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BY MARK BALTAZAR

I
t has often been said that the 
only constant is change. In 
an environment where media 

fragmentation is increasingly a 
concern for marketers, it should be no surprise to 
many in the marketing community that brands are 
having a difficult time breaking through to con-
sumers with a motivating message. Which is why 
the discipline of shopper marketing has become a 
hot topic in marketing circles around the world in 
recent years.

One important component of a brand’s shopper 
marketing program is its packaging strategy, with 
packaging finally being rightfully treated as a stra-
tegic asset and managed as a valuable component of 
a brand’s portfolio of assets.  

In a recent BrandSpark International study, 
we found that only one-third of consumers knew 
exactly which brands they were going to buy on 
their next visit to the grocery store. While alarm-
ing for some, this statistic points to the importance 
of winning the on-shelf battle. 

A product’s packaging is, in most cases, the last 
opportunity a marketer has to convince the shop-
per that their product is superior and worth buy-
ing, compared to the many options 
stocked right beside it. Packaging 
can make a difference in whether a 
shopper considers your product, buys 
it, and even whether they are willing 
to pay a premium for it.

So what are the keys to success in 
the on-shelf battle?

For over 10 years, we have been 
testing packaging with consumer packaged goods 
shoppers through custom studies, as well as our 
company’s high-profile annual Best New Product 
Awards national competition. This global data-
base of insights spans nearly every product cat-
egory—providing us with a keen understanding 
of what truly makes packaging a persuasive form 
of marketing. 

While close-up analysis of our global database 
reveals many packaging design ‘best practices’ for 
each major category, we have identified eight ‘uni-
versal truths’ that are applicable to any CPG (con-
sumer packaged goods) category:

1. Less is More.
Despite most of us hearing this countless times, it 
is fascinating today to still see thousands of product 
packages jam-packed with the entire brand story, 
all the features, some benefits, and all sorts of other 
product info.

Believe me, the shoppers are not attracted by this. 
In fact, because shoppers are typically looking to 
complete their shopping trips as quickly as possible, 
packaging that is able to communicate the product 
benefits and the brand’s point-of-differentiation, 
without having to be picked up, will win the sale.

2. Benefits over Features.
It never fails: every time we test packaging con-

cepts, the ones that highlight the product’s con-
sumer benefit outperforms those that highlight 
only the features of the product.

As marketers, we sometimes have the tendency 
to tell consumers and shoppers alike as much as 
possible about the product.

But let’s face it: most shoppers don’t care. What 
they really want to know is how the product will 
help and benefit them.

Therefore, leverage the back of the 
package to outline any key features rel-
evant to your differentiated product 
story, but keep the front of the package 
clean and clutter-free.

3. Benefit-driven Design.
The packaging design—shape, color, pack-
aging features, etc.—must be able to clearly com-
municate and emphasize the product and brand 
benefit.

In laundry care, for example, the main consumer 
benefits are to remove stains, brighten the colors, 
and whitens the whites. This would suggest pack-
aging that is clean—being free of design and copy 
clutter—and bright with vibrant colors, which also 
visually ladders up the ‘whitening’ benefit.

The packaging for the Schneiders brand line of 
Country Naturals all-natural meats (see 
picture) was recently evaluated by 
shoppers in our study, which revealed 
its shelf-appeal strength stemming 
from its simplicity and the use of 
‘natural’ colors to provide a clear 
connection to the product’s benefits.

One shopper summarized it in a 
nutshell: “Simple label on package: 

Not the multicolored ‘in your face!’ pitch.” 

4. Bright and Vibrant.
Think of your packaging as a billboard in Times 
Square: How is it going to stand out in the sea of 
billboards vying for your attention and dollars?

Packages with bright colors tend to perform bet-
ter than dull-colored packages more 
often than not. This is your product’s 
chance to put its best foot forward, so 
don’t fall f lat with dull, boring colors.

One of the top performing food 
packages in our database for 2012 was 
Nestle’s Drumstick Bigger Nugget prod-
uct, which proved to be highly suc-
cessful in persuading shoppers in large 
part because of its vibrant colors. Not 
only do the colors make the package 
stand out in the frozen-foods aisle, its 
colorful vibrancy espouses associations of a fun and 
great-tasting dessert. As one shopper claimed, “I 
can practically taste it!”

5. Brand Breakthrough.
If you were to f lash your package in front of shop-
pers for less than a second, how many would be 
able to correctly recall your brand?

Design packages so that your brand clearly stands 
out, which is especially true if you are launching 

new products under a brand with strong equity in 
the marketplace.

Your brand asset needs to be leveraged to its full 
extent because you will need all the leverage you 
can get in this crowded marketplace.

Imagine your target shopper in the aisle of a store 
being bombarded by thousands of packages, shelf-
talkers, merchandising displays and everything else 

being thrown at them. Your brand needs to 
be able to break through the clutter and 
attract the attention of your target.

