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Reid stays at Euro cartons after £65m Nampak sale

Tesco has played down concern 
over its packaging leadership 
after it emerged that Mark 
Masento has followed Sonia 
Raja and Steve Pizer in leaving 
the supermarket.

Masento, who was responsi-
ble for buying a range of items 
including food contact packag-
ing and carrier bags for Tesco, 
joined jute bag supplier Jutexpo 
during the autumn, it was 
announced last month.

News of his move came after 
head of packaging Raja left in 
November to set up a packaging 
consultancy. Packaging tech-
nologist Pizer moved to United 
Biscuits in September.

In a statement to Packaging 
News, Tesco said: “We have 
around 4,000 projects ongoing 
to reduce packaging across the 
business with a strong team in 
place to take these forward.”

�See comment, page 15

by Simeon Goldstein
Nampak Europe chief executive 
Tom Reid is to stay with the  
group’s European Cartons and 
Healthcare business after it was 
announced the business is to be 
sold to private equity firm 
Platinum Equity for £65m.

Nampak said the Cartons and 
Healthcare businesses had 
“earned poor returns” since they 
were bought as part of the 
Malbak acquisition in 2002.

In December, the firm reached 
an agreement to sell the holding 
company for the businesses to 
Maximus Holdings II, an affili-
ate of US firm Platinum Equity.

Reid replaced John Monks as 
European managing director in 
2007, and has worked for 
Nampak for two decades. He  
will join the senior management 
teams from the two divisions in 
working for the new owners.

In a statement to Packaging 
News, the company spoke of “an 
exciting future with the potential 
for growth and expansion”.

“There are plans to make both 
investment in new facilities and 
technology and also to seek poten-

RPC hits £1bn sales 
with Superfos deal

Reid: will lead rebranded group

Masento joins 
Tesco exodus

tial businesses for acquisition 
where there is a strong synergy in 
terms of products and markets. It 
is expected that the businesses 
will be re-branded in 2011,” a 
spokesperson said.

In a statement, Nampak said: 
“A review of these businesses 
concluded that they are unlikely 
to achieve the returns required by 
the Nampak Group. The board 
therefore decided to sell them.”

Milk bottle maker Nampak 
Plastics is not included in the 
deal and the division’s manage-
ment will now report directly to 
Nampak chief executive 
Andrew Marshall.

by Josh Brooks
Plastics group RPC has  returned 
to the acquisition trail with a 
£204m swoop to buy Danish 
group Superfos that will make it 
a £1bn group.

The deal for the €324m 
(£274m) turnover injection 
moulding specialist, which is 
currently owned by private 
equity groups IK Investment 
Partners and Ratos, will create a  
pan-European group with more 
than 7,000 staff.

It comes six months after  
RPC, which has sales of £719m, 
group said it was seeking acqui-
sitions as it announced a return to 
profit in full-year results in June. 

Chief executive Ron Marsh 
told Packaging News that the 
two companies had talked about 
a possible deal in the past but that 
the timing was right now as IK 
and Ratos were looking to realise 
their investment fund.

“The key issues are the good 
fit in terms of geography and it 
makes us a pan-European player. 
We think that will be welcomed 
by our customers, many of 

packaging and newly-devel-
oped oxygen barrier products.

Superfos chief executive 
Hans Pettersson said: “With 
more people in more sites across 
Europe, and with a greater port-
folio of products, we expect to be 
able to offer a greater level of 
flexibility and choice.”

Three of Superfos’s nine pro-
duction facilities are in the 
Nordic region, where RPC has 
no presence, while it also has 
sites in France, Belgium, 
Poland, Spain, and the UK.

RPC’s 38 factories, mean-
while, include 12 plants in the 
UK, a strong presence in  France 
and Germany and sites in 
Belgium, the Netherlands, 
Spain, Hungary, Italy, Poland, 
Slovakia, Spain and the US.

Packaging M&A expert 
Nicholas Mockett of Moorgate 
Capital said: “The two busi-
nesses’ operations are a good 
complement. The rationale and 
value are sensible and it should 
be good news for the industry.”

The deal is expected to com-
plete in January.

whom are multinational them-
selves and we very much wel-
come Superfos to RPC.”

Marsh said that the scale of the 
group would improve the liquid-
ity of its shares, making it more 
attractive to investors.

In documents on the deal, 
RPC said the acquisition would 
strengthen its injection-mould-
ing business and broaden its 
product range in existing and 
new geographical markets.

It also said that it would bring 
exposure to “new and innova-
tive” products such as thin-
walled injection-moulded 

Marsh: back on acquisition trail
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EasyFairs returns to the NEC on 
the 16-17 February for its two-
day packaging extravaganza 
that includes Packaging 
Innovations, Ecopack, Packtech 
and Contract Pack.

�See the official Show Guide, 
produced by Packaging News, 
for full details on the event

Paragon Flexibles has secured 
planning permission for a new 
7,735sqm manufacturing facil-
ity in Lincolnshire that will help 
boost its offering to the fresh and 
chilled food sectors.

West Lindsey District 
Council (WLDC) approved 
planning permission last month 
for the site that is located next 
door to Paragon’s Gainsborough 
facility and is set to be ready for 
early 2012.

Paragon Flexibles makes lids, 
salad bags and plastic films for 
the fresh and chilled food sector.

Paragon group managing 
director Mark Lapping told 
Packaging News that the invest-
ment demonstrated the firm’s 
commitment to the market. 
“Over time, the new facility 
gives us scope to double the size 
of our flexibles business.

 “There are a lot of good things 
going on across our business, 
such as the launch of sandwich 
skillets. We remain committed to 
further investment and growth in 
fresh and chilled foods.”

Roberts quits M&S 
for Sealed Air role

New flexibles 
op for Paragon

by Simeon Goldstein
Marks and Spencer head of food 
packaging Helene Roberts has 
left the retailer to take up a new 
role at packaging manufacturer 
Sealed Air Cryovac.

Roberts, who has been instru-
mental in the delivery of the Plan 
A environment programme, has 
worked at M&S for 14 years and 
will remain in the sector as the 
retail director for Europe, 
Middle East and Africa at the 
food packaging specialist.

A replacement had not been 
appointed as Packaging News 
went to press, but M&S said it 
had a strong team in place.

Paul Wilgoss, M&S head of 
food technology, said: “Helene 
has made a significant contribu-
tion to the business, most 
recently with our Plan A packag-
ing commitments. She leaves 
with our thanks and best wishes 
for the future.”

Under Roberts’ leadership, 
M&S’ food packaging has been 
at the forefront of retailer work to 
develop packaging that has a 
reduced environmental impact.

films – a decision to adopt these 
would add to the overall weight 
of its packaging and increase its 
carbon footprint.

Sealed Air did not comment 
on the move when contacted by 
Packaging News.

M&S’ food business follows 
Tesco in losing its head of pack-
aging after Sonia Raja left Tesco 
in November. Mark Masento 
and Steve Pizer, Tesco’s two 
other leading packaging tech-
nologists, also left the supermar-
ket in the autumn.

Achievements include a 20% 
reduction its non-glass packag-
ing since 2006/07 – the target is 
for 25% by next year – and M&S 
has also moved to reduce the 
weight of glass it uses, for exam-
ple by replacing glass wine bot-
tles with PET.

Some 91% of the retailer’s 
food packaging by weight is now 
recyclable, where appropriate 
facilities exist.

M&S said that in cases where 
there were recyclable alterna-
tives – such as for some plastic  

Roberts has been a key figure behind Plan A packaging successes

POWER FOOD - Wireless power 
specialist Fulton Innovation has 
developed a soup container that 
heats its contents without the 
need for a cooker or microwave. 
The container is placed on an 
eCoupled enabled surface and, 
after a tab is pulled, the contents 
are heated to a low, medium or 
high temperature ready for 
consumption. Fulton said the 
system was more secure than 
RFID and could “provide a wide-
range of packaging to enhance 
the consumer experience”. The 
US-based company added that 
the technology represents only a 
small additional cost to the 
manufacturer as it simply 
requires different inks to print 
the container with the eCoupled 
technology. 

EasyFairs back 
in Birmingham
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prices and energy costs are rising 
and there is uncertainty about the 
economic outlook.”

Unite national officer Peter 
Ellis said that the union may 
have settled on a “modest 
improvement” to the CPI’s offer 
at talks in early October.

“But the CPI insisted that a 
pay settlement at less than half 
the RPI was as far as it was pre-
pared to go,” he said.

“The aim is for a far higher 
settlement than could have been 
achieved by a continuation of the 
partnership approach, that has 
set us in such good stead over 
recent years.”

The threat of strike action 
could put pressure on a partner-
ship between the unions and the 
CPI that has characterised recent 
relations and has led to progress 
in areas such as health and safety. 

News of the corrugated bal-
lots came as Unite members at 
Heinz in Wigan also planned a 
ballot on strike action over pay.

� See Comment, page 16

tise, not least as it comes just two 
months after her second-in-com-
mand, packaging technologist 
Steve Pizer, left the supermarket 
in order to head up packaging at 
United Biscuits.

by Josh Brooks
Some 3,500 workers in the cor-
rugated sector are preparing to 
vote on strike action after a sec-
ond union voted to reject a 
2.15%  pay offer.

Around 1,000 members of the 
GMB union voted in late 
November not to accept the offer 
made by the Confederation of 
Paper Industries (CPI).

The offer was made in this 
year’s negotiations over a 
National Agreement between 
the GMB and Unite unions and 
the CPI’s three biggest mem-
bers: DS Smith, Smurfit Kappa 
and SAICA.

Unite’s 2,500 members in the 
three companies voted nine to 
one to reject the offer earlier in 
the month.

The CPI argued that the offer 
was fair given the uncertain eco-
nomic outlook and the continued 
difficulties that its members face 
with rising costs.

Alan Black, GMB national 
officer, told Packaging News: 
“The three companies have done 

relatively well in the last year 
and we think they can give us a 
better offer. 2.15% is signifi-
cantly below what we think 
would be acceptable.”

Black said that a ballot on 
industrial action by both unions 
was now likely to happen in the 
New Year.

CPI director general David 
Workman said: “We are disap-
pointed that the ballots have 
gone against a settlement and we 
hope that when it comes to this 

further ballot on strike action, 
employees will take a step back 
and think hard about whether it is 
the best way forward.”

While he acknowledged that 
the corrugated industry has 
posted profits in the last year, he 
said that the sector had gone 
through “a pretty torrid time” in 
recent years but had continued to 
give annual pay increases.

He added: “There are a num-
ber of things on the horizon that 
are of concern. Pulp and paper 

Unions ballot on strike as 
staff reject CPI pay offer

Corrugated giants are bracing themselves for potential strike action

Raja exits Tesco to set 
up pack consultancy

CHRISTMAS PRESENT - DHL Supply Chain’s consumer sector 
contract packing team has hand packed more than 230,000 
Christmas selection boxes for chocolate retailer Thorntons. The 
project followed an investment in production facilities.

Tesco head of packaging Sonia 
Raja has left Britain’s largest 
retailer to set up her own packag-
ing consultancy.

Raja, who joined Tesco three 
years ago with a brief to imple-
m e n t  t h e  C o u r t a u l d 
Commitment for the supermar-
ket, is planning to launch the 
business in the coming months.

“I’ve enjoyed my time at 
Tesco but I’m looking to start up 
my own venture,” she told 
Packaging News. “I will cer-
tainly still be in the industry.”

Raja’s departure will leave a 
gap in Tesco’s packaging exper-

Raja: spent three years at Tesco
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UK packaging recycling targets 
will broadly remain at 2010 lev-
els for the next two years, with 
only slight increases for plastic 
and steel, Defra has announced.

The department published 
the targets for 2011 and 2012 
together with a summary of 
responses to the packaging 
strategy consultation and a 
number of technical changes to 
packaging waste legislation.

The overall recovery target 
for both years is for 74%, while 
for recycling it is 68.1%.

“The targets will ensure that 
the UK continues to meet EU 
directive targets and are similar 
to the targets for the last two 
years,” Defra said.

Defra is also introducing tech-
nical changes to clarify and 
upda t e  t he  P roduce r 
Responsibility Obligations 
(Packaging Waste) Regulations.

This includes two regulatory 
changes. The first removes the 
requirement for independent 
audit, while the second change 
would allow smaller busi-
nesses to use a more simple 
mechanism to calculate their 
legal obligation.

 Defra estimated the change 
would save industry as much as 
£371,000 a year.

Inspirepac has been named as 
Packaging Company of the Year in 
the 2010 UK Packaging Awards.

The Chesterfield-based firm 
won the top award in a year that 
saw a record number of entrants. 
Jubb UK is the first SME of the 
Year, while John Monks won the 
Outstanding Contribution award.

� See brochure for a full list of 
UK Packaging Awards winners

by Simeon Goldstein
Tetra Pak is to stop carton pro-
duction in the UK with the loss of 
up to 150 jobs, blaming the move 
on a shift to other formats that 
has made manufacturing in this 
country “unsustainable”.

The packaging giant began a 
consultation on the future of its 
Wrexham roll-fed plant in late 
September. It said the move was 
“driven by a desire to ensure con-
tinued competitiveness and to 
meet customers’ changing 
needs”. The plant could close by 
the end of April next year.

Rik Jacobs, Tetra Pak UK & 
Ireland managing director, said 
that the move to other packaging 
materials had meant that half of 
the site’s output was now taken 
up by overseas orders.

“The plant was built more 
than 30 years ago,” Jacobs told 
Packaging News. “The milk 
market is now predominantly in 
plastic bottles and that is difficult 
to change. On-the-go consump-
tion, too, isn’t just about cartons, 
but PET and other formats.”

As Tetra Pak opens factories 
in other parts of the world, the 
size of the local market is “not 
big enough to sustain a dedicated 
facility”, Jacobs said. UK 
demand will be served from 
plants in France, Germany, 
Sweden and the Netherlands, 
depending on the carton type.

