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KRISTIN JOKER

SUMMER POPTAILS
Has a new summer tradition for adults been found?

I go to Target just about every day. As a regular shopper, I notice any new merchandise. As someone in the industry, I make a 
note of the packaging. During a recent trip, I realized the spirits section has expanded. It is now three aisles (plus the reach-in 
cooler). Among the bottles of wine and cans of hard seltzers is something new — alcohol-infused ice pops.

I was scanning the bottles of wine and cans of hard seltzers when a brightly colored stand-up pouch full of single-serve frozen 
cocktails called Sun Pops caught my eye. On the endcap, I spotted Daily’s Poptails, alcohol-infused freezer pops. For research 
purposes, I bought both. That was three weeks ago. Now, they are everywhere.

Adult Otter Pop: Here Forever or Fad?

Truly released Truly Lemonade Freeze Pops. Bud Light just launched a new line of pops as well, in new nostalgia-inducing Bud 
Light Retro Summer seltzer flavors. I saw a brand called Cutwater on Instagram, and Costco is selling frozen cocktails under its 
private label Kirkland Signature. At 12% ABV, Drake’s Organic Spiked Ice is for the demo who want their liquor to work quicker.

We’ll see if these adult Otter Pops become a summer tradition or end up a summer fad.

KRISTIN JOKER

jokerk@bnpmedia.com

Courtesy of Daily Poptails and Truly
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Package of the Month

DIRECT-TO-CONSUMER BRAND REEL 
ENTERS RETAIL WITH TARGET PARTNERSHIP
Reel is the first completely plastic-free, tree-free bamboo toilet paper brand 
available at Target.

Sustainable toilet paper brand Reel announced that it will be sold in a specialty 12-pack, exclusively at over 200 Target stores 
nationwide and online at Target.com. Every purchase of the 12-pack helps to reduce the 27,000 trees that are cut down every day 
to make toilet paper, according to the NRDC's 2019 report, “The Issue With Tissue.“ With Target's commitment to sustainability 
and forward-thinking approach, Reel says it's excited to partner with a retailer that offers innovative, eco-friendly household 
essentials at a good value.

“Reel's mission has always been to fight deforestation caused by daily consumable paper products. A majority of paper products 
sold in retail are still made from virgin fiber, contributing to the acceleration of climate change. Retail expansion will be a critical 
element of Reel's growth strategy over the next few years, and we're excited to partner with Target to help achieve this and reach 
more consumers for a greater impact. Having similar consumers, it was an easy decision to be able to offer the eco-curious 
family another accessible way to bring sustainability practices into their homes,” says Reel co-founder Derin Oyekan. Target 
consumers will be able to purchase Reel's specialty 12-pack in completely plastic-free packaging, the first of its kind on the 
retailer's shelves for the category. Packaged in a smaller size than Reel's usual 24-count, the box was designed to be more 
convenient for city dwellers in compact spaces. Reel’s toilet paper is 100% bamboo and free of inks, dyes and BPA.

To date, Reel says it has eliminated more than 130,000 pieces of single-use plastic; provided access to clean sanitation to over 
7,300 people in Haiti; built over 1,200 toilets in Haiti. A reported 2.4 billion people in the world do not have access to a proper 
toilet — and Reel launched with the mission to change that. Every box of Reel toilet paper purchased both direct-to-consumer 
and at Target helps fund the Reel Change platform, supporting quality of life improvements for disadvantaged people around the
world. The company's current partnership with SOIL provides access to toilets and removes waste from communities in Haiti, 
reducing the threats of waterborne illness posed by a lack of access to clean toilets.

Courtesy of Reel

Colour Journey: The Color-Filled Adventure by Lumson

Celebrated for its trendsetting, minimalistic design concepts, Lumson, a leader in primary cosmetic packaging and 
dispensing systems, is setting its sights for cosmetic packaging on a new aesthetic and sensory experience. And 
thanks to its expertise in decoration technology and to its research of new effects, the company is giving life to 
unique products with a distinctive identity that enhanced the sensory experience — a key element of cosmetic 
products. The simple and clean lines are given new life through the way light plays off the packaging and other 
novel effects. Vivid colors, the answer to our need for energy, literally “bring to light” new emotions in us: blue 
evokes trust and calmness, purple stimulates creativity and imagination, green induces balance and stability, and 
yellow re�ects joy and optimism.