6. Attract your Target.
This may seem like a ‘no-brainer,’ but 
what a marketer thinks is attractive may 

not be what the target market thinks is 
attractive. Make sure to test packaging with 

your core target and those of your expanded tar-
get before making significant investments in pack-
aging production. The degree of attractiveness is a 
strong contributor to a package’s performance in 
the marketplace. 

7. Transparency.
Keep in mind that shoppers operate with a healthy 
dose of skepticism when they are in the buying 
mindset.

They don’t easily forget the disappointment of 
opening a bag of chips only to find out that they 
are half-full, so offering a glimpse of what’s inside 
the package goes a long way to reassure the shop-
per that they’re getting what they are paying for. 
Whether it’s a small knockout window or a fully-
transparent package, you are more likely to per-
suade shoppers to buy your product by showing 
them what’s inside.

8. Multi-use Packaging.
While this is not the primary reason shoppers will 
buy your product, it definitely will tip the balance 
in your favor if your packaging can be used long 
after the product inside has been consumed.  

In general, packages that are able to apply each 
of these principles listed above will per-
form better than those that apply only 
a few, as compellingly illustrated by 
the Tide Pods packaging (see picture) 
that proved to be one of the best-per-
forming packages we recently tested.

While these principles may seem 
straight forward to some, after testing 
over 400 packages in North America 
in 2012 alone, we know that these 
principles are only being applied to 
some consumer package goods—still 

leaving plenty of room for improvement and a sig-
nificant opportunity for brand leaders and their 
packaging agencies to leverage these persuasive 
techniques to win the in-store battle for a larger 
share of shoppers’ wallets. 

Mark Baltazar, vice-president of the CPG and retail 
practice at Toronto-based branding and marketing services 
provider BrandSpark International, may be reached 
via email at MBaltazar@brandspark.com

THE ART OF PERSUASION
Shopper insight reveals the eight simple rules of persuasive packaging

PACKAGE DESIGN
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ECO-PACK NOW
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While some consumer packaging may admittedly 
be more difficult to recycle than others, such 
obstacles are really an opportunity in disguise for 
companies like Clearly Clean Products, LLC, 
which has recently developed what it claims to 
be the world’s first recyclable MAP (modified-
atmosphere packaging) tray for fresh meat, 
poultry, entrées and kebobs.

Already approved for food-contact use by the 
FDA (U.S. Food and Drug Administration) 
in the U.S., the new MAP trays—made from the 
same rPET (recycled polyethylene terephthalate) 
plastic material as water bottles—use a special pat-
ented, printed liner that provides sufficient bar-
rier protection to help packaged meats maintain 
effective shelf-life, which is then easily peeled off 
the tray after use at home to make the tray ready 
to go into the recycling bin.

A few months ago, Sunbury, Penn.-headquartered 
supermarket chain Weis Markets Inc. replaced 
the traditional lid-sealed plastic meat trays with the 
Clearly Clean MAP trays (see picture) across all of 
the 162 grocery stores it operates in Pennsylvania, 
Maryland, New Jersey, New York and 
West Virginia as part of its company-
wide sustainability drive.

“This new packaging program 
underscores our strong commitment 
to adopting sustainable practices to 
minimize our impact on the environ-
ment,” says Weis Markets sustainability manager 
Patti Olenick, adding the recyclability of the new 
trays make them far preferable to traditional foam 
and lid-sealed plastic trays.

“We are continually increasing our conserva-
tion efforts, providing recycling opportunities for 

both our associates and customers, and evaluat-
ing our store designs to meet with our standards 
for environmental leadership and stewardship,” 
Olenick states.

“We strive to lead by example, helping to 
make a significant difference in our 
communities.” 

According to the South Windsor, 
Conn.-based Clearly Clean, the 
new trays are simple for most pro-
cessors to seal using existing sealing 
equipment.

Says Clearly Clean president Jeff Maguire: 
“Clearly Clean is proud to be able to help com-
panies extend their sustainability focus from the 
farm to the store to the home, and Weis Markets 
is a great example of a company that has embraced 
this concept.”

Leading aseptic packaging products manufacturer 
Tetra Pak estimates that more than 20 billion of 
its signature paperboard beverage and liquid-food 
cartons sold worldwide last year carried the uni-
versally recognized FSC (Forest Stewardship 
Council) eco-labels indicating the paperboard 
used to make those boxes comes from responsibly 
managed forestlands—more than double the 8.5 
billion FSC-certified Tetra Pak cartons sold in 
2010.

“With more consumers and retailers 
demanding environmentally-sound and 
ethically-produced products, brands that 
carry the FSC label can attest that their 
products are packaged using material 
that has passed the toughest standards 
of responsible forest management,” says 
Tetra Pak’s vice-president of marketing 
and product management Charles Brand.

Since the launch of the very first FSC-
certified Tetra Paks in 2007 by the U.K.-
based supermarket chain Sainsbury’s (see picture), 
the company’s eco-labeled drink boxes have been 
embraced by retailers and brand-owners in 39 

countries, including Canada and the U.S., China, 
and across Europe and South America.

