
Green 
Packaging
by Michael 
Halley FAIP

The 2007 year, which is the forty-fourth that 
Australian Institute of Packaging (AIP) has 
been conducting monthly meetings, was a 
joint venture with the Society of Plastics 

Engineers (SPE) where Robin Tuckerman FAIP 
brought five speakers to the podium to discuss 
plastics for Green Packaging.

The theme for the meeting came about 
from a survey of members last year when over 
40% of respondents asked for sessions dealing with 
environmental issues.

An alternate title could have been Form, File 
and Spiel for such was the discipline that facilitator 
Robin had injected or blown into his confreres who 
presented. The keynote address given by Peter 
Bury from PACIA was entitled ‘Using Degradable 
Plastics in Australia-Product Stewardship Guide 
and Commitment’. Justification for the existence 
of PACIA (and for that matter any industry lobby) 
was explained as ‘being able to do what an 
individual could not’ particularly in the minefield 
of Government interface.
 Bakelite the first plastic is a 
brand named material based on the 
thermosetting phenol formaldehyde resin 
polyoxybenzylmethylenglycolanhydride, developed 
in 1907–1909 by Dr. Leo Baekeland. Peter explained 
that plastics really came about because the 
world was running out of elephants which were 
slaughtered for the ivory in their tusks. One 
kilogram of plastic is equal to the tusks of 15000 
elephants, so right off plastics were good for the 
environment; not to mention the elephants.
 But nearly a hundred years on ‘plastics 
are well postioned but have an image problem’ 
according to Bury. He sheeted this directly to 
manufacturers who use false and misleading 
information that confuses consumers. But The 
Australian Competition and Consumer Commission 
(ACCC) is ‘red hot’ on manufacturers who claim 
that a plastic is degradable or compostable but can 

not show evidence in support. ACCC uses Australain 
Standard 14021 (2002) as the verifaicator for claims 
made about a product.
 So the message for the Industry support 
body is ‘have evidence before you make the claim’ 
then evidence and more evidence. Information is 
contained on PACIA web site.
 John Nickless from Innovia Films (Asia 
Pacific) Pty Ltd explained that compostable plastic 
packaging is a high demand by consumers and that 
the same consumers are purchasers of organic food 
stuffs. Organics are growing by 25% per annum and 
consumers will pay a premium for the product and 
the packaging. One overseas supermarket chain 
has over 500 organic product lines on sale.
 Overseas Governments are commiting 
industry to degradable plastics by the imposition of 
penalties and John Nickeless flags that ‘governments 
are governments’ and Australia will follow.
 Innova’s leader in degradable plastics is 
Nature Flex ® which is manufactured from cropped 
timber and is 95% modified cellulose that degrades 
naturally or can be composted. The approach to 
remove only the tops of trees and let them coppice 
is sound as there is less environmental impact in 
many ways.
 The company’s degradable film is now the 
preferred choice for sanitary products that end up 
in sewerage systems. Non degradable plastics used 
before the conversion to Nature Flex® needed 
much attention at the treatment plant as the 
sanitary products arrived downstream intact and 
had to given special attention to get the degradable 
material free for processing.
 Gerry Kleisterlee of Pro-Pac Packaging (Aust) 
Pty Ltd discussed her company’s environmental 
thrust and told us that ‘the basic material is Nature’s 
Recipe’. The products under scrutiny were flowable 
and non-flowable void fillers that were introduced 
in 1996 to compete with polystyrene products.
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TECHNICAL CORNER
Click here to access the AIP 

technical section.

Packaging 
Valentine

Holidays are a great time to market new 
packaging innovations. Consumers look 
for that special something to celebrate 
the occasion and prowl the isles for 

that unique gift that means you are special to 
someone. Valentine’s Day is one of the best 
holidays because it’s emotionally connected to 
the heart; and the heart is at the crux of what 
connects product packaging to consumers. If 
your product packaging cannot ‘connect’ to the 
consumer, then it will never make its way out of 
the door. 

So what is the emotional connection that says 
to consumers ‘buy me or pick me up for a closer 
look’? Pulling at consumer heart strings can be 
accomplished in numerous ways. Remember those 
‘E’ words I often write about (evoke, engage, 
emotion). How can you capture that essence in 
your product packaging? 