If the closure goes ahead, 
Wrexham will become a finished 
goods warehouse for the UK, 
Jacobs said, that will employ 
about 20 staff.

Jacobs acknowledged that it 
was a difficult time for employ-
ees and pledged that the com-
pany would offer help for 
workers to find other employ-
ment. “We have a very well 
trained and highly employable 
workforce,” he said.

The Wrexham site accounts 
for half of Tetra Pak’s UK work-
force and the firm is proposing to 
retain about 135 jobs in sales and 
marketing, human resources, 
finance and technical roles. 

Tetra Pak ends UK 
carton production

Tetra Pak is looking to close Wrexham carton manufacturing plant

Pack recycling 
targets are set

Inspirepac wins 
UK Pack Awards

PLAYING WITH FOOD - Nestlé is 
using Dassault Système’s 3D 
technology to turn breakfast in 
France into a virtual reality 
experience. Following the 
success of an augmented reality 
game, Nestlé has introduced a 
new application to coincide with 
the launch of the Luc Besson 
film Arthur 3 - The War of Two 
Worlds. Some 4.2 million cereal 
packs contain a pair of cut-out 
3D glasses that are equipped 
with a “magic square”. Users 
can then drive a virtual motor-
cycle by switching on their 
webcam and logging on to the 
internet. The “magic square” 
guides the motorcycle, removing 
the need for keyboard, mouse of 
joystick.  Three different race 
tracks are available.
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MODERN CLASSIC  – Heinz has 
brought back the original 
packaging design for its iconic 
Cream of Tomato Soup to 
celebrate its 100th birthday. 
The soup was first introduced in 
the UK at Fortnum & Mason in 
1910 and the store created a 
window display around the 
original label. The limited-
edition cans became available 
in the London store in Septem-
ber before being rolled out to 
major retailers this month. The 
current label retains many of 
the cues from the original.

Defra has declined to comment 
on reports the Advisory 
Committee on Packaging (ACP) 
could be abolished as the 
government wields the axe on 
177 arms-length bodies.

The Daily Telegraph last 
month revealed details of a 
leaked list from the Cabinet 
Office that outlines plans to cull 
the number of bodies that depend 
on public funds.

Some 177 bodies are set to be 
scrapped, four privatised and 
129 merged. Defra is said to bear 
the biggest brunt of the cuts with 
50 bodies being abolished, 
including the ACP.

The Cabinet Office  declined 
to comment on specific details 
but said work was under way to 
reform public bodies.

The news came after 
Packaging News met with ACP 
head Bob Lisney to discuss how 
the committee was helping raise 
awareness of packaging at the 
heart of government.

� See profile, page 18

by Simeon Goldstein
The future of Amcor Flexibles’ 
Livingston plant remained 
unclear as Packaging News 
went to press after a devastating 
fire meant buildings on the site 
had to be demolished.

Around 70 f iref ighters 
attended the blaze, which broke 
out on 16 September, and 
Lothian and Borders Fire and 
Rescue Service (FRS) remained 
on site for five days. An investi-
gation into the cause of the fire 
is now under way.

Amcor said that it was focus-
ing on minimising the disrup-
tion to customers. “We are 
assessing the extent of the dam-
age and won’t make any deci-
sions until the situation becomes 
clearer,” a spokeswoman said. 
“We will keep in touch with our 
employees and keep them 
abreast of any developments.”

All 84 staff were evacuated 
from the site although one worker 
was treated for minor burns to 
their arm. Three firefighters were 
also hospitalised after inhaling 
chemicals although were subse-
quently released.

At its height, plumes of thick, 
black smoke could be seen for 
miles around and other busi-
nesses on the Brucefield 

Industrial Estate were evacuated.
“There was some demolition 

work that was needed before 
handing over to the Health and 
Safety Executive and an investi-
gation into the cause of the fire 
is now under way,” a said a 
Borders FRS spokeswoman.

The Business Sprinkler 
Alliance criticised Amcor for 
only covering 10% of the site by 
fire sprinklers. “Had the com-
pany installed sprinklers to 
cover its entire property, the 
building would not have 
become fully alight,” said chair-
man Ian Cox.

Amcor responded that it was 
“committed to the ongoing 
safety of the impacted commu-
nity” and safety was its number 
one priority.

“Thanks to the cooperation of 
the local FRS and Amcor per-
sonnel, the fire was extin-
guished and s taff  safely 
evacuated,” said the spokes-
woman.

“Amcor and the Scottish 
Environment Protection Agency 
are working together to mini-
mise any environmental impact. 
Any SEPA recommendations 
are being implemented in full.”

Blaze rips through 
Amcor Livingston

Lothian and Borders firefighters were at Livingston site for five days

ACP could go in 
cull of quangos

October  2010                      www.packagingnews.co.uk

Time is running out to book 
your table at the packaging 
industry’s biggest night of  
the year.

The winners of the UK 
Packaging Awards 2010 will be 
crowned at an exclusive gala 
dinner at London’s Grosvenor 
House Hotel on 3 November.

Winning this year was harder 
than ever as 23 expert judges 
cast their votes on a record num-
ber of entries.

 For more on booking , visit  
www.ukpackagingawards.co.uk

Book a place at 
UK Pack Awards

IN THIS ISSUE

Boxes make waves
The brown box market has 
been sailing choppy waters 
recently but firms in the sector 
are fighting back p28

Class of 2010
We talk to this year’s design 
graduates to find out if they 
are attracted by a career in 
packaging p22

Essentials push
Supermarkets have been 
revamping their ambient food 
products in a bid to take on the 
big brands p25

Project Profile
Wasdell Packaging aims to 
boost turnover with huge 
spend on high-tech site p37

Equipment News
Endoline’s biggest-ever order, 
booklet labelling and the 
latest kit launches p31

Regulars
International News 5
People & Events 6
Design News 12
Packs & Closures 14
Comment & Analysis 17
Buyers’ Guide 39
Closure 63

FIND BREAKING NEWS AT 
WWW.PACKAGINGNEWS.CO.UK

IN THE BAG – Sainsbury’s has revealed 
plans to extend the plastic bag 
format for milk to  
its entire own-brand milk range on 
the back of bumper sales.  
The supermarket said that  
twice as many customers as  
first predicted had switched to  
the format, which is based on  
RPC’s Jugit reusable jug and 
launched in all Sainsbury’s stores for 
semi-skimmed milk in February this 
year. One in 10 two-pint semi-
skimmed milk units are now sold in 
the bags at its stores, Sainsbury’s said, 
equating to around 120,000 every week. In 
addition, 4,000 Jugit jugs are now sold every week. 
However, the format extended to whole milk last 
month and will be rolled out for skimmed and 1%-fat milk 
next June.

Corrugated firms Inspirepac and 
D S  S m i t h  S p e c i a l i t y 
Packaging’s Launceston busi-
ness are to fight it out for the top 
honours in this year’s UK 
Packaging Awards.

In shortlists revealed in this 
issue, the two businesses are up 
for the coveted UK Packaging 
Company of the Year award, 
won by Staeger Clear Packaging 
in 2009.

A clutch of smaller players 
including AJS Labels, Jubb UK, 
Polythene UK, SP Containers 
and Swanline Print are in the 
running for the new SME of the 
Year award, while new gongs 
have also been introduced this 
year. The winners will be 
announced in London on 3 
November.

l For the shortlist and more on the 
awards, see page 8

by Simeon Goldstein
Allied Glass is aiming for fur-
ther growth in the premium spir-
its sector after it changed hands 
in a £75m management buy-out.

Barclays Private Equity has 
backed the deal for the UK’s 
fourth-biggest glass manufac-
turer, which has been led by for-
mer operations director Alan 
Henderson.

Barclays has taken a majority 
stake with a £29.5m investment, 
while management has taken a 
stake and two banks, HSBC and 
Lloyds TSB, have provided debt 
facilities.

Henderson, who is just 36 
years old, takes over as manag-
ing director from Andrew 
Spencer, who led a previous 
MBO in 2002 when the business 
spun out from Associated 
British Foods. Spencer has 
become the company’s execu-
tive chairman.

Henderson told Packaging 
News that the MBO would 
allow the firm to remain inde-
pendent and provided an oppor-
tunity to grow the business.

“It gives us the flexibility to 

take the business forward with a 
younger team and build on areas 
such as the premium flint glass,” 
he said.

He added that while there 
were no specific targets in mind, 
the finance meant Allied could 

“take advantage of acquisition 
opportunities as they arise”.

The firm employs 630 people 
across two sites in Leeds and 
Knottingley and generated a 
£78m turnover in the last finan-
cial year. It is on track to exceed 
£84m this year.

The MBO comes after a year 
of investment for Allied in 
which it has completed a £9m 
spend to enhance premium 
white flint production at its 
Knottingley site.

No changes to operations 
have been planned in the short 
term and Henderson said  
the firm would continue to 
invest in the technology to 
maintain quality of supply and 
production.

Henderson joined Allied as a 
graduate trainee in 1996. Steven 
O’Hare, a director at Barclays 
Private Equity, will join Allied’s 
board as a non-executive direc-
tor.

O’Hare said: “Allied has 
invested heavily in its asset 
base, providing a strong plat-
form for growth and can now 
service increasing volumes.”

Allied Glass bosses 
lead £75m buy-out 

Allied: MBO a growth platform

UK Pack Awards 
finalists named

Spanish paper and packaging 
group SAICA is “keeping an 
eye on acquisition opportuni-
ties” as it looks to consolidate its 
position in the UK market.

In an exclusive interview 
with Packaging News, SAICA’s 
president Ramón Alejandro 
Balet said firm’s strategic plan 
included further expansion that 
balanced the three elements of 
the business.

“In the UK, we have a pres-
ence in packaging and will have 
one in paper by 2012, meaning 
we would be lacking the recov-
ery business,” he said.

l For the full interview, see page 
21

SAICA eyes new 
UK acquisitions

Alejandro: further expansion

ALLIED GLASS FACTFILE

Turnover £78m
Staff 630
Location Knottingley and Leeds
Output 13m bottles a week
Key clients Diageo, Whyte & 
Mackay, William Grant & Sons
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DITA COLLECTION – Sparkling 
water brand Perrier is 
attempting to raise 
temperatures this summer with 
a range of limited-edition cans 
and bottles featuring burlesque 
star Dita Von Teese. The 
lingerie-clad American model 
will appear in a series of risqué 
poses on specially designed 
PET and glass bottles and cans 
in Selfridges from this month. 
The Nestlé Waters-owned 
brand is calling the campaign 
Paparazzi and the packs 
feature black-and-white images 
of Von Teese next to 
newspaper-style text.

Packaging News is offering you 
the chance to prove your foot-
balling knowledge – and win an 
iPad – with the launch of easy-
Fairs Fantasy Football.

The tie-up with the show 
organiser will give packaging 
professionals the opportunity to 
pick their dream team.

A range of fantastic prizes are 
on offer, including an iPad for 
the season’s best manager and 
easyFairs exhibition space for 
his or her company.

Each month’s best manager 
will receive a bottle of cham-
pagne and free online advertis-
ing for their company on 
packagingnews.co.uk.

l For more information, see 
page 17. To create your team, 
visit www.packagingnews.co.
uk/fantasyfootball

by Simeon Goldstein
“Relentless” cost control has 
helped Rexam bounce back into 
profit as a number of packag-
ing’s biggest multinationals 
reported improving volumes in 
the first half of the year.

The London-based drinks can 
and plastics giant reported a 
£144m pre-tax profit in the six 
months to 30 June, up from a 
pre-tax loss of £30m for the 
same period last year and a 
£59m loss for 2009 as a whole. 
Sales fell by 1% to £2.5bn.

The positive results followed 
in the grain of plastics packag-
ing manufacturer RPC, which 
said revenues had improved in 
the first quarter of the year, as 
well as improved profits for 
US-based firms.

Reporting his first results 
since taking over from Leslie 
van de Walle in January, Rexam 
ch ie f  execut ive  Graham 
Chipchase said there had been 
“some volume recovery and 
pricing improvement” in the 
first half of 2010.

“Our relentless cost control 
has driven strong profit growth. 
In most of our businesses, the 

trading environment is stabilis-
ing and the outlook for beverage 
cans has improved since the 
s ta r t  o f  the  year,”  sa id 
Chipchase. 

Results in the second half are 
expected to be similar to the first 
despite “persistent uncertainty 
about the global economic out-
look”, he said. 

In the European beverage can 
division, Rexam said the energy 
drinks market had driven strong 
growth in speciality cans where 
volumes rose by 22%, although 
more moderate growth is 
expected in the rest of the year.

Rexam said its plan to 
achieve £45m in savings in 
2010, including £29m in the 
first half, was on track and it has 
reduced staff numbers by 2,165, 
a figure that will rise to 2,250 by 
the end of the year.

As part of its cost saving 
restructure, Rexam has closed 
four beverage can and six plas-
tics packaging plants. A further 
two plastic packaging plants are 
set to be closed in the second 
half of the year. Rexam is, how-
ever, expanding a plastic clo-
sures facility in the US with the 
creation of 150 jobs.

Packaging multinationals 
Crown Cork, Sealed Air, Mead-
westvaco and Bemis reported 
improved profits for the first six 
months of 2010, with all but 
Crown registering improved 
sales. Packaging Corporation of 
America, however, reported a 
drop in profit for the second 

Rexam in the black
as cutbacks pay off

Chipchase: trading stabilising

Kick-off for PN 
fantasy league

Birds Eye is targeting a 15% 
reduction in its packaging over 
the next two years as part of its 
Forever Food sustainability 
plan.

The plan was launched last 
month and outlines how the firm 
wants to tackle social and envi-
ronmental concerns.

Commitments include send-
ing zero waste to landfill from 
its UK operations by 2015 and 
reducing carbon dioxide emis-
sions by 30% in the next 10 
years compared to a 1990 base-
line.

Birds Eye said it was also 
looking to reduce the packaging 
it uses by 15% by 2012.