Last year, for example, about 1.8 billion Tetra 
Pak cartons sold in Argentina carried the FSC 
label—representing over 70 per cent of all Tetra 
Pak packages shipped to the country—while 
the Benelux countries of Belgium, Holland and 
Luxembourg sold a total of 1.2 FSC-labeled Tetra 

Pak boxes, or about 60 per cent of the total.
“More and more customers express con-
cerns about the environment every day, 
hence the inclusion of the FSC logo on 
our milk packages contributes positively 
both to the brand image of our products 
and to public environmental awareness,” 
says Marcelo Magni, marketing and busi-
ness development manager with promin-
ent Argentinian dairy producer Williner. 
“The FSC label provides proof that our 

packages meet the highest industry stan-
dards in terms of the use of renewable 

raw materials, which allows our customers to 
choose responsibly.”

Taco Kingma, manager of sustainable busi-

ness with the Dutch-based dairy cooperative 
FrieslandCampina, agrees.

“Consumers are increasingly looking at the 
environmental profile of the products they pur-
chase,” Kingma states, “and we have set clear 
goals on making our packaging more sustainable.

“The FSC certification for our paperboard 
packaging is a major step in this development.”

According to a recent survey of 6,600 consum-
ers in 10 countries conducted by Euromonitor 
for Tetra Pak, nearly half of respondents said the 
absence of information about the environmental 
profile of a packaged product was an issue in their 
purchasing behavior, with about the same num-
ber saying they find on-pack eco-logos helpful 
in understanding the environmental impact of 
beverage packages.

Says FSC business development director 
Marcelle Peuckert: “By displaying FSC label-
ling on their packages, Tetra Pak is helping raise 
awareness of the important role that responsible 
forest management plays in ensuring the eco-
nomic, social and environmental viability of one 
of the earth’s richest resources.”

U.S. GROCER MAPS OUT A CLEAR VISION FOR SUSTAINABLE PACKAGING

ECO-LABELED TETRA PAK CARTONS TAKING OFF ACROSS GLOBAL MARKETS

Few foods are as universally loved around the 
globe as chocolate, which unfortunately makes 
chocolate bar wrappers one of the most common-
place pieces of trash at landfills all over the world.

But it doesn’t have to be that way if more lead-
ing chocolate producers follow in the steps of 
the Italian organic foods consortium Alce Nero 
Mielizia SpA, which has recently switched the 
packaging for its Alce Nero brand of fair-trade 
chocolate bars to the compostable NatureFlex 
metallized film developed by U.K.-based 
Innovia Films.

Manufactured from wood pulp sourced from 
certified managed plantations, the cellulose-based 
NatureFlex film is engineered to break down at 
the end of its life-cycle in either home compost 
bins or industrial compost environment within a 
matter of weeks.

According to Innovia, NatureFlex also provides 
good packaging and converting attributes such as 

inherent deadfold and anti-static properties, high 
gloss, superior resistance to grease and oil, a good 
barrier to gases, aromas and mineral oils, and a 
wide heat-seal range.

For Alce Nero, which sources its cocoa from 
organically-grown plants in Costa Rica and 
harvested there by the COOP Sin Fronteras 
network of independent fair-trade producers, 
switching to the compostable wrapper is a logical 
expression of the company’s earnest commitment 
to organic farming and fair-trade principles it has 
championed right since its 1978 startup.

“The metallized NatureFlex from Innovia Films 
was a perfect fit for us due not only to its environ-
mental attributes, but also its excellent barrier 
properties that keep our organic Fair Trade choco-
late in premium condition,” says Alce Nero’s mar-
keting manager Nicoletta Maffini.

“That’s why we decided to move from standard 
plastic to a biodegradable and compostable alterna-

tive to wrap our choco-
late bars.”

Boasting about 95-per-
cent renewable bio-based 
content, the NatureFlex 
films are certified to meet 
the U.S. ASTM D6400, 
European EN13432 and 
Australian AS4736 stan-
dards for compostable 
packaging, according to 
Innovia, and are also suit-
able for emerging ‘waste-
to-energy’ techniques such as anaerobic digestion.

“Our metallized NatureFlex f ilm is used to 
good effect by Alce Nero because it f its in 
with their brand image, protects the product, 
and is fully compostable,” adds Innovia Films 
technical service and development specialist 
Giorgio Berton.

UNIQUE FILM OFFERS A NATURAL WAY TO HIT THE PACKAGING SWEET SPOT

The Alce Nero brand 
chocolate bars wrapped 
in compostable metal-
lized NatureFlex � lm.

