its name. “Under the 
new leadership, we radically changed 
the company and brought in a very ex-
perienced management team to take it 
to the next level,” COO Terry Novak 
says. “Silenor was the hidden gem in 
sleep medicine and was just the begin-
ning in building a central nervous sys-
tem company.”  
 Pernix Therapeutics’ portfolio of 
specialty, primary care and generic 
medicines drives its overarching strat-

egy to maximize value for its key stake-
holders. The Morristown, N.J.-based 
company employs a lean operating 
model with focused and disciplined 
execution that allows it to pursue 
growth opportunities both organical-
ly and through selective acquisitions. 
Pernix Therapeutics’ mission is to 
identify, develop and commercialize 
specialty products that exceed the ex-
pectations of patients, customers and 
shareholders.
 Over the past year, Pernix Thera-
peutics has realigned its salesforce, 

added sales representatives and built 
first-class marketing and supply chain 
teams. “Focus is the reason for our 
success,” Novak says. “We eliminated 
a lot of distractions in the company. 
Originally, it was four different com-
panies with different product lines and 
the salesforce wasn’t cross-trained to 
sell all the branded products. So we 
got to work to quickly focus the sales-
force on key products while our opera-
tions team took a razor sharp focus on 
streamlining processes and optimiz-
ing resources.”

ACQUIRING ASSETS
PERNIX THERAPEUTICS HAS IMPLEMENTED A NUMBER OF IMPROVEMENTS TO 

FOCUS ON EXTERNAL GROWTH ORGANICALLY AND THROUGH ACQUISITIONS,  AS 
WELL AS COMMERCIALIZATION AND R&D. BY JANICE HOPPE

PERNIX THERAPEUTICS HAS RADICALLY 
CHANGED OVER THE PAST YEAR TO 
MAXIMIZE VALUE. 



Focusing on Supply
Two of Pernix Therapeutics’ biggest 
challenges over the past year have 
been getting the right contracts in 
place with adequate coverage to en-

sure patient access and transitioning 
the supply chain to ensure security of 
supply for all of its products.
 One of the first initiatives at Per-
nix Therapeutics was to identify and 

prioritize the core products to focus 
on and to develop exemplary opera-
tional standards not only for Pernix, 
but also for its suppliers. “I am a big 
believer in scorecards to measure 
performance,” Novak adds. “Now we 
have a number of quality and supply 
metrics standards in place to mea-
sure our success and the success of 
our partners.” 
 Prior to the new management team 
taking control of Pernix Therapeutics 
in February 2013, there was no con-
nection between sales and the supply 
chain. The company quickly imple-
mented an inclusive sales and opera-
tions planning process with monthly 
meetings that involve all areas of se-
nior management. “There is a con-
nection now across sales, operations, 
supply chain and so on. Transparency 
is imperative in ensuring the success-

42   paperpackaginginternational.com  SUMMER 2015

» Pernix Therapeutics

SILENOR WAS PERNIX’S HIDDEN GEM 
THAT WAS KEY TO BUILDING A CENTRAL 
NERVOUS SYSTEM COMPANY. 

PERNIX THERAPEUTICS’ PORTFOLIO 
INCLUDES SPECIALTY, PRIMARY CARE  
AND GENERIC MEDICINES.
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ful execution of any product delivery,” Novak adds. “We put 
short- and long-term visibility into our forecast, greatly im-
proving efficiency, cost and product supply.” 
 Every product supply is different based on any number 
of factors, but the company provides its suppliers with 
thorough and accurate forecasts with enough lead-time to 
ensure it will have the right amount of product when it is 
needed. Treximet, for example, has a higher level of stock 
on-hand because it is made in the United Kingdom, requir-
ing greater lead-times and preparation for contingencies 
such as customs delays.

Future Focus
Pernix Therapeutics recently acquired the Zohydro ER, an 
extended-release opioid agonist indicated for the manage-
ment of chronic severe pain. Pernix recently launched the 
second generation of the Zohydro ER with BeadTek and is 
in the research and development stage of a third generation 
expected to be available in 2019. “The business develop-
ment team is looking at other pain assets to acquire, as well 
as products in adjacent therapeutic areas that are a strategic 
fit with our current portfolio,” Novak notes.  
 Pernix Therapeutics is focusing on the continued increase 
in sales of the core promoted brands: Treximet, Zohydro ER 

with BeadTek and Silenor. “We are eager to show our share-
holders and investors that we can successfully acquire and 
grow specialty products,” Novak says. 
 Moving forward, Pernix Therapeutics will increase its 
R&D spend in areas focused on lifecycle management. With 
Silenor, for example, Pernix is working with the FDA to so-
lidify a development path to take Silenor from a prescrip-
tion to an over-the-counter medication, due to its safety 
profile, that could be approved and launched as early as 
2019. ”We will continue to strive to maximize the utility of 
our existing products for appropriate patients and acquire 
new products, adding value for our shareholders and cus-
tomers,” Novak says. ppi
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“now we have a number of quality and 
supply metrics standards in place to 
measure our success and the success of 
our partners.” - Terry Novak

PERNIX THERAPEUTICS WORKS 
TO INCREASE THE SALES OF ITS 
CORE PROMOTED BRANDS.



Even though a box of corn flakes 
at the grocery store or the warehouse 
club might look the same graphical-
ly, the one at the club store requires a 
completely different packaging mate-
rial – litho-laminated corrugated card-
board. “The club box is a stronger box 
designed to support the weight not 
only of each individual box but each of 
the boxes on the rows above them on 
the pallet,” Accurate Box Co. Inc. Ex-
ecutive Vice President Mark Schloss-
man explains.
 Accurate Box Co. Inc. designs and 
produces such boxes. “Our niche has 
become the club store, and on top of 
that, we like being independent and 
progressive,” Schlossman says. “Our 
customers are very large companies 
that buy tens of millions of boxes. We 
have a steady flow of orders coming 
in, primarily from food and bever-
age companies, and we are protected 
from any economic drops because we 
are producing something that is not a 
luxury spend, by any means. Our sales 
have really been growing beyond our 
wildest dreams and beyond normal 
growth percentages.”
 Accurate Box Co. tries to avoid be-
ing solely a commodity producer. “We 
can incorporate several different spe-
cialty applications to the boxes that 
other companies might not be able to 
offer,” Schlossman points out. “We 
like to try to find ways to add value to 
our product that otherwise might be 
bordering on commodity. We try to 
offer as many unusual things to our 
customer base that they may be after 
as a means to differentiate ourselves. 
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STICK TO IT
ACCURATE BOX CO. INC. IS EXPANDING ITS SINGLE PLANT AND INSTALLING THE 

LATEST HIGH-SPEED PRODUCTION EQUIPMENT TO MAINTAIN ITS GROWTH IN 
LITHO-LAMINATED CORRUGATED BOX PRODUCTION. BY RUSS GAGER

THREE GENERATIONS OF THE FAMILY TO 
RUN ACCURATE BOX INCLUDE (FROM 
LEFT) CHARLIE HIRSH, LISA HIRSH, SAMARA 
SCHLOSSMAN AND MARK SCHLOSSMAN.

Packaging Solutions   Accurate Box Co. Inc.
www.accuratebox.com / Headquarters: Paterson, N.J. / Employees: 250 / Specialty: Litho-laminated packaging / Mark Schlossman, executive vice 
president: “Our sales have really been growing beyond our wildest dreams and beyond normal growth percentages.”
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“These include handles on the boxes, windows, security 
tags and application of double-sided tape.”
 Accurate Box Co. prints on paperboard that is then glued 
to the corrugated single-face. “We print on solid bleached 
sulfate paper, a white, two-sided high-end folding carton 
stock that is very lightweight and easy to marry to corrugat-
ed,” Schlossman says. “We only print on paper and not on a 
world of different substrates. Our process is paper adhering 
to paper. We use water-based adhesives and starches – for 
the neophyte, it’s like gigantic vats of Elmer’s Glue.”

Plant Expansion
Accurate Box Co.’s steady flow of work is creating the need 
for expansion of its single plant in Paterson, N.J. “We need 
to expand with more machinery and equipment to help sup-
port our sales,” Schlossman says. “Our machinery is very 
large – a hundred feet long or more, in some cases – and so it 
takes up a tremendous amount of our space.”
 Last fall, the company moved the final stage of its produc-
tion – the gluers – to another part of the plant. “Those gluers 
are somewhat less complicated and easier to take apart and 
move than other parts of our operation,” Schlossman notes. 
“So that was a pretty simple move. It opened up space that 
we’re preparing to knock down very soon so that we can 
have a better work flow and to be able to move our work-in-
process around with less disruption and greater ease.”
 The company operates two seven-color printing presses. 
It has installed its fourth die-cutter and its third corrugator. 
“Since those machines have been operating, our throughput 
has been tremendous,” Schlossman says. “We believe that 
these additional two pieces of equipment have effectively 
increased our capacity by almost 50 percent. Awhile back, 
we actually asked customers to hold off a little bit on giving 
us more business because we were too close to full capacity, 
but now that has all changed.”
 Accurate Box Co.’s executives have hired a design/build 
company to work with them to plan for a substantial ex-
pansion. “We are now in the process of submitting for all 
our permits to begin construction,” Schlossman explains. 
“We’re hoping that construction will start around August 
or September.” 
 The expansion will be a blend of the old and new – some 
portions of the existing plant are more than 120 years old. 
“It’s very hard to build a new addition and have it properly 
connect with a really old structure,” Schlossman points out. 
“So there are parts where it is going to be connected and 
parts where we’re going to have to knock down our existing 
building to rebuild as new.”

Everything In-house
Accurate Box Co. has several structural designers, a graphic 
designer and manufacturing engineers on staff. It also can 
make its own printing plates and cutting dies. “We’re 100 
percent self-contained,” Schlossman says. “That gives us a 
flexibility advantage over some potential competitors.”
 The company’s products are distributed throughout most 
of the United States and to Mexico and Canada. Accurate 
Box Co. celebrated its 70th anniversary last year with a 70th 
anniversary logo, an employee picnic and media coverage.
 Schlossman believes that servicing their customers 
during emergencies or rapid changes and their employ-
ees’ skills are two of Accurate Box Co.’s most important 
advantages. “We can turn our battleship faster than most 
companies, and once given an opportunity to be a partner 
with some of these customers, they reward us with more 
business,” he says. “We’ve got some great minds here, from 
young recent graduates with masters’ degrees in engineer-
ing to old salts who have been in manufacturing plants for 
their whole lives.” ppi
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Camco Chemicals was founded in 
1960, operating from a family owned 
service station on Dixie Highway in 
northern Kentucky. Originally, the 
company developed cleaners and 
chemical products that it marketed 
to customers under its own label. Fif-
ty-five years later, the company is a 
leading contract packaging and chem-
ical manufacturer that serves the agri-
cultural, industrial, institutional and 
consumer markets.
 The greater Cincinnati area has long 
been a hot bed of the nation’s chemi-
cal industry. As a result, Camco Chem-
icals discovered a market for provid-

ing its manufacturing capabilities to 
others and moved toward becoming a 
pure contract chemical manufacturer, 
a role it assumed in the early 1970s.
 Over time, the company has grown 
from a modest co-packing enterprise 
to a contract manufacturer of clean-
ing, processing and sanitizing chem-
ical products. Camco Chemicals also 
offers a full range of services, includ-
ing packaging of solids and liquids, 
and targets a broad range of chemical 
marketers in its continued drive to 
broaden both its customer and prod-
uct bases, the company says.
 The Florence, Ky.-based company 

blends, packages, warehouses and 
provides order fulfillment for chemi-
cal product marketers, who service a 
broad range of industries with prod-
ucts including cleaners and surface 
preparation, automotive, personal 
care and agricultural items, the com-
pany says. Additionally, Camco Chem-
icals handles products in many forms, 
including liquids, powders, emulsions 
and gels. It packages those finished 
goods in sizes ranging from railcars to 
just a few ounces, the company says.  

Wide Array of Services
Camco Chemicals portrays itself as a 
customer-centric organization that 
allows clients to choose all of the 
services it offers or select only the 
portion that meets their needs. The 
company can procure the materials a 
customer specifies, manufacture the 
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MEETING ALL NEEDS
CAMCO CHEMICALS STRIVES TO IMPROVE ITS CUSTOMERS’ COMPETITIVENESS 

WITH A COMPREHENSIVE SERVICE OFFERING AND SUPPORT. 

CAMCO CHEMICALS OFFERS A 
FULL RANGE OF SERVICES AND 
WORKS WITH A BROAD RANGE 
OF CHEMICAL MARKETERS.

Packaging Solutions   Camco Chemicals

www.camco-chem.com / Headquarters: Florence, Ky. / Employees: 175 / Specialty: Chemical manufacturing and packaging
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product, plan inventory needs and fulfill 
orders, it says. 
 Regardless of the scope of services 
selected, customers will experience an 
efficient partnership with a contract 
manufacturing and warehousing facility 
ideally located in the Midwest, the com-
pany notes. 
 Camco Chemicals also offers full 
turnkey operations, including distribu-
tion and customized support services 
tailored to clients’ unique needs. Addi-
tionally, the company is an integrated 
co-packer whose broad services include 
the movement of products directly 
into the supply chain from its 268,000 
square-foot distribution center, it says.
 Camco Chemicals audits every pallet 
in each outbound shipment to validate 
that it includes the items as ordered and 

that the products are in the cosmetic 
condition customers expect.