Courtesy of Lumson

Af�nity Creative Delivers Retro Style for Borreo, a New Wine Project From 
Silverado Vineyards

Silverado Vineyards, a Napa Valley winery founded by Diane Disney Miller and Ron Miller in 1981, recently tagged 
Af�nity Creative Group to brand a new portfolio of wines, called Borreo, in accordance with Silverado’s 40th 
anniversary.
 
Felix Borreo was an Italian immigrant and Napa grocer who purchased property near Napa Valley’s Soda Springs 
Resort and built a stone and redwood winery in 1888, where he planted grapevines, fruit and olive orchards. In 
1992, Silverado’s founders — the Miller family — purchased the site and named the vineyard the Soda Creek 
Ranch.
 
Af�nity Creative Group's mission was to respectfully reference Borreo’s rich heritage without resorting to the 
typical and expected wine label visual cliches. Additionally, the new brand needed to acknowledge Silverado's 
stewardship of this unique vineyard and its unexpected varietals.
 
“When the Atlas �re in 2017 destroyed the historic ghost winery on this historic property, we knew we needed to 
do something special to honor the legacy of Felix and the site,” notes Silverado Vineyards president Russell Weis, 
“So we decided to mark our anniversary by renaming our Soda Canyon Ranch in honor of Borreo; producing wine 
bearing his name, re�ective of the quality of the fruit, and bottled in a package inspired by his era.”
 
Af�nity accepted the challenge, creating a highly distinctive label design system. The Borreo branding is bold, 
splashed across the label in an upward sweeping band that nicely bridges the classic and contemporary worlds of 
typographic design. Unexpected, vintage-inspired colors change by varietal, providing contrast and patina to a 
range of beautiful drawings with a retro vibe.
 
In close collaboration with Af�nity, the illustrations on the label feature the property’s botanicals, designed by 
Annabelle Rey Miller, fourth-generation winery owner and great granddaughter of Walt Disney. Her realistic 
depiction of grapes, lemons, pomegranates and other fruits serve as a focal point for the label and provides a 
natural "stage" for the Borreo brand name.

Courtesy of Affinity Creative

Robot Food Designs Wellness Line for Urban Fruit

Strategic branding and packaging design agency Robot Food has teamed up with fruit-snack brand Urban Fruit to 
create a range of superfood-infused dried-fruit snacks. With 68% of consumers viewing snacking as a way to 
help improve their quality of life*, Urban Fruit spotted the perfect opportunity to create the �rst ever wellbeing 
range in the dried fruit category.
 
Aimed at young, health conscious consumers, the snacks are made from a combination of mixed dried fruit and 
superfood powders such as baobab and turmeric. Each ingredient offers its own unique health bene�ts, from 
encouraging sleep to supporting a healthy immune system.
 
For the design, Robot Food knew the range had to be con�dent, colorful, and not only stand out from the 
competition but from Urban Fruit’s existing product portfolio too. All while looking natural, tasty and full of 
goodness.
 
Using Urban Fruit’s energetic and expressive master brand as a starting point, Robot Food chose to soften the 
color palette to create a calmer, gentler feel. Alongside contrasting bold type for the bene�t-led naming and clear 
wellbeing claims to create an overall purposeful and ef�cacious identity. 
 
* Mondelez International “State of Snacking“ report, 2020

Courtesy of Robot Food

SingleCut Releases Limited Edition NOTES IPA, an Ode to Its Love of Music

NOTES IPA (7% ABV) is the apex of SingleCut's love of music and beer. The juice-drenched DDH IPA is brewed 
with hand-selected hop buds, added in multiple stages to give an intense tropical citrus aroma of fresh orange 
slices, warm sweet mango, tangy white grapes, resinous citrus rind and a long, gentle linger of tangerine.
 
“NOTES isn't just a beer. It's a beer that'll actually teach you how to play guitar,” says Rich Buceta, founder of 
SingleCut. “I always say beer is my passion, but music is my life — and NOTES is a culmination of just that. So not 
only are you going to be able to enjoy an amazing beer, but we also designed the can to be functional. Just scan 
the code on the can, and in between sips, our Notes AR �lter will show you how to play some of the key chords in 
rock music. It's bringing a whole new dimension to #DrinkLoud.”
 
The uniquely designed can label is a “made to ( junior) scale” fretboard of a guitar that enables practicing �nger 
placement for chords right on the can itself. Collector's packages include custom canisters that �t all four 16-oz 
cans ($18 MSRP) and include fully functional guitar picks.

