The Present Status and
Future Challenge
of Packaging

T e
IAEEERY

T
L

Flemm i
[ad BE K

LN A
™M A

by Robert J. Bockssrman, President
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& live in a fantastic world of packaging. Most ofour food,
drugy, clothing and items of dafly ststenance come o 1s
packaged ina wide and diverse variery of shapes, forms and
copfigurations uiing endless types of materials inchuding
glass, plastic, paper, cloth and metal substrates reprosent-
ing raw materials from all pares of the world.

Packaging enters our lives in many ways, some as divecr influences
and othcrs in more mbtle,}ﬂ:dircct ways. No matter how it touches
us 23 individuals and in the choices we make daily, the influence of
packaging on our lives carinot be debated. :

The Packaging Industry

The packaging industry includes 2 large mumber of companies
sngaged m the mannfacmiring of marerials such as plastics, flexible
films, foil, rolls of paper stock, metal tin plate and wood flat sheer.
Other businesses distribute the acrual packages inclading plass and
plastll bottles, paper and corrugated cartons, plastic and paper bags
and metal contamers. Stll other companies, in addition to those
who buy the packages fur product use, perforta spedal sexvices
relating to packaging, including conrract manufacruring, graphics,
serespl can filling and strip packaging, as wrell a4 blister and shrink
film packaging.

I’acig:ing, 41 YOU CRIL SuTFIisc, is an cxccedingly complax industry;
it calls for the successful ance ofa sedes of detailed fiznctions,
all oftwhich are interrelated. A failure in any one of these funcrions
could destroy the gensral uiility of 2 package containing a product
for distribution to the marketplace. 1Tnless the packaged product
arrives at its final destination in a usable form, the functons of
material conversion, manufacruring, packaging systems and distri-
bution are wast=d,

The lemands of this complex industry must be met with 2 minimum
of codr, confiision and wastd time. Before we can discoss the forure
implications that packaging will bring m our society, we must think
about thy fundamental conceps of the reasons for packaging.

The Need for Packaging

The regsons for packaging are dimost a5 diverse ai the different
types of packages. This article will highlight a faw examples thae
demonsirate the need for packaging,

Packa gingis important from the standpoinr of brand idenrficadon
for a partcnlar manufacturer, the advertising function by the media
In coinmunicatng with the consumer, and information on the

GATEWAY ENGINEER/DECEMBER1990

product and its price. It has proven to be one of the major tools
necessary for the development of marketing stratcgics and sound
tactics in the movement ofa product to the consumer. The opening
of new market directions, the cxtension of a product’s sheif-life and
the multiple sclling of closely related products have all combined to
create an exremely strong need for packaging,

The increased diversification of products is partially the result of
packaging and package cogineering. Some of these new produers
could pot have been offered to the marketplace without the neces-
sarypackaging technalogies perfected to enclose, protectand present
the product. Packaging, therefore, has becoms a key function in
competidve strategy to produce the finest product in the best

"package ar the least cost to the consumer.

Packaging helps retailers in that it offess protection to the product
and effecrively increases shelflife. Numerous food and drug prod-
ucts would be at the mercy of the elements if it were not for the
varipus packaging technologies available to protect the product
from heat, light, moisture, microbes and continual environmental
contamination. The *pickle and cracker barrels” days are long gone
and product sanitarion has improved greatly.

Packaging creates an entity of product /package that fits splendidly
into the present selfservice rewiling concept. The consumer,
whethier in the food market, drugstare, hardware or claching store
is free to select produces from 2 multitude and make an informed
decision basad on aesthetics, label informatiop and price through
comparaidve shopping.

Rerailers also benefit from packaging because it creates 1 much
mere cfficient envizonment for inventory control procedures, dis-
play and distribution of products and an analysis of which products
arc sclling versus those ar a standsdll, Pilfering of small items s
minimized through the use of unit packaging, thereby curming
retailer loascs.

Blister packages and shrink packages that totally enclose the
product affer protecton to the product and to the consumer from
possible injury duc to sharp objects, corrosive products and other
means of possible injury, This type of packaging is an envirely new
concept in the movement of products from the manufacturer to the
consumer, resulting in maximum effidency in less dme, reducing
cost and reraining product quality. Integrity of the producr and
package should be foremaost in the manufaerurer’smind asitis inthe
mind of the consumer.

(Continxcd on next prge)
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Patkaging provides eleaner and more attracrive product units
through the use of improved graphics, colors, unique designs, see-
throngh containers arid the use of various materials to enhance the
product. These visua! devices excite and entice the consumer to

of new products. Frecze-dried food products, new houschold
appliances and complicated communicaton equipment will require
innovatve coneepts in protective packaging, Packaging, thersfore,
will bec ome a erucial factorin the suecess or failure of these products.

‘Tube forming from flat stack

The
development
of the
flat-bottomed

Pouch forming

purchase one brand of preduct over another, and also stiraulaces
tmpulse buying.

Pagkagingand package enginecring have created 2 new concept of
“convenicnec™ for the consumer. This convenience could be
thought of in various modes of merchandising that extend to the
large diversity oEpmdm:ts sizes, configurations apd the availability
and accessibility of products for almost cvery mdmdua] consumer
preference.

Product manufacturers benefit from the ineréased cnnﬁdcm:l: that
ctnsumers have in their producrs. This confidence is based in large
part on packaging combined with adverrising, merchandising and
other marketing concepes. Packaging increases the quandty of 2
product sold per customer and specds up store sales through mass
distmibution technicques developed in che movement of goods from
the manuficturer to the conmumer. While packaging is costly, i has
proven to be one of the major factors in reducing the overall cost of
mjass diseribudion for the produer

"I’h,e importance of an attracrive, fully functional and convenient

package, designed for the specific product, cannot be oversstimated.