Liquid, Chemical Blending
Camco Chemicals operates a 
150,000-square-foot liquid blending 
facility that features 21 liquid mixers. 
Nineteen of the mixers are stainless 
steel with capacities ranging from 1,000 
to 6,000 gallons and the capacity for in-
ternal heating and cooling, the company 
says. The remaining five mixers are made 
of reinforced fiberglass and polyethylene 
for blending formulas incompatible with 
metal vessels, it says.
 Camco Chemical’s contract chemical 
blending capabilities have positioned 
it as an ideal partner for clients taking 
liquid product formulations to market. 
The mixers run two shifts a day. This 

provides unparalleled reserve mixing 
capacity and the ability to blend a variety 
of liquid products so that customers will 
not have to wait in line for a production 
run, the company says.
 By combining the volume of its pur-
chases of common ingredients and stor-
ing more than four million pounds of 
bulk liquid raw materials on site, Camco 

Camco Chemicals «

KLW Plastics is a leading manufacturer of 1-7 gallon, 
tight-head plastic containers and proud packaging 
partner of Camco Chemical.  KLW’s E-Tainer® line of 
high performance packaging solutions helps you achieve 
your sustainability goals while driving out costs in the 
supply chain. The E-Tainer line incorporates tight-head 
containers made from 60- 100% post-consumer resin 
and combination packaging including a lightweight 
container in a box and a semi-rigid, collapsible bladder-
in-a-box. These solutions are ideal for the industrial 
chemical, inks and coatings, flavorings and fragrances, 
janitorial-sanitation and contract packaging industries. 
KLW is headquartered in Monroe, Ohio with additional 
facilities in Texas and Georgia.



Chemicals guarantees customers substantial material cost 
savings. Additionally, the extensive inventories increase flex-
ibility, allowing faster response to meet customers’ needs.
 Camco Chemicals provides a variety of packaging solu-
tions whether products are destined for bottles, pails, 
drums, totes or even bulk tankers. The company also is ex-
perienced in setting up, operating and maintaining liquid 
automated packaging solutions and can provide custom, 
high-speed line-filling options.

Powder Production
Camco Chemicals also operates a 120,000-square-foot 
powder production facility with five Nauta blenders serving 
a variety of packaging options, including consumer-sized 
cartons, form fill and seal pouches, valve-packed, heat-
sealed plastic and multi-walled bags, plastic canisters, pails, 
cartons, drums and super sacks.
 The 175-cubic-foot Nauta mixers can produce batch sizes 
of 10,000 pounds and are supported by bulk raw-material 
bins that contain more than two million pounds of com-

monly used granular raw materials. Camco Chemicals can 
produce enzyme containing blends and those that contain 
extremely high levels of liquid additions. 
 
Food-Grade Packaging
The current capability of Camco Chemical’s food-grade 
packaging operation includes sizes ranging from five-gallon 
containers to 330-gallon totes. The facility is equipped with 
positive air pressurization, a high-efficiency air filtration 
system and specially designed entry and exit doors that per-
mit packaging materials to enter and filled containers to exit 
without risk of contamination. 
 Additionally, the food-grade packaging installation is 
adjacent to the bermed bulk trailer and railcar off-loading 
site. That facility is equipped to apply the steam as well as 
air pressure required to store and offload finished materials 
that are being packed in this new addition. 
 Camco Chemical’s 268,000-square-foot distribution 
center is located on the 32-acre Camco campus. That means 
customers’ finished goods are moved to the first stage of the 
supply chain without the cost of trucking, and they are sub-
jected to one less potentially damaging trucking transfer.
 Goods are stored in a modern, clean facility where they 
are picked and prepared for shipment with the same care 
that went into blending, testing and packaging them. 
 When orders are picked, they are reviewed for accuracy 
and cosmetic appearance by an auditor. This ensures that 
miss picks are avoided and the chances of a non-conform-
ing package shipping to a customer or distribution center 
are minimized. ppi
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GOODS CREATED FOR CAMCO’S 
CUSTOMERS ARE STORED IN A MODERN, 
CLEAN FACILITY WHERE THEY ARE 
PREPARED FOR SHIPMENT WITH CARE.
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Storopack Inc.   Packaging Solutions
www.storopack.us (U.S. site) Storopack.com (international site) / Headquarters: Metzingen, Germany / Employees: 2,400 / Specialty: Protective 

packaging / Tommy Moorman, marketing manager: “Employees are one of the most important aspects of the company.”

Five generations of the Re-
ichenecker family have owned and 
operated Storopack since it started 
in 1874 in Germany. The company has 
come a long way since its early days 
in the leather tanning business, but 
its culture hasn’t changed, Marketing 
Manager Tommy Moorman insists.
 “They treat everyone like family,” 
says Moorman, who has worked at 
Storopack for four years. “Employees 
are one of the most important aspects 
of the company.” Many employees 
have worked for  Storopack for 25 
years or more, a strong indication that 
the company’s culture is well received, 
he says. 
 Retired CEO Hans Reichenecker 
continues to serve as chairman of the 
company’s board of directors, while 
his son, Hermann, and daughter, Vere-
na, oversee the day-to-day operations. 
“They know everybody by name,” 
Moorman says, adding that the Re-
icheneckers show genuine interest in 
employees’ lives and families.

Benefits of Family
Family ownership has other benefits 
as well, Moorman says. “We’re not 
concerned about (the company)get-
ting sold or acquired,” he says. “It’s 
something that doesn’t cross our 
minds. The Reichenecker family is 
committed and here to stay.”
 The family’s commitment to Storo-
pack is demonstrated in other ways, in-
cluding significant investments in the 
North American infrastructure. For 
example, Storopack recently relocated 
its Toronto-based distribution facility. 

“(The old facility) was outdated and 
inefficient to our production needs,” 
Moorman says. “We needed an up-
grade to accommodate high-
er productivity, spacing 
needs and better lo-
cation to better 
serve 
our 

Cana-
dian and 
New York 
customers.”
 A d d i t i o n a l l y, 
Storopack moved 
its Somerset, N.J., fa-
cility from a warehouse to 
a production facility in Edison, N.J. 
This allows the company to expand 
its product offerings and capture 
additional market in the New York, 
New Jersey and Pennsylvania region, 
Moorman says. “Also, we are in the 
process of expanding our Cincinna-
ti film plant by doubling the size of 
the existing facility, a project that is 
scheduled for completion in spring 
2016,” he says.
 The company, which has 19 North 
American production facilities, is the 

world’s 
l a r g e s t 

manufactur-
er of loose fill. 

But the loose fill, 
or packing peanuts, 

represents just a portion of the com-
pany’s business, Moorman notes.
 “It’s an exciting time here at Storo-
pack,” Moorman says. “There’s a lot 
of change with these acquisitions, but 
with change comes opportunity.”

Overseas Growth
Storopack recently acquired two com-
panies overseas. Acquisition of a Japa-
nese packaging company, EJ Co. Ltd., 
resulted in Storopack gaining market 
share in the protective packaging in-

FAMILY AFFAIR
STOROPACK’S CULTURE EMPHASIZES THE VALUE OF EMPLOYEES IN THE 

OPERATION’S SUCCESS. BY ROBERT RAKOW

STOROPACK BEGAN AS A LEATHER 
TANNING FIRM IN GERMANY BEFORE 
BECOMING A LEADING PACKAGING 
MATERIALS MANUFACTURER.



dustry. In January 2015, 
Storopack acquired an 
Italian com-
pany, Alterna-
tive 1999. The 
company was 
a long-term 
partner, and ac-
quisition allowed 
Storopack to con-
tinue expanding its 
product offerings and 

strengthen its presence in the Italian 
market, Moorman says.
 “We are seeing a lot of growth in 
the solutions we produce all over the 
world,” he explains “Essentially, this 
is how Storopack got its start in the 
United States.”
 Storopack got its start producing 
molded parts in 1959 and began mak-
ing flowable packaging padding mate-
rial, or packing peanuts, in 1973. The 
company did not bring its operations 
to the United States until 1978 and 
ended its activities in the leather busi-
ness four years later.
  In the early 1990s, the company 
began to expand its product portfo-
lio with the launch of AIRplus® in-
flatable cushions and PAPERplus® 
paper pads. Those products were 
soon followed by the introduction of 
FOAMplus® foam pads. Storopack 

quickly became one of the few protec-
tive packaging manufactures offering 
customers all four aspects of 
protective 
p a c k a g -
ing: void 
fill, cush-
i o n i n g , 
blocking, and 
bracing and 
wrapping.
 “Over the past 
10 years, we’ve 
expanded on the 
four core prod-
ucts (AIRplus®, 
PAPERplus®, FO-
AMplus® and PE-
LASPAN® Loose Fill) 
with many variations of 
those core products, giving 
the customer multiple options 

for tailoring the packaging 
to the product- application 
needs,” Moorman says.
 In 2014, Storopack 
extended its range of AIR-
plus® engineered films 
with two new Bubble films. 
The AIRplus® Bubble films 

come in 12- and 24-inch 
widths. They are designed to 

replace conventional, pre-in-
flated bubble wrapping. The flexi-

ble sizes reduce material con-
sumption, handling costs 

and lead to efficient pack-
ing, Moorman says. The 

AIRplus® machine can be 
set up directly at a compa-

ny’s packing station or integrat-
ed into the customer’s 

intralogistics.

 Alternatively, Storopack can set up 
a system to produce rolls of bubble 

w i t h 
the AIR-

plus® Coiler at 
a central location or 

at the pack station. Staff 
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STOROPACK’S AIRPLUS INFLATABLE 
CUSHIONS ARE ONE OF SEVERAL 
PRODUCTS OFFERED BY THE PROTECTIVE 
PACKAGING MANUFACTURER.

» Storopack Inc.
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can then simply cart or pull from the rolls 
right at their packing stations as needed, 
Moorman explains.
 One other unique product offering is 
Storopack’s urethane molding, called 
FOAMplus® Pre-Molding. The product 
offers customized protective packaging 
solutions and technical moldings made 
of expandable foam that serves a wide 
range of industrial, manufacturing and 
e-commerce sectors. Benefits of the 
premold foam materials include cush-
ioning, vibration, shock absorption, du-
rability and damage reduction, Moor-
man says.

‘Holistic Approach’
Storopack’s greatest asset is its rela-
tionships with customers, Moorman 
says. “We take a holistic approach to 

business with our customers,” he says. 
“It’s important for Storopack to un-
derstand the customer’s business as a 
whole. We’re not picking a section of 
the process to analyze. We’re interest-
ed in the entire process. It goes a long 
way in the partnership when you can 
speak intelligently about your custom-
er’s business. It’s not about Storopack, 
it’s about the customer.”
 This strategy benefits both clients 
and Storopack as the company strives 
to learn more about customers’ pack-
aging needs, which change as new prod-
ucts hit the market. “We work with our 
clients constantly,” Moorman says. “It’s 
our duty to understand the customer’s 
process from beginning to end. We have 
strategic partnerships, applications 
engineering and design engineers, who 

offer unique solutions to improve the 
entire process. We make air pillows, but 
we sell productivity. No one else does it 
like we do and that’s a good thing. It’s 
Storopack’s mission to constantly im-
prove the productivity of the custom-
ers’ packaging process and their clients 
unboxing experience.” ppi

Storopack Inc. «

Converted Products, Inc. (CPI) is a global 
leader in the Contract Converting Industry. In 2001 
CPI created the most innovative and cost-effective 
converting solution to meet Storopack’s needs. By taking 
Storopack’s specifications, CPI’s ISO 9001 registered 
laminating process gives Storopack the quality, delivery 
and efficiency needed to supply their demanding 
customer base.  Regardless if the converting need is 
basic like rewind slitting, traverse winding, die cutting or 
laminating, or more complex, multi process applications, 
CPI can customize the process to meet nearly any spec-
ification.  For more information, call us (414) 354 4433, 
email us at sales@convertedproducts.com or visit www.
convertedproducts.com. 



In the highly competitive world of 
contract packaging, competitive pric-
ing and speed to market are critical. 
CCB Packaging meets those challeng-
es with automation, flexibility and a 
wide range of services. “CCB offers 
unsurpassed customer service with an 
emphasis on automation,” President 
Brad Canfield emphasizes. “All our 
customers have to do is send us their 
products and we take care of the rest.”
 That includes a wide variety of 
copacking services, from fully auto-
mated robotic packaging lines to pri-
mary packaging in a clean room envi-
ronment. “Packaging of food products 
is the majority of the copacking we 
do today, although we also package 

OTC drugs, personal care items and 
pet food and treats,” Canfield says. 
“Our finished goods end up in regu-
lar retail, club store and convenience 
store channels.” From large national 
promotions and regular retail items 
to regional test market and sampling 
items, CCB can do it all.
 One of CCB packaging’s advantag-
es is its customer service. “We pride 
ourselves on offering unsurpassed 
customer service,” Canfield says. 
“When I started the company in 1988 
with my father Dave Canfield, he said, 
‘If we don’t take care of our custom-
ers, someone else will.’” That focus 
continues today. CCB Packaging 
looks at itself as an extension of its 

customers’ manufacturing facilities. 
“We need to put the same or better 
attention to detail in packaging our 
customers’ products every day, every 
time,” Canfield says.