However you reach out to your consumer it 
needs to be something unique and beyond the 
ordinary. It could be a clever new design, shape or 
in the case of chocolate, trade on the packaging 
innovation of ‘chocolate smells packaging.’ 
Remember one of my hot packaging trends ‘The 
Nose Knows for 07.’ If you didn’t get the list of 
‘10 Packaging Trends That Will Connect With Your 
Consumer’ be sure and let me know. 

By the way, did you know that vanilla is the 
number one fragrance that appeals to men? This 
may be attributed to remembering to all those 
homey smells, apple pie, and mom. So why not 
utilize a vanilla smelling package to appeal to 
that man in your target market? ‘Connecting’ to 
the consumer (whether man or woman) is 
paramount in getting them to buy. I’m amazed at 
the success of vanilla soaps and shampoos. That 
translates that into opportunities for product 
packaging innovation. 

In any case, your product needs to be more 
than just the typical Valentine’s Day product 
packaged in red or in some cases pink with a big 
bow and cellophane. (That is so passé.) I received 
a great package of chocolate recently From NoKA 
Chocolate. Surprisingly, it was packaged in black. 
The packaging was a great concept too. Not only 
was it an elegant package but after the chocolate 
is gone, long before Valentine’s Day in my case, 
the box is designed to be saved and reused as a 
keepsake holder. 

Hitting emotionally on two fronts 
‘saving the environment’ (packaging 
trend for 07) because I’m not throwing 
it away and by giving me something to 
reuse in a ‘meaningful’ way (not just as 
junk). It got my interest and a mention here 
as a company that put a lot of thought into 
their product packaging. (By the way, if you’re 
packaging diamonds, be sure and send some my 
way for review tee, hee) 

However you evoke, engage or emote the 
consumer it’s important to look for ways to 
distinguish yourself from your competitor’s 
product. Can your product packaging piggy back 
off a cause that lends itself well to the heart? It just 
so happens that the American Heart Association, 
has made February Go Red for Women month. 

There are myriad’s of ways to make 
a ‘heart’ connection with Valentine’s Day. 
Obviously ‘red’ anything will work, but last year 
I wrote about companies that were missing the 
opportunity to capitalise on chocolate: Missing 
the health connection to buying chocolate not 
as an indulgence but as a necessary component 
to a healthy life. This year it seems that a few 
companies have taken notice in their product 
offerings. Healthy is ‘in.’ Just look what is 
happening to trans-fats. 

The important thing to take way from this 
article is how you can turn Valentine’s Day into a 
profitable opportunity to package your products. 
It’s a holiday when participants expect to get or 
give something special. As a result, consumers 
are ready and willing to spend money on that 
unique item that shows them or their loved one 
that they are a special person in the giver’s life. 
Accomplish that with your product packaging and 
you will have a winner -- and a heartily profitable 
one too

Packaging Valentine’s Day 
For Profit 
By JoAnn R. Hines, Packaging Diva 

JoAnn Hines
Packaging Diva

Integrating Packaging With Consumers Wants And Needs
PackagingDiva@aol.com

www.packaginguniversity.com/
www.packagingcoach.com

Ten 
Packaging 

To Do’s
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Ahead
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All AIP Members will be sent an Invoice 
this month for their annual membership 

renewal. This year the AIP have added an 
Early Bird discount rate as an  incentive 

for early payers!

INVITATION
Don’t miss out on attending the 
Australian Institute of Packaging National
Technical Forums which will be held during 
AUSPACK on the 2nd and 3rd of May 2007. 

The same Technical Forum will be held twice to 
ensure that no-one misses out on the biggest 
AIP event in 2007. The forums will consist of 
ten independent sessions covering a broad 
range of topics including: global retail trends, 
shelf ready packaging, packaging trends, nano 
technology, environmental packaging and case 
studies from the food & beverage industries. 

International Guest Speakers have been 
confirmed from the UK and Singapore with 
eight more esteemed speakers from Australia. 

Remember these are free AIP Member-only 
functions so they are exclusive events. Book 
these dates in your diary now! Enquire about 
how you can join the AIP today.

EXCLUSIVE AIP MEMBERS FUNCTIONS - NO CHARGE

Join the AIP at the 
Packaging Trends: 

What will they 
think of next? 

Technical 
Forums.

Click here for
Provisional Program

Booking Forms 
Partners Packages

HAVE YOU BOOKED YOUR PLACE FOR THE AIP NATIONAL TECHNICAL FORUM?

