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AIP on AUSPACK 2007
by Llew Stephens, National President
    “AUSPACK 2007 proved to be a well 
organised event that showcased the major 
packaging equipment suppliers. It also 
provided potential purchasers with the 

opportunity to meet alternative suppliers for specifi c items 
and discuss proposed equipment advances.  
 Some processing equipment suppliers and processing 
industry consultants also took advantage of the opportunity 
to reach their target market. The opportunity to catch up 
with industry peers and establish a network of contacts 
for future developments is of inestimable value.The pool 
of packaging consultants at the AIP stand were able to 
answer many of the queries posed by AUSPACK attendees 
so this is likely to become a regular feature of any future 
AIP stands.”

AIP Forums
by Llew Stephens, FAIP National President

  “This year’s AIP forums focussed on 
a broad range of topics to ensure all member 
segments would fi nd something of interest. 
The forums were well attended and had 

broad appeal beyond the level of packaging technologists. 
Topics included:

Retail directions both locally and in Asia.
Provided and insight into export opportunities and legal 
requirements to enter these markets.
Showed how a major global player (Coors Molson) treated 
packaging innovation and development.
Provided basic information on emerging technologies and 
packaging innovations.
Provided practical alternatives for companies grappling with 
the environment.

 There was a high level of interest in the education programs 
offered by the AIP as companies small and large grapple 
with the dwindling pool of employees with the skills to really 
make a difference to product sales and profi ts via packaging 
innovation.”
 

•
•

•

•

•

CLICK HERE FOR MORE...

The AIP would like to express their sincerest gratitude to 
the following companies who generously supported the 
AIP National Technical Forums.

By Michael Halley FAIP
    The benefi t of being a member of special 
interest or industry association was sheeted 
home in early May in Melbourne Australia 
when the Australian Institute of Packaging 
(AIP) conducted a members’ only seminar 
entitled Packaging Trends What Will They 

Think of Next at the AUSPACK exhibition and information 
event.
  The profi le of AIP has been so enhanced in the last few years 
that international speakers from the near north (Singapore) and 
the far north-west (England) offered to share their experiences 
with the guaranteed audience of packaging professionals. This 
was assured as membership of AIP is individual and graded 
on qualifi cations in Packaging or closely related disciplines. So 
much interest was shown that the seminar session originally 
slated for one day was repeated on day two with both being 
fi lled to overfl owing with delegates. So ten presenters covering 
a wide spectrum of expertise fronted the podium over the 
course of an ‘eight hour day’ to enthrall the audience with facts 
and predictions of what they will think of next.

Terry Turney David Wiggins Farzana Mohsin  

WRAP-UP OF 
PRESENTATIONS

AIP Forum Speakers

Farzana 
Mohain

David 
Darcy

David 
Wiggins

Bryce 
Hedditch 

Lynda 
Slavinskis 

David
Fraser 

http://www.aipack.com.au/index.cfm?MenuID=157
http://www.aipack.com.au/index.cfm?MenuID=157
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TECHNICAL CORNER
Click here to access the AIP technical section.

AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS

www.hbm.com.au  www.khs.com  www.reedbusiness.com.au

NEW MEMBERS

Angelo Pettolino
David Drew
Russell Hurring
Tony Searle
Richard Fine
Georgiana Stan
Wayne King
Damian Cooke
David Loch
Soren Jensen
Leonella Grassano
Angelo Adronis
Roman Domansky
Glenn Newman
Rod Wyker
Tony Harmer

The AIP would like to welcome the following new 
Members...
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Member Profile
Ellis Hogetoon

Member Profi le

QWhy did you join the AIP? What bene ts 
do you believe the AIP offers all their 
members?

I
was told the AIP offers lots of good networking opportunities, 
which is great if you’ve only been in the country for 20 months. 
Plus, it’s always wonderful to have the opportunity to learn new 

things. The  rst event I went to was very educational and interesting 
and added to the knowledge I gained in a previous 3-day packaging 
course.