Much Automation
In addition to its customer service fo-
cus, CCB Packaging wanted to make 
itself unique in the contract packaging 
industry. The company made a major 
shift from manual packaging lines and 
processes to more automated robotic 
packaging lines.
 “Although this automation comes 
with significant capital investment, 
it offers some major manufacturing 
advantages,” Canfield says. “First, it 
offers increased throughput and pro-
duction volume with lower line staff. 
This in turn affords lower packaging 
costs for our customers. The lower 
price points also keep our customers 
from looking at internalization and 
bringing the packaging of their prod-

Packaging Solutions   CCB Packaging
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SPEED AND PRICE
CCB PACKAGING SPECIALIZES IN CONTRACT PACKAGING WITH A HIGH 

DEGREE OF AUTOMATION ALONG WITH TURNKEY SOLUTIONS. 
  BY RUSS GAGER

www.ccbpackaging.com / Headquarters: Hiawatha, Iowa / Employees: 130 full-time and up to 200 temporary staff / Specialty: Secondary and primary 
contract packaging and turnkey solutions / Brad Canfield, president: “CCB offers unsurpassed customer service with an emphasis on automation.”

CCB PACKAGING OFFERS COMPETITIVE 
PRICING AND SPEED TO MARKET WITH 
AUTOMATION, FLEXIBILITY AND A WIDE 
RANGE OF SERVICES.
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ucts back into their manufacturing plants. Another major 
advantage was separating ourselves from our competitors 
that offer mainly manual hand packaging.”
 Earlier this year, CCB Packaging installed a new, fully au-
tomatic robotic cartoning line that was designed and devel-
oped in conjunction with BluePrint Automation. “We have 
been working with BluePrint Automation for the last several 
years to make this new line highly flexible and able to run a 
wide variety of products,” CCB Packaging’s Vice President 
of Operations Frank Cotty says. “The new line offers in-
creased line speed, easy changeover and flexibility, which in 
turn allows us to add new production capacity while keep-
ing our pricing at very competitive rates.” 
 With the continued growth and additional automation 
comes the need for more technical staff. This includes main-
tenance, engineering, supervisory and programing employ-
ees. “Our skilled staffing needs are growing right along with 
our production lines,” Cotty says. “We are working on sev-
eral new projects currently that will require new lines and 
support staff, as well.”

Continual Growth
The industry continues to grow, as does CCB Packaging. 
Canfield sees more automation, new processes and new 
manufacturing locations for CCB Packaging. “As our cus-
tomers grow, we want to be part of that growth whether that 
is new products, designs or processes,” Canfield says.

 Much of CCB Packaging’s business originates with com-
panies that have to augment their own capabilities. “If they 
have bottlenecks or things they can’t offer to retailers, that’s 
where they look at outsourcing,” Canfield emphasizes. 
“They will find someone in the contract packaging industry 
who can do it, and we want to be that company.”
 He attributes his company’s success to several factors. 
For one, the operation’s location near Cedar Rapids, Iowa, 
is important. “Our location being in the Midwest is a big ad-
vantage,” Canfield says. “Our proximity to our customers’ 
manufacturing plants is key.” 
 In addition to being centrally located, Canfield credits 
CCB Packaging’s partnerships and people.
 “We have fantastic customers and vendors that we have 
forged very strong partnerships with over the years,” Can-
field says. “They truly look at us as an extension of their 
organizations.” Canfield saves the most important success 
factor for last. “The biggest thing is our employees and cus-
tomer service,” he says. “We do whatever it takes to satisfy 
our customer’s needs.” ppi

CCB Packaging «

AUTOMATION AT CCB PACKAGING 
OFFERS INCREASED THROUGHPUT 
AND PRODUCTION VOLUME WITH 
LOWER LINE STAFF. 



Seda North America is part of 
Seda International Packaging Group, 
a privately owned multinational pack-
aging group. A global leader in devel-
oping effective solutions for a broad 
range of packaging applications, Seda 
combines innovative manufacturing 
processes with state-of-the-art print-
ing and converting technologies, cre-
ating packaging solutions to drive the 
market and promote the world’s best-
known brands.
 “We are known for high-quality, in-

novative food and beverage packaging 
that is environmentally friendly,” Vice 
President Key Accounts and Industri-
al Packaging Sales Natasha Galavotti 
says. “Seda serves the top companies 
in the industry around the world.”

Coming to America
Seda Group traces its roots to Italy in 
1964 when Salvatore D’Amato found-
ed it as an ice cream packaging com-
pany. Ever since, it has been providing 
innovative packaging solutions and 

expertise for some of the most trusted 
and prolific brands around the globe. 
Today, Seda Group has 12 manufac-
turing locations and facilities in more 
than 10 countries, making it one of the 
world’s largest packaging manufactur-
ers for branded products.
 The organization entered the U.S. 
market in 2011. It constructed a brand-
new, state-of-the-art facility in Mount 
Pleasant, Wis.  This large operation 
is centrally located in the Midwest, 
featuring the latest production capa-
bilities, differentiating the company 
through high definition printing tech-
nology, product innovation, and supe-
rior customer service.  
 Seda’s goal is to be the best in its 
field worldwide while operating in 
a sustainable manner. Seda is a ma-
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ART MEETS SCIENCE
BUILDING A PRESENCE IN THE UNITED STATES IN RECENT YEARS, 

SEDA NORTH AMERICA IS SHOWCASING ITS CAPABILITIES AS A 
FOOD AND BEVERAGE PACKAGING LEADER.  BY ERIC SLACK

Packaging Solutions   Seda North America

www.sedapackaging.com / Headquarters: Mount Pleasant, Wis. / Specialty: Packaging solutions

SEDA’S GOAL IS TO BE THE BEST IN 
ITS FIELD WHILE OPERATING IN A 
SUSTAINABLE MANNER.
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Seda North America «

“we are known for high-quality, innovative food and 
beverage packaging that is environmentally friendly. 
seda serves the top companies in the industry around 
the world.” - Natasha Galavotti

jor player in Europe and becoming a 
major player here, as it differentiates 
itself through innovation in products 
and process as well as superior cus-
tomer service.

Making its Mark
Since entering the U.S. market, Seda 
has quickly established itself. In 2012, 
it introduced its Double Wall hot and 
cold paper cups to the North Ameri-
can foodservice market. Designed to 
keep hot and cold beverages at their 
optimal temperatures longer while 
giving consumers a superior beverage 
experience, Seda’s Double Wall cups 
were originally introduced into the 
European market in early 2000, using 
a patented technology to create an in-
sulating air chamber between an ex-
ternal sleeve and an internal cup. 
 In 2013, the Specialty Coffee Asso-
ciation of America (SCAA) honored 
Seda North America by naming the 
Double Wall hot cup and the unique 
Turn & Go re-closable lid design as 
winner of the Best New Product – 
Packaging Award. The combination 
of the Double Wall cup and the Turn 
& Go lid with Seda’s industry-leading 
10-color printing capability, custom 

prints or Viaggio™ stock design al-
lows the company to provide coffee 
shop and foodservice operators with 
powerful marketing and promotional 
brand-building tools.
 

Seda North America has achieved oth-
er milestones in the last few years. 
The company has achieved the Glob-
al Food Safety Initiative (GFSI) Food 
Safety System Certification (FSSC 
22000) standard. It also launched an 

innovative, high-barrier snack con-
tainer in the North American market 
that offers a sustainable, portable 
package with high-quality graphics for 
the ultimate customer experience. In 
addition, it was one of 32 companies 
selected for the Wisconsin Sustain-
ability program.
 Seda North America will continue to 
seek out ways to build its business in a 
very competitive climate. Although its 
customers and prospects have many 
options, the company feels its pen-
chant for innovation can make a differ-
ence in the market. At the same time, 
its ties to the wider Seda Group allow it 
to take advantage of more than 50 years 
of experience. 
 The company expects the food-
service industry in North America to 
continue to face sustainability chal-
lenges, which works in Seda’s favor. 

The company has a strong grasp of 
how to make products with a sustain-
able lifecycle, and it believes its Eu-
ropean heritage can help it lead the 
industry in North America toward a 
more sustainable future. ppi



When J.R. Cole Industries Inc.’s 
customers have problems, the com-
pany reacts to them quickly, Vice 
President of Manufacturing Lee 
Swope says. “We never let them fes-
ter,” he asserts. “If they’re having an 
issue, we usually get back to them 
within hours.”
 Based in Charlotte, N.C., J.R. 
Cole provides prepress services, 
folding cartons, pressure-sensitive 
labels, shrink sleeves and tam-
per-evident banding. Founder Bob 
Cole started the company in 1979, 
making packaging for the consumer 
electronics market. 

 “The market at that time con-
sisted of audio tape, video tape and 
floppy computer disks,” Swope says. 
“When this market changed due to 
technological advances, we moved 
into the spirits and pharmaceutical 
markets where we are today. 
 “Although these markets may ap-
pear different, they are very similar 
because of their interaction with 
federal regulations,” he continues. 
“We have learned to respond very 
quickly to the demands of the ATF 
and the FDA regulations; particular-
ly our Prepress Division.”
 In the distillery market, J.R. Cole’s 

customers include nearly all mid-
sized distilleries. J.R. Cole also caters 
to major firms in the pharmaceuti-
cal market. This segment takes up 
the majority “of what goes on here,” 
Swope says.

Necessary Investments
J.R. Cole continuously reinvests 
in itself, Swope says. Recently, the 
company had to make changes to 
meet the needs of the shrink sleeve 
market, which has evolved dramat-
ically in the past three to five years. 
 “Eight years ago, we had only one 
shrink sleeve customer and it was a 
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FAST ON ITS FEET
J.R. COLE CAN ACT QUICKLY WHEN IT COMES TO MAKING DECISIONS AND SERVING ITS CLIENTS.  BY ALAN DORICH

J.R. COLE INDUSTRIES SAYS ITS 
QUICK REACTION TIME IS ONE OF 
ITS PRIMARY ADVANTAGES IN THE 
MARKETPLACE.

Packaging Solutions   J.R. Cole Industries Inc.
www.jrcole.com / 2013 sales: $50 million / Headquarters: Charlotte, N.C. / Employees: 220 / Specialties: Prepress services, folding cartons,
 pressure-sensitive labels, shrink sleeves and tamper-evident banding / Lee Swope, vice president: “You need to watch the quality from the very beginning.”
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very small market,” Swope says. “Now, it’s close to 25 per-
cent of our business.” 
 To adapt, J.R. Cole expanded its shrink sleeve capabil-
ities. “We’ve bought several pieces of equipment to seam 
the film, die cutters, and inspectors and inserters,” he says.
 J.R. Cole also recently installed eight new label press-
es “and replaced all of our old, gear-driven presses with 
servo presses,” he says. “We’re also pretty much state-of-
the-art in the carton area.”

Quality Control
J.R. Cole focuses strongly on manufacturing quality, 
Swope says. The company has implemented guidelines 
for its workers and implemented controls that “watch 
the quality from the very beginning to the last step of the 
operation,” he says.
 Thanks to these controls, J.R. Cole can determine where 
something went wrong if the customer has a problem with 
its products. “If we have a material problem or an ink prob-
lem, we can go right back to that manufacturer,” he says. 
“We can tell them which batch gave them the issue.”
 
Smooth Operators
Swope joined J.R. Cole in 1980. “I was actually employee 
No. 6,” he recalls, noting that he now manages its three 
manufacturing plants. Employee longevity is common 
throughout the company, he adds, with tenure of 15 years.
 “These folks really know their jobs,” he declares. “You 
can buy the best equipment in the world, but if you don’t 
have good operators, you’re not going to get a good prod-
uct off of that equipment.”
 Swope also enjoys the company’s close work environ-
ment. “It makes me proud to be able to go into a plant 
and talk to the people on the floor,” he says. “Everybody 
knows my first name and I know their first name.”
 It is also an environment where decisions are made 
quickly, Swope says. “If we see a new market that we want 
to enter, we make the decision we’re going to go after 
that market, go ahead and formulate a plan, and buy new 
equipment,” he says. “We’re very fast on our feet.”

Growing Forward
Members of the Cole family will continue to be involved 
in J.R. Cole, Swope says. “[Bob] Cole has a couple of sons 
who will probably wind up running the company,” he pre-
dicts, adding that it has hired new, young employees, as 
well. “We’re grooming these people to take over someday.”
 J.R. Cole’s expansion plans include the addition of 

another label plant. The current location has 11 presses, 
which is atypical for this industry, Swope says. “Most of 
your plants may have seven presses,” he says. “A large la-
bel company may have 30 presses or so, but they’re bro-
ken out into different locations.” ppi

J.R. Cole Industries Inc. «

J.R. COLE INDUSTRIES SAYS IT IS 
DEDICATED TO USING THE MOST 
ADVANCED EQUIPMENT IN ITS 
MANUFACTURING FACILITIES.