 AUSTRALIAN INSTITUTE OF PACKAGING Marketing & Membership Office 34 Lawson Street Oxley Qld 4075 AUSTRALIA 
Fx: 07 3278 4492  Email: info@aipack.com.au
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NEW MEMBERS

Riley Badawy Associate VIC
Lisa Fiumara Associate VIC
Frances Cook Associate NSW
Brad Christensen Member VIC
David Downing Associate NSW
Michael Raff Associate NSW
Pierre Fonsny Member NSW
Jon Newton Associate QLD
Peta McCleary Associate NSW
Paul Cavu Member VIC
Chris Brickell Member NSW

Congratulations!
Padmajja Uppu has succeeded in her 
Supplementary Exam and has gained 
the Certifi cate in Packaging Technology.

The AIP would like to welcome the 
following new Members...

CAREERS
Looking for a change of job? Work 

in NSW? Click on the careers 
section to see the current positions 

available.

PARTNER NEWS 
HBM

Click here to read more

Have you seen this before? Do you know 
who manufactures this? This sample was 
given out at AUSPACK 2005 and we are 
trying to determine which company this 
is from. If you think you know the answer 
please email nerida@aipack.com.au with 
the details. All answers that lead to the 
owner will go in 
the draw  for a 
$50 Caltex fuel 
voucher.

Simply email mark@aipack.com.au and let him know which date you would 
like to attend. If you are not sure as to which date as yet let Mark know.

Well, we are into the New Year and 
everyone is making resolutions on how 
to improve in 07. It’s time to think about 
your product and it’s packaging too. 

Just like we do with our mental, emotional and 
physical aspects of our lives, think about improving 
and updating your packaging. You want it to mesh 
with consumer wants and needs. Consumers are a 
moving target and what worked last year may not 
work in the years to come. 

Here are 10 simple things you can do to 
ensure your product packaging is on target and 
delivers the right message to the right audience. 

 1) Take an honest look at your product packaging. 
Is it working to your product’s best advantage? 
Are there changes that you have put off making 
due to lack of time or money? Implement a plan 
to review one product at a time or a family of 
products if they are interrelated. An important 
factor to consider when making any changes is the 
continuity of the brand. Don’t change for change’s 
sake. That only serves to alienate the customer. 

2) Give your product packaging to an outsider 
to review. Ask someone who knows nothing about 
your product and your packaging to evaluate it. Ask 
for an honest opinion of what they like or don’t like 
and ask what they think might be missing. Ask them 
to be objective and honest. Many times product 
developers get caught up in their own opinions and 
it’s good to get grounded with an outside consumer 
perspective. NOTE: Be objective about negative 
opinions. Delve in to the actual reason someone 
may not like your packaging. 

3) Go to at least five different retail outlets and 
look for comparable or competitive products 
and assess their shelf appeal. Is there a particular 
characteristic that appeals to you? It could be colur 
shape, innovative design. Determine if you think 
their packaging is better than yours. What stood 
out in your mind about that particular package? 
NOTE: You don’t want your product packaging to 
mimic the competition. INSIDERS TIP: Play dumb 
and ask another shopper to make a decision about 
which product they like best. Then ask them why 
they chose that package. 

4) Step back from your product on the 
shelf at least five feet. Does your product 
stand out among the competition or is it 
awash in a sea of sameness? Is it difficult to 
distinguish one product from another? Is there 
a USP (unique selling proposition) that makes 
your product more interesting or more consumer 
friendly?
Note: Many private label brands trade on brand 
recognition from the branded product. If your 
packaging goes that route, make sure you are not 
copying or infringing on someone else’s design or 
trademarked product packaging. 

5) Walk the isles out side your product category. 
Look for crossover innovations that can be 
utilised in your existing product. Look for new 
ways of dispensing a product such as the new 
Wishbone Salad Spritser that moved out of the 
pourable bottle into a pump dispenser or Laughing 
Cow cheese that went from traditional foil wrapped 
individual packages into a squeese bottle. An 
innovative concept that changes what people buy 
is what you are trying to capture. 

6) Review trends and predictions for your 
industry. Is your product packaging inline with 
where the industry is going? Is your market 
moving in a new direction or are outside influences 
driving what is happening to product packaging? 
A good example is the current movement toward 
‘green’ product packaging. Are you so specialised 
that you may be alienating many potential market 
opportunities?