Courtesy of SingleCut
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3 FORCES DRIVING THE CPG DIGITAL 
TRANSFORMATION

The store shelf was once the mainstay of the consumer packaged 
goods (CPG) industry, a crucial brick-and-mortar spotlight for tangible 
products. Today, the consumer experience increasingly skews digital; 
COVID-19 alone accelerated e-commerce by 10 years in 10 months. 
This new market landscape demands a major pivot to ensure success: 

a digital transformation.

BY DR. AMANDA WILLIAMS

Here is a look at some of the twists and turns the CPG industry is taking in its digital transformation journey in order to redefine 
the consumer experience:

1. Convenience and Personalization

Convenience is paramount for busy consumers. Although attitudes for shopping in-person and online are similar, a recent 
Connected Packaging Consumer Survey revealed that 85% of survey participants purchase household staples online. Survey 
results indicate that many people do not miss the trip to the grocery store. It found that millennials, men in general, smart 
speaker owners and city dwellers enjoy online shopping for household staples more than in-person visits.

When fast-moving consumer goods (toilet paper, coffee, dog food, etc.) are in short supply, the household knows it — as the 
pandemic has thrown into sharp relief. Sensing scarcity even before we do, connected packaging looks to whittle down the 
household “to do” list through auto-replenishment.

ADVERTISEMENT

Auto-replenishment works by the accelerating uptake of the Internet of Things (IoT) systems. Inexpensive devices can now be 
outfitted with sensors and wireless internet connectivity, allowing ordinary containers and dispensers to automatically order 
their own refills. Today, more than 10 billion devices connect to the cloud. Within the next decade, estimates raise that number 
astronomically high.

Consumers seem eager to invite this digital technology into daily life. Eighty-four percent of survey respondents believe that at 
least one product category was a good fit for auto-replenishment services in their own lives. Estimates show that by 2024, 14.5 
billion packages in the consumer goods market will feature electronic functionality.

Auto-replenishment is a more precise way of keeping supply constant than the subscription service model, in which consumers 
opt for delivery of a product at a certain time-based interval (every three months, for example). Think Amazon “subscribe and 
save,” which often offers a discount if the consumer makes a commitment to subscribe. This fulfillment strategy is being 
embraced with 46% of survey respondents using a subscription to keep household staples arriving at a steady rate. 

Courtesy of Jabil Packaging. Copyright 2021. All rights reserved.

IN YOUR LIFE, WHAT KINDS OF PRODUCTS ARE
THE BEST FIT FOR AUTO-REPLENISHMENT SERVICES?

However, subscriptions don’t account for how people actually use consumable products, resulting in a “feast or famine” dynamic 
when goods arrive too quickly and accumulate in storage (a nuisance for bulky goods like toilet paper) or too late after a 
household has already run out (a straight-up crisis when it comes to coffee). The reality is that subscriptions require active 
management with consumers supplementing, delaying or canceling as needed. Auto-replenishment, by contrast, senses user 
needs through real-time analytics and refills only as appropriate — with no intervention needed.

In addition to subscription and auto-replenishment, quick fulfillment capabilities such as “one-click ordering” mean that CPG 
items can be restocked at the touch of a button, and increasingly, they are.

2. The Customer Experience: Sustainability

The world produces about 380 million tons of plastic annually, and 50% of that goes toward single-use plastics, according to 
Plastic Oceans. Auto-replenishment, home inventory management, and easy-to-use device and consumable systems can help 
decrease that percentage. Companies can produce a durable container built to last years, while substantially reducing plastic in 
consumable refill packaging for a better overall sustainability profile.

Connected packaging can lead to greater convenience and consumer stewardship in the CPG space. Purchase a durable bottle of 
all-purpose cleaner or detergent, and that container could feature smart technology to indicate when a refill is required. A paper-
based or post-consumer resin (PCR) packaged concentrate subsequently delivered to the doorstep represents ultimate 
convenience in an environmentally friendly package. Without the need for romance packaging to draw consumers’ gaze on the 
shelf, CPG companies can create more efficient e-commerce packaging, and even compact concentrates for refills, reducing 
overall carbon footprint by declining to ship air and water.

In addition, when households receive sustainably packaged product only when it is needed, overall product and packaging waste 
can be reduced. Sustainability becomes an automatic daily practice. And CPG companies see fulfillment in a whole new light.