Corrugated and paper packaging 
are what Ideon Packaging manufac-
tures, but its people are what are most 
important to the company. “For me, 
it is all about people,” Rick Van Poele, 
CEO and president says. “It is not 
about assets and equipment.”
 Ideon Packaging is annually named 
a top place to work, including last year 
when it was dubbed the best manufac-
turing workplace in British Columbia. 
“We have won awards the past three 
years as a best place to work,” Van 
Poele says. “That is a huge focus for us. 
We treat our people very, very well.”

 One of Ideon Packaging’s priorities 
to keep employees engaged and in-
volved in many facets of the business. 
“Everybody has a say in the business,” 
Van Poele explains. “We are engaging 
our people constantly.”
 The company also rewards its work-
ers with benefits that include retire-
ment fund matching, monthly profit 
sharing and competitive salaries. The 
company also provides employees’ 
birthdays off and hosts frequent so-
cial events. 
  This includes charitable activities. 
For example, Ideon Packaging created 

the charity 4 The Kids eight years ago. 
“We put the charity 4 The Kids in place 
so team members can be involved in 
the community,” Van Poele says. “4 
The Kids is something I really want-
ed to do since I started the business. 
Ideon Packaging donates a bunch of 
money to the community. This gives 
everyone a way to help and give back.”
 Ideon Packaging also organizes 
clothing drives. “We have collected 
more than 30,000 pieces of clothing 
donated by team members, their fam-
ilies and friends,” Van Poele says. “We 
also have people who bring in their 
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PEOPLE FIRST
WITH ITS EMPHASIS ON GIVING TO THE COMMUNITY, IDEON PACKAGING 

IS CONSISTENTLY NAMED A TOP PLACE TO WORK.  

IDEON PACKAGING WORKS WITH ITS 
CUSTOMERS BY PROVIDING QUICK 
TURNAROUNDS ON ORDERS AND 
HIGH-QUALITY SERVICE.

Packaging Solutions   Ideon Packaging
www.ideonpackaging.com / Annual revenue: $26 million / HQ: Richmond, British Columbia / Employees: 60 / Specialty: Corrugated sheet plant /  
Rick Van Poele, CEO and president: “We are very focused on our customers.”
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pop cans and bottles and we collect 
that money to donate to the children’s 
hospital and different Christmas 
funds in the area.”
 The company also collects shoes in 
a charitable drive for the organization 
Rubens Shoes. “At the end of the day, 
it is all about doing the right thing,” 
Van Poele says. “When we do the right 
thing, people want to work here and 
they want to be involved.”

Expanding Business
Ideon Packaging started in a 
20,000-square-foot facility 13 
years ago. In 2006, it built a new 
63,000-square-foot facility. “Basi-
cally, the business had grown to the 
$10 million range so that we needed 
more space,” Van Poele says. “Sales 
continued to grow and Ideon Pack-
aging added another 20,000 square 
feet in 2010.”
 “Ideon’s growth over the past 10 
years has been rapid,” the company 
says. “From its humble beginnings on 
Annacis Island to a custom facility in 
Richmond [British Columbia], Ideon 
has grown to 85,000 square feet span-
ning more than two buildings. With 
our latest addition of a three-color 
rotary die cutter, Ideon’s advance-
ment continues.”

 Corrugated boxes, graphic solu-
tions, automation and stock boxes 
are top offerings. Why do its custom-
ers buy corrugated boxes from Ideon 
Packaging? “The answer is service,” 
the company says. “We understand 
that quality is a given; quality is not ne-
gotiable. Service is speed of response 
and consistency.” 
 Its approach to working with cus-
tomers includes offering quick turn-
arounds and exceptional custom-
er service. The company answers 
phones in two rings or less, does not 
use an automated phone system and 
provides estimates in less than four 

hours. Ideon Packaging also pro-
vides samples in less than 24 hours, 
its salespeople return calls within 30 
minutes and it delivers boxes in five 
days or less.  
 “We are very focused on our cus-
tomers,” Van Poele says. Two years 
ago, the company installed a large 
format digital press. This press is for 
short run high graphic packaging and 
POP displays. Ideon can design a dis-
play and do a one off through the digi-
tal press to show the customer exactly 
what they are going to get. “This is a 
huge advantage to selling into the POP 
market,” Van Poele says. ppi

IDEON PACKAGING STRIVES TO KEEP 
EMPLOYEES  ENGAGED AND INVOLVED 
IN MANY FACETS OF THE OPERATION.

Ideon Packaging «

THE COMPANY’S PRIMARY PRODUCT 
OFFERINGS ARE CORRUGATED 
BOXES, GRAPHIC SOLUTIONS AND 
STOCK BOXES.



The current economic environ-
ment has been rocky, but JKG Group 
has coped well. The company contin-
ues to grow and add new customers, 
CEO Bruce Gittlin says. JKG’s expe-
rienced and dedicated personnel pro-
vide the responsiveness and collabo-
rative customer experience.
 “The reason for that is that we 
have worked diligently to improve 
our products from a technological 
standpoint,” he says. “It’s all done 
for the purpose of listening to our 
customers and helping them create 
their marketing programs, which 
also helps them to assist in achieving 
their sales goal.”

 Based in Boca Raton, Fla., JKG 
Group operates “as a marketing sup-
port services company,” Gittlin says. 
“What that means is we work with our 
customers’ marketing groups to sup-
port them and help them achieve the 
respective goals of the sales group.”
 He notes that the company started 
operations in 1984 as JKG Printing and 
Graphics. When the Gittlin Cos. ac-
quired the company a decade later, it 
was a large, quick printing operation. 
 The firm grew into a commercial 
printing operation that moved into 
offset and digital printing. Today, 
Bruce Gittlin says, the company is a 
leader in its industry. 

 “We are growing rapidly,” he says. 
“We service accounts nationally and 
internationally, and are especially 
strong in the Southeastern region of 
the country.” 

Printing and Packaging
JKG Group has two sister businesses, 
including MarCommand, which offers 
a distributive online marketing and 
fulfillment program. “It is extremely 
user friendly and robust,” Gittlin says, 
noting that it facilitates the manage-
ment of assets, including marketing 
materials and customer data.
 With MarCommand, customers 
“can set a program on a predeter-
mined basis to do printing and mail-
ings,” he says. “It also provides the 
customers with the ability to manage 
their assets and also standardize their 
nomenclature and copy throughout 
the organization.”
 JKG Group also has JKG Packaging, 
which provides design, prototype, 
production and fulfillment services 
for retail packaging. “We design [the 
package] with our customers’ goals 
and objectives,” he says. 

Product Pride
JKG Group’s products have won it a 
leadership position, including NoS-
tone, which performs data analytics 
of marketing information and helps 
users make more directed mailing de-
cisions. “NoStone produces a better 
return on investments by reducing 
our customers’ costs and by better 
refining the mailing lists that they’re 
dealing with,” Gittlin explains.
 This results in lower costs in mar-
keting and postage. “That achieves a 
much higher return on the mailings 
that go out,” he says. “[When] you 
put the two together, you get a much 
higher return on investment for the 
respective mailing program.”

Packaging Solutions   JKG Group
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STRONG SUPPORT
JKG GROUP STRIVES TO HELP ITS CLIENTS ACHIEVE THEIR GOALS. 

BY ALAN DORICH

www.jkgprint.com / Headquarters: Boca Raton, Fla. / Employees: 100 / Specialty: Marketing support services /  
Bruce Gittlin, CEO: “We have worked diligently to improve our products from a technological standpoint.”

AS A MARKETING SUPPORT SERVICES 
OPERATION, JKG GROUP SERVES ACCOUNTS 
NATIONALLY AND INTERNATIONALLY.
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	 The	 company’s	 products	 also	 include	 Kleenery,	 a	 coat-
ing	 that	 is	 printed	 via	 microcapsules	 onto	 printed	 materi-
als	that	are	frequently	handled.	With	Kleenery,	the	printed	
materials	 remain	 fresh,	 which	 makes	 it	 an	 ideal	 fit	 for	 the	
healthcare,	foodservice,	airline	and	hospitality	industries.	
	 JKG	 Group	 also	 has	 Perfect	 Scents,	 which	 is	 a	 scented	
product	 that	 the	 company	 can	 add	 to	 its	 clients’	 printed	
materials	 thanks	 again	 to	 microencapsulation	 technology.	
“The	 smell	 very	 much	 effects	 an	 individual’s	 reaction	 to	 a	
given	marketing	brochure,”	Gittlin	says.
	 The	 company	 has	 nearly	 100	 different	 scents	 for	 its	 cli-
ents	to	choose	from.	
	 “If	you	were	a	cruise	line	and	you	were	sending	out	a	mar-
keting	piece	in	the	mail,	[you	could	add]	the	scent	of	suntan	
lotion	or	a	piña	colada,”	he	explains.

Growing Nicely
JKG	Group’s	industry	has	seen	an	increased	use	in	digital	
marketing	and	social	media,	but	the	need	for	printed	ma-
terials	has	not	slowed	down.	When	social	media	brings	up	
an	 image	 on	 a	 computer	 screen	 for	 a	 matter	 of	 seconds,	
“The	chances	of	it	registering	or	taking	hold	are	limited,”	
Gittlin	says.
	 “On	the	other	hand,	if	someone	pulls	a	piece	of	advertis-
ing	literature	out	of	the	mailbox	they	typically	stop	and	look	
at	 it,”	 he	 says.	 “There’s	 a	 higher	 return	 in	 terms	 of	 taking	
hold	with	the	customer.	So	in	fact,	our	print	mail	is	growing	
very	nicely.”

An Effective Move
JKG	Group	sees	a	strong	future	ahead	as	it	moves	from	its	
location	in	Boca	Raton	to	Deerfield	Beach,	Fla.	“We	are	re-
locating	three	facilities	into	one	so	that	we	will	have	every-
body	located	in	the	same	location,”	Gittlin	says.
	 “It	will	be	a	very	effective,	efficient	move	for	us,”	he	says,	
noting	that	it	will	span	nearly	100,000	square	feet.	“There	
will	 be	 better	 communication,	 even	 though	 it’s	 been	 good	
[previously].”
	 The	new	facility	will	be	finished	in	April.	“Having	every-
body	under	one	roof	will	be	very	important	for	the	JKG	fam-
ily	and	will	create	the	beginning	of	a	new	JKG,”	he	says.	ppi

JKG Group «

“we work with customers’ market-
ing groups to support them and 
help them achieve the respective 
goals of the sales group.” 



The trend toward frequent re-
branding has created a great deal of 
activity in the labeling industry, but 
also represents a fundamental mar-
ket change for printers such as Cali-
fornia-based Label Impressions Inc. 
Companies no longer want to hold 
large stockpiles of labels because the 
design of the box or logo could change 
in six months. Rebranding has made 
it difficult to forecast orders so Label 
Impressions has made hefty invest-
ments in equipment and green energy 
to continue growing its business while 
improving profit margins.
 Ted Salisbury founded Label Im-
pressions in 1988 as a small printer 
with three presses doing a few hun-
dred thousand dollars in sales each 
year. It was Ted’s son, Jeff Salisbury, 
who grew the business into the mid-
sized labeler category with revenues 
over $10 million annually. Label Im-
pression’s workforce has expanded 
with its sales, going from five employ-
ees in the late 1980s to nearly 50 today.

Modern Equipment
Throughout that growth, Jeff Salis-
bury, now owner and president, has 
continued to invest in the latest 
printing and labeling technologies to 
ensure Label Impressions remains a 
service-driven company. Label Im-
pressions now has six 17-inch-wide 
Nilpeter presses and is certified in 
high-definition flexographic printing, 
the highest standard in label and flex-
ible film printing. 
 Several recent equipment invest-
ments have been aimed at improv-
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INVESTING IN GREEN
LABEL IMPRESSIONS COMBINES SUSTAINABILITY EFFORTS WITH A WIDE RANGE 

OF SERVICES TO MEET CUSTOMER DEMANDS. BY TIM O’CONNOR

A LABEL IMPRESSIONS EMPLOYEE OPERATES 
A NARROW WEB PRESS, ONE OF MANY 
PIECES OF EQUIPMENT THAT FIT A VARIETY 
OF PRINTING NEEDS.

Equipment & Materials   Label Impressions Inc.
www.labelimpressions.com / HQ: Orange, Calif. / Employees: 50 / Specialty: Packaging labels / Jeff Salisbury, owner and president: “We realized 
focusing on sustainability makes us a better, more efficient company.”
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ing the efficiencies and abilities Label 
Impressions can offer customers. The 
entire production facility has been 
outfitted with a trim removal system, 
which allows the company to purchase 

narrower material, increase run speeds, 
decrease waste and ultimately lower 
costs to the customer. Every press now 
has cold foiling equipment while one 
17-inch machine is outfitted with a butt 

splicer,  turret rewinder, and ink pumps 
allowing it to operate 24/7 on larger label 
and film runs. The company’s new equip-
ment allows for rotary screen printing, 
shrink film, pouch film and stand-up 
pouches. An online proofing system also 
has streamlined the pre-press process 
by sending clients text or email notices 
whenever changes are made.