7) Read from cover to cover at least two industry 
publications. Pay special attention to marketing 
case studies or product makeovers. Look for new 
innovations or ideas that you can incorporate into 
your existing product packaging. Read the ads 
too. They always showcase the latest industry 
innovation.

8) Subscribe to the industry blogs, e-sines and 
newsletters relevant to your product. Don’t 
subscribe . . . read them. Pick one or two that 
you like or that provide pertinent information and 
discard the rest. There is such a thing as too much 
information that can either confuse you or make 
it impossible to make a decision because there 
is always a new and a better package out on the 
market.
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Where did 2006 go? It really doesn’t 
matter, we must now look ahead and 
try to visualise what might be in store 
for 2007.

In terms of innovation there are some 
exciting developments such as the A$1.95 million 
AusIndustry Commercial Ready Grant to Advanced 
Nanotechnology in Western Australia. This company 
is in the forefront of developing transparent 
functional coatings and films using nanotechnology. 
In the case of packaging the development of anti-
microbial films is well established in a number of 
centres but coupling theses initiatives with the 
advantages of nanoparticles dispersions adds an 
important new dimension. 

The company has already developed barrier 
films using nanoparticles to provide protection 
against UV light as in the case of sunscreens. In 
our climate sunlight as well as lighting in stores 
can cause colour fading of packaging as well as 
products with the reduction of vitamins etc. The 
prediction is that nanotechnology could affect 25% 
of food packaging globally.

One of the perennial problems for the 
packaging industry receiving ongoing attention is 
the need for shorter handling times in transferring 
products to store shelves from distribution 
packaging. A new approach is the use of controlled 
de-lamination materials. Work at Karlstad 
University in Sweden has resulted in the controlled 
degradation of the mechanical properties of 
adhesives.

This development arose from research on the 
electro-chemical removal of paint from steel and it 
was found that this could be accelerated by using an 
external power source. It was postulated that this 
could be applied to adhesives and had applications 
to packaging. In principle two substrates are glued 
together using an ion conductive adhesive. 

An external power supply is connected and 
forms an electrical circuit which then results in 
a change from the electronic state into the ionic 
state and permits the passage of ions through the 
adhesive. As a consequence this causes the adhesion 
to become weakened and dis-bonding takes place. 
In practical terms this has been displayed in multi-
packs of cans in which adherence to each other 
can be released by controlled de-lamination. 

However the application can extend further 
into other areas where controlled de-lamination 
has other advantages. The de-lamination of 
blister packs making them easier to open with the 

triggering of the circuit taking place as 
the check-out counter. 

From the foregoing it is clear 
that nanotechnology is playing a key role 
in packaging and the ability to incorporate 
power sources adds a further dimension. Very 
thin zinc/manganese dioxide batteries are 
already available. These are capable of producing 
1.5volts and are 0.5mm in thickness. Further 
developments include polymer gel systems and 
also photovoltaic cells. Polymer solar cells based 
on conductive polymers coupled with fluorescent 
nanocrystals can be tailored to absorb light over 
the both the infra red and visible light spectrum.

Staying with printing Easibind International 
launched Digital Lenticular 3D print providing 
a new dimension to printing. This development 
opens a new range of tools for the designer and 
can give particular impact to point-of sale displays 
in the first instance.

Thermochromic technology is already with 
us and specifically into the field of vending where 
the heat or cold of the contents can be used to 
reveal a hidden message. Notably Huhtamaki has 
been in the forefront of developing the use of such 
materials and won them the Service Support award 
at last years Auto Vending Innovation Awards. They 
can be incorporated into any size of label shape or 
colour and also incorporate 3D holograms. 

Nestlé for example have a competition in 
the U.K. in which a money prize is revealed on 
a cup when activated by the heat /cold of the 
contents. Another welcome development in 
disposable drinking cups is that made by Halssen 
and Lyon In their cup the incorporate a ‘teatogo’ 
lid which accommodates the tea bag after the tea 
has infused The bag can be ‘pulled’ into the lid 
and remain there until the container is disposed.

Disposability is an ongoing issue and whilst re-
use and recycling are the in-terms, compostability 
is well to the fore. Innovia has introduced a new 
compostable material which meets the certification 
requirements of the European EN13432 and 
American ASTM D6400 standards. 

Based on renewable wood pulp from 
managed plantations the new film Natureflex can 
also be used in home garden.