COMPANIES CAN PRODUCE A DURABLE CONTAINER BUILT
TO LAST YEARS, WHILE SUBSTANTIALLY REDUCING
PLASTIC IN CONSUMABLE REFILL PACKAGING FOR A

BETTER OVERALL SUSTAINABILITY PROFILE.

3. Market Differentiation and Ecosystem Lock-in

Global CPG brands have faced decades of eroding market share and declining profitability. Why is this? Reduced barriers to entry
for manufacturing, and availability of stock packaging, have made it easier for agile upstarts to launch competing products 
quickly. At the same time, e-commerce gives us an infinite store shelf on the internet — brick-and-mortar retailers can gatekeep 
their in-store displays, but anyone can set up an online shopping cart. And most importantly, these quick-moving digital natives 
can effectively target market niches and forge a dynamic — even intimate — relationship with their consumers by addressing 
needs and desires that may have been ignored by the big brands.

CPG firms will not reverse these trends, but they can learn to seize the same opportunities that their small, quick-moving 
competitors have to differentiate their brands and cultivate loyal customers.

Early indications show that connected packaging provides a truly unique value proposition for consumers. Brands that are early 
adopters of connected packaging technologies will leverage solutions such as auto-replenishment, direct-to-consumer 
communication and home inventory management to create consumer experiences that are superior to the traditional options.

By embracing digital transformation in market strategy and development, CPG leaders can ensure their company stays at the 
forefront of purchasing decisions and consumer demand. The basic need for CPG products remains the same; it is up to the 
companies presenting their option to the world to make sure their product becomes a favorite and continues as such. Those 
that transform accordingly as the digital world continues to evolve will win the ultimate prize: the sale.

To learn more, visit Jabil’s Connected Packaging site.

Dr. Amanda Williams, senior business unit manager, Packaging Solutions, Jabil, leads the company’s connected packaging 
initiative. Williams has a PhD in Information and Computer Science from UC Irvine and a BS from Stanford in Symbolic Systems.

svetikd / E+ via Getty Images
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SQUARE LID 
TECH KEEPS 
CANNABIS 
FRESH
Calyx Containers’ new 
lid was designed to 
benefit consumers and 
dispensaries alike.

BY CHERLENE ERAUDA

Cannabis as a commodified industry has definitely outgrown its dime-bag days, we’ve long said goodbye to weed handed off in 
a plastic baggie or swaddled in saran wrap. Legalized states have mandated regulations on protective packaging to enforce child 
resistance (CR), accessibility for those with dexterity limitations and, most importantly, preservation of the cannabis product 
inside. 

Calyx Containers believes that premium products deserve premium packaging, and that’s what the company's square lid 
technology aims to provide for dispensaries and consumers across the U.S. and Canada. Calyx lids are designed to offer an 
airtight closure made possible by a two-shot secondary injection mold to create a gasket. The gasket, seen as the white lining 
inside the lid, allows a secure seal to prevent moisture loss and to regulate humidity levels. While dry cannabis is not necessarily 
an indicator of low-quality bud, brittle cannabis is a common symptom of air exposure. On the other hand, humidity levels 
should be at around 65%, as excessively moist cannabis can lead to mold. The same idea applies for infused edibles.

The gasket, seen as the white lining inside the lid, allows a secure seal to prevent moisture loss and to regulate humidity levels.

This lid design was created to standardize and improve the cannabis consumption experience. As the industry evolves and 
expands, cannabis professionals want to change the stigma that still surrounds this plant. Unfortunately, in the past, a negative 
cannabis experience was kind of seen as a rite of passage. Whether it was smoking dirty bud or getting too high off of an 
unknown dosage of edibles, buying cannabis was sometimes like playing roulette for those without a trustworthy source. As 
cultivators and dispensaries work to provide lab-tested, premium products, the packaging standard should evolve in parallel. To 
understand why a protective seal is so important, one must understand what parts of the cannabis plant need this intentional 
technology. 

Cannabis buds are covered in sticky little hair-like crystals called trichomes. These trichomes house the cannabinoids, THC and 
CBD that contribute to the respective psychoactive and medicinal properties. Preserving these trichomes plays a major part in 
creating a positive consumer experience, and isn’t that the main goal of the cannabis industry? Protective seals are crucial 
because consistency is key for those that use cannabis as medicine. Cannabis is unique because it’s not a pill that can withstand 
heat and air exposure. It’s a plant and should be treated as such. While it’s natural for plant quality to decrease over time, the 
elements should not affect the potency of a patients’ medicine. Cannabis packaging is meant to combat this inevitability and 
prolong preservation.