QHow long have you been in the industry? 
What are your areas of expertise?

I
graduated with a Master’s Degree in food technology in June 
’97. I travelled several countries in various regions for a couple 
of years and then took up a very exciting position as market 

development specialist at PURAC America, in Chicago. I remained 
there for a good 5 years, until I decided to relocate to Australia. I was 
offered a position as business development manager at PURAC for 
their Asia Paci c of ce. PURAC manufactures and markets natural 
L(+) lactic acid, gluconic acid and their derivatives. In both roles, 
I was responsible for offering technical solutions to customers in 
their usage of lactic acid, mineral lactates and mineral gluconates, 
etcetera. Part of my role was also to  nd new applications for existing 
products and to give suggestions for new products, based on market 
trends and customer requirements.

QWhat is current job role and what are your 
responsibilities?

I
was offered a role as senior consultant with Perkins Resources 
last year, which offered me the opportunity to remain active in 
the food industry, whilst not having to travel as much anymore. 

Ellis Hogetoorn
Company:
Perkins Resources

Position: 
Senior Consultant

Phone:
0409 876 058   
07 3229 5922 

Email:
qld2@perkinsresources.com

Ellis Hogetoorn 
Associate

BOOK
REVIEWS

MEMBER
RENEWALS 
NOW DUE

Mia Muscatello
Campbell McTavish
Niki Coates
Adrian Esdaile
Shane Wilson
Loe Sykes
Larry Challis
Mark Harry
Michelle Sami
Ian Bradley
Natalie Bredin
David Maude
Warren Hall
Vince Angelino
John McVeigh
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Member 

State

The AIP presents the IoP
 The AIP was founded in 1963 in response to a need for 
packaging technologists to network and to improve their 
knowledge and understanding of the latest available packaging 
technologies. The AIP accomplishes this by running formal 
education programs, holding monthly technical dinners 
and seminars and a national conference every 2 years. The 
Diploma course that the AIP offers was developed by the IoP 
and since its inception world wide in 1972 over 5000 students 
have passed the course worldwide.
 The IoP was founded in 1947 and was the world’s fi rst 
professional packaging association covering the packaging 
industry. To ensure it maintained it’s member benefi ts, 
continued to provide professional development and was able 
to guarantee it’s position at the forefront of the packaging 
industry in the UK it merged with the Institute of Materials 
Minerals and Mining in 2005. This resulted in the formation of 
the IoP Packaging Society.
 During AUSPACK Llew Stephens made a presentation to 
the IoP as the founding organisation of the IoP Packaging 
Society in recognition of 60 years as a service and training 
provider and leader in the global packaging industry. One of 
the previous IoP National Council Chairmen, David Wiggins, 
had fl own out from the UK to speak at the technical forums so 
the AIP had the opportunity to make the presentation to him. 
David will be presenting the gift to the IoP upon his return to 
the UK.

CAREERS

National Vocational Qualifi cations 
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T
he U.K. Government through its Sector 
Skills Council is producing a set of 
national occupational standards.

Packaging Operator –Level 1
 This quali cation is for Packaging Operators 
who pack or  ll products into primary, secondary or 
tertiary containers. The role is limited to carrying 
out a selection of tasks under the direction of 
a Packaging Supervisor or a senior Packaging 
Operator (level two). The quali cation is relevant to 
Packaging Operators in any part of the packaging 
industry irrespective of the product. 