Birds Eye looks 
to slash weight

REXAM HALF-YEAR RESULTS

Sales £2,491m (£2,516m in 
2009)
Cost savings £29m
Pre-tax profit £144m (£30m 
loss)
Profit £102m (£15m loss)

Birds Eye: 15% packaging cut
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News
In print
Packaging News is the only UK magazine that fea-
tures comprehensive news coverage from across the 
packaging supply chain, be it the latest pack for a 
major brand or a merger between the world’s big-
gest packaging manufacturers. Our wide-ranging 
news section delivers:
�   Insight into the biggest news stories in the busi-

ness in the UK and around the world
�   Updates on packaging converters, materials sup-

pliers, designers, brand owners and more
�   News and reviews of the most innovative new 

packs and designs
�   News from equipment suppliers

Online
packagingnews.co.uk is updated throughout every 
weekday with the latest developments across the 
industry to an international audience of more than 
37,500 unique users.
�   Targeted campaigns through channels specific to 

end-user markets, such as food, drink or pharma-
ceuticals, and to packaging materials such as car-
tonboard, corrugated or glass

�   At least six new stories posted every day
�   Every story is written by one of our team of expert 

journalists – unlike other websites, we never post 
press releases

�   With around 30% of visits to the site coming from 
outside the UK, our website also has an interna-
tional outlook

Email news bulletins
Daily email news bulletins deliver the latest devel-
opments direct to the inboxes of more than 14,000 
packaging executives both in the UK and around the 
world.
�   Email bulletins mean that the industry hears news 

first from packagingnews.co.uk
�   Open rates of 30%-35% and click-through rates of 

8%-12% are well above industry average
�   One-off Breaking News bulletins deliver the big-

gest stories as they happen
�   Specialist bulletins such as environment  and 

equipment news and show previews serve special 
interest groups

Key figures

14,548
Opt-in recipients of Packaging News daily email 

news bulletins

33.27%
Average open rate for daily email  

news bulletins, January 2011

At the heart of the vibrant and diverse UK packaging supply chain

Packaging is one of the UK econo-
my’s most vibrant, creative and 
diverse industries.

With a supply chain covering manu-
facturing, retail, design, logistics and 
more, the industry has a broad and 
demanding range of information 
needs.

Packaging News sits right at the 
heart of that supply chain. Wherever 
our readers work – be they operations 
director at a converter, a packaging 
technologist at a brand owner or a 
sales manager for a materials supplier 
– they turn to Packaging News for 
authoritative and business-critical 
information on their industry.

Why? First and foremost, they know 
they can trust what they read in 
Packaging News both in print and 
online on  packagingnews.co.uk. Our 
dedicated team of expert journalists 
work tirelessly to bring the most up-
to-date and relevant news, incisive 
features and hard-hitting comment 
and analysis to our readers.

Your contacts at Packaging News

Packaging News – the only source for instant news from across the supply chain

Key figures

12,163
Packaging News ABC audited circulation

37,698
packagingnews.co.uk average monthly unique 
users, 2010 (source: Hitwise/Google Analytics)

178,521
packagingnews.co.uk average monthly page views, 

2010 (source: Hitwise/Google Analytics)

As a result, Packaging News  is 
requested by 12,163 readers every 
month – 100% of whom are involved in 
investment decisions. It is also the only 
monthly packaging magazine whose cir-
culation is verified by a full ABC pro-
file. Meanwhile, packagingnews.co.uk 
attracted an average of more than 37,500 
unique users every month in 2010.

But there’s more to Packaging News. 
With events such as the industry-lead-
ing UK Packaging Awards, special sup-
plements,  show guides,  targeted 
features and much more, Packaging 
News offers a wide range of advertis-
ing, sponsorship and promotional 
opportunities.

Get in touch with any of the team to 
find out more about how Packaging 
News can help you connect your brand 
to the audience you want to reach. 

When it comes to packaging, we’ve 
got it covered.

Josh Brooks is editor of  
Packaging News

Editorial
Editor
Josh Brooks
020 8253 8657

News editor  
Liz Gyekye 
020 8253 8644

Features editor 
Philip Chadwick
020 8253 8646

Commercial
Advertising manager 
Susan Bann
020 8253 8656

Display sales executive 
Carl Williams
020 8253 8623

Sales executive
Jon Newell
020 8253 8647
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NEWS BRAND DESIGN

Clipper 

Vimto

PocketLoops 

Bulldog

Client Clipper 
Brand Hot chocolate 
and coffee 
Design Big Fish

Client Vimto
Brand Vimto
Design Holmes & 
Marchant
Pack Bevplastic/
Norbev

Client Gear4
Brand PocketLoops
Design Robot-food

Client Bulldog
Brand Bulldog
Design B&B

London design agency Big Fish helped hot drinks firm 

Clipper Teas create the new look for its hot chocolate and 

coffee ranges. It builds on the redesigned tea-range 

packaging that was introduced in 2009. By using the same 

tones and hand-drawn designs for consistency, Clipper said  

the aim was to emulate the organic, Fairtrade products that 

the packaging contains.

Vimto is introducing revamped packaging across its product 

portfolio during 2011. Holmes & Marchant’s new look 

follows research that found the V-shaped Splash design 

boosted the message that Vimto is refreshing and 

emphasised the fruit content. The first product to use the 

new design is the Vimto Still 500ml bottle that has curved 

contours for easy grip, ridges at the neck and a sportscap to 

make on-the-go drinking easier.

Robot-food has created the branding and packaging for 

technology firm Gear4’s keyboard music maker 

PocketLoops, which is designed to be used in conjunction 

with an iPhone or iPod. The brief was to create imagery that 

appealed to aspiring producers, gamers and music lovers 

within a wider 15- to 25-year-old demographic. The logo uses 

an ‘infinity’ and ‘play’ symbol while the loop has also been 

used to create the ownable ‘app’ icon.

Men’s skincare brand Bulldog has introduced a packaging 

design that highlights the natural ingredients it uses in its 

products. Design agency B&B worked with Bulldog to create 

a contemporary and simplified logo plus a ‘natural 

ingredients’ icon. Bulldog launched in July 2007 to pioneer 

natural skincare products to men and the four products in 

the Bulldog Original range now have a signature fragrance 

across all products.
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Morrisons veg pots 
use Faerch PP tray
by Simeon Goldstein
Plastic packaging specialist 
Faerch Plast is supplying 
Kettleby Foods with polypro-
pylene (PP) trays for a 
relaunched Morrisons range of 
vegetable dishes.

The supermarket giant has 
relaunched its vegetable accom-
paniments ranges in a bid to 
improve their presence on shelf.

Supplier Kettleby Foods has 
used Faerch products on ready 
meals for 10 years and adopted 
the PP bowls for the transpar-
ency and impact resistance, even 
at low temperatures.

Melton Mowbray-based 
Kettleby fills the bowls that are 
then sealed with a watchstrap 
sleeve in order to maximise vis-
ual appeal.

Kettleby Foods packaging 
technologist Amanda Holmes 
said: “The clear, high-quality PP 
bowls improve the visibility of 
pack contents, ensuring ease of 
product identification. 

“The range is brought to life as 

the consumer can see what’s 
inside. The bowls do the job so 
well that other suppliers have 
adopted them, giving them great 
on-shelf cohesion.”

Holmes added that Faerch 
Plast had been “very helpful in 
getting samples to us quickly and 
making sure orders are delivered 
on time”.

The Faerch bowls are being 

used for four relauched ranges – 
Mashed Potato, Cabbage & 
Onion Mash, Cheese Mash and 
The Best Mash – as well as the  
launch of Spiced Red Cabbage 
and The Best Root Vegetable 
Crush.

 For all the latest packs and 
closures headlines, visit 
packagingnews.co.uk

Flower pack for 
Valentine’s Day
Van der Windt Verpakking has 
launched the Rosebag that is 
designed to carry a single long 
stem rose and aimed to tie in with 
Valentine’s Day.

According to Van der Windt, 
which has a UK operation in 
Lincolnshire, the product is a 
“luxurious elongated carrier bag 
with stylish satin handles”. It is 
available with a choice of mes-
sages or can be personalised.

“Van der Windt occupies a 
strong position in flower, bou-
quet and potted plant sleeves,” 
said sales manager Ad Bos. 

“We want to combine the 
powerful Rosebag concept with 
the strengths of our company, in 
particular our logistics organisa-
tion and our team’s collective 
knowledge in the field of orna-
mental horticulture packaging.”

The firm, part of the 
Clondalkin Group, has made the 
Rosebag available to florists and 
wholesalers in 27 countries.

NEW WAVE - South African firm 
the Company of Wine People 
has revamped the packaging for 
its Arniston Bay brand in order to 
attract new customers and raise 
brand awareness. A new icon 
will be used across all the 
varieties and features a petrel 
bird flying over the coastline and 
the words ‘where time dances 
idly in the waves’.
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contract for cider pack

Soup firm eyes snackers 
with heat-proof sleeves

Morrisons: Vegetable accompaniments packed in Faerch PP trays

Rosebag: luxurious packaging

by Simeon Goldstein
Flexible packaging printer 
Roberts Mart has won a contract 
to supply the collation shrink 
film for multipacks of 
InterContinental Brands’ St 
Helier Pear Ciders.

InterContinental decided to 
switch from clear film to printed 
shrink packaging for the cider 
brand in order  to help its multi-
packs of 50cl bottles better stand 
out on shelf.

The film is printed with col-
ours to differentiate the flavours 
and InterContinental said the 
new packaging design had been 
well received by customers.

Operations director Mike 
Carthy said: “We had not done 
anything with printed film 
before and felt our packaging 

needed to make a bigger visual 
impact on shelf.”

Roberts Mart beat two com-
petitors to win the contract and 
Carthy said that the firm’s “fast 
turnaround times convinced us 
they were right for the job”.

Leeds-based Roberts Mart 
has invested heavily in printing 
equipment and now boasts a 
number of household names 
among its customer base.

The family-run business was 
established in 1852.

St Helier: Roberts Mart printed collation shrink film for multipacks 

Tideford Organics has launched 
a range of microwaveable soups 
that are packaged in a pot with a 
heat-proof sleeve.

Devon-based Tideford 
looked to its existing 
soups to see 
how it could 
d e v e l o p 
them for the 

on-the-go market. The micro-
waveable range was launched at 
the end of last year.

The packaging is being made 
by Cheshire-based Copy Poll 
and the sleeve means customers 

can drink directly from 
the 300g pot after the 
soup has been heated.

Managing director 
Lynette Sinclair said: 

“The food-to-go cate-
gory is a fast growing 
sector where healthy 
convenience foods are 
few and far between.

“The soups meet 
today’s dietary needs, 

while the heat-proof sleeve 
soups are designed for custom-
ers on the go who are looking for 
products with great flavour and 
no additives or preservatives.”

Tideford Organics: soup for people on the go

by Simeon Goldstein
Amcor Flexibles has announced 
it is closing its Livingston 
facility that was devastated by a 
fire in September, with the loss 
of 77 jobs.

Amcor Flexibles Europe & 
Americas last month revealed it 
had begun a consultat ion 
process after concluding it “is 
not viable to reinstate the plant”, 
which produced packaging for 
the snacks and confectionery 
sectors.

Gérard Blatrix, vice president 
for snacks and confectionery,  
said that work from Livingston 
w o u l d  b e  p e r m a n e n t l y 

transferred to other Amcor sites 
in “agreement with customers 
where it makes sense to do so”.

In a statement, he said:  “It is 
with regret that we announce 
our intention to close Amcor 
Flexibles Livingston.”

“We recognise the impact 
that this decision has and the 
subsequent loss of 77 jobs will 
have on our co-workers and 
their families.

“We will be consulting with 
them and employee elected 
representatives to ensure they 
understand the rationale behind 
the proposal.”

The closure at Livingston is 
the first restructuring to be 
announced in Amcor’s UK 
business since it bought Alcan’s 
packaging arm last February. 

 For the latest headlines, visit 
packagingnews.co.uk
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Ardagh plans global push 
after Impress acquisition
by Simeon Goldstein
Ardagh’s €1.7bn acquisition of 
metals group Impress will help 
create a “global force” in pack-
aging, chief executive Niall 
Wall has exclusively told 
Packaging News.

Ardagh last month com-
pleted the deal with private 
equity firm Doughty Hanson, 
after securing competition 
authority approval in Europe 
and the US. 

The new Ardagh Packaging 
Group will have a turnover of 
more than €3bn, 81 facilities 
across 24 countries and a com-
bined workforce of 14,000.

In an exclusive interview 
with  Packaging News , 
Ardagh’s Wall said that there 
were a number of different lev-
els on which Impress had been 
an attractive takeover target for 
the Irish  firm.

“Ardagh is quite a European 
business, while Impress has a 
global presence. We can use 
that platform to grow the busi-
ness globally,” he said. “Taking 
the business to a situation 
where we have global plants  
was important.”

Cartons giant Chesapeake has 
said it will explore further inter-
national expansion after com-
pleting a £75m asset-based 
refinancing. 

The £500m-turnover group 
has refinanced with Lloyds TSB 
in what is being touted as a 
“landmark deal” for cross-bor-
der asset-based lending, a year 
and a half after it was bought by 
two US private equity firms.

Chesapeake was acquired by 
private equity groups Irving 
Place Capital and Oaktree in 
May 2009 but, according to 
Lloyds TSB, at the time the tur-
moil in the financial markets led 
to the companies lending 
directly to Chesapeake, rather 
than pursuing bank lending.

The group’s European manu-
facturing base covers the UK, 
Ireland, France, Germany, 
Poland, Hungary, Belgium and 
the Netherlands.

Chesapeake chief financial 
officer Rick Smith said: “It is 
pleasing to get the new facility in 
place which recognises the finan-
cial strength of our business.

“The new facility will allow us 
to explore further opportunities 
to broaden our range of products 
and services, as well as extend our 
presence to new markets.

“It also underpins our position 
as a stable and financially strong 
partner to support customers.”