This lid design was created to standardize and improve the cannabis consumption experience.

The Calyx lid is also designed to be water-resistant, odor-proof and infinitely resealable. In designing this lid, Calyx’s goal was to 
be conscientious of the consumers’ ritualistic needs. Cannabis enthusiasts seek certain terpenes for their desired effect. 
Terpenes are the aromatic oils natural to all plants, not just cannabis. They are responsible for a multitude of medicinal 
properties such as anti-inflammation, pain relief, antibacterial capabilities and more. The seal keeps those essential terpenes 
fresh and pungent, but only once the lid is opened. Otherwise, the sealed container is smell-proof for discretion. Unfortunately, 
not everyone is a fan of the cannabis scent, therefore, the Calyx lid is optimized so consumers don’t have to — quite literally — 
air out their business.

Resealability is also a key feature of the Calyx lid. The Calyx tube, which features a hinge to keep the lid attached, was designed 
for consumers who don’t want to smoke an entire joint in one sitting. The company says the airtight feature is a game changer 
with pre-rolls, as consumers can pop their half-smoked joint back in the tube and seal it. The absence of oxygen inside the tube 
will kill the joint’s flame and preserve it for when the consumer is ready to smoke the remainder of it. Consumers can smoke the 
amount they want, when they want to. That experience is a huge differentiator from how cannabis was consumed in the past.

Calyx lids are stackable with other containers of the same size.

The Calyx cap was designed to have other unique facets beyond its gasket seal technology. One example being that its lids are 
stackable with other containers of the same size. The top of the lids feature a protruding mold that is a perfect fit for the indent 
at the bottom of any Calyx container. This design was meant to work in parallel with the trays and inserts to streamline inventory 
management, as well as to address the pain points of dispensaries and distributors. In addition to the Calyx seal technology, the 
caps demonstrate a harmonious relationship with other containers in the product family.

The design was meant to work in parallel with the trays and inserts to streamline inventory.

The Calyx lid is one example of how packaging needs to address evolving cannabis industry needs. All sectors of this industry 
are tasked with revolutionizing the archaic and historically illicit culture of cannabis consumption. With the surge of new states 
adapting legalization policies on marijuana, design innovation has the opportunity to change how the world views this incredible 
plant. With high hopes for the future of this industry, Calyx Containers hopes to close the chapter on plastic baggies and provide 
customers with the cannabis experience they deserve.

Cherlene Erauda, marketing coordinator, Calyx Containers, is a cannabis industry professional based in Boston. For more 
information on Calyx Containers, visit calyxcontainers.com.

Images courtesy of Valerie Anselme and Calyx Containers
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10 ARTIFICIAL INTELLIGENCE 
INNOVATIONS IMPACTING THE 
PACKAGING INDUSTRY IN 2021

As we enter the second half of 2021, we can expect 
AI-driven innovation to have a major impact on 

packaging design and production.

BY DOUG WALKER

As part of AI innovation, companies are using machines and algorithms to create smarter packaging solutions. The use of 3D 
printing is being used increasingly in industrial applications, and it's not only designers who will be impacted by these new 
technologies — the entire supply chain will also need to adapt. Here are 10 of the many innovations that will impact the 
packaging industry:

AI will generate packaging prototypes in 3D space.

AI is the future of development and design because it can be programmed to make prototypes without human input. The AI will 
generate a prototype in three dimensions; if the product needs assembly then you have to program that into the algorithm. It is 
not as easy as just letting an AI loose on your CAD files with no instructions.

AI will design a package that is tailored to the product’s needs.

This technology is already being used in some cases where designers are using virtual reality and augmented reality headsets to 
design packaging. With more computing power, AI will be able to visualize an algorithmically designed package perfect for 
specific products.

AI will create packages of different shapes and sizes for specific products.

The structure of packages can already be customized, but artificial intelligence will allow for a wider range of possibilities. AI 
could produce packages of different shapes and sizes to fit specific products, like cereal or hot dogs. When making packaging in 
unique shapes, specific machine parts need to be created with CNC milling. Customization is key in packaging because it builds 
customer loyalty by making the package feel more personal. This customization also creates trust in the company that produces 
the product as it has gone to the effort to create specialized packaging just for you.

Packages will include RFID tags or QR codes to communicate and reorder groceries.