Consumer Feedback

Writing this column 
for the last few 
years has radically 

changed the way I shop for 
groceries. Instead of quickly 
filling my cart with the items 

on my list, I now find myself perusing the aisles 
looking for uniquely packaged products with a nice 
eco-friendly dimension to help me cope with any 
‘green guilt’ fallout. But while it feels like I’m doing 
the right thing, my home recycling bin has been 
overwhelmed in recent months with all the extra 
recyclable packaging I’ve been bringing in from 
shopping. To stem the tide, I recently adjusted my 
shopping focus to selecting products with reusable 
packaging that does not have to be discarded right 
after finishing off the contents inside.

Custom-made for Richstone Fine Foods Ltd. 
of Concord, Ont., the 450-ml glass antipasto 

jars—used to package the company’s 
f lavorful deli delights like Delfino 

Cacciatore Dry Sausage, hot and 
mild, and stuffed pepper shoot-
ers—are armed with real-size 
handles that turn the 450-ml 
containers into very functional, 

oddly charming, and conveniently 
mobile drinking vessels. Boasting 

snug screw-top lids to make sure none 
of the contents escape in a messy spill, they have 
already proven to be an excellent glassware choice 
around our household for a few expertly-mixed 
Bloody Caesar cocktails—earning the packaging a 
useful second life and sparing it from the recycling 
loop. Moreover, the highly informative decorative 
labels attached to the front and back—loaded with 
interesting tidbits about the company’s bold anti-

pasto creations—easily peel off the glass with no 
soaking or scraping required.

Ditto for the reusable 270-ml glass carafes used to 
package the Braswell’s Italian Dressing and Marinade 
brand, which keeps product labeling to bare min-
imum—just to list the ingredients and nutri-

tion facts—by having the company’s 
name and logo embossed directly into 
the glass itself, along with a 0.25-liter 

measuring line around the neck for easy 
future reference. Produced in Statesboro, 
Ga., the carafe comes with a small gift 
card—attached with an elastic color 
band—congratulating consumers on 
the purchase and reiterating the com-
pany’s commitment to using fashion-
able and reusable packaging for all its 

products, along with the website address. 
Making a classy statement about Brasswell Food 
Co.’s obsession with high product quality, the ele-
gant container is an excellent gift idea for all the 
environmentally-conscious foodies out there.

Packaged in pints by family-owned green-
house operator Mastronardi Produce Ltd. in 
Kingsville, Ont., under the company’s SUNSET 
label, the ZIMA Seriously Sweet Tomatoes provide 
a fresh break from the ordinary 
by literally f lipping traditional 
pint packaging—open-top 
cardboard or lidded thinwall 
plastic squares—on its head. 
Ensconced in a semi-rigid 
clear plastic pint container 
with a blue lid that actually 

serves as the base of the package, the bite-sized 
cherry tomatoes are easily inspected through the 
clear plastic for any blemishes or imperfections, 
and quickly retrieved from the air-hole vented 
package by lifting the tab of the colorful top-lid 
label to peel it back just enough to get your fingers 
inside. A gentle press of the label back into place 
securely reseals the remaining sweet little things 
still inside for later enjoyment.

It looks like the sun is really setting on jarred baby 
foods, as evidenced by Heinz Canada’s recent 
introduction of 178-gram resealable f lex-
ible pouches that provide a vastly more 
lightweight packaging alternative to 
the traditional glass baby-food jars. 
Outfitted with childproof screw-
caps to prevent spills and maintain 
the freshness of leftover product, the 
Heinz Baby Food in a Pouch pack-
age also eliminates the need to use a 
serving bowl because you can simply 
squeeze the contents right on the spoon 
at feeding time, while its stand-up structural design 
allows you to safely set it aside without worrying 
about spillage. But for all these undeniable func-
tional advantages, I feel a certain loss of romance 
with the disappearance of old-school glass jars, 
which I would reuse repeatedly to full effect in the 
past to store home-made baby foods, small snacks, 
leftover sauces, etc. You just can’t do anything like 
that with these disposable pouches and, moreover, 
finding any small-sized food storage containers not 
made out of plastic these days is getting trickier all 
the time. 

Shannon Kaupp is a licensed doctor of naturopathic 
medicine living and practicing in Toronto.

CHECKOUT SHANNON KAUPP
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Add Ink, a division of Atlantic Packaging Products 
(www.Atlantic.ca) is growing and currently seeking a talented 
Account Executive to join their dynamic team. The winning 
candidate will have a strong technical sales background with 
experience in value added packaging and printing industries.  
A post-secondary education and knowledge of print processes 
and display packaging in the corrugated industry are definite 
assets. Qualified applicants are invited to email their resume in 
confidence to:  catherine_wu@atlantic.ca

We thank all applicants for their interest, however; only those 
selected for an interview will be contacted. No phone calls please.