Packaging Operator –Level 2
 In addition to packing products, the level two 
quali cation incorporates packaging-related tasks, 
including line changeovers. The quali cation is 
relevant to Packaging Operators in any part of the 
industry. 
 This NVQ has been launched and the latest 
details are given below in the Boxed Paragraphs.
 The NVQ provides much needed training 
opportunities for packaging line operators in all 
sectors. What’s more, assessments are carried out 
in the workplace so that workforce development can 
take place in a systematic way, without taking staff 
away from the packaging line for long periods.
 Packaging operators are an essential part 
of the team and are required to carry out different 
operational tasks from the preparation of materials 
and equipment prior to starting the line, through 
production of  nished packs, on to  nal line close-
down. Therefore, these new quali cations are built 
around six core units: 
• Starting packaging operations.
• Controlling packaging operations.  
• Ding packaging operations.

• Respond to incidents, hazardous conditions  
 and emergencies.
• Work safely. 
• Work effectively in a team. 
 Each unit contains a series of elements that 
get right to the heart of the process whether that 
be on an automated packaging line or in a more 
manual setting. However, that is not all there will 
be in the new quali cations. In food products for 
example, it is important that hygiene requirements 
are understood and standards adhered to at all 
stages.
 Some staff also work on specialist packaging 
runs or with hazardous materials. In addition to 
the core, supporting units cover these and other 
areas such as care and simple maintenance, pack 
sampling and routine machine changeover. 
 As training and assessment for the NVQ is 
work-based, the quali cations are open to all those 
who work as packaging operators whether they are 
in large automated plants or in smaller situations 
on more manual operations. To achieve the NVQ, 
candidates need to gain the six core units plus any 
two of seventeen optional units. 
 Assessment is carried out in the workplace 
by trained assessors and involves candidates 
reaching recognised standards of performance, 
knowledge and understanding. 

Packaging Junior Designer-Level 2
 This is for the Junior Packaging Designer who 
is responsible for researching ideas and contributing 
to the development and realisation of the  nal design 
in collaboration with other designers and under the 
direction of a more senior colleague. The designer 
may also be responsible contributing to speci c 
functions relating to packaging design, such as the 
procurement of materials, reprographics, or other 
activities.

Packaging As A Marketing Tool 
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

T
housands of new products are introduced 
every year, more than 15,000 to be exact. 
How can your product compete, not only 
with established brands but with the 

plethora of new products that are being introduced? 
The answer of course is THE PACKAGING. The 
right packaging with the right message will rise 
above the competitive landscape. But how many 
companies understand the value behind packaging 
as a marketing tool? Most just look at as a way 
to convey the product or recycle tired images and 
product packaging that doesn’t work. 
 Understanding the complexities of how a 
package reaches out to a consumer is one of the most 
important things to understand. Communicating 
that message on product packaging is a time 
consuming and dif cult challenge. The answer 
derives from understanding what the consumer 
wants from their product packaging. A good way to 
assess this problem is to look at yourself and how 
and where you shop?
 What compels you to look at a new product? 
What drew you to pick it up and take a closer look? 
Your answer may be different from that of another 
member of your family or a signi cant other but the 
message is the same. You were intrigued enough 
by whatever ever that made you pick up the product 
and take a closer look. That’s half the battle won 
because your product will never sell if someone 
doesn’t pick it up in the  rst place.
 I know it’s a trite saying by now but seriously 
‘think outside the box.’ That is what makes your 
product unique from its competitors. Here are a 
few questions to ask yourself about your package. 
Remember think from the consumers’ perspective 
not from the manufacturers.
 Rank these attributes for your product and 
then the nearest competitive product or a product 
that you recently purchased that was outside your 
normal buying pattern.

Is it new and innovative?
Is it ful lling a need?
Is it easy to use and convenient?
Is it a good value?
Does it make the consumer happy?
Does it inspire consumer trust and loyalty?
Is it safe and secure?
Does it compel you to want to know more?
So how does your product stack up in solving a 
consumer want or need? 
Would your package make someone desire to 
take a closer look?