The RFID tags and codes will need to be incorporated into the packaging design to enable smart feature compatibility. This 
added element could increase packaging costs but might need to be considered in the design phase.

AI-driven automation will help companies reduce manufacturing costs by directing and controlling 
robots.

Machines need to be accurately programmed with precise instructions in the manufacturing process, but AI-driven automation 
is capable of performing tasks without precise instructions. AI is also used for quality control. The ability of machines to self-
diagnose problems with a system or component prior to human intervention can lead to improved efficiency as well as 
decreased downtime. This could potentially lead manufacturers to produce more flexible products in smaller batches that are 
personalized based on each customer’s specifications. The flexibility offered through customization would allow customers 
greater choice while ensuring product consistency across all orders, which should improve customer satisfaction levels.

Packages will sense any tampering and alert authorities accordingly.

This will help protect companies from misuse of their products, for example, the sale of stolen goods or counterfeit content. The 
technology is also expected to help detect when packages have been dropped in transit, which has a high risk of damaging 
them.

Artificial intelligence will optimize production lines and increase the efficiency of packaging 
processes.

This way, companies can generate higher profits by reducing labor costs and increasing output. Machines with AI are also more 
precise than humans when it comes to processing data quickly and efficiently. Some studies show that they only need around 
20% as much time to learn something new compared to a human counterpart. In this sense, automation is already happening, 
but in an effortless fashion for many people — primarily because there's not enough awareness about the issue at play here: 
whether or not artificial intelligence should replace human jobs.

Sustainable practices will be at the forefront of packaging manufacturing with AI.

AI will help the packaging industry accelerate its transition to sustainable practices by enhancing supply chain and inventory 
management, optimizing distribution routes, and tracking products during transit. AI can predict demand and consumption and 
streamline the manufacturing process. This reduces waste during manufacturing. AI can also generate alternative packaging 
solutions that reduce complexity and required resources.

Artificial intelligence will prevent downtime with preventative maintenance.

The number-one reason for packaging machine downtime is unplanned maintenance. Machines malfunction because of wear 
and tear, or when they are not used correctly over time. This can lead to lost hours in a week that cannot be recovered due to 
insufficient human labor at the factory level. Artificial intelligence could help identify problems before they occur, helping prevent
downtime from occurring.

The use of augmented reality (AR) and virtual reality (VR) headsets will allow consumers to see 
what's inside the package without opening it.

Virtual reality will soon be a normal part of the customer experience and packaging design process for many companies, as it 
becomes more affordable for small businesses to invest in immersive VR headsets like Oculus Rift or HTC Vive. This technology 
is currently being implemented at major retailers such as Target, Walmart, and Home Depot who have experimented with 
incorporating VR into various aspects of their business, from training new employees in simulated store layouts to helping 
customers visualize what living room furniture would look like in their house. As this technology becomes mainstream within 
these industries, we can expect that other sectors of retail will follow suit over the next few years.

Doug Walker is an online marketing expert and consultant who has worked with enterprise-level organizations such as Dell, 
Intuit, Coldwater Creek and FindLaw/Thomson Reuters. 
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COLLABORATION IS A 
REQUIREMENT FOR 
SUSTAINABLE CHANGE
Russian retailer X5 is setting the pace for the 
country’s sustainability efforts by getting supplier 
buy-in to green the retailer’s supply chain.

BY YANA SYNESIOU

In the spring, X5 published Russia’s first sustainable packaging recommendations — representing the first time a large retailer 
has advised its suppliers to package their products in a way that is easily recyclable. This was not only a landmark achievement 
for the advancement of Russian retail as a global leader in sustainability, but it was also the result of extensive, industry-wide 
collaboration.

The initiative began as an internal goal — to increase the share of sustainable packaging used in X5’s own private label products 
to 50% by 2023 — which we expanded once we realized our vision for responsible packaging could be shared with our partners. 
When X5 set out to develop packaging guidelines to boost sustainability across the retail industry, we quickly realized a 
collaborative approach would be necessary — not only to create recommendations that are practical and applicable, but also to 
encourage buy-in along the entire supply chain.

This kicked off a year-long process. The guidelines cover 13 product categories, so we held discussions with the suppliers of all 
13 types. We also considered the opinions of the expert community, including industry non-profits, packaging manufacturers 
and waste management companies. Before finalizing the recommendations, we hosted a public discussion attended by more 
than 100 stakeholder representatives. Gathering and including feedback from dozens of suppliers and experts was a significant 
undertaking, but we believe this collaboration was necessary for a successful result.