TIPPING THE SCALES
The new PimoLinear 
C-Series linear scale from 
WeighPack Systems Inc.
is designed specifically for 
weighing, filling and trans-
ferring sticky, wet, delicate 
and other difficult-to-handle 
products with conveyors—
rather than the traditional 
vibratory feed pans—to ensure more 
effective and efficient product transfer, accord-
ing to the company. Capable of handling a very 
broad product weight range from five grams up 
to 100 pounds—including fresh fruit and vege-
tables, cheese, noodles, fresh poultry, confection-
eries, cookies, etc.—the scale is offered in one- to 
four-lane configurations to suit specific application 
requirements, enhanced with a user-friendly design 
to facilitate tool-less disassembly of conveyors, hop-
per, weigh bucket and funnel for efficient sanitation 
and speedy product changeover.
WeighPack Systems Inc. 401

GET A GRIP!
The new model SBG-50 (Servo Bag Gripper) sys-
tem from SAS Automation, LLC features adjust-
able width capabilities to enable cost-effective, 
simultaneous high-speed palletizing of multiple 
bag widths with a single robot in two-in/two-out 
rotation, or used with a single infeed conveyor with 
multiple bag sizes. Equipped with stainless-steel fin-
gers to withstand harsh palletizing environments to 
handle bags weighing up to 50 kilograms, the sys-
tem’s innovative programmable servo drive provides 
on-the-f ly bag-width adjustment from 265- to 500-
mm, along with an additional manual adjustment 
to reduce the width further to 165-mm to accom-
modate very narrow bags. The gripper’s robust belt 
and pulley system—combined with linear rails for 
smooth and quiet motion—are enhanced with spe-
cially-designed, independent decker plates to ensure 
highly accurate and repeatable bag drop placement, 
according to the company.
SAS Automation, LLC 402

THE PRIMERA LEAGUE
Designed to enable smaller and mid-sized manu-
facturers to bring their products to market quicker 
with inhouse production of affordable top-qual-
ity product labels, the new CX1200 digital color 
label printer from Primera Technology, Inc. is 
capable of printing  on virtually any laser-com-
patible label material—including pressure-sensitive 
plain papers, white and clear polyesters, etc.—to 

deliver exceptional  2,400-dpi (dots per inch) print 
resolution at speeds of up to 16.25 feet (five meters) 
per minute  to produce professional-grade, pre-
diecut labels in run quantities from as little as 50 
up to 5,000 labels.
Primera Technology, Inc. 403

GOING FULL TILT
Offered on a caster-mounted frame that can be 
maneuvered through narrow aisles and around 
corners, Flexicon Corporation’s new Sanitary 
Tilt-Down Flexible Screw Conveyor is designed to 
allow many types of bulk materials and ingredi-
ents—from sub-micron powders to large pel-
lets—to f low from the hopper into an adapter that 
charges the conveyor to facilitate gentle rolling 
action of the material being conveyed. Configured 
for dust-tight connection to the outlet of upstream 
equipment, the conveyor’s surge hopper includes 
an air displacement vent with a special cartridge 

filter that is equipped with a reverse pulse cleaning 
system for dislodging any dust build-up with short 
bursts of compressed air—returning the dust to the 
hopper on a timed cycle to maintain full operat-
ing efficiency, according to the company. With 
the hopper, support boom and conveyor assembly 
tilted down, the unit fits through standard door-
ways and orients the conveyor tube horizontally—
allowing the f lexible screw to be easily removed 
for thorough cleaning and inspection. Driven only 
at the discharge end, the f lexible screw—self-cen-
tered within the fully-enclosed tube to provide 
ample clearance between the screw and tube wall 
in order to eliminate or minimize grinding—does 
not require any bearings or seals within the prod-
uct contact area.
Flexicon Corporation 404

THE E-Z WAY TO DO IT
Designed for inspecting virtually any continuous 
product stream for unwanted foreign objects such 
as metal, stone, glass, bone and some plastics, the 
new E-Z Tec XR-Bulk X-Ray inspection system 

from Eriez features multi-
lane inspection capabil-
ities; a compact, 
60-inch-long low-
profile design; and 
‘auto-learn’ features 
to facilitate superior 
performance in identify-
ing contaminants, scanning for 
missing or broken products, and 
performing accurate mass inspec-
tion to ensure optimal product and packaging integ-
rity, along with inline verification of product count, 
seal integrity, weight and shape accuracy, item pos-
itioning, and item presence or absence.
Eriez 405

HEAVY LIFTING
The heavy-duty 
System Plast 2508 
and 2630 Series belts 
from Emerson Industrial 
Automation boast extremely durable 
and rugged construction for use across a full range 
of high-weight unit material handling applications, 
with the 2508 Series belting—made in standard LFG 
(lubricated food-grade) material—boasting impres-
sive load capacity of 5,480 pounds per square foot. 
Also available in PPLG (plastic paint light grey) and 
other materials, the belts are fully-compatible with 
the extensive range of System Plast conveyor compon-
ents like guide-rails and clamps, rail brackets, halters, 
supports and various custom-made accessories.
Emerson Industrial Automation 406

CASE IN POINT
The new  AR-200 Series robotic case-packer from 
Premier Tech Systems is designed to provide an 
optimal solution for high-speed packing of packing 
bags, bottles, cases, cans, bundles, etc., into boxes or 
any other rigid container without the use of any f lap 
holders, according to the company, thanks to the 
system’s robotic motion. Featuring fully-integrated 
machine vision capabilities, the AR-200 Series case-
packer can easily pick up different kinds of products 
in multipick mode, as well as randomly-oriented 
items, before packing them into cases or any other 
rigid containers, with stored program recipes help-
ing to facilitate quick product changeover.
Premier Tech Systems 407
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 Identify with the 
editorial coverage that
captivates your 
customers.