The new deal for Chesapeake 
is based on its facilities and other 
assets across Europe.

Impress has undergone sig-
nificant global expansion to 
develop a manufacturing base 
on every continent.

“Both parts of the new pack-

Livingston site: destroyed by fire

Chesapeake to expand 
after £75m bank deal 

THE CHALLENGES AHEAD
“The biggest is always the 
macro-economic environ-
ment and packaging has 
weathered that better than 
most. We are generally more 
concerned about negative 
consumer demand than any 
specific threat to the busi-
ness. For metal there’s also 
the issue of cost inflation and 
on tin that is a challenge.”

SUSTAINABILITY
“It’s massively important. 
Nothing gets close to glass 
and if anything does then it’s 
metal. We operate some glass 
furnaces at 90% recycled 
material and on the can side 
there’s also a phenomenal 
recycled content.”

PACKAGING’S PUBLIC IMAGE
“The packaging industry, in 
terms of global carbon foot-
print and compared to most 
sectors, gets a proportionally 
bad rap because it is visible 
and is a sexy item to criticise.”

CONSUMERS
“We need to be able to edu-
cate more to help retailers 
understand the importance of 
packaging. Ultimately, with-
out packaging, what are peo-
ple going to put their 
products in?”

Wall: Impress provides a platform to grow the business globally

FACTFILE
Ardagh/Impress
Revenue €1.2bn/€1.8bn 
Staff 6,500/7,500 
Plants 24/57 
Countries 7/22

aging business have a signifi-
cant first or second presence 
across the world in which we 
operate. If you look at countries 
where we have glass operations 
Impress’s business is very com-
plementary,” said Wall.

The two firms are also a good 
fit from a product diversity per-
spective, added Wall. Whereas 
Ardagh sells to food and a vast 
range of alcoholic and non-
alcoholic drinks brands, some 

60% of the enlarged group’s 
sales will be in the food market. 

“It’s a very nice, diversified 
spread without too much con-
centration,” said Wall. “Even 
on food where there are some 
common customers, the two 
sides of the business are offer-
ing different solutions so 
there’s no conflict.”

While glass and share many 
of the same attributes as pack-
aging materials, such as pro-
viding inert environments,  
Wall said that there was 
unlikely to be major restructur-
ing due to synergies. 

“We have a responsibility to 
make sure the business remains 
competitive pricing to custom-
ers and be mindful of the cost 
base,” he said. 

“But the reality is we are not 
going to be making glass bot-
tles in a can plant.”

Impress was created by 
Doughty Hanson in 1997 
through the merger of 
Schmalbach-Lubeca and 
Pechiney.

Ardagh was founded as  the 
Irish Glass Bottle company in 
Dublin in 1932.

Amcor stops production 
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Trading continues at CPC 
Bristol as buyer is sought
by Josh Brooks
CPC Packaging UK’s Bristol 
site was still operating as 
Packaging News went to press 
as administrators held out hope 
that a buyer could be found for 
the facility.

Administrators at account-
ancy firm Grant Thornton were 
reported to be in talks with inter-
ested parties at the time of publi-
cation as the Bristol factory 
continued to trade.

Daniel Smith and Alastair 
Wardell were called into the car-
ton printer, which had a turnover 
of around £24m, on 25 August. 
They immediately closed down 
its King’s Lynn site, making 
around 95 staff redundant.

However, they have kept the 
Bristol business running in the 
hope of finding a buyer. In the 
firm’s most recent filed accounts, 
the site had sales of £11.4m. 

A spokesman for Grant 
Thornton said: “The Bristol 
plant is still trading. There is 
some interest around and there 
are conversations happening. 
But that’s not to say the situation 
couldn’t change very quickly.”

At the time of the firm’s move 
into administration, administra-

tors said that it had been a victim 
of high raw materials costs.

It was also hit by the with-
drawal of funding from its bank, 
RBS, earlier in the summer. The 
government-owned bank said it 
stopped supporting the firm 
after its French parent company, 
Paris-based Groupe CPC,  

CPC’s Bristol site is currently operating on a week-by-week basis

Next month’s question
Should all cereals follow 
Sainsbury’s example and drop 
their outer carton? (See page 10)

To register your vote go to
www.packagingnews.co.uk

Yes

18%
No

82%

As hundreds of thousands of students begin a new academic year, we asked the packaging sector if enough is being done in  

the industry to address the shortage of new recruits and convince fresh talent of the merits of pursuing a career in packaging

Online poll results

THE BIG QUESTION

Does packaging do enough to attract talent? 

Keith Barnes, 
chairman, The 
Packaging 
Society
Sadly, no. We 
need bright 
people to 

come into the industry. There is 
some work done on promoting 
packaging in schools but not 
enough about it being a 
worthwhile career. In the US, 
they can go straight from  
school to do a degree course. 
We do train people here  
through the diploma, but it’s 
typically once they have a job  
in packaging, usually by 
accident and offered as part of 
professional development. We 
want to make future school 
leavers aware of packaging  
and how exciting a career in  
the industry can be.

Peter Davis, 
director 
general, British 
Plastics 
Federation
No. The 
average age of 

the industry has been quite high 
prior to the recession and we 
have not been attracting 
sufficient numbers of young 
people. They think the sector  
is full of big factories and 
unpleasant working 
environments – the reality is  
the opposite. Now the economy 
is showing signs of recovery, 
firms need to think about linking 
with further-education colleges. 
Young people can have a good 
career in packaging and it is 
important we make our industry 
attractive to them.

Angela Jones, 
HR manager, 
Sharp Interpack 
Yate
No. One of the 
main problems 
affecting the 

industry is a shortage of 
engineering staff, and currently 
not enough is being done to 
attract this talent. 
Unfortunately, there is a 
nationwide shortage of 
engineering graduates and 
students, and in reaction to this 
we have started our own 
electrical engineering 
apprenticeship scheme in 
conjunction with Brunel and 
Gordano Training in Bristol. We 
have found that the scheme has 
been hugely successful, 
enabling us to pick and train 
three local college students. 

Dani Novick, 
managing 
director, 
Mercury Search 
& Selection
Yes and no. 
The industry 

benefits from some very 
talented people, and awards 
like Student Starpack 
demonstrate talented young 
designers are interested in 
packaging. This is only one 
aspect of the business and 
there is a need to bring in the 
best across other disciplines, 
perhaps with graduate training 
programmes. The elephant in 
the room with regard to 
attracting new talent is the 
public perception of the 
industry. The constant 
vilification does nothing to 
encourage it as a career choice.

Clowes & Gem 
go into admin 
Packaging printer Clowes 
Printers (Manchester) has gone 
into administration 14 months 
after buying the business of 
Arthur W Clowes.

Insolvency practi t ioner 
Leonard Curtis was appointed 
as administrator to the firm last 
month, but declined to provide 
further information when con-
tacted by Packaging News.

The Stockport-based busi-
ness was trading as this maga-
zine went to press.

In July 2009,  Bowdon 
Investments Group backed the 
purchase of the business and 
assets of Arthur W Clowes.

Bowdon is headed by entre-
preneur Saul Loggenberg  
who was also named as a director 
of Different Page, the company 
that bought Riverside Flexibles 
from administration in January.

Separately, industrial plastic 
container special ist  Gem 
Plastics (UK) has ceased trading 
with the loss of 93 jobs after 
going into administration. Irish 
owner Gem Plastics is not 
affected by the administration.

had itself withdrawn support  
for the UK operations earlier in 
the year.

An RBS spokesman said: 
“The firm’s parent company 
was not willing to provide  
further support and because we 
were unable to establish the 
future viability of the business, 
it would have been irresponsible 
for us to provide additional 
lending.”

Groupe CPC did not respond 
to enquiries from Packaging 
News over the situation.

It is unclear how long admin-
istrators will continue to operate 
the Bristol site. Martin Hodges, 
regional officer for union Unite, 
said: “Every week’s a bonus at 
the moment and we sincerely 
hope that the administrators can 
sell the plant.”

� See analysis, page 19
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ours to differentiate the flavours 
and InterContinental said the 
new packaging design had been 
well received by customers.

Operations director Mike 
Carthy said: “We had not done 
anything with printed film
before and felt our packaging 

needed to make a bigger visual 
impact on shelf.”

Roberts Mart beat two com-
petitors to win the contract and 
Carthy said that the firm’s “fast 
turnaround times convinced us
they were right for the job”.

Leeds-based Roberts Mart 
has invested heavily in printing
equipment and now boasts a 
number of household names 
among its customer base.

The family-run business was
established in 1852.

y s dietary needs, today
e heat-proof sleevewhile the
designed for customsoups are d -
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MANUFACTURING TALK WITH RICHARD GRAY
Maintaining internal discipline makes for a good night’s sleep

I visited a small 
but successful 
label printer 
shortly before 
C h r i s t m a s , 
where  the man-

aging director was bemoaning a 
sizable bad debt he feared would 
be incurred shortly.

My initial response was one of 
considerable sympathy - ‘state 
of the market’ and so on - tinged 
with active interest as to whether  
as a BPIF member there was any-
thing that could be done to give 
the firm practical assistance. 

However, on further investi-
gation, it became painfully clear 
that the bad debt had been avoid-

the delivery driver. 
But no-one was responsible 

for reporting these observations, 
or for putting them together to 
get a better picture of what was 
going on. 

The point is that with effective 
credit control procedures laid 
out and agreed across the whole 
team, coupled with routine use 
of a modern credit checking sys-
tem, both for new and existing 
customers, then most bad debt 
risks could be avoided or at least 
actively managed. 

� Richard Gray is director of 
Vision in Print. Contact him at 
richard.gray@visioninprint.co.uk

was a decent procedure for new 
customers, although again this 
was ignored sometimes  in the 
initial enthusiasm when working 
with a new client. 

Although the idea of pre-
selecting your customers with 
good credit rating might seem 
overly optimistic, with modern 
credit checking systems this is 
entirely realistic. 

Lack of responsibility
On further questioning it was 
clear that there had been a num-
ber of warning signs over pre-
ceding months picked up by a 
variety of staff - customer ser-
vice, accounts, sales and even 

Bad debt can be 
avoided through 
effective credit 
control procedures

able and that it was a lack of 
internal process disciplines that 
were at fault.

‘Knowing your customer’ is 
key to many aspects of a success-
ful business and I know that this 
company’s team works hard to 
make this a reality. 

But as the customer has been a 
regular client that, although 
erratic in payment record, had 
always coughed up when put 
under pressure, no routine credit 
checks had been carried out for 
some time. 

Furthermore, there were no 
clear principles laid down for 
who was responsible for credit 
control of existing clients. There 

Foster (centre): ideal environment to advance development strategy

New facilities 
for Cromwell
Plastic sack maker Cromwell 
Polythene has almost doubled its 
warehousing and office space 
after moving into a 2,800sqm 
facility on the Sherburn 
Enterprise Park near Leeds.

Cromwell produces a range of 
sacks, bags and other waste man-
agement products and said the 
new location would allow it to 
continue to build on its £9m 
annual turnover.

The new site accommodates 
some 3,000 pallets.

“We have ambitious growth 
targets across all our specialist 
divisions, which will be that 
much easier to achieve with the 
increased efficiencies that the 
new premises provide,” said 
managing director James Lee.

Founded in 1983, Cromwell   
moved to the business park in 
2002. As well as producing sacks 
and bags, Cromwell has a dedi-
cated 900sqm recycling plant 
that is located nearby.  

 For the latest headlines, visit 
packagingnews.co.uk

Label One targets growth 
with £1.6m Belfast plant
by Philip Chadwick
Label One is eyeing further 
growth after officially opening 
its new £1.6m facility in Belfast.

The label printer moved in to 
the new site last September and 
the 1,850sqm, self-contained 
facility has allowed the company 
to double in size.

“We have grown the business 
over the last four years and we 
had outgrown our old site,” said 
Label One sales director Lee 
Willdridge.

Label One currently has five 
eight-colour UV flexo presses 
but is in the process of buying 
new equipment to help it manu-
facture leaflets. The firm is also 
recruiting and aims to grow the 
workforce from 34 to 43. 

The new site, which is based 
in Invest Northern Ireland’s 
Ballygomartin Industrial Estate, 

was officially opened by enter-
prise minister Arlene Foster last 
month. Invest Northern Ireland 
offered support of £131,000, 
which included part funding 
from the European Regional 
Development Fund.

Label One managing director 

Michael McGarry said: “We 
have invested substantially in 
these new premises and in cut-
ting-edge equipment that will 
allow us to cost effectively pro-
duce sophisticated labels to meet 
the needs of existing and new 
customers.”

M&H Plastics refines presses for ‘photo-realistic’ images on tubes 
M&H Plastics has claimed it has 
refined its printing technology to 
offer “photo-realistic images 
printed directly onto tubes”.

The Suffolk company was 
tight lipped on the exact nature 
of the technology, but said that 

the development was carried out 
on its hybrid press that mixes 
flexo and silkscreen printing  
techniques.

The technology avoids the 
need to print onto labels and 
M&H explained that the devel-

opment allowed for more detail 
and tonal ranges in images.

According to M&H, the 
machinery can manufacture and 
decorate up to a million tubes a 
week but is also adaptable to 
short runs. In addition to print, 

M&H offers labelling and hot 
foil blocking.

Last November, M&H cre-
ated a new tube for retailer 
Next’s Miss N Cleansing Body 
Wash. The product featured a 
life-like textured fabric patch.

McGarry said the firm had 
also focused on achieving qual-
ity certifications. Label One  has 
carton-neutral  status and recy-
cles the heat generated from its 
equipment.

Enterprise minister Foster 
said: “These new premises pro-
vide the ideal work environment 
for the company to advance its 
research and development strat-
egy. The investment also under-
lines the importance of retaining 
industrial land and property 
across Northern Ireland, so that 
businesses can access the right 
location from which to realise 
growth ambitions.”

Label One operates in the 
FMCG, pharmaceutical and 
agrichemical sectors and ser-
vices marketsacross Europe, 
including France, Denmark.and 
the Republic of Ireland.