The final document contains detailed recommendations covering three aspects of packaging: design, materials and information 
— including labeling, customer and employee education. The recommendations rely on the barrier properties of materials and 
other product specifics, and they account for existing legislation as well as the technology and infrastructure available in Russia.
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Following the principles of partnership and free information exchange for the sake of global sustainable development, we 
published the guidelines to our website and are encouraging suppliers, partners, NGOs, industry associations and other retailers 
to freely use the information in their packaging production and management. Industry feedback has been overwhelmingly 
positive, which we believe is a direct result of our collaborative, cooperative approach to developing the guidelines. Further, the 
collaboration is ongoing, as the recommendations will be regularly updated to reflect changes in technology, infrastructure and 
the sustainability agenda. There is also potential to expand the recommendations, such as by encouraging suppliers to use 
reusable packaging for their products.

The motivation behind a collaborative approach goes beyond aiming to develop guidelines that work and that suppliers will 
want to implement — the gravity of the problem demands a team effort. Global plastic production began in earnest during the 
1950s and has been extremely popular for packaging ever since, as it is easily mass produced, versatile and inexpensive. By 
2015, 8.3 billion metric tons of plastic had been manufactured globally, generating 6.3 billion metric tons of waste. At this rate, by 
2050, humankind will have produced 26 billion metric tons of waste, and currently, only 9% is recycled, according to research 
published in Science Advances. It is simply impossible for a single government, corporate or non-profit entity to tackle this 
problem alone, and so further collaborative approaches, such as the sustainable packaging recommendations, are necessary. 
Ultimately, we are not against the use of plastic, but it is important that packaging can be recycled and reused. The guidelines 
cover all types of packaging, including cardboard, plastic and metal, and how it is used — for instance, combining various 
materials in a single package can make it more difficult to recycle.

Another factor that elevates packaging sustainability solutions above any perceived competitive advantage to going it alone is 
customer demand. Globally, 80% of people believe it is the responsibility of manufacturers to help with the recycling and reuse 
of the packaging that they produce, a belief held even more widely in Russia at 88%, according to an Ipsos survey. The survey 
also found that people say they are ready for change, with three out of four global consumers reporting they want to buy 
products with minimal packaging, and 71% stating that single-use plastics should be banned immediately. Collaborative 
approaches to sustainability are corporations’ best bet to satisfy this increasing demand from customers for packaging to be 
environmentally responsible — and to do so as rapidly as consumers expect.

Globally, 80% of people believe it is the
responsibility of manufacturers to help with the
recycling and reuse of the packaging that they

produce, a belief held even more widely in Russia
at 88%, according to an Ipsos survey.

Industry partnerships are also a way to amplify educational messages needed to foster societal attitude shifts toward 
sustainability. That same Ipsos survey reveals that there are limits to changes people are willing to make to decrease their plastic 
use, with 63% willing to change where they shop to avoid plastic packaging. In Russia, where 80% of customers say they’re 
concerned about environmental issues, only 47% are willing to pay more for products that are less harmful to the environment. 
Corporations are best positioned to help close that gap, and through the implementation of sustainability strategies such as the 
packaging guidelines, the retail sector specifically has a prime opportunity to establish policies and programs that encourage 
change. At X5, we understand our responsibility to our 339,000-plus employees and to the roughly 15 million customers that visit 
our shops every day, as this scale of operations means that our company has an influential social role in Russia. Sustainability is 
an important component of our overall strategy, and to be successful, we must use our resources to lead and collaborate, 
supporting other companies to become more sustainable, as well.

Reducing the amount of packaging sent to landfills and promoting recycling are major environmental challenges faced by all 
retail companies, and so it is sensible that the industry should work together to find solutions. Although our approach to 
developing the sustainable packaging guidelines prioritized collaboration over competition, there is also a competitive benefit. 
The recommendations support suppliers of our products, packaging and materials as they work to meet the growing consumer 
demand for responsible packaging throughout the entire supply chain.

Yana Synesiou is X5’s head of sustainability.

Yana Synesiou image courtesy of X5
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COVID-19 AND ITS IMPACT ON 
THE PRINT MACHINERY MARKET

According to a report from Smithers, COVID-19 has had a 
major impact on the print machinery market, with an 
accelerating effect on trends that were already being 

established. This crisis has bought about enduring social-
economic changes to consumer behaviors that will directly 

affect buying patterns.