Label Impressions Inc. «

Precision AirConvey, Inc. PAC is an international 
leader in the manufacture, installation and service of trim 
and matrix removal systems for the label, paper, film & 
sheet, and related industries. PAC is excited to support 
Label Impressions’ commitment to the environment 
by retrofitting the company’s Orange, Calif. plant with a 
matrix waste removal system in 2015. The PAC system will 
reduce Label Impressions’ material usage by 1.67 percent, 
keeping nearly 1.5 million square feet of waste from 
landfills each year. By saving an estimated $132,000 in 
annual material costs and $78,000 in downtime savings, 
the PAC system will pay for itself in less than one year. The 
Delaware-based Precision AirConvey Corporation has 
performed installations of its systems in all U.S. regions 
and on five continents worldwide.

THE PLATE MOUNTING MACHINE IS 
ONE OF THE PIECES OF EQUIPMENT 
THAT HAS IMPROVED EFFICIENCY.



	 Although	 the	 focus	 is	 labeling,	 the	
company	is	capable	of	handling	com-
plex	 turnkey	 products	 as	 well.	 Salis-
bury	gives	the	example	of	a	customer	
that	produces	hand	wipes:	Label	Im-
pressions	 prints	 the	 packaging	 film,	
inserts	the	wipes	and	ships	the	prod-
uct	for	distribution.	
	 “There’s	 not	 a	 lot	 we	 can’t	 do,”	
Salisbury	says	proudly.
	 The	 total	 value	 of	 investments	 in	
2014	 was	 $1.5	 million,	 and	 Label	 Im-
pressions	 recently	 spent	 another	
$500,000	 for	 more	 modern	 finishing	
and	 inspection	 equipment.	 That	 has	
allowed	jobs	to	move	from	printing	to	
out-the-door	 in	 the	 same	 day.	 “We’ve	
dramatically	 reduced	 our	 work-in-
progress	inventory,”	Salisbury	says.
	 Labels	 Impression	 operates	 one	
30,000-square-foot	facility	with	about	

10,000	 square	 feet	 of	 storage	 space,	
but	the	company	is	planning	a	second	
manufacturing	 facility	 in	 California.	
That	 new	 location	 would	 specialize	
in	 making	 shrink	 sleeves	 and	 unit	
cartons;	 however,	 the	 expansion	 plan	
is	 still	 in	 the	 early	 stages	 and	 Salis-
bury	declined	to	share	further	details.	
“There’s	 a	 lot	 of	 change,”	 Salisbury	
adds.	 “We’re	 constantly	 reinvesting	
in	the	company.	Employees	get	pretty	
excited	in	that.”

Serving Clients
The	 wide	 range	 of	 capabilities	 has	 at-
tracted	nearly	6,000	customers	to	La-
bel	 Impressions.	 “People	 come	 to	 us	
with	their	difficult	jobs	when	it	has	to	
be	really	high	quality,”	Salisbury	says.	
Much	 of	 that	 business	 stems	 from	
West	 Coast	 clients,	 but	 Label	 Im-
pressions’	 booklet	 and	 coupon	 work	
has	 drawn	 companies	 from	 the	 East	
Coast	as	well.	Among	those	buyers	are	
marketing	experts,	food	and	beverage	
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LABEL IMPRESSIONS HAS SIX NILPETER 
PRESSES, WHICH REPRESENT THE 
LATEST IN LABELING TECHNOLOGY.

» Label Impressions Inc.

Nilpeter …Customer Care: We at Nilpeter put a great deal of pride in Customer Care. Whether it’s commissioning, 
training, technical assistance, follow-up maintenance or parts and service, Nilpeter is with you every step of the way. 
We offer comprehensive service, maintenance, and condition statement programs for all presses, tailored to fit your 
needs, and our strong team of technicians provide excellent know-how and unmatched support worldwide. We know 
that close partnerships build success, and that is why your challenge is our commitment. 
 A true global partner: With nearly 100 years of engineering expertise, and in-depth, global industry knowledge, 
we deliver outstanding flexibility, quality and cost effectiveness, covering all printing processes, including flexo, 
gravure, digital, offset and screen. With key production facilities in Europe, Asia, and the USA, subsidiaries, branch 
offices and agents in 65 countries, and more than 500 employees worldwide, Nilpeter is a true global printing partner, 
streamlining the process and delivering complete printing solutions to meet your local needs quickly, selling and 
servicing label printing presses across the globe.
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companies and cosmetic retailers. In addition to capabili-
ties, Salisbury says customers are looking for a strong value 
proposition, which Label Impressions can provide. 
 Being able to fit the scale of virtually any job is another 
way Label Impressions has improved service to customers. 
Although large clients might need a few million labels each 
week, digital technologies allow the company to print runs 
for orders as small as a few hundred labels for customers 
that want to test a new design or have fresh stock for a trade 
show. Once that customer is ready to turn the test design 
into a full-fledged rollout, Label Impressions can move the 
product over to the HD flexographic press, which is able to 
match the near-perfect quality of digital at a lower per-unit 
price. “There’s no trade off for [the client] when they make 
that switch to lower their cost,” Salisbury says.

Green Conscious
Creating an environmentally sustainable company has been 
one of Salisbury’s missions. The company has been carbon 
neutral since 2005, utilizes wind power for a portion of its 
energy needs and is certified by the Forestry Stewardship 
Council. Clients have noticed the prioritization of green ef-
forts and Salisbury explains sustainability is now being fac-
tored into the bidding process. “It does push people in our 
direction,” he says.
 A green mind may clear Salisbury’s conscience, but sus-
tainability efforts are also important to the bottom line. La-
bel Impressions recently invested in a battery storage system 
that can hold excess energy created by solar and wind power 
during peak periods of production, and then tap into that 
stored electricity during off-peak times. The end-result is a 
stable power output from renewable energy sources. That 
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» Label Impressions Inc.

“there’s a lot of change. we’re constant-
ly reinvesting in the company. employees 
get pretty excited in that.” - Jeff Salisbury

MODERN EQUIPMENT HAS ENABLED 
LABEL IMPRESSIONS TO SCALE ITS 
SERVICE TO EACH CUSTOMER.
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battery system has allowed Label Im-
pressions to cut its energy use by 60 kilo-
watt hours, reducing electricity costs.
 To better understand its power use, 
Label Impressions installed  cutting edge 
energy-monitoring software paired with 
a large battery storage system. The com-
pany then formed an energy efficiency 
team comprised of employees who meet 
regularly with an energy consultant to 
develop ways to cut the company’s pow-
er consumption. The team has since pro-
posed a facility-wide lighting switch to 
LED bulbs and the use of occupancy sen-
sors to automatically turn off lights when 
no one is in a room. Salisbury estimates 
those measures will free up between 80 
and 100 amps of power each day.
 The commitment to sustainability 
even goes beyond reducing energy use. 

In 2009, Label Impressions developed 
FiberStone, a tree-free paper made of cal-
cium carbonate blended with a non-tox-
ic film. The product is waterproof but 
uses no water or chemical bleaching. 

Salisbury explains FiberStone fits per-
fectly into Label Impressions’ message 
and philosophy. “We realized focusing 
on sustainability makes us a better, more 
efficient company,” Salisbury says. ppi

Label Impressions Inc. «

INVESTMENTS IN WIND POWER AND 
ENERGY MONITORING SYSTEMS 
HAVE HELPED LABEL IMPRESSIONS 
BE CARBON-NEUTRAL SINCE 2005.



Whether being used for industrial 
or sanitary purposes, conveyors from 
Dorner Mfg. Corp. really keep things 
moving. Director of Sales Matt Jones 
says the company’s products touch on 
over 1,200 standard industrial classifi-
cations. “We have a very wide product 
line,” Jones asserts. “We really have 
two paths to the customer. We make 
products that are geared toward appli-
cations as different as metal stamping 
and metalworking, and pharmaceuti-
cal and food.” Sometimes those lines 
are easily blurred. 
 “So in food and packaging – if 
you’re on the hygenic side of the wall 
– everything has to be sanitary and 
stainless steel and designed for daily 

washing,” he continues. On the other 
side of the wall in primary or second-
ary packaging, daily washdowns of 
the conveyors may not be necessary, 
so they can be made from stainless 
steel or even aluminum.
 “We’ve got a pretty unique position 
in the marketplace,” Jones maintains. 
“Why we’re successful is we make a 
preengineered conveying solution 
that is really geared toward speed.” To 
the customer, that means getting con-
veyors to them fast. Customers can 
access an online configurator 24/7 to 
design a conveyor.
 The configurator will guide them 
through a series of questions about 
the width, length, elevation changes, 

curves, accessories and more. If cus-
tomers need help choosing the right 
solution, the product selector feature 
will ask a series of application-related 
questions intended to guide them to the 
right conveyor. They can then enter the 
appropriate specifications. In both cas-
es, the tool will deliver a complete bill 
of materials and the ability to download 
a variety of drawing types, all available 
within minutes. Customers then can 
request a quote for the product. 
 “In relatively short order, we send 
that off to our sales channel and 
have that quoted,” Jones says. “The 
customer can oftentimes receive a 
preengineered conveying solution in 
as short as three to 15 days from re-
ceipt of order, depending on the com-
plexity of their conveying request.”
 For more complicated systems, 
Dorner Mfg. Corp. established a solu-
tions group two years ago. “We’ll 
take on complex conveying solutions 
with requirements that are really tai-
lor-made to the customer’s applica-
tions,” Jones says. These can include a 
vacuum conveyor, one with a lift gate 
or retracting tail and many more op-
tions, thereby allowing customers to 
achieve their product-handling goals. 
All of the company’s conveyors are 
built-to-order. 

Manufacturing Efficiency
The company’s conveyors are sold 
mainly in the United States, Canada 
and Mexico, but they also are dis-
tributed in Europe, South America, 
Australia and Asia. “We have multiple 
people on staff who can speak Span-
ish and can support Mexico and Cen-
tral and South America with Spanish 
language fluency,” Jones says. “We 
have regional managers strategically 
located around the country, and that 
group is growing. We have a network 
of distributors that is located across 

Equipment & Materials   Dorner Mfg. Corp.
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BEST SOLUTIONS
WHEN A PRODUCT HAS TO BE MOVED FOR MANUFACTURING OR 

PACKAGING, DORNER MFG. CORP. CAN PROVIDE THE RIGHT CONVEYOR 
TO DO THE JOB.  BY RUSS GAGER

www.dornerconveyors.com / Headquarters: Hartland, Wis. / Employees: 195 / Specialty: Conveying solutions / Matt Jones, director of sales: 
“We’ll take on complex conveying solutions with requirements that are really tailor-made to the customer’s applications.”

ALL OF DORNER MFG. CORP.’S CONVEYORS – 
SUCH AS THE SMARTFLEX – ARE BUILT-TO-ORDER. 
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the country and in key markets around the world, includ-
ing Canada, Mexico, Chile, England, Germany, India and 
the Netherlands.”
 Dorner Mfg.’s quick lead times have been made possible 
by its use of lean manufacturing techniques. “We’ve em-
braced lean manufacturing since 2001,” Jones recalls. “That 
is what on the manufacturing side allows us to hit these rap-
id lead times. We’re used to juggling many priorities on a 
daily basis and ship dozens of conveyors every day.”
 The company has more than 100,000 square feet of 
manufacturing at its headquarters in Hartland, Wis. It ob-
tains rollers and motors from third-party suppliers but roll 
forms the conveyor’s frames and tig welds the stainless steel 
frames. A competitive advantage is that it makes its own 
pulleys and belts. 
 “We have a belt process that is exceptional – it is really 
very unique in the conveyor industry, how we’re doing it 
and supplying our own belting,” Jones maintains. “We re-
ceive raw material and we cut and splice that accordingly.” 
Conveyor belts can be made of fabric belting or plastic chain 
materials. “We have rolls of materials in inventory, and we 
take that and cut it to length,” Jones says. “Doing the belting 
gives us more control, faster delivery and better quality.”

Conveying Growth
Dorner Mfg. is experiencing significant growth. “We’ve 
been growing nicely,” Jones says. “We’re constantly adding 
new equipment. We’ve expanded our labor force by 25 per-

cent in the last one-and-a-half years. We’re sending a lot of 
conveyors out to companies across North America. Where 
we’ve seen our biggest growth is in the United States be-
cause customers know they can buy conveyors from us and 
they will get them fast.”
 The company has a network of regional managers to 
provide local support and a substantial field service group. 
“We’ll send service people globally if needed,” Jones de-
clares. “Most of our field service is done across North Amer-
ica, but we just sent a person to Chile to do some local sup-
port and product training.”
 For the future, Dorner Mfg. plans to seek additional busi-
ness in Asia. “We have a very strong sales channel in India,” 
Jones notes. “They are doing a nice job for us. Our goal is to 
grow by adding new products. We have been on a new prod-
uct introduction trajectory for the last four or five years that 
saw us adding two new product platforms year-over-year. 
This new product growth will help us develop more custom-
ers in Mexico and Central and South America, as well as in 
the U.S. and Canada.” ppi

Dorner Mfg. Corp. «

DORNER MFG. USES LEAN MANUFACTURING AND 
ACHIEVES QUICK LEAD TIMES FOR PRODUCTS 
SUCH AS ITS SMARTFLEX PALLET SYSTEMS.