M&H: photo-realistic images
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want to make future school 
leavers aware of packaging 
and how exciting a career in 
the industry can be.

career in packaging and it is 
important we make our industry 
attractive to them.

have found that the sche
been hugely successful, 
enabling us to pick and train 
three local college students. 

p p p
industry. The constant 
vilification does nothing to 
encourage it as a career choice.

Heineken: introducing standardised packaging across the globe

The glass bottle will feature a 
curved embossing on the neck 
and back that is said to be  “pleas-
ing to the touch”.

Heineken’s new cans will fea-
ture tactile ink created by a series 
of small raised dots on the sur-
face of the can that, Heineken 

said, give the consumer “a better 
feeling in the hand, enhanced 
grip and allow the brand to 
appear more refreshing and rec-
ognizable”.

Mark van Iterson, global 
manager of Heineken design and 
concept, said: “We believe that 

DESIGN NEWS
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Heineken to cut formats in global bottle revamp
by Josh Brooks
Beer giant Heineken is planning 
to roll out a range of innovations  
as part of new globally-standard-
ised packaging.

The Dutch firm is to introduce 
the first wave of a standardised  
range in western Europe this 
month and then roll it out across 
its 170 global markets by the 
start of 2012.

The revamp will move 
Heineken from producing 15 
bottle sizes across the world to 
just five. Graphically, it builds 
on visuals that were launched at 
the start of 2010.

Heineken is hoping that a uni-
form look for its packaging will 
streamline its supply chains and 
underline the brand’s identity 
but it is also introducing a num-
ber of technical innovations.

SOUTHERN CHARM - Wax 
Communications has created a 
special-edition bottle for 
Southern Comfort that features 
an illustrated pattern using 
iconic scenes and images from 
New Orleans, the home town of 
the whiskey-based liqueur.

with one recognizable bottle the 
global Heineken brand will be 
further strengthened.  With uni-
formity comes even greater 
impact. The  bottle reinforces the 
new packaging visual identity.”

Van Iterson added that the 
team behind the revamp had 
reconsidered every detail of the 
packs to ensure consumers 
would feel “a subtle but signifi-
cant difference”.

A spokesperson for Heineken 
told Packaging News that the 
company had started to review 
its bottles in 2006. “We went 
through several scope changes 
due to design and consumer 
acceptance, to arrive at the best 
design,” he said.

 For the latest design news, 
visit packagingnews.co.uk

SHELF REVIEW JAMMIE DODGERS
HISTORY
Jammie Dodgers are made by Burton’s 
biscuits and are simple in concept:  a 
sandwich of ‘jam’ and two shortcake 
biscuits with a heart shaped hole in the 
upper biscuit to reveal the jam. 

The product has just been redesigned 
and comes in Original, Jam’n Custard 
and Lively Lemon varieties.

GRAPHICS 9/10
The new graphics have a ‘Beano’ feel to 
them. They are lots of fun with 1950s- 
style lettering and cartoons reflecting 
the product’s heritage.

The new logo features a more 
prominent jam ‘splat’ and a hand-
drawn typeface to make the brand 
appear more fun. Its original 1950s 
Dodgers font, derived from The Beano’s 
‘Rodger the Dodger’ comic strip, has 
been retained, but the lettering has 
changed colour from yellow to cream 
that helps the packaging stand out.

Its backdrop is now a sunburst which 
adds to the cartoon feel and each pack 
has plenty of graffiti text with mischief-
making messages such as ‘jamtastic!’, 
‘Tangy as’ and ‘Double trouble’.

We particularly like the shots of 
messy custard pots and jam jars which 

add to the fun and make the ingredients 
look very tempting. Although Jammie 

Dodgers is an established brand, the 
new packaging makes it appear fresh 
and new.

FUNCTION 8/10
The function hasn’t changed. The 
biscuits sit on a tray inside the 
wrapping. Nothing different from most 
biscuit packs, but it works well enough. 

ON-SHELF 8/10
The new packaging will stand out well 
when the packs hit the shelves from 
this month.  

The mix of colours and font styles 
make the product unique and against 
its relatively ordinary predecessor, 
which used red and yellow, it appears 
modern -- in a retro style -- and fresh. 

Its competitors, such as Penguin, 
Twix and  Oreo, seem relatively modest 
in comparison.

OVERALL 9/10
Overall the new packaging is a great 
improvement: it will appeal to kids with 
its fun and mischievous appearance, 
and adults for its nostalgic references 
to a more innocent time. 

Monica Lucas of Pragma takes a look at the packaging of a well-known brand in the retail environment from the consumer’s point of view. Pragma 
specialises in providing strategies for success in the retail, branding and leisure markets. www.pragmauk.com



Profile and analysis
Every month, Packaging News features interviews 
with the people making waves in packaging and 
analyses the biggest topics affecting the sector. 
Recent issues have featured:
�   Interviews with Miles Roberts of DS Smith; 

Robert Lisney of the Advisory Committee on 
Packaging; Jean-Pascal Bobst of Bobst Group

�   Courtauld 2; management buy-outs in the sector; 
packaging format wine-tasting challenge 

Markets
Our monthly Markets feature explores the trends in 
a particular end-user market, including expert com-
mentary, market statistics, the latest designs and key 
suppliers. Recent topics include:
�   Luxury packaging
�   Chilled and frozen food
�   Personal care

Sector focus
Our monthly Sector Focus feature looks at a particu-
lar discipline within packaging, including:
�   Material sectors such as metals, glass, carton-

board, corrugated, rigid plastics and so on;
�   Design agencies and repro houses

Equipment News
Equipment News launched in 2010 and is a monthly 
mini-magazine covering packaging and converting 
equipment. Every issue includes:
�   The latest on converting, printing and packing 

equipment
�   Installations across the industry
�   Project Profile, an in-depth look at a major instal-

lation project
�   Buyers Guide feature and tables, looking at trends 

in a particular type of equipment

Online features
packagingnews.co.uk hosts a number of weekly fea-
tures. These include:
�   Client Newswrap – a weekly round-up of news 

from retailers and brand owners
�   Soap Box Blogs – comment from Packaging 

News staff and industry contributors
�   PRN Pricewatch – a weekly report on the latest 

price of packaging recycling notes

Key figure

61%
Readers who buy packaging materials  

at least every quarter (source: PN reader  
research, February 2010)

Our one-off special reports and supplements focus 
on specific issues and markets and offer advertisers 
a highly-targeted environment and long shelf life. 
We produce show guides, while our annual 
Directory is the industry’s most comprehensive 
guide to suppliers and services.

Environment report
Now in its fourth year, this annual report covers the 
industry’s latest efforts to reduce its impact on the 
environment, including:
�   Expert opinion, case studies, features and profiles 

make it the industry’s widest source for environ-
mental information

�   Shelf-life of the full year gives the report increased 
pass-on readership

�   The supplement is the ideal vehicle to align a 
brand with environmental issues

�   It is received by our full 12,163 circulation

Sector reports
Sector reports focus on specific end-user markets 
and offer a targeted channel to reach readers.
�   Expert commentary and exploration of trends in 

end-user markets such as food or beverage
�   Distribution through the Packaging News full cir-

culation list

Power Book & Directory
In 2011, our popular annual Packaging News 
Directory is  being combined with the Power Book, 
a Who’s Who-style series of short profiles of the 100 
most powerful people in UK packaging. Published 
in May, the and is the key document for anyone 
looking for packaging services.
�   Handy A5 format with strong editorial content
�   Shelf life of a full year – or more
�   Display advertising and enhanced listings

Show guides
Packaging News is the official media partner for the 
UK’s easyFairs packaging shows and is also pro-
ducing conent around major 2011 exhibitions 
including Pro2Pac, Interpack and the PPMA show.
�   We have produced the official Show Guide for all 

easyFairs UK packaging shows since 2008
�   Interpack show previews will run in March, April 

and May
�   Pro2Pac preview will run in March and PPMA in 

September

Key figure

12,163
Recipients of the Power Book & Directory - the  

full Packaging News circulation

One-off reports that examine every aspect of a key issue, market or eventHigh-quality in-depth coverage on packaging trends, markets and equipment

Specials & supplementsFeatures
LUXURY PACKAGING MARKETSwww.packagingnews.co.uk

email: packagingnews.editorial@metropolis.co.uk
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A touch of class
Brands can reap big 
rewards by going 
the extra mile with 
special packaging 
for limited editions. 
Simon Creasey 
looks at packs with 
the Midas touch

L uxury comes in numerous different guises, from methuse-
lahs of vintage champagne through to diamond encrusted 
watches. But what ties these disparate, expensive and 
highly desirable items together is the way that they are 
sold to consumers. Luxury items – or, for that matter,  
one-off special editions – need to be presented in luxuri-

ous surroundings; simply sticking a label on a bottle of vintage 
whisky doesn’t make it stand out from competitor brands nor does it 
necessarily tell the unique story behind the content. However, if  
you encase it in an aged leather case replete with brass hinges  
the consumer knows they can expect to experience something spe-
cial inside.

Luxury packaging, therefore, is a key component when it  
comes to selling luxury items. But high-end special-edition packag-
ing can end up being an expensive mistake if you don’t know what 
you are doing. So what pitfalls should brands looking to embark on 
a luxury packaging campaign watch out for and what measures  
can they take to ensure their product is a hit without busting  
the budget?

Before looking at the nuts and bolts of how to successfully under-
take a high-end packaging campaign, companies need to establish 
how they are going to measure the success of their packaging and 
whether or not a limited-edition packaging approach is right for 
their brand in the first place.

Patrick McDermott, marketing director at The Design Group, 
suggests a simple rule of thumb to aid in the decision making pro-
cess. “An effective special edition should have an impact on sales 
and brand perception that continues after the special edition pack 
has sold through and is no longer on shelf. Otherwise the brand is 
merely buying short-term sales uplift – in which case it is better to 
avoid the complexity of a limited edition and go for a straightfor-
ward discount or promotion.” 

McDermott adds that for a limited-edition packaging campaign to 
be successful it must have two key ingredients: it must be relevant 
to the brand and needs to be engaging and “reward the consumer for 
interrupting their mental space”.

The best approach
Some brands mistakenly believe a provocative approach is a sure-
fire winner but while it may attract column inches in the media it’s 
not necessarily the best tactic for everyone. McDermott advises 
against the use of shock tactics except when it is consistent with a 
brand’s existing image.

“Being provocative for its own sake might deliver a short-term 
PR boost but will have a long-term negative impact on the brand if 
it is not consistent with its values.”

McDermott adds that luxury packaging or special-edition one-
offs should be part of a long-term play – if they’re executed cor-

PROFILE
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Roberts makes mark with Europe strategyMiles Roberts joined DS Smith as chief executive in May and has wasted no time in making his mark on the 

corrugated giant. Josh Brooks finds that he’s a man on a mission with ambitious plans to grow the business

Miles Roberts: the former McBrides chief executive is targeting pan-European growth

W h e n  f o r m e r McBr ides  ch i e f execut ive  Miles Roberts was handed the job of leading D S  S m i t h  l a s t spring, both the City and the industry expected big things.He hasn’t disappointed. Within weeks of taking over from Tony Thorne in May 2010, Roberts had made his mark. In early July he bought French retail-ready pack-aging business Otor in a €247m deal, underlining his vision of focusing the business on FMCG products and in par-ticular full-colour retail-ready packaging. He also wasted no time in announcing a strategic review of the business to achieve that aim.
With Roberts now six months into the job, DS Smith’s share price is rising – at more than 200p as this magazine went to press, compared to less than 120p when he took over.

Last month, as strong results from Roberts’ first half-year in charge were published, the results of that review were announced (see box and page 2). Expansion and acquisitions across Europe are on the agenda; Roberts wants to reduce DS Smith’s exposure to the paper manufacturing business, unless it is for internal use; and he has declared that Spicers, the office products business, has no synergies with the rest of the group.Packaging News grabbed 10 minutes with Roberts on a very busy half-year results day in December.
You’re six months in to the job at DS Smith and have just posted improved sales and profits. What is your view of the industry six months in?DS Smith is a very good company and I’m absolutely delighted to be part of the team. But we have a lot of work to do. If you look at where our customers are - Cadbury, Unilever, P&G and many others - they are world class customers. We need to be at that level to serve their needs.

What’s your assessment of the Otor acquisition so far, and are you plan-ning more acquisitions to grow in continental Europe?Otor is a chunky businesses for us but the integration is going well. We are delighted with the French market and the customers we have there. It’s a super acquisition and a super management team. Looking fur-ther ahead, of course we would acquire again, if it’s the right business in the right market.

You’ve said that Spicers has no syner-gies with the packaging business at DS Smith. How do you expect that to pan out and are you looking for a buyer for the company?
It’s an office products business with a low return on sales. So we’ve got to get it right and  that means getting service to custom-ers right. Once we’ve done that, then we’ve got to adjust the efficiencies of how the operations work. And following on from that, we’ll then  have another look at it. Improvements are a never-ending story, however we are absolutely focused on getting the business correct over the next two to three years. By doing this we can maximise shareholder value in that business.

You have identified continental Europe and particularly central and eastern Europe, and recycling, as growth markets. How quickly do you see DS Smith expanding in those mar-kets?
When you look at Europe, it’s got a popu-lation of 440 million, and 380 million of those are outside our shores. We will be building on the great relationships and customers we have in the UK and France. I just feel at the moment we are denying so many people the chance to use our prod-ucts.

Plastics hasn’t shown much growth in the last year and yet you say that DS Smith will continue investing in it. Why?
Our plastics business isn’t so large and it’s really focused on bags and taps that go into corrugated. It’s quite bespoke for cus-tomers and the largest customer of the business is Procter & Gamble. We’ve got a great market position and there’s decent growth there.

You want to reduce your exposure to the paper manufacturing sector. Does this mean selling or closing mills? 
We will reduce our exposure and make sure our production is far more aligned behind the markets it serves. There will be a redeployment of people skills behind that aim. We’ve said to our investors that we will outline more on this next year.