With the product proliferation, stores will contipue to run out of
space for the rany products available to the consumer. Each year,
proportionately more now products reach the market at an acceler-
ated rate. This leads to a highly competitive situation thar has 2 direct
effect on the markering and packaging of producrs. As competition
increases for the shelf-space spot, manufacturcrs will have to resort
to superior packaging to gain reasonable assurance of new producr
SuCCEss.

The furure need for standardization of product, package, material
handling and warchousing is 2 real possibility. There is continual
pressurs fom government agencies to limit or decrease the multple
sizes of an available given product. The degree of standardization by
industries for sizes, containers and packaging components would
surcly producc a desided cost savings, as well a8 making it easier for
consum«ers to comparison shop by
lirniting the number of sizes available.

manyfacurer,

The Future of
Packaging

Purhze implications of packaging
must take into accounr that the
young adults of today are quite
different fom those of the past.
Thcy arc quitc vocal with their

on many toplu anyd will'

h:m: a decided Impact on packag-
ing practices, When they reach
adulthood these consumers will
demend improved and more so-
phisticated packaging, ceating a
demand for new technblogics.

At more discreriondry income
becotnes available to this new gen-

... 4 host of new
products have been
created which are

complex and extremely

fragile.

Standardization is 2 debatzble topie;
opponents cite the lack of free enter-
prise when sizes are regulared, while
supporters argue that it would reduce
the warchousc space required for
storing large, diverse-sized containers
and packaging material volumes.

As new technologics evolve in the
argas of electronics and space axplo-
ration, 2 host of new products are
being creared thar are complex and
extremely fragile. New types of pro-
tective packaging are being devel-
oped 3o that these products can be
brought to the marketplace exhibic-
ing high quality and integricy.
Transistor components, computer
parts, electronic panel boards, rocket

cmuQn aof the consuring public,

wipdonbredly there will be more

erhphasis placed on non-essential

services and less cmphzsl.s placed on necessities. This affluent sociery
will djcrare packaging wends a3 well as the conrinued protiferadon

parts and even food packes for outer
space travel require special protec-
dve packaging commonly referred o
18 “elecrronic packaging.” The innovations thar are being areated
with the advent of these products will also lend themselves to
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ordinary consumer products that need protecrion for special uses,
The ingreased speed in the marerial handling and movement of

goodsrefults in greater strésies and strains on the package. The faster
speads of product movement cause more swaying of vehicles resulr-

utmost to gain and hold the confidence of the consumer. This will be
accomplished by the manufactuger’s arention to the small details

which must be checked to produce a high integrity product and

package.

pap<r bag
through
package
engineering,.

Flat bottom bag shaper mechanism

Flat bottomm pouch

ing in shocka and vibrations of incressed magnitude, With the
incressed use of sntomarion in material handling, the nesd for more
sophifdecated and complex packaging to protect high-tech produces
becomes more important. The desirve for specd, the maintemance of
snaller inventores and the aiminatdon of warchousing will ead to
* the greater vse of 2ir freight. This mode of tansportation will more

than Kkely require new types of packaging for the protection of the

produce. Smaller quantitics shipped at more fiaquent intervals wilt
hawve 2 derided eﬁ‘n:tunthﬁmtzﬂpachgc 2z well 25 on the shipping
conyaiper, Auromated warchouses may be potentizily hazardous to
the package due to the use of inclinad chirtes and fast moving belts.
Aﬂﬁﬁsmﬂbecmﬂdﬂ:dwi'zupadugccngmaadmgnthc
packages of the futire,

It is prediced that thers will be more antomated supermariets.
&mumcl.mpm;n“gdﬁmblmmmmm Packaging for
these antbmated stores require entircly new concepis. New
graphics and colorywill be needad tha will be quite differcnt from what
we hake taalay. The predicted new systema thar will sutomarically seleer,
assemble and bag individual orders may cause packaging problema.

Along with the automated supermarker, there will be an increase in
vending of pre-packaged iterns. Packaging for this type of merchan-
dising ravist be more standdrdized than ic is today. The prodocts in
this sywrevn will require 2 much higher degree of protection and, as
momptodumm:ddedtnthcm:dmghst packaging problems will

I:uﬁzLdth:tmmmmgnumbﬁrnfpmdumm:bcﬂlmmﬂ
be packaged in the form of acrosols. This applies to food and
phammieatical produocts as well as to industrial and hardware ftems.
Atmdst:cmventnt,midymd easy to use, roquire no product
preparition and dispense the corrmet amount. The prodiact remains
mmﬁﬂtﬁdbmﬂmm:mﬂmuumght,kupmgﬁx—
eign matter out and kecpmg product deterioarion, cormminarion
and oder pickup to 2 minimum: The new consumer will be more than
wﬂhngmpaycmﬁrthcmnmmeofﬂamcmmm

Conclosion

In conchision, packige developeent, package enginecring and the
sreatich of now technologies will provide the consumer with a high
qualiry, low cost product. Itis the dity of the manufacrurer to do his
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Packaging has become an important facror linking the fiinctions of
manufacturing, processing, marketing and distribution. Great effort
must be expended to maintzin this sequence of funcnons and for the
enHre tenpe of the industry &0 succeed.

The pressing need for continued research inro the need for package
engineering, better containers, improved products, more reliable
packaging techniques and more efficient distribution methods can-
not be streseed too srongly. Packaging is an essential element of our
industrial sociery. Without adequate packaging, life a5 we know it
would be dificnit to the pamt of completes unavailability of most of
our necessities as well 25 those convenicncey thar we are used to
having at our fingerrips. a
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