Looking beyond 2007 anti-microbial/ 
antioxidant films still have to make an impact 
outside the laboratory. The emphasis on natural 
substances now ranges across extracts from 
rosemary, basil, prunes, and more recently mint, 
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When?   Wednesday 21st March 

Where?  Golden Circle Auditorium
 260 Earnshaw Road 
 Northgate
            
Time?  3.00 pm commencement
 5.00 pm question time
 Followed by networking and afternoon tea

 Mike Hubbert FAIP Tailored solutions for Plastics Packaging – New Developments in Polymers
  Tony Seers  Chemiplas Australia Pty. Ltd. 

 David Goodger & Kevin Armstrong Visy Pak-PET options
 Dr Gordon Robertson FAIP Polymer-clay Nanocomposites The New Food Packaging Material

Where?  Box Hill Golf Club, 202 Station Street, Box Hill 
 (Melway ref 61 C3)
When?  6.00 pm for a 6.30 pm start

Theme? Packaging Design and Repackaging – Everyone Wants to be Unique

Blake Pearce, Best Rationale Winner Southern Cross Packaging Awards 2006 
will be discussing his award winning rationale and explaining the steps he 
took to come up with a winning design something that should be of interest 
to students participating in this year’s Southern Cross awards and packaging 
designers.

John Davis, Director Brandspank, will talk on Packaging for Consumers – How to 
Satisfy their Needs by taking us through the analysis of packaging requirements 
and how to make the most out of understanding your customers’ packaging 
design needs.
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Don’t miss out on the latest AIP activities for 2007

VICTORIA
VIC@aipack.
com.au

AIP Technical Dinner Wednesday 7th March 

QUEENSLAND
QLD@aipack.
com.au Seminar - Plastics in Packaging

Wednesday 21st March

2007 Provisional events calendars below

QLD
click here

VIC
click here

Click
 here 

for 

March

book
ing fo

rmClick
 here 

for 

March

fl ye
r

NEW SOUTH WALES
NSW@aipack.
com.au

Plant Tour - Colgate Palmolive Wednesday 7th March 

Where? Colgate Palmolive Australia
 50 Marple Avenue, Villawood NSW 
 Registration & assembly at gate house

When? Wednesday 7 March

Time? 1.30 pm prompt (assemble at gatehouse)

Cost? AIP members $15 INC GST;  Non-members $30 INC GST

 Please ensure you have closed shoes, clothing that is not loose and have removed jewellery to  
 comply with GMP and OHS requirements of the site.

AUSTRALIAN INSTITUTE OF PACKAGING INC. 

A.B.N. 35 092 354 071 

AIP Technical Dinner – Wednesday April 4th 2007

Cost : $45 each for AIP Members; $60 each for Non-members includes 2 course dinner, beer and wine 

Venue : Box Hill Golf Club, 202 Station Street, Box Hill (Melway ref 61 C3) 

Time : 6 pm for a 6.30 pm start 

Theme : Can the can! – What’s hot on shelf now and in the future?

Peter Banfield - Marketing and Business Development Manager ASEAN for Visypak cans and barrier 

plastics. Peter’s portfolio covers Australasia, China, Thailand, Philippines the EU and the USA. After writing 

an Industry book on Key Account Management and having attended almost every Global Food and Packaging 

Technology show in the last 15 years, Peter is well placed to discuss global trend and the future of shelf stable 

ambient foods and packaging.  

Kelvin Davies - R&D Project Manager Food with Visy Industries, developing new and improved barrier 

plastic packaging for use in both aseptic and retortable ambient storage packaging. Kelvin will help explain the 

challenges and some of the emerging solutions for future shelf stable products and packaging. 

Payment is preferred by direct deposit (EFT) or credit card. To confirm your booking please complete the form below and email it

direct to ianfletcher@iprimus.com.au  (please make sure you have “AIP” in the subject).  Alternatively for security you may wish 

to print the form and fax it to 9882 9830. Please advise of any special dietary requirements you may have. 

Cancellations and refunds accepted up to Friday 30th March 2007. Substitutions only accepted after this date. 

---------------------------------------------------------------------------------------------------------------- 

Contact name :  ………………………………………  Company :  …………………………………… 

Telephone Number :  ………………………………..  Fax  :  …………………………. 

Email Address (for confirmation) :  ……………………………….…………………………. 

