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Based on our recent growth, JSN is adding
manufacturing capacity to respond to
this need. -

Schinazi: Beautiful packaging that’s
reusable. Boxes that we will keep.

Dwyer: Our focus is always innovation,
thereby hoping to supply a product that is
new and unique, and therefore creating new
sales for the brands we sell to.

Holland: We concentrate on providing
the total package. For example, if a personal
care company wants to launch a new
product line with 15 SKUs that includes
10 or 12 different packaging components
with different colors and decorating
processes, then we are the answer. We have
a pretty good history of helping marketers
launch new product lines. It's more efficient
to work with one source who can do it all
than 10 different sources that may never
work with one another. To be able to have
control of all the logistics ensures a positive
end result. We have done this for years
and are always looking for new options for
our customers—but it is based on meeting
their needs and requests. They dictate the
specifics of the package and our job is to
provide exactly what they want. A package
that works and is delivered on time and
at a cost they can be happy with. As far as
purchasing behavior, that hasn’t changed
through the years and will continue to be
where we excel.

DiPietro: Color has been, is and always
will be a major influence in purchasing
behavior. It evokes emotion, shapes
perception of quality, and builds brand
identity. In fact, according to a University
of Loyola, Maryland study, color actually
increased brand recognition by up to 80%.

To understand how DayGlo’s classic
fluorescents influence behavior, we
conducted our own study with an
independent research firm. The study
revealed fluorescent products are seen 75%
sooner than conventional colors; viewing
time is 116% longer than conventional
colors; and it generates 59% more re-
examination than conventional colors.
Those are powerful statistics that cannot be
ignored.

Bakic: Approximately 70% of the
consumption decision is done at the point
of purchase. Design, material, color and

graphics therefore play a very important
role in initiating the consumption decision.
Accordingly, it is in the first step of our task
to develop products that entice consumers
and spark their curiosity to consume the
products. In the second step, the packaging
has to be sophisticated enough through its
function, handling, quality and so on to
meet the expectations that were created at
the point of purchase and therefore make
the consumer repurchase the products.

How will packaging, as a critical
component of a marketing mix,
continue to evolve?

Dent: There will need to be more
reasons for packaging, beyond protection,
information and aesthetics. What other
value does it provide? With sustainability
asking us to reduce packaging whenever
possible, we need to show how the
packaging choices we make can give added
value to the customer.

Trout: When you think about a CPG
brand, packaging is already a key element
of brand owners’ overall marketing
mix. Going forward, MWV will place a
significant emphasis on helping cosmetics
and beauty manufacturers further consider
the opportunity to leverage packaging to
help enhance brand equity and ultimately
ensure a gateway to building the consumer
relationship. With dispensing systems in
particular, there is a strong connection
between the packaging and the value that
the product brings to the consumer. MWV
continues to anticipate the needs of and
innovate for and with brand owners as
new beauty products and formulas are
created.

Nagel: We feel more packaging will be in
tubes, as the customer preference and ease
of use continues to evolve.

Schinazi: By not being only a box but
also more of a merchandise tool .The
packaging will reinforce the presentation of
the product itself.

Dwyer: It will continue to evolve in
proportion to the success of what is
launched. It seems relevant to me that given
that the traditional retail environment
is threatened by the Internet and most
consumers want less packaging, the ability to

transport a package becomes critical as more
users buy online. This can and will influence
how items are packaged and/or sold.

Holland: Packaging can help sell products
if it is efficient, compatible, affordable,
functional, attractive and innovative. We
are constantly challenged by our customer
base to look beyond the packaging horizon.
There isn't a stronger catalyst.

DiPietro: New packaging developments
will allow for greater consumer
personalization and potentially incorporate
more technology.

Bielefeldt: As brand owners move
more toward social media, experiential
marketing and online advertising in place
of traditional advertising, packaging will
become more important because it will
be the primary visual communicator of
a brand. Colors, shapes and decorating
techniques will become more important
than ever.

\ The conversation continues

D) online, where the panel delves
Online into topics such as the catalysts for
next-generation packaging innovations;
key brand equities expressed through
packaging; new materials, designs and
technologies; and working/adapting with
brand owners in new ways. Photos of new
packaging options will also be included.
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