SOURCE: SMITHERS

OVERVIEW OF

PRINT EQUIPMENT
MARKETS

Background pattern by Strawberry Blossom / iStock via Getty Images Plus

Due to COVID-19, the market fell in 2020 by 2.4% against 2019.

In 2021, the market is expected to grow by nearly 20% from 2020.

Print equipment market is expected to reach $15.86 billion in 2021.

Print equipment market forecast to reach a value of $15.75 billion by 2026.
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New WD Series of Product Counting and Dispensing Machines

Cremer announced the launch of a line of hygiene-centric counting machines designed for easy wash-down. The 
WD Series is designed for precise counting and dispensing of individual food products in a variety of applications 
where cleanliness is paramount such as poultry, meat, seafood, cheese, confectionary, and bread products. The 
machines are speci�cally constructed to thrive in the harsh working environments typically encountered where 
washdown/wipedown procedures are necessary. Optical counting — as opposed to weight-centric quality control 
— is designed to guarantee that the net contents in terms of count is 100% accurate for both wholesale and retail 
packages.
 
cremer.com

Courtesy of Cremer

Comprehensive Label and Print Layout Quality Control System

Antares Vision has introduced a dedicated high-resolution vision system providing comprehensive inline layout 
inspection for webs and labels. Designed for easy integration into new or existing labeling, printing or packaging 
machines, the new AV Print Inspector offers 100% inspection for the increasingly sophisticated, often print-on-
demand applications common in modern product marking operations, according to the company. AV Print 
Inspector offers whole-label inspection at speeds up to 80 meters/minute. The technology supports all major vision 
system tools for seamless quality control across a wide array of layout features.
 
antaresvision.com

Courtesy of Antares Vision

New Compostable Film

DEcoCortec’s EcoShrink Compostable Film is a commercially compostable alternative to common plastic shrink 
wraps for use in industrial packaging applications. The company reports that EcoShrink is sourced from certi�ed 
commercially compostable resins and contains 45% biopolymers. After use, EcoShrink can be disposed of in a 
commercial composting environment. EcoShrink is reportedly shelf and curb stable, with the company stating that 
it will retain its integrity until disposed of properly. EcoShrink is designed for standard heat-shrinking applications. 
Users of EcoShrink can shrink wrap their small or large components as normal to conform to the shape of the 
object.
 
cortecvci.com

Courtesy of EcoCortec

Customized Twin-Stream Bundler

DEDL Packaging’s bundlers are used to collate and securely bundle 3-packs, 4-packs, and 6-packs of shrink-
wrapped bottles that use low density polyethylene (LDPE) to wrap a range of different products, which allows for 
faster shelf stocking at retail locations. Once the lanes have been populated by the servo laner, bottles are released 
into a web of �lm. Flight bars cycle down behind the product group to seal and cut the LDPE �lm, loosely 
enveloping the bottles inside the �lm. The twin wrapped product groups then convey side by side through a high-
ef�ciency heat tunnel that tightly shrinks the LDPE �lm around the bottles.
 
edlpackaging.com

Courtesy of EDL Packaging

Sidebot for High-Speed Collaborative Automation

Wyzo is a pick-and-place robot designed to work safely side-by-side with humans without protective barriers or 
performance compromises in lightweight applications in the food & beverage, consumer goods, pharmaceutical, 
cosmetics, automotive, electrical and electronics sectors. The sidebot uses a robotic arm and built-in or external 
vision systems to �nd and pick products 80 cycles per minute with a payload of half a kilogram. Wyzo is designed 
to �t anywhere on the production �oor and to easily be moved from one workstation to another. Additionally, the 
human machine interface is simpli�ed for intuitive use by operators with no prior training in automated solutions.

thewyzo.com

Courtesy of Wyzo
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CLASSIFIED NETWORK
FOR SALE

CLICK BOXES BELOW TO LEARN MORE

SALES OF SURFACE TENSION TESTING PENS AND INKS
Lotar Enterprises

BODOLAY PRE-MADE BAG MACHINE
Bodolay Packaging Machinery

A SUCKER FOR EVERY JOB – A JOB FOR EVERY SUCKER
William B. Rudow Inc.
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RESOURCE GUIDE
PREMIUM LISTINGS

Below are the premium listings from our directory. 
For the complete list of companies and products, go to packagingstrategies.com/resourceguide
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