Names of people attending  :  ……………………………………………………………………………. ……………. 

No. of  Members @ $45-00:  …….  Visitors @ $60-00 :  ………  Total Amount Due : $  …………….(includes GST) 

Direct deposit  to “AIP Victorian account”,   BSB 012 294,   a/c#   2203 66055  

Date of deposit ………………………   Reference number ……………………………….. 

Or

Please debit my credit card as indicated below:- 

Visa     Mastercard      Bankcard       American Express     Diners Club 

Card Number  :  …………………………………………………Expiry Date - …………/…………… 

Name on card (please print) :  ……………………………………………………. 

Signature : __________________________________________________ 

RECEIPT  -  This form becomes a TAX INVOICE after payment has been processed. 

Click
 here 

for 

April

book
ing fo

rm

AIP Technical Dinner  

Wednesday, 4
th

 April 2007

Cost : $45 each Members; $60 each for Non-members includes a 2 course dinner, beer and wine 

Venue : Box Hill Golf Club, 202 Station Street, Box Hill (Melway ref 61 C3) 

Time : 6 pm for a 6.30 pm start. The evening concludes at approx 9.30 pm 

Can the can! – What’s hot on shelf now and in the future? 

This presentation will be in two-parts and cover off current and future developments in the aseptic and 

shelf stable retortable low acid foods area. Our speakers will cover global trends and opportunities from 

a market and technical perspective. This area once thought of as declining and stagnant has new 

possibilities for growth and drawing consumers back to the category with the offer of ease of storage, 

convenience, innovative products and packaging. 

The theme of the night is to dispel the myth that shelf stable is dead and that fresh is the only area that 

is achieving growth. The presentations will cover market trends in ambient and chilled food packaging 

(as contrast) and some new technology in barrier plastics and films for shelf stable product packaging 

Our first presenter will be Peter Banfield Marketing and Business Development Manager ASEAN for 

Visypak cans and barrier plastics. Peters portfolio covers Australasia, China, Thailand, Philippines the 

EU and the USA. He has over 28 years experience in the food industry in various key roles in 

Packaging materials, Packaging equipment, Food processing, Bio-technology, flavours and proteins. 

Some of his previous employers include Burnes Philp ( Now Kerry Ingredients), CSR Sugar, Select 

Packaging G Mondini and Protein Technologies International ( Solae/ Dupont) 

Peter has a Bachelor of Applied Science from Swinburne, Marketing degree from Monash University 

and post graduate studies in Rheology at RMIT amongst his many qualifications. After writing an 

Industry book on Key Account Management and having attended almost every Global Food and 

Packaging Technology show in the last 15 years, Peter is well placed to discuss global trend and the 

future of shelf stable ambient foods and packaging.  

Our second presenter is Kelvin Davies R&D Project Manager Food with Visy Industries. Kelvin has 

been in materials research and development for over ten years with Visy, developing new and 

improved barrier plastic packaging for use in both aseptic and retortable ambient storage packaging. He 

is also heavily involved with the materials and packaging performance testing with focus on food and 

beverage packaging. Kelvin has a Bachelor of Applied Science in Applied Chemistry from RMIT and 

many years experience in packaging development as well as experience in nutritional analysis, product 

and process development and raw material QC from his previous employment with Nabisco Brands. 

With the every changing technology in plastic polymers, barrier materials and coatings Kelvin will help 

explain the challenges and some of the emerging solutions for future shelf stable products and 

packaging. 

Please put this date in your diary and registration forms will soon be available on the AIP web site at 

www.aipack.com.au or the SPE web site at www.4spe.org/communities/sections/s99.php.
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Plastics in Packaging Seminar
Wednesday 21st of March

Mike Hubbert FAIP
Tailored solutions for Plastics Packaging – 
New Developments in Polymers

Steve Tibbs

David Goodger & Kevin Armstrong 
Visy Pak 
PET options

Dr Gordon Robertson FAIP
Polymer/clay Nanocomposites:
The New Food Packaging Material

When?   Wednesday 21st March 

Where?  Golden Circle Auditorium
 260 Earnshaw Road 
 Northgate
            
Time?  3.00 pm commencement
 5.00 pm question time
 Followed by networking and afternoon tea

Click
 here 

for 

Regis
trat

ion 

Form

Simply email nsw@
aipack.com.au to 

reserve your place.
Hurry spaces are 

limited!
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