Since 1980, Ohio-based 3 Sig-
ma Corp. has been recognized as a 
thought leader in the development of 
coating and laminated products for 
the labeling industry. Vice President 
of Sales and Marketing Terry Cudney 
says the expertise and development 
know-how that the company offers 
are just as important to its customers 
as the actual physical products it man-
ufactures. “Everybody thinks that all 
companies have a product line, and 3 
Sigma does and doesn’t,” he says. 
 Thanks to the company’s diverse ca-

pabilities and dedication to research 
and development, Cudney adds, 3 Sig-
ma has become a go-to provider for 
customers looking to develop their 
own proprietary labeling products. 
Although much of what the company 
does is made especially for specific 
customers, 3 Sigma also is a leader in 
the production of standardized prod-
ucts used across a wide cross-section 
of the labeling market. 
 The company was founded with a 
focus on making price labels, but over 
time 3 Sigma has diversified to add a 

wide array of capabilities. Cudney says 
this has allowed the company to foster 
a unique customer base that is more 
diverse than virtually any other com-
pany in the label space. He says the 
majority of the company’s business 
serves label stock converters, but its 
products touch almost every indus-
trial application imaginable, and the 
company continues to expand outside 
of label stock into other sectors of the 
market. No matter who it serves, Cud-
ney says, 3 Sigma has become a vital 
contributor to its customers’ opera-
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CUSTOMERS COME TO 3 SIGMA CORP. BECAUSE THEY KNOW THE 

COMPANY HAS THE KNOWLEDGE BASE TO SOLVE THEIR LABEL NEEDS. 
BY CHRIS PETERSEN

3 SIGMA SAYS ITS TOP PRIORITY IS 
SPECIALIZATION, FOR THE BENEFIT 
OF ITS CUSTOMERS.
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tions, filling a niche few others would 
be able to. “We’re an extremely spe-
cialized company,” he says.
 Although the marketplace has be-
come extremely competitive in re-
cent years, Cudney says 3 Sigma has 
been adapting to the changes. He says 
a strong internal culture centered 
on customer service has helped the 
company maintain its edge over the 
growing number of competitors in the 
industry. But 3 Sigma’s ability to take 
on new capabilities and expand its of-
ferings to become even more valuable 
to its customers will be the key for the 
company’s continued success in the 
years to come. 

Positive Culture
Even though the company has exten-
sive capabilities thanks to its state-of-
the-art technology and internal exper-
tise, Cudney says 3 Sigma’s greatest 
advantage is its people. “I think the 
workforce here has a very positive, 
can-do attitude,” he says. “They seem 
to enjoy challenges and they seem to 
enjoy making difficult products.” 
 That works to the company’s ben-
efit because 3 Sigma manufactures a 
number of products that other coat-
ing companies either don’t have the 
capabilities to make or are unwilling 
to make them. As a matter of fact, 
Cudney says, 3 Sigma often receives 
referrals from its competitors when 
customers come to them looking for 
products that they are unable or un-
willing to take on themselves. “People 
come to us looking for things that they 
may not be able to get anywhere else,” 
he says.
 Among the company’s unique ca-
pabilities is 3 Sigma’s ability to create 
products of any web size, many times 
without running a full-sized web. “It’s 
a very different beast compared to 
what I’ve seen in the marketplace,” 

Cudney says. “I’ve seen some amazing 
things done with this equipment.”
 In recent years, 3 Sigma has added 
on to its stable of equipment to pro-
vide greater capabilities for its cus-

tomers. “The biggest change the com-
pany has gone through over the last 
10 years is that we acquired two sol-
vent coaters in 2006, and those have 
allowed us to get into adhesives and 

3 Sigma Corp. «



applications that we weren’t able to do 
before,” Cudney says. 

Adding Capabilities
3 Sigma has expanded its product lines 
into water-soluble stocks and adhe-
sives for the food industry, which Cud-
ney says represents a lot of untapped 
potential for growth for the company. 
Other types of products 3 Sigma has 
in its repertoire include dual-adhesive 
labels, which not every company in 
the industry wants to do because it is 
so specialized. For 3 Sigma, however, 
specialization for its customers is the 
company’s top priority. 
 To that end, 3 Sigma continues to 
look for new ways to fill more specific 
needs for its customers. For example, 
the company recently brought online a 
new 80-inch coater with multiple coat-
ing heads. 
 Cudney explains that the company 
wants to continue looking for opportu-
nities to add to its capabilities and find 
new, innovative equipment that can do 
things that are outside of the norm for 
the industry. 
 An example of specialization that 
3 Sigma is gearing up for is the rise of 
printed electronics, which includes 
labels that include RFID circuitry for 
easier location of items in a warehouse. 

“Labels are going to be able to do so 
much more in the future, it’s going to 
be amazing,” Cudney says. 

Still On Top
3 Sigma wants to differentiate itself 
from its rivals because the competition 
has attempted to increase their focus 
on the specialty market. Many of 3 Sig-
ma’s competitors have expanded into 
products that at one time were more 
or less exclusive to 3 Sigma. These de-
velopments have spurred the company 
to move outside of its pure label stock 
focus, and Cudney says it is the biggest 
challenge the company faces. 
 Not only is the competition chang-
ing, but Cudney says 3 Sigma has seen 
its customer base change, as well. As 
companies merge and acquire each 
other to become more competitive 
in the marketplace, fewer and fewer 
mom-and-pop operations are left. The 
larger companies that are taking their 
place also are putting a greater empha-
sis on controlling costs, meaning a lot 
of downgauging to more cost-effective 
materials and products. Despite the 
obvious challenges, however, Cudney 
says 3 Sigma has the people, equipment 
and capabilities in place to continue to 
hold onto its position as one of the best 
in the business. ppi
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3 SIGMA BELIEVES ITS GREATEST 
ADVANTAGE IS ITS PEOPLE, WHO 
HAVE A POSITIVE, CAN-DO ATTITUDE.
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“Our process helped expand the decorating palette for the commercial print market.

Breit Technologies is one com-
pany that can point to innovation as 
a major factor behind its creation. 
After President and co-owner Tim 
Cain discovered an application lat-
er known as Cast and Cure in 2004, 
he and partner Vice President and 
co-owner Bill Granfors created the 
company in early 2005. Driven by the 
need to develop alternative and cre-
ative decorating options for packag-
ing, the company has become a glob-
al provider of its trademarked Cast 
and Cure process to the commercial 
printing industry. 
 “Our process helped expand the 
decorating palette for the commer-
cial print market and has become 
a new standard for decorating and 
product enhancement,” Cain says. “It 
is a low-cost, sustainable and high-
ly effective process designed to en-
hance the shelf appeal to a wide range 
of product applications.”

Building the Market
Today, Breit provides in-line and off-
line equipment solutions as well as 
stock and custom casting films for the 
Cast and Cure process, also known as 
C2. The solutions encompass paper, 
paperboard, pressure sensitive, films 
and plastics, and metal and shrink 
materials. Breit continues to expand 
its product offerings including new 
equipment options, curing tech-
niques, and combinations of process 
and security applications for the com-
mercial print market. 
 The first to market with casting 
films and the equipment to support 

both sheetfed and web printers, Breit 
serves a wide range of printers around 
the world. Breit sells equipment and 
casting films directly to printers, but 
its end-customer is the designer or 
brand owner. 
 Its core area of focus is packaging. 
From prime labels to cartons to flexi-
ble packaging, Cast and Cure has been 
applied to large variety of product 
lines and become a staple decorating 
technique to enhance product dif-
ferentiation and shelf impact. “The 
acceptance by multiple billion-dollar 
brands encompassing several coun-

tries in virtually every continent in the 
world speaks to the impact the pro-
cess has made on the world of decora-
tive printing,” Granfors says. 

Enhancing the Experience
Cast and Cure is a decorative coating 
technique that manipulates the sur-
face of coatings to create visual and 
tactile effects to enhance the consum-
er shopping experience. The process 
casts the energy-curable coating and 
then cures the effect in the surface of 
the varnish. It took the company sev-
eral years to introduce and educate 

CHANGING THE GAME
PIONEERING A NEW GENERATION OF SOLUTIONS FOR THE COMMERCIAL PRINT MARKET HAS 

PROPELLED GROWTH FOR BREIT TECHNOLOGIES OVER THE LAST DECADE.  BY ERIC SLACK

BREIT TECHNOLOGY IS DRIVEN BY 
THE NEED TO DEVELOP ALTERNATIVE 
AND CREATIVE DECORATING OPTIONS 
FOR PACKAGING.



the marketplace about the technology 
and its potential applications.
 Breit Technologies says the Cast 
and Cure process encompasses a 
broad range of packaging materials 
and printing processes. It utilizes a 
recyclable film material to cast sur-
face effects into energy curable (UV 
LED and EB) varnishes and coat-
ings, which allows the film material 
to be reused several times, allowing 
for a fraction of the material needed 
through traditional methods. Be-
cause the Cast and Cure film is used 
just to emboss the surface of the var-
nish, there is no transfer of material 
to the package. This allows the pack-
ages recyclability to be unaffected by 
the Cast and Cure effect.

 As the 
c o m p a -
ny has 
f o c u s e d 
on its 
key in-
vestment 
areas, it 
has ex-
p a n d e d 
the use of 
UV LED 
as a curing 
m e t h o d 
for the 
Cast and 
C u r e 
p r o c e s s . 
The bene-
fits of LED curing have long 
been known to the printing 
world. Lower power con-
sumption, instant on and off 

(no warm up time), small machine 
footprint, no replacement of bulbs 
and reflectors, no ozone and re-
duced heat are all significant bene-
fits of the process. 
 “There have been many challenges 
with the implementation 
of LED curing into the 
p r i n t - ing market,” 
C a i n says. “These 
i n c l u d e the cost of the 
L E D lamp systems, 
L E D varnish costs 
and the availability of 
varnish- es to meet cus-
t o m e r specifications. 
O v e r the last few 

years, the 

costs of the systems and chemistry 
have dropped significantly and the 
availability of the LED varnish has 
become mainstream. There are now 
several ink and coating suppliers that 
have entire product lines dedicated 
to LED curing and specialty applica-
tions are readily available from sever-
al manufacturers.” 
 LED curing is now available on all 
Breit Technologies Cast and Cure 
equipment, he says. 

Trends and Challenges 
Among the packaging trends Breit 
Technologies is monitoring is the 
move away from rigid containers 
to flexible packaging. It has seen a 
major shift at all segments of the 

market to reduce the weight 
and cost of printed packaging. 
The move has been done to 
reduce the carbon footprint 
of these packaging materials 
as well as to reduce the cost. 
Breit Technologies says it of-
fers a full line of proprietary 
flexible packaging equipment 
options to support these var-
ious markets. 
 The other area that has 
changed the industry in re-
cent years is the expansion of 

digital printing. Although the 
technology has been around for 

several years in various forms, the 
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BREIT TECHNOLOGY IS USING ITS 
CAPABILITIES TO HELP CLIENTS 
REDUCE THE WEIGHT AND COST OF 
PRINTED PACKAGING.

» Breit Technologies

“the acceptance by 
multiple billion dol-
lar brands encompass-
ing several countries 
speaks to the impact 
the process has made 
on the world of deco-
rative printing.” 
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recent developments in high-speed, 
high-quality digital printing equip-
ment have transformed this printing 
option into a key tool for commer-
cial and packaging printers. “Breit 
will be showcasing a new line of dig-
ital finishing equipment options for 
this market at the 2015 Graph Expo/
CPP Expo in Chicago in September,” 
Cain says.  
 As with all international business, 
the global economy presents many 
challenges such as currency fluc-
tuations in the Eurozone, unrest in 
Eastern Europe, oil and fuel costs 
effecting supply costs and shipping 
expenses. Breit Technologies con-
tinues to work with a strong network 
of distribution sources globally to 
minimize customer disruptions and 
maintain a strong understanding of 
local market conditions. 
 Breit Technology’s main priority 
continues to be to focus on inno-
vation and product expansion. The 

company prides itself on its abil-
ity to provide customers with the 
equipment and casting film needs 
for their specific applications. 
 During the last several years, the 
company has expanded this to in-
clude additional effects outside of 
the standard holographic looks. Bre-
it Technologies offers matte and soft 
touch matte solutions that provide 
superior rub resistance characteris-
tics and consistent visual finishes. 
Expanding from the work it has done 
with the tactile effects of the soft 
touch, Breit Technologies is devel-
oping a new line of textured casting 
films to offer both visual and tactile 
enhancements using the Cast and 
Cure process’ low cost and sustain-
able model. 
 “This new textured line will offer 
many advantages to current meth-
ods, including reduced cost due to 
film reusability and spot application 
in selected areas,” Cain says. ppi

BREIT TECHNOLOGY’S MAIN PRIORITY 
IS TO FOCUS ON INNOVATION AND 
PRODUCT EXPANSION, WHILE  
MEETING CLIENTS’ CUSTOM NEEDS.
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For 23 years, AJ Adhesives Inc. 
has had low turnover among its staff, 
which is a key focus of owner and Pres-
ident Andy Schwartz. “I work hard on a 
daily basis for my employees,” he says. 
“It’s a conscious effort to keep them 
motivated and enthused to work.”
 This results in client loyalty for AJ 
Adhesives, Schwartz says. “At the end 
of the day, that’s what in my opinion 
keeps customers – that consistency 
and that brand reliability,” he states.
 Based in St. Louis, AJ Adhesives 
supplies industrial adhesives and ap-
plication equipment to multiple in-

dustry sectors. Schwartz started the 
company in 1992, after working for 
National Starch and Chemical Co.
 Today, AJ Adhesives employs a staff 
of 35 and enjoyed sales of $24 million 
last year. “Our growth has been fan-
tastic,” he says, noting that the market 
has been good to the company. 
 “There’s a lot of small, medi-
um-sized and even large companies 
that are underserved in the packag-
ing and the converting business,” 
Schwartz continues. The company’s 
major market served is food and bev-
erage packaging.