Canadian Packaging covers what 
works in Food and Drug 
packaging plants.



Editorial Calender 2014
JANUARY/FEBRUARY 
Packaging Machinery 
Specifications  Manual
• �unique comparative 

performance listings
• �OEM and distributor listings
• automation devices section

Focus on Line Integration & 
Automation.

Robotics/Servo Motors/
Pneumatics Updates

Vacuum Packaging Feature

MARCH 

�Bottling For Speed

�Adhesive Applicating

Metal Detection/

Checkweighing/X-Ray for Food 

Safety

Show Round-Up- IPPE/AMI 
poultry & meat show

APRIL
Case Ready Packaging for the 
Meat Industry

AUTOMATE NOW:
Focus on servos, robotics 

PRODUCT ID NOW: 
�Inkjet; lasers; labels

Silent Salesman: Accent on 
Designs that Sell.

Bakery Showcase Product 
Previews

MAY
Packaging For Shelf Life.
 
Conveying/palletizing for 
Efficiency.
 
Point-of-Purchase Display for 
Retail Success.
 
Personal Care/Pharma 
Packaging Secrets

Film/Flexible/Pouch Resealable 

Packaging

July/August
ANNUAL BUYERS’ GUIDE

• most comprehensive listing 
of products, manufacturers, 
distributors for the packaging 
function.
 
Canada’s fastest and most 
accurate packaging lines. 
• photo/essays of what works 
best in select food & drug 
plants.
 
Preview to PAC’s Biennial 
Summit.

online listing bonuses

November 

Package Design/Innovation

 

Package Converting/Printing

 

Palletizing/Conveying

 

Packaging for Freshness
• Focus on new films, materials, 

methods for Food Safety

Metal Detection & X-Ray 

Success Stories

DECEMBER
AUTOMATE NOW:
Advice from integrators/
machine suppliers/controls & 
motors suppliers

PRODUCT ID NOW: 
coding/labeling that 
communicates

Contract/Private Label 
Packaging Leadership

September
AUTOMATE NOW: 
• focus on pneumatics, machine 	

	 machine vision

 

Modified Atmosphere 

Packaging

 

Case Packing/End of Line.

Pack Expo Chicago Showcase 
Previews

June
Filling & Capping Turnkey
Operations

AUTOMATE NOW 

Customers demand Integration

Adhesive Applicating
 
Stretchwrapping/palletizing

October
Pack Expo Chicago
Preview issue

Adhesive Applicating

PRODUCT ID NOW: 
�Tracking & Traceability.

Stretchwrapping New Products



Issuance & Closing Dates
a. Published eleven times per year.
b. �Ad material is required on 15th of preceeding month.

General Advertising Rates
Rates quoted in Canadian net Dollars

Tabloid	   1 Times	 6 Times	 10 Times

Tabloid page	 $5,800	 $5,500	 $5,300

2/3 tabloid page	 $5,400	 $5,100	 $4,900

1/2 tabloid page	 $5,300	 $5,000	 $4,700

1/3 tabloid page	 $3,500	 $3,300	 $2,900

1/4 tabloid page	 $3,000	 $2,900	 $2,500

1/6 tabloid page	 $2,300	 $2,100	 $2,000

1/8 tabloid page	 $1,900	 $1,700	 $1,500

Standard	 1 Time	 6 Times	 11 Times

Standard page (7x10)	 $5,300	 $5,000	 $4,700

2/3 page standard	 $4,370	 $3,935	 $3,605

1/2 page island standard	$3,000	 $2,900	 $2,500

1/2 page standard	 $2,700	 $2,500	 $2,400

1/3 page standard	 $2,300	 $2,100	 $2,000

1/4 page standard	 $1,900	 $1,700	 $1,500

1/6 page standard	 $1,035	 $927	 $815
 
Inserts/outserts
�Contact Publisher for rates & mechanical specifications

Print advertising file format
PDF files only: a high-resolution PDF/X-1a:2001, or a generic 
PDF is acceptable. Convert all spot colours to CMYK. Embed all 
fonts. Minimum 300 dpi for all images and text. Maximum 300% 
ink density for CMYK.

Print advertising file submissionS 
Every attempt is made to verify the supplied file to the supplied 
proof, however, The Business Information Group does not accept 
responsibility for material content or colour trapping. Production 
charges apply for material not to specs or alterations. 