 Remember it’s the package talking here. It’s 
the one doing the work marketing what’s inside to 
the customer. That’s what you need to drill in your 
brain about your package - why buy me??
 Evaluating or developing product packaging 
with the consumer in mind is your  rst step in creating 
a package that markets all the products attributes 
to the ultimate decision maker the customer.
 Don’t get concerned it your package doesn’t 
do all of the above. It only takes one unique attribute 
that will intrigue a consumer to take a closer look. 
Of course the more needs you can ful ll the better 
‘connection’ to the consumer. The ‘consumer 
connection’ is what you are trying to create. So 
think outside the typical behavior and solve the 
hidden need that will make a consumer buy your 
product and not a competitors.
  Want more of the latest packaging insights 
and packaging trends that drive consumer 
purchasing? Be sure and visit the Packaging Diva 
website packagingdiva.com where you will  nd, 
packaging tips, technology and the latest news. 
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Packaging Snafus and Problems  
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

W
hat is your worst packaging 
experience? A lot of people say it’s 
getting the toys out of the box at 
Christmas or getting those 

blankity-blank plastic clamshells open. It’s a fact 
that hard to open plastic clamshells have been so 
maligned that there is even terminology given to 
that product category: ‘Wrap-Rage.’
  There are lots of reasons why a plastic 
clamshell is a great solution to your product 
packaging, but plan to give it some thought before 
choosing this solution. The consumers hate 
clamshells so consider that when developing your 
product packaging. At the very worst, you don’t 
want to end up as an award winner in Consumer 
Reports Annual ‘Oyster Awards.’ 
  Have you done all of your homework and 
considered potential problems? Does the potential 
exist for something unexpected to come up and 
cause your packaging to become a problem? 
  Take ‘Fabuloso’for example. What looked 
like a great packaging concept with great bottles 
and terri c colors is in trouble. Why? Because 
consumers mistakenly think it’s a beverage since 
it looks so similar to sports drinks. Tragically, 
some consumers have actually drunk the cleaning 
product. Or ‘Cocaine’the energy drink is under 
attack by anti drug campaigners because it claims 
to be the real thing even though it’s just a heavy jolt 
of caffeine. 
  The latest into the fray is SPYKES, a fruit 
 avored alcoholic beverage that is giving mothers 
of teenage children a  t. It is a great packaging 
concept, but it has problems because of who it’s 
marketed to. 

  Let’s go back to Tylenol in 1982. Seven 
people were poisoned by unsecured packaging 
and that incident spawned an entire new category 
of product packaging….tamper evident. See more 
on tamper evident in the packaging examples 
section.
 You are not immune to product recalls either. 
How may product recalls have you read about 
lately that didn’t specify the right ingredients on the 
product packaging? That’s grounds for instant 
recall and packaging problems like this one that 
hurt Cadbury. Cadbury hit by product recall ahead 
of Easter boom - Cadbury Schweppes has been 
forced to recall over twenty of its core UK Easter 
products after failing to display nut allergy warnings 
on the packaging.
  Many times you cannot predict what will 
happen even if you have done all your homework. 
I mentioned earlier the Wolfgang Puck’s exploding 
latte cans that had to be pulled off the shelf. Just 
remember to expect the unexpected with any 
new and untested package or a new package 
innovation.
 Try to extrapolate any possible outcomes 
that could occur before committing your product to 
the marketplace. It’s a lot easier to correct a problem 
before it goes out the door. You save yourself the 
bad publicity that comes from a package that doesn’t 
work or doesn’t perform up to expectations. 

I Was Attacked By Predatory 
Packaging  
By JoAnn R. Hines, Packaging Diva 
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P
redatory packaging it’s out there - and 
it’s everywhere. It could be targeting you, 
your family, your loved ones. We have 
heard those terms bandied about, but just 