Input costs have been an issue for the whole industry in the last 12 months and your results talk about paper prices rising to as much as around 50%. Do you see any let-up in the upward pressure on prices in the year to come?
In the short term things can move around. My medium term view is that you’re going to get sustained increases. There’s a limited supply; supply and demand means that prices will continue going up. If you go back around three years ago, oil was at $150 a barrel. Why shouldn’t it get back to that level?

Finally, how big do you think DS Smith can get?
Think of a number and I’ll double it, then double it again for good measure. We’re £800m-£900m in the UK at the moment. Why wouldn’t we be able to do that in three, four or five countries? The opportu-nity in the short to medium term is phe-nomenal.

 ROBERTS’ SIX  AIMS 
�  To focus the group on the recycled packaging business�  Build on its FMCG customer base across Europe

�  Reduce exposure to the “more cyclical” paper manufacturing business by reducing it by 25% over the next three years�  Expand its recycling business outside the UK
�  Target cost and capital savings of £10m per year
� To streamline the group

CARTONS SECTOR FOCUS
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We have clients 
encouraging us to 
ditch European 
board suppliers
Dominic Walsh
MSO Group

SECTOR FOCUS CARTONS www.packagingnews.co.uk
packagingnews.editorial@metropolis.co.uk

Standing up to the board shortage
An earthquake in Chile, industrial strife in Scandinavia, mill shutdowns and growing demand outside Europe have led to a perfect storm in the board supply market. But the UK folding carton sector is fighting back, finds Des King 

T
he UK cartons sector is under pressure. A series of uncon-
nected knock-backs over the past 18 months, including the 
Chilean earthquake, strikes at Swedish mills and Finnish 
docks, a switch from recycled to virgin fibre board by 
some multi-national brands and a 15% reduction of nearby 
capacity by around 350,000 tonnes, have rendered carton-

board a scarce commodity. 
Although most of their European counterparts are feeling the 

pinch, the UK’s carton makers are experiencing the greatest con-
straints. Rationing is abroad in the land, with sterling’s exchange 
rate putting paid once and, possibly for all, the purchasing clout of a 
market that, while hitherto considered strategic by the board produc-
ers, now has less commercial appeal than just about anywhere else 
across the continent. 

And who can blame them , says Tom Reid, managing director of 
Nampak Europe. It’s arguably the most disadvantaged sector by the 
retail end of the UK supply chain’s aggressive pricing policy. “The mills 
are taking the opportunity to say it’s their day in the sun. It’s been a very 
long time coming – low returns haven’t enabled them to re-invest for 
decades – and they’re going to make the most of it. I guess we’d all do 
the same.”

As well as the more obvious trade routes extending to China and 
India, Africa too represents a better bang for the buck; not least for 
Nampak itself, which in December sold its cartons and healthcare busi-
nesses in Europe to private equity investors. Pulling out of the market 
altogether is an option beyond most other domestic converters, 
squeezed between the current intransigence of the mills and the low 
margins imposed by their customer-base.

Realistic price
If they can hang in there, though, there is the prospect of greater 
parity, according to BPIF Cartons president John Monks. “The fac-
tors that have been occurring have driven users of cartonboard pack-
aging to recognise, and perhaps reluctantly accept, that if they want 
the product then they’re going to have to pay a more realistic price 
than they have in recent years.”

Meanwhile, the here and now is very much hand to mouth, with 
European mills maintaining a rigid allocations strategy impervious 
to the most strongly argued new business proposition.

“Lead times have extended to seven months on occasion; they 
used to deliver within 16 weeks,” says MSO Group managing direc-
tor Dominic Walsh. “In the meantime, price has risen by over a third 
during the past 18 months. Whereas price could have be fixed for as 
much as 12 months it’s now three to four weeks, and they won’t 
commit beyond that.”

The net result is lost sales. Walsh cites recent examples of a sea-
sonal summer barbecue line being shelved because material couldn’t 
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be delivered until December, and a regular order for 20,000 tonnes 
a month over a three year period, seriously jeopardised through his 
supplier only able to guarantee 40% of the order.

“This ought to be ticking all the boxes for the politicians: it’s 
manufacturing; it’s export; it’s driving GDP. Yet we’re being ham-
pered. It’s crazy,” says Walsh. “It’s about price protection; all of 
these increases tend to come out in a very cohesive way.

“The business is there but the mill owners aren’t prepared to ser-
vice it. We have customers now encouraging us to ditch European 
supply in favour of South America, India and China. It’s quicker to 
get the board from Brazil than from Finland at the moment.”

The Benson Group is also sourcing board from further afield, 
says managing director Mark Kerridge.”Over the past eight years 
we’ve grown from a single site £10m turnover business to a multi-
site £100m turnover, and during that time we’ve developed strong 
relationships with multiple mills across Europe and also deep-sea 
locations in Asia-Pacific and North and South America, that are pro-
jected to be 22% of GC folding box-board in 2011. 

“That’s put us in a position of having more options to consider 
and to negotiate. Within this tight market, we’re also asking for 
generic choices with regard to specifications.”

Changing board
That raises some interesting point towards the sector’s likely devel-
opment. “In order to keep up with new product launches it may need 
the customer to change the type of board that was originally speci-
fied – and customers are working with their suppliers to be as flex-
ible as possible,” notes Chesapeake’s corporate marketing and 
communications manager Bob Houghton.

“It may mean accepting a different kind of board; albeit one that 
has a similar performance rating. That often will mean having to do 
quick trials to ensure that the inks and varnishes still perform, so it’s 
extra work all round.”

There may also be a greater uptake of more readily available 
recycled grades in the short-term; notwithstanding recently 
expressed preferences for virgin fibre by some brand owners, such 
as Nestlé and Unilever, nor indeed Wrap’s preoccupation with 
weight in relation to waste.

One outcome unanimously rejected by the sector at large is the 
likelihood of format switch. Despite its supply and pricing issues, 
demand for folding cartons is up by 2.5% in volume terms. 
Furthermore, replacement by another substrate doesn’t stack up, says 
BPIF Cartons general manager Neal Whipp. 

“Nobody should change the specification of any single element 
within the packaging chain without taking into account the potential 
overall knock-on effect. For instance, switching from a carton to a 
flexible alternative is likely to incur the risk and actuality of 
increased product damage, so you’ll need a lot more outer and tran-
sit packaging. Where’s the saving then?”

While the issue of materials supply and cost won’t go away, there 
is a feeling that the cartonboard industry will grow. That is at least 
some comfort after a trying year. �

THREE CHALLENGES FOR CARTONS IN 2011

 

Material supply 
Gloomy predictions from NAPM suggest that problems relating to board supply will continue for the 
next 12 months 

 Growth 
Currently at 2.5% but is predicted to rise and, despite the materials crises,  price increases are likely 
to affect other substrates 

Environment 
The sector needs to continue to push its positive environmental credentials
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Sales in the personal care market are set 
to soar in the coming years. Simon 
Creasey  finds the trend is driving pack 
designers to new heights of creativity

I
t sounds like a sculpture produced by acclaimed artist Anish 
Kapoor. A silvery orb seemingly floats inside a beautifully 
crafted box. But rather than sitting on a plinth in a high-end art 
gallery, this piece of packaging art sits on the shelves of high 
street pharmacies. Nivea Visage’s Expert Lift Aid Cream jar is 
just one of a growing number of innovative pieces of packag-

ing produced in the personal care market.
 It’s a category that’s set to enjoy tremendous growth if the fig-

ures are to be believed. According to Pira, the personal care market 
is set to grow by 25% from 2007 to 2014, with anecdotal evidence 
suggesting that brand owners are increasingly willing to splash the 
cash on innovative packaging.

But what’s fuelling this growth and how are packaging design-
ers responding to ensure that their work achieves all-important 
stand out on shelf?

The main reason for the predicted rise in sales of personal care 
products is relatively straightforward. As wealth increases in 
developed and developing areas of the world, so too will aware-
ness that personal care is an important and affordable part of eve-
ryday living, explains Pearlfisher creative partner Jonathan Ford. 

“In a world that’s so full of uncertainty the one thing that you 
can control is yourself, to a certain extent, and so personal mainte-
nance and personal care is something that people have got more 
awareness of and desire for.”

Manufacturers are responding to this anticipated growth 
through greater levels of creativity, according to Chris Hart, crea-
tive director of Blue Marlin Bath, who describes the relationship 
between packaging and personal care as a perfect marriage. “The 
personal care category lends itself to creative packaging in terms 
of both aesthetics and materials – brands need to make people feel 
good about using something that is up close and personal.” 

As competition intensifies in this sector brand owners also need 
to make sure that their product stands out from the crowd. 
“Companies are invariably having to try harder and be more inno-
vative with their packaging in order to stand out, differentiate 
themselves amongst fierce competition and ultimately drive sales 
in such a ferocious marketplace,” explains Al Delgado, creative 
director at Stocks Taylor Benson. 

Communicating the message
But it’s not just on shelf that brands need to stand out – today’s 
design aware consumer also want stylish packaging that will look 
good in their homes, adds Delgado.

Another role that this breed of innovative, good-looking pack-
aging can play, particularly in the personal care market, is com-
municating the message behind developments in the make-up of 
the products themselves.

“People need to feel assured by the products they are buying and 
innovative packaging can play a large contributory factor in 
enhancing perceptions of marketed scientific advancements in 
products,” says Delgado.

Environmental considerations are increasingly filtering through 
the sector, which until recently has lagged behind other categories 
in terms of sustainable packaging innovations.
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“However, many of the ethical pioneers are now also examining 
their packaging reflecting consumers’ continuing concern about 
the wastefulness and irritation of excessive or over-specified pack-
aging,” argues Samantha Dumont, creative partner at Dragon 
Rouge. “And many major brands are aiming to reduce packaging 
weight and experiment with more sustainably sourced materials.” 

This push is all part of the growing need for simplicity, purity 
and a back-to-basics approach, according to Delgado. “Brands feel 
the need to tick the ethically responsible box as people feel better 
if the products they’re being offered are in some way responsible.” 

Or indeed allow you to reuse the same packaging, which is some-
thing that manufacturers like Unilever are closely looking right now. 
As part of the FMCG behemoth’s Sustainable Living programme, 
Unilever is committed to reducing packaging across its portfolio of 
brands and promoting the reuse of primary packaging.

“They plan to extend the use of refills beyond developing coun-
tries where they have been successful already and promote the cost 
and convenience benefits to consumers in developed markets,” 
explains Dumont. “This could have a significant impact on what 
becomes normal packaging within personal care products and act 
as a spur to many other companies to place an increased focus on 
more sustainable packaging.” 

There will be other factors at play. Finding new materials and 
closures is often the first base that manufacturers visit on their 
“creative journey”, says Delgado, who feels that companies are 
increasingly experimenting with different materials to get better 
and more differentiating results.

There are a number of examples of this type of innovation 
already on the shelves, with brands utilising materials that com-
municate the DNA of a brand and of the brand experience, explains 
Dave Brown, chairman of The Brand Union. 

“The tangible quality of a pack can help to communicate the end 
benefit of the contents. For example, take Witch Hazel. When you 
grab hold of a tube you’re touching something that’s got a healthy 
skin feel thanks to the soft touch finish material. The end benefit 
of the product is inherently built into the product itself.” 

“The technology exists, from a graphic perspective, that allows 
you to deliver 3D images without having to wear 3D specs and this 
all adds to the multi-sensory experience,” adds Brown. 
“Consumers are valuing innovation at the moment, particularly 
those that are pragmatic and exciting, that entertain and that extend 
the brand and product experience.”

Ease of use
But amid all this innovation it’s crucial that the key thing that 
binds together all packaging isn’t lost and that’s functionality, 
points out Blue Marlin Bath’s Hart. “To me truly innovative pack-
aging must respond to a customer need – making something easier 
to use or hold, dispense more cleanly or store more easily.”

Judith Allan, head of production at design and branding agency 
JKR, concurs. She says that the key driver from a consumer point 
of view surrounds functionality and ease of use. “Most of the work 
we’ve done in recent times has involved how you make this prod-
uct work best for the consumer, so that anything you add to it is 
being added for a reason.” 

There are numerous opportunities for brands and designers in 
the personal care category to capitalise on in the coming years. But 
these opportunities will present their own unique set of challenges. 
The brands who will thrive in this environment are the ones who 
innovate when innovation is necessary and create functional pack-
aging that stands out from the crowd – not those who innovate for 
the sake of it. �

Sector growth brings pack facelift

Five of the best
Aveda Light Elements Shaping Wax
For Aveda, sustainability is part of 
its DNA. This jar is made from 99% 
recycled HDPE and an outer carton, 
made of 80% recycled FSC board.

L’Oreal Perfect Clean
The company’s innovative pack 
features a built in ‘scrublet’ brush. 
Simply pop out the rubberised 
exfoliator, pour on the gel and you 
have a perfect applicator. 

Tom’s of Maine Long Lasting 
Deodorant Stick
Featuring an ingredient list good 
enough to eat, this deodorant pack 
from Tom’s is made from a single 
type of plastic that features a high 
level of recycled content.

Nivea Visage’s Expert Lift Aid Cream
This pack for Nivea face cream so 
impressed Dave Brown of The 
Brand Union that he keeps one on 
his desk. The carton uses a foil with 
a laminate whose optics create the 
illusion of a ball floating in the pack.

Colgate Sensitive Pro-Relief
The toothpaste tube features a 
unique tamper evidence safety seal. 
To open the seal you make the top 
of the cap fit securely with the 
crown shape on the tube and then 
twist the cap to break the seal open. 

to make sure that their product stands out from the crowd.
“Companies are invariably having to try harder and be more inno-
vative with their packaging in order to stand out, differentiate 
themselves amongst fierce competition and ultimately drive sales 
in such a ferocious marketplace,” explains Al Delgado, creative 
director at Stocks Taylor Benson. 