Production assistance
For all production related inquiries and mechanical  
specificiations, please contact Cathy Li at  
(416) 510-5150 or by email at cli@bizinfogroup.ca

Dbl PG Spread - Tab
Trim Size: 211⁄4 x 157⁄8
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Live: 21 x 155⁄8
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Live Size: 71⁄2 x 97⁄8
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Live Size: 9 7⁄8 x 47⁄8
Bleed Size: 11 x 51⁄8

1/3 VERT
Live Size: 2 1⁄4 x 10
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Live Size: 4 5⁄8 x 4 7⁄8
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Live Size: 7 x 2 3⁄8
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Live Size: 3 3⁄8 x 4 7⁄8
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Live Size: 33⁄8 x 15
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NOTE: All standard partial ads 
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1/4  VERT - Tabloid
Live Size: 4 5⁄8 x 7 1⁄2
Bleed Size: 5 1⁄2 x 8 1⁄2
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Live Size: 47⁄8 x 2 1⁄4



1. Single sponsor lead 
tracking e-blasts
 
 
 Take a proactive approach to your digital 
advertising. Send your e-blast/e-newsletter 
to our 16,000 opt-in e-audience of food, 
beverage, drug, chemical executive and 
plant managment decision-makers. Get 
full contact/address leads from those who 
click on the links inside your e-blast.
 
Rate: $200/1,000 names. Less when you 
bundle with a print campaign.
 

2. Lead tracking text ads 
on Canadian Packaging 
E-newsletters
  
Schedule your press releases and new 
product ads on our E-newsletter, and 
they automatically appear on www.
canadianpackaging.com too.
 

ASK ABOUT OUR 
POPULAR GUARANTEED 
LEADS PROGRAM
 
Call Stephen Dean at 416-510-5198.

Digital Advertising

GET FULL CONTACT 
LEADS

TEXT Ad

TEXT Ad



Web Advertising

Dominate the Consumer 
Packaged Goods 
Digital network

INTRODUCING: Pack Press 2014

Rates: $350 net per release.
$3,000 net per year unlimited use

Book your own press releases and articles 
simultaneously on:
•  www.canadianpackaging.com.
•  Canadian Packaging e-newsletters.
•  our twitter feed
•  in Canadian Packaging magazine

Top Banner
468 X 60

Big Box
300 X 250

Text Ad
620 X 125

Web Site Rates (net Canadian dollars)
 
	 1x	 3x	 6x	 12x

Top Banner	 $1,000	 $900	 $700	 $500  
 
Big Box	 $1,000	 $900	 $700       	$500
 
Text Ad	 $800	 $700	 $600 	 $500

2014 E-Newsletter Ad Rates
(net Canadian dollars)
 
	 1x	 3x	 6x	 12x

Top Banner	 $1,000	 $900	 $700	 $500  
 
Big Box	 $1,000	 $900	 $700       	$500
 
Text Ad	 $800	 $700	 $600 	 $500

Top Banner
468 X 60

Big Box
300 X 250

Text Ad
620 X 125

Your
AD

Here

Your
AD

Here

Your
AD

Here

Your AD Here

Your AD Here

YOUR AD HERE

YOUR AD HERE

Call Stephen Dean at 416-510-5198 for more details
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Un hommage bien mérité

E
n mars dernier, Bernard, Laurent et Alain Lemaire, fondateurs de Cascades, ont reçu le prix Hommage lors 

de la cérémonie de remise des Prix PDG Vert, un concours organisé par Les Affaires et la firme Trebora 

Conseil. Ces prix ont pour mission de souligner l’esprit d’initiative et la contribution exemplaire des diri­

geants de petites, moyennes et grandes entreprises, de même que de sociétés d’État, dans l’adoption de pratiques 

d’affaires axées sur le développement durable. 

«Nous sommes heureux de recevoir cette reconnaissance. Cascades a su conserver ses valeurs. L’entreprise a 

évolué et s’est transformée au fil du temps, mais toujours elle a su garder ses repères malgré le fait que le monde 

autour ait profondément changé. Il y a 50 ans, nous étions hésitants à expliquer la provenance de la matière 

utilisée pour fabriquer nos produits. Ce n’était pas bien perçu. Aujourd’hui, de nombreux consommateurs 

recherchent spécifiquement nos produits en sachant que nous utilisons de la fibre recyclée. Je suis fier de tout 

ce qui a été accompli chez Cascades jusqu’à ce jour et vous savez, ce qui est stimulant c’est de savoir qu’il y en a 

encore beaucoup à faire », a souligné Laurent Lemaire, cofondateur de Cascades. 

Une modification importante
Depuis le 1er mai 2013, le gouvernement fé­

déral n’exige plus l’enregistrement obligatoire des 

étiquettes avant la commercialisation pour certains 

produits carnés et transformés. Ces changements ont 

été apportés dans le but de réduire la paperasse et 

le fardeau administratif de l’industrie. L’élimination 

de l’obligation d’enregistrer les étiquettes avant la 

commercialisation fait suite aux recommandations 

formulées dans le cadre de l’initiative de réduction du 

fardeau administratif du gouvernement du Canada.