 This includes adhesives for cereal, 
cake mix and frozen food boxes. “We 
also do a lot of beverage packaging,” 
he says, noting that this includes la-
bels for soda, water, beer, wine and 
children’s juice boxes. 
 “We’re also heavy in the convert-
ing side,” Schwartz says. “[We serve] 
anybody who makes paper bags, enve-
lopes, magazines or folding boxes.”

Pretty Progressive
AJ Adhesives stands as a leader in 
its industry although it is modestly 
sized compared to some competitors, 
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STUCK ON SUCCESS
AJ ADHESIVES EXCELS AT SUPPLYING MARKETS SUCH AS FOOD AND BEVERAGE 

WITH HIGH-QUALITY PRODUCTS. BY ALAN DORICH

AJ ADHESIVES SUPPLIES INDUSTRIAL 
ADHESIVES AND APPLICATION EQUIPMENT 
TO MULTIPLE INDUSTRY SECTORS.
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Schwartz says. “We’re pretty progressive,” he asserts, not-
ing that the company stays abreast of state-of-the-art tech-
nologies, including systems for order tracking.
 The company also operates a survey system where every 
customer is asked to rate its service and whether they would 
recommend it to others. “That data gets tracked all the way 
through the order system,” Schwartz says.
 “If anyone had a complaint or issue, we’re dealing with it 
in real time,” he says. “I don’t know anyone in the industry 
that has a sophisticated ordering system like we do.”
 It also has upgraded its adhesive application equipment, 
with line sight verification systems that confirm the glue is 
applied to its clients’ packages. “Before, products used to go 
out to market and they’d start having failures because there 
wasn’t any glue on the package,” Schwartz recalls.
 “The cost for that recall is astronomical,” he states. “Now, 
it’s prevented, because everything is at the line of sight.”

Top Training
AJ Adhesives keeps the skills of its associates sharp. “We are 
a continuous learning organization,” Schwartz asserts. “I’m 
very proud of that.”
 This includes training from Gazelles Inc., a provider of 
executive education, coaching and technology services. 
Annually, “Our executives and managers go to two sem-
inars [from Gazelles founder and CEO Verne Harnish],” 
Schwartz says.
 AJ Adhesives’ employees also attend local and regional 
customer service training seminars, and Schwartz himself 
attends learning events held by Entrepreneurs’ Organiza-
tion. “Four of them are open to where we can bring key em-
ployees,” he adds.

Supplying Solutions
AJ Adhesives is coping with an industry that is trying to do 
more with less material, Schwartz says. For example, “A 
24-bottle [pack] of water used to have a case around it,” he 
recalls. “Now, it’s just shrink wrapping.”
 Food and beverage manufacturers also are manufacturing 
more single-serve products. “It cuts down on waste and it 
cuts down on packaging, too,” he says.
 “We’re bringing solutions to our customers whenever 
they’re faced with those challenges,” he says. “No longer can 
you supply just a product.
 “You have to supply solutions with your products,” 
Schwartz says. “That’s how the U.S. manufacturing sector 
has changed over the last six to nine years.” 
 Despite these challenges, Schwartz predicts a strong fu-

ture for AJ Adhesives that will include collaboration. “What 
I see is more of a sharing platform, where ... I may be going 
to one of my competitors to supply my customer,” he says. 
“I think the efficiencies and demands are going to drive the 
model to be something like that.” 
 Currently, the company has supply arrangements with 
distributors who use the same suppliers, gaining access to 
their inventory supply. Other arrangements for AJ Adhe-
sives have been mostly geographical. ppi
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Teaching Business
AJ Adhesives Inc. owner and President Andy Schwartz believes in helping to 
prepare young people for the workplace. He has participated in programs such 
as “Success for Teens,” which involves a class for seventh graders that he has 
taught for seven years, and “The 30-Day Challenge,” through which he worked 
with inner-city students.
 Together with the students, “We developed a product and went to a com-
petition where our product and presentation competed against seven other 
city and county high schools,” he says. “I think it’s a really good way to teach 
business to kids.”



Inks and coatings are to packages 
as paints are to a blank canvas. Used in 
the right combination, inks and coat-
ings can make a package that would 
otherwise go unnoticed draw consum-
er attention and, ultimately, money.
 Just as artists need the right colors 
and textures of paint to create their 
masterworks, printers require coat-
ings, adhesives and inks that will en-
able them to produce the best packag-
es possible. 
 CAI Inc.’s mastery of coatings, ad-
hesives and inks is obvious from its 

name alone, an acronym for those 
three products. The Georgetown, 
Mass.-headquartered company has 
specialized in supplying and serving 
flexographic and rotogravure printers 
since 1985. Inks produced by the com-
pany are used in the manufacturing of 
a variety of packaging types, including 
flexible and rigid packaging used to 
market food and other products.
 The company’s products include 
the Thermoplast process, used in 
high-density process printing and 
on heat-resistant surfaces; Soil Tuff-

WeatherMaster, a weather-resistant 
process used on horticulture, insula-
tion, salt and other industrial product 
bags; and Hercubond, used on surface 
printing and pouches.  

Technical Expertise
CAI is dedicated to meeting the varied 
needs of its customers and ensuring 
they receive the inks and other prod-
ucts they need to create their own 
packaging masterpieces. 
 “We react quickly to customer re-
quests, both from a technical stand-
point and when it comes to service,” 
says Mike Sartorelli, the company’s 
technical director. 
 In addition to providing fast deliv-
ery and competitive prices, the com-
pany assists customers with internal 
operations including product testing. 
CAI can also recommend and imple-
ment improvements to its customers’ 
ink and coating processes. 
 CAI’s technical service teams 
worked with one customer to reduce 
the number of different ink systems it 
was using from five to two. To do this, 
the company developed a system that 
performed the work of four previous 
systems. “This led to a tremendous 
savings in their inventory and mini-
mized how often they had to change 
out systems in their printing opera-
tions,” Sartorelli says. 
 The company also has the ability to 
create custom ink lines based on mar-
ket trends or customer requests. “Our 
customers’ expectations depend 
upon their end-use application,” he 
adds. “In some cases, they may be 
looking to make an improvement to 
their existing product, or develop a 
new product. We have some products 
that we’ve made exclusively for one or 
two customers.”
 One market trend CAI has respond-
ed to in recent years is the increased 

Equipment & Materials   CAI Inc.
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COATINGS, ADHESIVES AND INKS.  BY JIM HARRIS

www.caiink.com / Revenues: $30 million / Headquarters: Georgetown, Mass. / Employees: 60 / Specialty: Coatings, adhesives, inks / Mike Sartorelli, 
technical director: “CAI prides itself on a 30-year history of providing high-quality products with high-quality customer service.”

INKS, COATINGS AND ADHESIVES 
PRODUCED BY CAI ARE USED IN THE 
MANUFACTURE OF A VARIETY OF 
PACKAGING TYPES.
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use of laminates in packaging. Examples of laminate use 
include stand-up pouches for food products. “We‘ve put a 
lot of work into improving the quality of lamination inks we 
provide to customers,” he adds. 
 The company is also often asked to develop inks, coat-
ings and adhesives for sustainable, or “green,” packaging. 
“We are asked in most cases if our products can be recycled 
or decompose in a landfill,” Sartorelli says. CAI also meets 
environmental regulations, including using lead-free and 
non-carcinogenic materials in its products.

Enhanced Capabilities
CAI recently added new equipment to its manufacturing 
capabilities. The company operates plants in Georgetown, 
Mass.; Rockingham, N.C.; Prescott, Ontario; and Montreal.
 Recent acquisitions include new milling and weathering 
equipment, which will allow the company to produce inks 
for use in the exterior packaging and industrial packaging 
markets, Sartorelli notes. 
 Milling equipment is used to grind raw materials such as 
pigments and solvents into resin systems, which it com-
bines to make finished inks. Additives are applied to inks 
based on their end-use, Sartorelli notes. 
 Many of the raw materials used by the company are in-
spected and checked for quality prior to their use. CAI also 
pretests pigment lots before purchasing them from vendors. 
 “Our research and quality control enables us to provide 
our customers with excellent batch-to-batch uniformity, 

along with updated improvement vital to producing quality 
printing,” the company adds. “This technical, hands-on ser-
vice is what sets us apart, and our commitment to serving 
customers has helped us grow.” ppi
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Corporate Team
CAI has been privately owned and managed by the Sartorelli family 
since its founding in 1985. The company’s executive team includes:
 Vince Sartorelli – president/founder
 Mike Sartorelli – vice president/technical director
 Paul Sartorelli – CFO
 John Sartorelli – director of manufacturing
 Ed Sartorelli – customer support/logistics
 Tom Sartorelli – plant manager in Rockingham, N.C.
 Rich Sartorelli – technical sales 
 Robert Fricke – environmental health and safety director

“our customers’ expectations de-
pend upon their application. they 
may be looking to make an improve-
ment to their existing product, or 
develop a new product.” - Mike Sartorelli

CAI’S MANAGEMENT TEAM INCLUDES 
JOHN SARTORELLI, DIRECTOR OF 
MANUFACTURING, LEFT, 
AND PRESIDENT  VINCE SARTORELLI.



When is a commodity not a com-
modity? When it is provided by a com-
pany that does not treat its product 
like a commodity. For Heartland La-
bel Printers – which prints labels for 
a wide variety of warehouses, grocery 
stores and other applications – the 
product is only the beginning.
 “We have the technical capabilities 
to create a product as good or better 
than anyone else,” Vice President and 
General Manager Steven Wilhelms 
maintains. “What sets us apart are a 
couple of things: We take a very hands-
on, relationship-type of approach to 

drive most of our sales. We believe in 
the ‘high touch’ quality and service 
approach, even though to a great ex-
tent we’re dealing with commodity 
products. This approach is somewhat 
unique in the commodity label market, 
but it allows us to get close to our cus-
tomers, creating a positive framework 
for collaboration. Heartland collabo-
rates with customers and partners to 
develop innovative solutions. Collabo-
ration is the key to making us different 
in the eyes of our customers. We work 
together to identify new ideas and de-
velop new products that create value.” 

 Heartland Label Printers thrives 
on developing new products for new 
applications and working closely 
with its customers to do so. “Based 
on our size and the technical depth of 
our team, we have the ability to han-
dle challenging – and at times, even 
strange – requests that deal with de-
velopmental products,” Wilhelms 
says. “If you have something differ-
ent, strange, something that needs 
some technical development, like a 
unique application-type label, Heart-
land is the place to call.
 “We have a great deal of experi-
ence developing unique new things in 
conjunction with our customers and 
partners,” Wilhelms continues. “This 
is our passion. We don’t position our-
selves as somebody who is going to 
make the fanciest, 12-color package 
labels for cosmetics, beverages or the 
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NO BACKER
HEARTLAND LABEL PRINTERS HAS DEVELOPED A NEW PRODUCT LINE THAT 

ELIMINATES THE NEED FOR BACKING PAPER ON SELF-ADHESIVE LABELS. 
BY RUSS GAGER

HEARTLAND LABEL PRINTERS 
THRIVES ON DEVELOPING NEW 
PRODUCTS AND WORKING CLOSELY 
WITH ITS CUSTOMERS TO DO SO. 
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like. That is not our game. Our game 
is to play primarily in the shipping, 
grocery and specialty label businesses 
and produce great everyday products, 
at the same time as developing unique 
new, high-value products for current 
markets with the ability to extend into 
adjacent markets.”
 That kind of innovation has resulted 
in 6,000 different parts for more than 
1,500 customers. “One new innova-
tion we have recently invested a great 
deal of time developing is a line of lin-
er-less label products,” Wilhelms says. 
“We call it ECOTECH™ Liner-Free 
Labels, and its development was based 
on strong, collaborative partnerships 
with others in the grocery and distri-
bution markets.”
 The advantages of liner-less labels 
are many. “You can put up to 70 per-
cent more labels on a roll because 
you’re not throwing away the liner, 
which represents about 40 percent of 
the roll,” Wilhelms points out. “This 
improves productivity by reducing the 
number of roll changes required and 
also reduces landfill waste, saves on 
packaging and ultimately, makes the 
labels significantly more environmen-
tally friendly. In addition, you don’t 
have used liner laying around on the 
floor, which can cause safety problems 
in some operations.
 “Liner-less labels have been 
around as a niche product in the la-
bel market for a long time, but with 
better face stocks, better cutting 
and dispensing technology and the 
new advantages of Heartland’s ECO-
TECH™ production methodology, 
liner-free labels are starting to be-
come much more mainstream,” Wil-
helms asserts. “Heartland is leading 
the way on this. We believe we have 
developed a better mousetrap and 
are putting our ECOTECH™ prod-
ucts into everything from back-of-

the-house restaurant applications to 
deli counters in grocery stores, cof-
fee houses and even into high-speed 
variable print applications in large 
distribution centers.” 