Communicating the message
But it’s not just on shelf that brands need to stand out – today’s 
design aware consumer also want stylish packaging that will look 
good in their homes, adds Delgado.

Another role that this breed of innovative, good-looking pack-
aging can play, particularly in the personal care market, is com-
municating the message behind developments in the make-up of 
the products themselves.

“People need to feel assured by the products they are buying and 
innovative packaging can play a large contributory factor in 
enhancing perceptions of marketed scientific advancements in 
products,” says Delgado.

Environmental considerations are increasingly filtering through 
the sector, which until recently has lagged behind other categories 
in terms of sustainable packaging innovations.
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Featuring an ingredient list good 
enough to eat, this deodorant pack 
from Tom’s is made from a single 
type of plastic that features a high 
level of recycled content.

NiNivea Visage’s Expert Lift Aid Cream
This pack for Nivea face cream so 
impressed Dave Brown of The 
Brand Union that he keeps one on
his desk. The carton uses a foil with 
a laminate whose optics create the
illusion of a ball floating in the pack.

Colgate Sensitive Pro-Relief
The toothpaste tube features a 
unique tamper evidence safety seal.
To open the seal you make the top 
of the cap fit securely with the 
crown shape on the tube and then
twist the cap to break the seal open. 
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Multiple choices for labelling
Sidel unveils a modular labeller plus the latest  

lines from  Bobst, Domino and more p2-3

Macpac targets food industry
Thermoformer installs UK’s first Illig RD53c 

and sets its sights on a food sector push p4

Braille stands out from crowd
Inspection lines are becoming more high-tech 

to ensure that Braille makes the grade p7-12

PROJECT PROFILE

PRODUCTS
INSTALLATIONS

BUYERS GUIDE

Colourful investment at Rigid
Corrugated packaging specialist gives the lowdown on a £6m investment in its Selby operation 

to support a move into high-quality graphics printing and open up new market sectors p5

EQUIPMENT ROUND-UP
� At its open house in October, Marchesini launched what it says 
is its fastest ever blister packaging machine, the MB460. This 
continuous motion thermoformer is managed by a PC and servo 
motors and is capable of producing 720 blisters per minute.
� IMA Safe’s new C80HS-A96 is an integrated blister line 
designed for the production of medium batches and frequent 
size changeovers. It achieves speeds of up to 700 blisters per 
minute and 450-500 cartons per minute. 
� Logic TPS, which represents blister packaging manufacturer 
Hoonga in the UK, has revealed that it will be bringing a new 
600 per minute line to Interpack next year.
� The Uhlmann Blister Express Center 300 was previewed at 
Total and can produce up to 300 blister packs and 150 
cartons every minute. In addition, an operator can complete a 
changeover on the 8m-long machine in around 20 minutes.

T
he UK’s pharmaceutical industry is fighting cost pressures 
on all fronts. The ongoing efficiency drive within the cash-
strapped NHS filters down to drugs suppliers, while the 
UK industry has to contend with competition creeping in 
from lower cost overseas production bases.

“The low cost drive is very strong because of the com-
petition the UK industry faces from emerging markets,” says 
Francesco Stanzani, head of TMG Marchesini UK. 

For some players the response has been to put the brakes on new 
equipment purchases, such as blister packaging lines. 

“The cost-cutting exercises that are taking place within the NHS 
have impacted on equipment demand. There have been fewer new 
projects in the UK,” adds Agostino Consolini, marketing director at 
IMA Safe (Packaging Solutions). 

However, choosing not to invest in equipment doesn’t exactly 
represent a sustainable solution. Some firms are looking to more 
basic ‘no frills’ blister packaging equipment as a means of reducing 
their costs. 

One innovation that responds to this demand is the Blister Express 
Center 300, which is being marketed by its manufacturer Uhlmann 
as a low cost but high performance line that will appeal to the many 
pharmaceutical manufacturers who are producing shorter runs of 
increasingly customised products.

However, Bernd Webel, sales director at blister packaging equip-
ment maker Romaco Noack, is unconvinced by the budget options 
on the market. “Low cost equipment does not necessarily reduce the 
cost of production and packaging. What really reduces costs is pro-
cess optimisation in the whole blister line concept. Investment in 
high automation can pay back within a very short time.”

On Romaco’s blister packaging lines, he says, a high degree of 
automation improves line efficiency and guarantees integrated pro-
duction processes. 

Ultimately, though, even if pharmaceutical firms do manage to 
shave production costs, it is unlikely they will be able to compete 
with overseas manufactured products on cost grounds alone. 

So rather than trying to compete purely on cost, many UK com-
panies operating in the OTC market are looking to gain a competi-
tive edge through packaging innovation. 
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Romaco’s Noack 623: 
designed to reduce costs

Brecon Pharmaceuticals is one of a growing number of contract 
pharmaceutical manufacturers in the UK. It manages to remain 
competitive by keeping abreast of industry trends and packaging 
technologies. For instance, it is home to the world’s only line for the 
production of Burgopak’s patented sliding blister pack. Business 
development director Steve Kemp says: “We have also invested in 
technology to respond to key industry trends, including late stage 
customisation, which facilitates efficient management of small 
batches, plus track and trace capabilities.”

Romaco claims to have successfully matched its technology to 
the working patterns of the contract packaging sector with machine 
concepts that, it says, combine versatile use with fast retooling.  
“The aim is to provide optimal conditions for short retooling times,” 
says Webel. “Downtimes can be significantly reduced by integrating 
servo technology and robotic systems. Formats can be utilised flex-
ibly, while process parameters only need to be defined once and can 
subsequently be read in or called up across any number of produc-
tion lines.” �

Quick and flexible 
blister packing kit 
could be the key to 
getting ahead in a 
pharmaceutical 
sector dogged by 
cost pressures, says 
Lynda Searby 

Need for speed

Show  Guide
16 & 17 February 2011 
NEC, Birmingham



UK Packaging Awards
Now in its sixth year, the UK Packaging Awards has 
established itself as the packaging industry calen-
dar’s biggest night out, and in 2010 brought together 
500 industry executives from a wide range of com-
panies.

Organised by Packaging News and the expert 
awards team at Metropolis, the UK Packaging 
Awards brings professionalism and glamour that are 
second to none in the sector.

After three years of solid growth and a sell-out in 
2010, this year the UK Packaging Awards is gearing 
up for even more expansion and is moving to a big-
ger home - the London Hilton on Park Lane.

Our panel of independent judges are some of the 
most powerful packaging buyers and specifiers in 
the market and last year included the heads of pack-
aging from Tesco, Sainsbury’s, Asda, Waitrose and 
Reckitt Benckiser.

Awards sponsorship
Opportunities to associate your brand with the UK 
Packaging Awards are numerous and include both 
event and category sponsorship, which offer brand 

Reach your target customers with the packaging industry’s biggest marketplace

Packaging News is home to the UK packaging 
industry’s largest classified advertising section. At 
least 20 pages of advertising every month make the 
back pages of Packaging News the first port of call 
for any potential customer – and that makes it the 
best place to promote your business.

Solutions
Got a story to tell or a product to sell? Guarantee 
your place in the magazine with a Solutions inser-
tion, including:
�   110 words of text to explain your product, service 

or development
�   Image, company logo and contact details
�   The option to be included in a monthly bulletin 

delivered to more than 10,000 recipients

Services
The largest packaging services showcase in the 
industry covers the full range of packaging services 
and supplies, from design to materials, machinery to 
contract packing.
�   Where to Buy section offers the most cost-effec-

tive way to get your name out to buyers
�   Classified ads offer greater impact and cover 

every area of services in the supply chain

Business opportunities
Put simply, Packaging News owns the market for 
promoting business opportunities in the packaging 
sector.
�   The only title with a dedicated classified section 

for businesses for sale, auctions and tenders

Recruitment
Online or in print, Packaging News offers access to 
a huge audience of packaging professionals seeking 
their next career move.
�   packagingnewsjobs.co.uk only carries packaging 

jobs, from technologists and engineers to sales 
managers and designers

�   Packaging News is the only magazine with a reg-
ular dedicated recruitment section, used by the 
UK’s top recruitment agencies and brands

Key figures

5,329
Average monthly visitors to  

packagingjobs.co.uk, 2010 (source: Hitwise)

58%
Readers who buy primary or secondary  

packaging at least every quarter  
(PN reader research, February 2010)

Network, celebrate and learn with Packaging News events and conferences

alignment with the very best of UK packaging in 
your chosen field.

Sponsorship packages for the UK Packaging 
Awards include: 
�   An extended promotional campaign that includes 

being featured in all promotion for the event
�   Branding on regular updates to judges and 

entrants
�   Promotion on the entry kit if sponsorship is 

booked early
�   A reserved networking area on the night
�   Branding on the night
�   A representative to present your chosen award on 

stage
�   A table of 10 at the event
�   Endless networking opportunities before, during 

and after the ceremony

We are also able to offer packages including: 
�   Sponsorship of areas of the night’s entertainment 

such as a casino
�   Sponsored gifts for attendees
�   Sponsored labels on wine or water bottles

Contact Susan Bann on 020 8253 8656 for more.

Other live events
Packaging News is able to offer a range of live 
events to provide networking and one-to-one busi-
ness opportunities in any area of the packaging 
industry. These could include:
�   Conferences held at our London premises or 

externally
�   Breakfast briefings
�   Face-to-face seminars or online webinars
�   Cocktail or other evening events to connect sup-

pliers with clients

Key figures

500
Attendees at UK Packaging Awards in 2010 - up 

from 400 in 2009 and 300 in 2008

290
Entries to UK Packaging Awards 2010 - again, 

100 more than in 2009

ClassifiedsEvents
TO BOOK YOUR SPACE
Contact Jon Newell on 020 8253 8647
jon.newell@metropolis.co.uk
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National Flexible have become 
the very first in the UK packaging 
industry to make full use of a 
ground-breaking advance in flexo 
printing technology by using Kodak’s 
innovative Flexcel NX technology 
which, when used alongside their 
Digicap screening process, enhances 
the quality of image reproduction 
to such an extent that it allows flexo plates to reproduce detail to the same 
standard as that of gravure cylinders.

National Flexible worked on the project in conjunction with partners Kodak 
and Reproflex3.

Pioneered by Kodak, the Flexcel NX system not only allows for true 1:1 
image reproduction, improved fine detail, excellent ink transfer and stronger 
colour density – but it also offers long-term cost savings versus conventional 
printing.

National Flexible Introduces Gravure Quality Flexo To UK Market

National Flexible, Battlefield View, Birkenshaw
Bradford, BD11 2PT
Tel: 01274 685566
E-mail: sales@nationalflexible.net 
Website: www.nationalflexible.co.uk

Smith and McLaurin Ltd will be 
exhibiting at Packaging Innovations 
2011 in Birmingham on the 16th 
and 17th of February. In addition to 
their wide range of standard, niche 
and specialty products they will also 
be exhibiting their key brands:

AdaptDigi: A range of digitally 
printable materials including HP 
approved Thermal and Satin, 
materials as well as specialty Films, Silver Metallized and Textured materials.

AdaptUltra: A range of specialty products used for a wide variety of 
promotional applications for example: microsphere adhesives, drypeel coupons, 
bottle collarettes CD and greeting card labelling.

AdaptEco: A range of environmentally responsible materials including the 
largest range of FSC certified products available from a self adhesive laminating 
company; and PLA, TreeFree®, recycled and cellulose based materials.

Visit them at Stand B32 for all your labeling material needs.

S&M Launch New HP Approved Digital Materials- Stand B32

www.smcl.co.uk
+44 (0) 1505 707718

TO BOOK YOUR SPACE
Contact Jon Newell on 020 8253 8647

jon.newell@metropolis.co.ukSOLUTIONS
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Manufacturers Measom Freer will be 
showcasing the very best of their innovative 
packaging products at the easyFairs 2011 
Packaging Innovations Exhibition. The well 
established  blow and injection moulded 
plastic packaging company will be exhibiting 
a selection of their NEW bottles for the first 
time. Two new 30ml bottle shapes expand 
their Amenity bottles range, they have added 
to their popular Metric range with a 350ml bottle, a new 75ml oval bottle 
joins the Griffin range and a brand new range of Fosse bottles will launch 
in 125 & 150ml sizes. Also on show will be their diverse range of plastic 
packaging products from jars and boxes to scoops and fasteners.

Come and meet the team at Easyfairs Packaging Innovations,  
NEC, 16-17th February on Stand No. C8 to find out more about how  
these great value packaging products can enhance your brand image  
and shelf presence. 

Measom Freer Set to Stand Out

Measom Freer 
Tel +44 (0)116 2881588, 
Fax +44 (0)116 2813000, 
sales@measomfreer.co.uk
www.measomfreer.co.uk

A CLASSIC FROM ROMA           Visit easyFairs Stand D46

Barry Aldous, Sales Manager,
Roma International
Tel: 01473 826808
www.roma.co.uk 

Many a successful range in the 
toiletry and skincare sector 
has been launched in classic, 
uncomplicated packaging. The 
PS Round range from Roma 
International typifies this style 
with a family of 4 quality, glass 
bottles. The range is available 
in a 30ml, 50ml 100ml and 
150ml with suitable screw 
necks to allow the fitting of 
either stylish lotion pumps 
or quality caps, a selection 
of which is also available 
from Roma. All bottles can 
be etched, sprayed and/or 
printed if required.

Stand E19 - The NatureFlex™ range of cellulose-
based packaging films is derived from renewable 
resources and is certified to meet the EN 13432 and 
ASTM D6400 composting norms.

These films offer product manufacturers and brands, 
the opportunity to enhance their marketing message 
by using a naturally-based packaging material that 
supports their product image, while maintaining the 
technical performance of traditional packaging films.

At easyfairs ECOPACK 2011 we will be showcasing our latest NatureFlex™ 
developments, including a new range of films which further extends 
functionality by offering increased moisture resistance along with enhanced 
sealability and seal integrity.