L’industrie des produits de la viande et des 

produits transformés n’est plus tenue d’enregistrer 

les étiquettes. Cette modification uniformisera les 

règles du jeu, puisque l’enregistrement préalable à la 

commercialisation n’est pas obligatoire pour d’autres 

secteurs de l’industrie alimentaire.

Toutefois, aucune modification n’a été apportée 

aux dispositions sur l’étiquetage des lois et règlements 

en place pour assurer la salubrité des aliments et la 

protection des consommateurs. L’industrie a toujours 

la responsabilité de veiller à ce que ses étiquettes 

soient conformes aux lois et règlements en vigueur. 

L’Agence canadienne d’inspection des aliments 

(ACIA) continuera de vérifier si les étiquettes re­

spectent les exigences réglementaires du Canada. «Les 

règles et exigences en matière d’étiquetage demeur­

ent les mêmes. Lorsque l’ACIA détectera un cas de 

non­conformité, elle assurera un suivi et prendra les 

mesures qui s’imposent, comme auparavant.»

Des modèles d’affaires non traditionnels 

Après plusieurs années difficiles, le secteur des 

produits forestiers, partout dans le monde, commence 

à montrer des signes de reprise. C’est ce que ce révèle 

la 16e enquête annuelle de PwC auprès des chefs de 

la direction, en ce qui a trait au secteur forestier. 

«Nous constatons que les chefs de la direction 

font preuve d’optimisme quant aux chances que la 

demande et le prix dans le secteur du bois d’œuvre 

continuent d’augmenter, mais il est probable que 

la reprise dans le secteur des pâtes et papiers sera 

plus lente, déclare Frédéric Bouchard, leader des 

transactions dans le secteur forestier, papetier et de 

l’emballage chez PwC Montréal. Si l’essor du marché 

de l’habitation aux États­Unis se poursuit à moyen 

terme et si l’économie chinoise continue de prendre 

de l’expansion comme prévu, les conditions seront 

réunies pour l’émergence d’un marché potentielle­

ment solide pour le bois d’œuvre.» 

«Cependant, les chefs de la direction sont vigilants 

en ce qui concerne la volatilité économique, les 

coûts de l’énergie, l’accès aux matières premières et 

la pénurie de main­d’œuvre qualifiée. Si ces facteurs 

ne sont pas gérés avec soin, ils risquent de freiner la 

croissance au moment où le secteur passe à la vitesse 

supérieure», poursuit M. Bouchard. 

Les chefs de la direction du secteur des produits 

forestiers ciblent des créneaux porteurs de possibilités 

et adoptent des modèles d’affaires non traditionnels 

pour contrôler leurs coûts, gérer les risques et déve­

lopper de nouveaux marchés. 
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Une microbrasserie renommée pour la grande variété de ses bières artisanales a récemment investi dans une toute nouvelle chaîne d’embouteillage en 

canettes (voir page 16). Un leader dans le secteur de la viande sur bâton réussit une percée commerciale en devenant fournisseur de brochettes de poulet 

précuites d’une grande chaîne d’alimentation au détail (voir en page 20).
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You need to
if you want to
maximize
your sales 
efforts in 
Québec.
EMBALLAGES circulates  7,500 copies
each quarter to the most extensive consumer
packaged goods audience in Québec.

March issue - closes February 25.
June issue - closes May 25.
September issue - closes August 20.
November/December issue - closes October 31.
(Previews PackEx Montreal)
Ad rates:
1 tabloid page - $3,700 net.
1 standard page - $2,775 net.
1/4 tabloid (1/2 std) - $1,925 net



Editorial leadership 
in Québec

Parlez-Vous Francais?

EMBALLAGES Editor Pierre Deshamps has been 
serving the Quebec market for the last 10 years in 
our magazine that mails separately and to its own 
unique Quebec-based market.

To communicate effectively with 
the French-speaking Quebec 
food, drug and other packaging 
markets, it only makes sense 
to use a publication that offers 
it own editorial voice and a 
separate and unique circulation 
only in Quebec.

Ask about sending French-language e-blasts 
to the EMBALLAGES audience
Call Stephen Dean 416-510-5198



The Silent 
Salesman

Canada’s gateway to the $14 Billion Packaging Marketplace and  
Consumer Packaged Goods companies both small and large from coast to coast.

Display advertising    •    Digital advertising    •    Market Research & Event Sponsorships

www.canadianpackaging.com

From PDF

Contact:
Stephen Dean, Senior publisher

416.510.5198, sdean@canadianpackaging.com
Follow Canadian Packaging on Twitter

GET BOTH READERSHIP AND FULL CONTACT LEADS IN CANADA’S FOOD, BEVERAGE, DRUG MARKETS