Unique Synergy
Heartland Label Printers is part of 
a larger company called Heartland 
Technology Group, which also owns 
Heartland Business Systems. Heart-

Heartland Label Printers LLC «



land Business Systems has been helping Enterprise organi-
zations meet their IT goals through customized hardware, 
software and service solutions since 1992.
 “Our relationship with Heartland Business Systems pro-
vides a unique synergy with Heartland Label,” Wilhelms 

says. “Because both companies grew up together, the label 
business has also developed a niche that is unusual to the 
industry. As a key platform for sales, Heartland Label Print-
ers also sells thermal printers, bar code scanners and la-
bel-printing software. Additionally, Heartland Label Print-
ers can tap into the expertise of Heartland Business Systems 
to offer even more. 
  “The example I like to use with people is if somebody was 
building a new warehouse across the street and they wanted 
a company to install the wireless infrastructure, sell them a 
warehouse management system, install all of the IT infra-
structure needed to support their operation, provide them 
with all of their scanners, label printers and oh-by-the-way, 
sell them labels, we could do it,” Wilhelms says. “I am not 
aware of a company in our market that can do all of that.” 

Physical Expansion
Heartland Label Printers has more than 100,000 square feet 
of space in its facility in Little Chute, Wis., with expansion 
plans on the drawing board. Additional space will be re-
quired to handle existing product line growth and provide 
the capabilities needed to support Heartland’s new prod-
uct development efforts. The company has added multiple 
presses to its operation in the last two years and has expand-
ed the square footage and capacity in its California opera-
tion, as well.
 The California plant in Rancho Cucamonga serves the 
western portion of the country and manufactures much of 
what is sold in that region. “We also use the California loca-
tion to distribute some of the specialty products produced 
exclusively in our Wisconsin facility,” Wilhelms says. “Much 
of the business in our California location is small-quanti-
ty customer pick-up, which is quite different than in other 
parts of the country. Our operation there is well-suited for 
that type of business.”

Research and Development
Several people on staff work on research projects as well as 
have other responsibilities. “We have several new people 
that have extensive experience in product development,” 
Wilhelms says. “By adding those folks, we have extended our 
knowledge base so that we can take on more challenging raw 
material, products and technology development initiatives. 
This bolsters our strategy of being able to create new things 
for customers and partners.”
 The company has incorporated lean manufacturing con-
cepts into its operation. “We brought the lean manufactur-
ing model into Heartland a year ago,” Wilhelms says. “We 
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HEARTLAND LABEL PRINTERS HAS 
MORE THAN 100,000 SQUARE FEET 
OF SPACE IN ITS FACILITY IN LITTLE 
CHUTE, WIS., WITH MORE PLANNED.
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are converting much of what we do to the 
lean model, which combines good stan-
dard operating procedures with detailed 
metrics and regular review processes. 
That has given us better process control 
in all aspects of the operation and has al-
lowed us, specifically in the area of qual-
ity, to reach industry-best levels. Our 
quality improvement is one of the things 
we’re most proud of.”
 In addition to the wide variety of la-
bel products discussed, Heartland La-

bel Printers also provides point-of-sale 
receipt paper rolls to distributors and 
direct customers nationwide. Point-of-
sale receipt paper rolls are used exten-
sively in such retail outlets as grocery 
stores, fast-food restaurants, conve-
nience stores and ATMs.
 Wilhelms attributes the company’s 
success to its employees’ entrepreneur-
ial spirit and its desire to keep finding 
ways to grow. “We maintain strong 
personal relationships with our cus-

tomers,” he says. “We listen, we think 
outside of the box and we support all of 
that with operations and customer care 
teams that truly believe that the custom-
er is king. When we get a new customer, 
we keep them.”
 In the future, Wilhelms sees contin-
ued geographical expansion and contin-
ued product development. “Our future 
is as bright as ever,” he declares. “Our ca-
pabilities are growing all the time, and I 
don’t see anything slowing us down.” ppi
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ETI Converting Equipment  In 2012, Heartland 
Label Printers in Wisconsin bought a Cohesio machine 
from the Canadian based company ETI Converting 
Equipment to manufacture in-line their label products. 
With this patented technology, Heartland can offer 
its customers a large variety of label products at a very 
competitive price. Being an industry innovator, ETI 
is recognized worldwide as a leader and a pioneer in 
environmental labelling solutions. ETI is proud to be part 
of the Heartland success.

About Heartland Label Printers
Heartland Label Printers LLC was founded in 1990 with the goal of manufacturing quality stock and 
custom-printed direct thermal and thermal transfer labels, point-of-sale receipt rolls, bar code printers, 
scanners and printer ribbons. Heartland, headquartered in Little Chute, Wis., has manufacturing 
facilities in Wisconsin and California and employs approximately 120 people. Its sales team is located 
geographically to service customers in the United States, Canada and Mexico. For more information, 
visit www.hrtlp.com.



Any recent trip through the gro-
cery store reveals the growth in the 
variety of foods over the past decade. 
“In the old days, maybe one or two 
tomato variants existed in an order of 
100,000,” SpectraGraphics Inc. Pres-
ident Kevin Briggs observes. “Now, 
customers order 100,000 but with six 
or eight varieties included. 
 “In general, orders are getting 
smaller, and clients are shying away 
from inventory programs,” Briggs 
continues. “They are leaning toward 
shorter, faster runs. That’s why I think 
digital printing is gaining ground to a 

degree. I think clients are gearing la-
bels more for marketing channels than 
historically, as well. We‘ve seen more 
variable label information, more SKUs 
and fancier marketing schemes. Some 
clients want to track products in the 
marketplace a little faster. They might 
see some QR codes, things like that.”
 Additional changes are in the 
amount of information that has to be 
on labels. “Our big niche is our expand-
ed content lineup,” Briggs says. “We’re 
one of a handful of converters that can 
run all the expanded content options 
from coupons to booklets. An expand-

ed content label is a multiple-layer la-
bel – a coupon is a simple example of 
that. You apply the label to something 
and peel the top off a two-layer label, 
whereas with an insert on pesticide 
cans or chemicals, the label itself can 
be a 30- or 32-page book.
 “There’s also a simple, three-panel 
label – we call them reseals – you go to 
the grocery store and open this up to 
see cooking instructions or recipes,” 
Briggs explains. “That is a simple ex-
ample of one. Then, if you’ve got 30 
pages of information for chemical 
hazards, we can do that as well.” 
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LABEL EXPANSION
SPECTRAGRAPHICS IS INCREASING ITS PRODUCTION SPEED, IMPROVING 

QUALITY AND ADDING NEW PRINTING CAPABILITIES WITH THE LATEST 
PRODUCTION EQUIPMENT.  BY RUSS GAGER

SPECTRAGRAPHICS PRODUCES ALL 
OF ITS LABELS IN ITS 20,000-SQUARE-
FOOT PLANT AT ITS HEADQUARTERS 
IN LENEXA, KAN. 

Equipment & Materials   SpectraGraphics Inc.
www.spectragraphics.com / Headquarters: Lenexa, Kan. / Projected 2015 revenue: $9 million / Employees: 33 / Specialty: Custom labels /  
Kevin Briggs, president: “Our big niche is our expanded content lineup.”
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	 SpectraGraphics	 specializes	 in	 the	
food	 and	 beverage	 industry.	 “We’re	
probably	 70	 percent	 food	 and	 beverage,	
and	 we	 have	 been	 for	 40	 years,”	 Briggs	
says.	 “We’re	 very	 experienced	 in	 those	
market	segments	–	not	that	we	don’t	do	

a	lot	of	other	things,	such	as	petrochem-
ical.	But	we	tend	to	stay	out	of	industries	
we’re	 inexperienced	 with,	 such	 as	 elec-
tronics	and	automotive,	which	are	areas	
where	 we	 would	 just	 be	 a	 ‘me	 too’	 price	
with	no	innovation.”

New Production Equipment
SpectraGraphics	 produces	 all	 of	 its	 la-
bels	 in	 its	 20,000-square-foot	 plant	
at	 its	 headquarters	 in	 Lenexa,	 Kan.	
Quantities	 per	 run	 vary	 from	 1,000	 up	
to	 millions	 depending	 on	 client	 needs.	
The	 company	 has	 six	 flexo	 presses	 and	
two	 blank	 die-cutting	 presses,	 mainly	
for	 thermal	 labels.	 The	 equipment	 can	
handle	 widths	 from	 6-1/2	 to	 16	 inch-
es	 and	 print	 on	 papers,	 films,	 tags	 and	
foils.	“We	can	print	on	pretty	much	ev-
erything	 except	 shrink	 film	 internally,”	
Briggs	says.
	 Most	 of	 the	 printing	 is	 on	 pres-
sure-sensitive	 labels	 that	 already	 have	
glue	 and	 liners.	 “The	 only	 time	 we	 lay	
down	 our	 own	 glue	 is	 when	 doing	 ex-
panded	 content	 labels,	 three-layer	 re-
seals,”	 Briggs	 says.	 “You’re	 laying	 down	
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SPECTRAGRAPHICS SPECIALIZES IN 
THE FOOD AND BEVERAGE INDUSTRY, 
WHICH IS ABOUT 70 PERCENT OF THE 
COMPANY’S BUSINESS.



a layer of silicon and glue so they peel 
open and can be reclosed.”
 Among recent improvements to the 
production process at SpectraGraph-
ics is a new servo press, which has full 
auto-registration and auto-impres-
sion. It has moved the average speed 
of 200 feet a minute up to around 600 
feet a minute.
 “It is ideally suited both for large 
runs and to compete with digital print-
ing on the low end,” Briggs says. “Our 
scrap is tremendously lower and we 
can change over in a matter of minutes 
instead of hours. Because of the tech-
nology in the cylinders, our plate costs 
also went way down. On the old press-
es, we might run a label four around to 
maintain quality, and now we run two 
around, so the plate cost went in half.”
 The new press also has its own 
closed-loop chiller system so it can 

run thin films. This eliminates a prob-
lem with the older presses. “When you 
dry conventional or ultraviolet inks, 
you put a lot of heat in the web to do 
that, and if you don’t have a liner to 
absorb that heat, you stretch the ma-
terial,” Briggs explains. But the new 
closed-loop chiller solves that prob-
lem. “We can run down to 1-mil film 
and keep our print in registration be-
cause you’re not stretching the web,” 
Briggs notes. 

Color Matching
SpectraGraphics purchased its own 
Pantone Matching System (PMS) 
color mixing system seven years 
ago. “We do most of our own color 
matching and mixing internally,” 
Briggs says. “We bring in 14 base 
colors and mix them ourselves. Any 
PMS color can be made out of those 

14 base colors. Nazdar, our main ink 
supplier, also does a tremendous job 
of helping us build and match cus-
tom color formulations.”
 Mixing its own inks has improved 
SpectraGraphics’ color consistency 
and reduced downtime, along with 
scrap and the cost of pitching wasted 
inks. “Our ink room went from proba-
bly 60 feet by 20 feet to about a quarter 
of that now,” Briggs reports. “We stock 
very little in terms of already-mixed, 
precolored inks. The only thing the 
system doesn’t do is metallics. Those 
we have to order from suppliers.” 
 Most of SpectraGraphics’ top 20 
accounts have been with the compa-
ny for more than 15 years, Briggs says. 
“One of our big strengths is when a 
client approaches us with a project, 
we don’t normally try to build the 
exact same product,” he says. “If you 
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 SPECTRAGRAPHICS’ SALES HAVE 
INCREASED NEARLY 200 PERCENT IN 
THE PAST DECADE.
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hand me a label and say, ‘Quote this,’ I’d likely give you 10 
ways to save money using variants on materials, sizes or 
design changes to minimize setup costs, or using expand-
ed content options. It might be that instead of putting on 
four labels, a client can combine all into a single expanded 
content layout.”
 Briggs attributes the company’s success to several fac-
tors. “Experience is a very big part of it,” he says. “Those of 
us who own or run the company have been in the industry 
for 25 years apiece, as have most of our pressmen, so we 
bring a lot of label engineering to the table. We’re also really 
well-known for our customer service.” 
 For the future, Briggs sees moving digital printing inter-
nally along with more servo presses. “The newer presses 
are so much more efficient than the older, conventional 
presses,” he marvels. “From a scrap, speed and setup stand-
point, they are a night-and-day difference. And digital really 
gets us into different arenas altogether –shorter runs, more 
SKUs, variable information and couponing codes.” Briggs 
reports that SpectraGraphics’ sales have increased nearly 
200 percent in the past decade. “We are rapidly growing, so 
I think we’re doing something right,” he says. ppi
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SPECTRAGRAPHICS RECENTLY INSTALLED A 
NEW SERVO PRESS, WHICH HAS FULL 
AUTO-REGISTRATION AND AUTO-IMPRESSION.
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Making its Mark
SEDA NORTH AMERICA WILL CONTINUE TO SEEK OUT WAYS TO BUILD ITS BUSINESS IN A VERY

COMPETITIVE CLIMATE. ALTHOUGH ITS CUSTOMERS AND PROSPECTS HAVE MANY OPTIONS, THE
COMPANY FEELS ITS PENCHANT FOR INNOVATION CAN MAKE A DIFFERENCE.  PAGE 54
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