These new films have proven particularly successful in many applications 
requiring exceptional packaging performance, such as meat, dairy and dried foods.

NatureFlex™ from Innovia Films

Innovia Films
Tel: +44 (0) 16973 42281
Email: filmsinfo@innoviafilms.com
Website: www.innoviafilms.com

Paper brand perks up sales with coffee promo
A new and cleverly-themed on-pack promotion from Oxford Office – a part of Hamelin Paperbrands 

– is catching the eyes of customers who want to express themselves creatively and professionally and 
as an extra incentive they are currently carrying an offer which entitles the purchaser to enjoy a free 
coffee at Caffè Nero.

The details are all encapsulated in a 6-page Fix-a-Form from Denny Bros which contains a unique 
promotion code to be entered when customers register for the reward online. The complimentary 
coffee comes in the form of a VIP Caffè Nero card, pre-loaded to the value of £2.85 and redeemable 
within any Caffè Nero store in the UK.

Explaining the philosophy behind these new promotions, a marketing representative from Hamelin 
Paperbrands said: “We are finding that we can create excitement around our products by linking them 
to some very special promotions to win luxury prizes.”

“The Fix-a-Form made it very easy to communicate all the brand messages we needed to include 
and it looks fabulous on the front of the notebooks. The compact and bijou Fix-a-Form, with its 
sophistication and finesse, makes for the perfect media to promote the prestigious Caffè Nero brand.”

“We’re thrilled with the overall look of the Fix-a-Form and this perfect partnering of brands and so 
will be looking to roll out something very similar in the future.”

Denny Bros Ltd
Kempson Way, Bury St Edmunds
Suffolk IP32 7AR
Tel: 01284 701381
www.dennybros.com

The B610 extends Multivac’s 
range of small chamber, swing 
lid, small and medium sized belt-
fed Vacuum Packing Machines. 
Designed specifically for high 
speed/volume bag packing, 
the B610 is ideal for primals, 
large cuts of meat or cheese 
blocks.   Featuring: two 1500mm 
automatic height adjustable seal 
bars 800mmm apart, unique 
hygienic design and tilting lid aiding both cleaning and maintenance. Plus 
Multivac’s German design and build quality, comprehensive support network 
(24 UK service engineers), and a range of attractive finance makes the B610 a 
very cost effective packaging solution.

Multivac Launches B610 - High Performance Belt-Fed Vacuum

Tel:  01793 425800, 
sales@multivac.co.uk 
www.multivac.co.uk

The London Refining Company, a Leeds-
based company has been producing high quality 
cleaning products for over 35 years, in which 
their environmentally friendly products are sold 
in more than 50 countries. They have purchased 
a PAGOsystem labelling machine to apply front, 
back and wraparound labels at a speed of up to 80 
products per minute.

The machine is robust, flexible and versatile, able 
to label the wide range of the highly concentrated 
and efficient products that Astonish manufacture.

Astonish said “We are delighted with the Pago 
label applicator installed, this allows precise 
production of the items we manufacture, ease of 
change over for the operators – without the need for 
regular maintenance.”

Astonish label with a PAGO machine

Pago Ltd, 
Centary House, 7 Crown Gate, 
Severalls Industrial Park, Colchester, CO4 9HZ
Tel:  +44 (0)1206 755206
Email: labellers@pago.co.uk    Website: www.pago.co.uk

Yamato + Rochsweets.com = Sweet Success
Rochsweets.com are a family owned business based in Rochdale, Lancashire
Owners Jawad & Fozia Iqbal founded the company over 10 years ago and now employ over 12 staff.
The company has grown steadily over the past years, and seen the original labour intensive system 

of hand bagging products be replaced with a Yamato Multihead Weigher. The Multihead is specially 
designed to handle a wide variety of products and does so with high accuracy and speed.

Rochsweets.com produce over 40 different varieties of bagged confectionery from Jellies and 
Gummies to mixed bag selections. Rochsweets.com are able to weigh, package and print bagged 
product and pride themselves on an individual service to clients.

The recent purchase of the Yamato has increased output for Rochsweets.com considerably and has 
meant that what a person could achieve in one day is now done within 40 minutes.

The machine is specially designed to suit the products at Rochsweets.com with dimple surface 
contact parts and gentle handling features to ensure produce reaches the end user in prime condition

Rochsweets.com are always looking to the future, and both Jawad and Fozia have several ideas for 
expansion over the coming months. The newest idea has already come to fruition with Rochsweets.
com able to offer customers individually designed packaging for special occasions such as Weddings 
and Parties.

Andrea Spencer
3 Maple Park, Lowfields Avenue
Leeds, LS12 6HH
sales@yamatoscale.co.uk
Tel: 0844 9912356

The Stölzle Flaconnage Packaging 
Innovations stand E40 will display their full 
range of standard bottles alongside  custom 
design brands. 

‘A successful standard is capable of 
reflecting different personalities,’ says Mark 
Devonald Smith, Sales Director for Perfumery 
and Personal Care. ‘Take April, a 100ml 
scalloped sphere. In plain flint, the scallops 
attract and reflect the light, shimmering 
with promise. Decorated with subtle 
mauve graduated spray it echoes the great 
perfumery days at the turn of the century.’ 

April is available with either a crimp or 
screw neck. STO’s decoration factory provides 
state-of-the-art effects. Also on offer is a wide range of closures and 
accessories, making STO a true One-Stop-Shop. 

  STO Stand E40 at Packaging  Innovations

STO Flaconnage Ltd
Weeland Road, Knottingley
West YorkshireWF11 8AP
Tel: +44 (0) 1977 607 124
www.stoelzle.com
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CONTRACT PACKING

SPECIALIST CONTRACT PACKING

Tel:  0161 848 1786  

Email: cpcs@akw.co.uk  Web:  www.akwgroup.co.ukContract Packing . Warehousing . Transport

CONTRACT PACKING

Specialists in all types of hand finishing.
If you have a requirement for items

to be folded, glued, inserted,
assembled, bagged or boxed,
Then please call us for a no

obligation quote.

Tel: 01733 843 902
www.premier-finishing-services.co.uk

Cover mounting
Bagging
Inserting
Folding

Our Services include:
Stickering & ticketing
Tip-ons
Fulfilment
Branding

MACHINERY FOR SALE

MACHINERY FOR SALE

To advertise here call Carl Williams +44 (0)20 8253 8623 
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POWDER & LIQUID FILLING

POWDER & LIQUID FILLINGPALLETISERS/ROBOTS

For all your Labelling 
Requirements:
Plain, Printed and 
Linerless Labels.

Label applicators, Automatic 
labelling systems. 

Linerless labelling solutions, 
Print & Apply, Cross Web.

LABELLING SYSTEMS /
MACHINES

PACKAGING MACHINERY

PACKAGING MACHINERY

PACKAGING SOLUTIONS

No 1 for 
Shrinkwrapping

Packaging Machinery
From simple manual

equipment through to high 
speed fully automatic

solutions 

 Flowrapping
 Chamber Machines
 Shrink Films
 L Sealers
 Sleevewrapping
 Robotic Palletisers
 Bagging   
 Shrink Tunnels
 Pallet      

    Stretchwrappers
 Shrink Sleeve 

    Applicators

3 Pendleside, 
Lomeshaye Ind Estate, 

Nelson, 
Lancs, 

BB9 6RY

Tel:  01282 601444

Fax: 01282 612201

info@adpak.co.uk

www.adpak.co.uk

THERMOFORMING 
TOOLMAKERS

Sole UK Agents for

Blow Moulding Machinery

THERMOFORMING MACHINERY

SHREDDERS
PROCESS VESSELS

SHRINKWRAPPING MACHINERYSHRINKWRAPPING

BOTTLES AND PLASTICS

PACKAGING PRINTERS

POWDER & LIQUID FILLING

UK design and 
manufacture of quality 

packaging systems.  
From the Simplicity 

Range of manual food 
wrappers to all sizes of 

L Sealers and Shrink 
Tunnels through to 

Fully Automatic Inline 
and Side Feed Sleeve 

Sealers.

Suppliers of  Skin 
Packing, Vacuum 

Forming and Blister 
Sealing Machines

Stainless steel versions 
of all machines 

available.

Machinery Sales, 
Spares and Service

For new and fully 
refurbished equipment 

(many available ex 
stock) please contact 

us on the following 
numbers:

Tel: 01282 429305   
Fax: 01282 429350 

Email: 
edljohnquinn@btconnect.com

Website: 
www.johnquinn.co.uk

Shrinking your problems …

Tel: 01442 206100
info@friedheim.co.uk

www.friedheimpackaging.co.uk

* Shrink Wrapping* Shrink Wrapping
* Film Packaging* Film Packaging
* Strapping* Strapping
** Collating & WrappingCollating & Wrapping
* Shrink Tunnels* Shrink Tunnels
* L-sealers* L-sealers & I-sealers& I-sealers
* Feeding* Feeding
* Pick &* Pick & PlacePlace
* Packaging Film* Packaging Film

(all types & sizes)(all types & sizes)

Packaging Solutions

SHRINKWRAPPING

WEIGHING AND BAGGING

MATERIALS & PACKS

BAGS, BESPOKE, DRAWSTRING 
& RESEALABLE

BAGS, POLYTHENE & 
POLYPROPYLENE

BLISTER PACKS

BOTTLES, PLASTIC
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 NEIMAN 
PACKAGING  

Blow Moulded PVC jars 

Wet Wipe Containers 

Specialist in Custom 

Injection Blow Moulders 

Neiman Packaging 
Ltd 

Stockport Sk22 3HB 

Tel:01663 743924 

Email: enquiries@ 

neimanpackaging.com 

PACKAPP GAA ING PRINTERS
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Blow Moulded PVC jars

Wet Wipe Containers

Specialist in Custom

Injection Blow Moulders

Neiman Packaging 
Ltd

Stockport Sk22 3HB

Tel:01663 743924

Email: enquiries@

neimanpackaging.com
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 AREA SALES MANAGER
Up to £50K + Commission + Car + Laptop + Mobile

ANY  
LOCATION

NEW VACANCY! (PK1137)

Our client is a major manufacturer of conventional corrugated, die cuts, shelf ready 
and bespoke packaging. They are offering the chance to join an expanding company 
who are already extremely well established within the corrugated industry. Due to 
continued growth and investment, our client is looking for a Sales Executive to sell 
their range of products into food, beverage, cosmetics, and other markets.

SENIOR SALES EXECUTIVE
Up to £50K + Commission + Laptop + Mobile

ANY UK
 LOCATION

NEW VACANCY! (PK1143)

Our client is one of the UK’s largest independent manufacturers of thermoformed 
plastic packaging for a range of food industries. They currently require a Senior 
Sales Executive in a home office based role for a mixture of Key Account manage-
ment and New business Development.

NEW VACANCY! (PK1138)BUSINESS DEVELOPMENT MANAGER
£35 - 45K + Car + Bonus + Laptop + Mobile ANY LOCATION
Our client is a major manufacturer of Conventional Corrugated, Die-Cuts, Shelf 
Ready Packaging and Performance Packaging. They currently require a Business 
Development Manager with a proven track record of new business sales in the 
integrated corrugated industry with large Blue Chip Clients.

SALES EXECUTIVE MIDLANDS/
NORTH

NEW VACANCY! (PK1131)

Our client is a leading manufacturer’s of PET containers, they supply into cold and 
hot fill beverage, food, personal care and household goods markets as well as 
preforms to industry. They are looking to recruit a home office based Sales Execu-
tive to look after core business, to pick up and manage the existing customer base 
and also to bring new business.

£35K + Commission + Car + Laptop + Mobile 

PACKAGINGNEWSJOBS.CO.UK
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Business Manager
Shrink Packaging
North of England

With a corporate global turnover in excess of $4.3 billion, Sealed Air is a world leader 
in the protective and speciality packaging market, providing complete customer 
solutions for industrial, food and consumer products. Sealed Air employs more than 
17,000 employees worldwide and has 120 manufacturing facilities with operations 
in 51 countries.

We now have an exciting opportunity for an accomplished professional to manage 
and further develop the sales of our market leading range of high performance shrink 
films throughout the North of England.

Responsible for increasing our share of a very competitive market, you will work 
closely with existing and potential customers across a wide variety of industries 
– analysing their packaging needs and developing new, commercially viable solutions.

As a successful and target driven sales professional within the packaging sector, you 
will combine strong technical awareness with proven ability to identify new markets 
and win new business.

You must also have the high degree of self-motivation needed to autonomously 
manage a large territory and will be an imaginative problem solver with outstanding 
communication skills and the credibility needed to work with customers at all levels.

To apply, please email your CV with a covering letter to 
Helen.Ball@sealedair.com or post to Helen Ball, HR Advisor, Sealed Air Ltd, 
Clifton House, 1 Marston Road, St Neots, Cambs PE19 2HN

Sealed Air Limited is an equal opportunities employer

www.sealedair.com
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Magazine rates
Display
  Up to 5  6-11  12 plus
DPS £6,803 £6,258 £5,819
Full £3,583 £3,296 £3,065
Half £2,378 £2,187 £2,033
Quarter £1,625 £1,495 £1,390
Eighth £960 £883 £720

Outside back cover
20% loading

Special covers, bellybands and other creative 
solutions
Price on application

Inserts
  Up to 10g 11-20g 21-30g
Loose  £2,350 £3,280 £3,900
Bound £3,300 £3,795 £4,620
Cost may vary depending on specific samples

Classified
  3 ins 6 ins  12 ins
Eighth £392 £350 £315
Quarter £624 £562 £500
Half £1,144 £1,030 £915
Full page £2,100 £1,890 £1,680

Tenders, auctions and business opportunities 
Including button online   £245
Eighth page   £1,220
Quarter page   £1,440
Half page   £2,620
Full page   £4,990

Where to buy
No of inserts Single column cm per insert
12 £19
6  £24
Plus 25% for online directory listing
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MPU £65
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Banner £40
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Cost per 1,000
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  12 months 6 months
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Banner page
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