what exactly is predatory packaging?
  It seems everyone has a different 
perception what this means. Similar nomenclature 
could include the terms misleading or deceptive 
packaging or packaging that promises one thing 
and delivers another. But simply put it’s when any 
group or person deems a package is using unsavory 
marketing/advertising practices to lure consumers 
to purchase their products - and it has been going 
on for a long time. 
  Remember when in 1988, R.J. Reynolds 
introduced its Joe Camel cartoon icon to market 
Camel cigarettes? The fervor came from everyone 
from Ralph Nader and anti-tobacco groups to the 
Centers for Disease Control and conservative 
tobacco-state lawmakers. They insisted that Joe 
Camel on the package, and cigarette ads in general, 
were created to lure teens into buying cigarettes.
The packaging was cool, hip and defi nitely kid 
friendly. It put consumer advocate groups in an 
uproar.  
  More recently, R.J. Reynolds is launching 
a new cigarette aimed at female smokers called 
Camel No. 9. It comes in a pretty pink package 
(the same color as the breast cancer awareness 
campaign insignia) as if pink will make women fl ock 
to buy them. The package has a hot pink camel 
emblazoned in the middle of a black box and a hot 
pink foil cover. Make no mistake that this package 
is designed to appeal to women, predominately a 
younger audience. With all the negative publicity 
surrounding smoking, would you consider this 
predatory packaging? Was this cool package 
created to lure a younger generation of female 
smokers?

  Or take the Center for Science in the Public 
Interests’ claim that the marketing of sweet-alcohol 
beverages, like Budweiser’s famous bullfrogs, 
stimulate teenage drinking. In fact, the latest claims 
about predatory packaging are alcohol related.
  CSPI Urges Nationwide Recall of Spykes 
‘Liquid Lunchables’ . And according to the nonprofi t 
Center for Science in the Public Interest (CSPI), 
they are the latest attempt by Anheuser-Busch to 
get children interested in alcohol. The non-profi t 
watchdog group is urging the brewer to launch 
an immediate nationwide recall of Spykes and is 
calling on state attorneys general to investigate.
 A new alcoholic beverage called Spykes is 
on the prowl for a younger audience or so parents 
claim. The Anheuser Busch beverage comes in 
fl avors - mango, lime, melon and chocolate - but 
it’s also infused with caffeine and energy herbs 
ginseng and guarana, and it comes in a tiny bottle 
that’s easily hidden from a parent’s or chaperone’s 
watchful eye. Is this considered predatory or are 
kids going to drink anyway regardless of how it’s 
packaged?
  Some mothers think so. Here is a direct 
quote from Shelly who regularly reads my column. 
“As the mother of teenage boys on the Spykes and 
the other new products defi nitely aimed at attracting 
the younger emerging market. Today’s kids have 
cash and they are a VERY powerful consumer! Take 
a look at Axe and all of the new cologne packaging 
with Warning Instructions that you may be attacked 
by the opposite sex if you use this product sweet 
Jesus!”
 Another new alcohol product that emphasises 
convenience and ease  of use that has been targeted 
by parents is the Pocket Shot. Pocket Shot (which I 
found quite revolutionary in its packaging concept) 
is a new way to enjoy hard liquor. 
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New Position Available
Masterfoods is looking for a Packaging 
Technologist - Research and Development 
for Ballarat, Vic. 
Click here to read 
more about this 
position.

Sharon 
Givoni’s 
book 
reviews  

Have you paid your annual 
Membership renewal?
Just a quick reminder that renewal 
Invoices are now due. If you have not 
paid your renewal please contact mark@
aipack.com.au or phone him on  
07 3278 4490 to organise your payment.

http://www.aipack.com.au/index.cfm?MenuID=135
http://www.aipack.com.au/index.cfm?MenuID=29
http://www.aipack.com.au/index.cfm?MenuID=136
http://www.aipack.com.au/index.cfm?MenuID=137
www.reedbusiness.com.au
www.khs.com
www.hbm.com.au
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Don’t miss out on the latest AIP activities for 2007

NEW SOUTH 
WALES
NSW@aipack.
com.au

AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS

www.jrconsulting.comwww.i-grafi x.com www.bsc.com.au

PACKAGING
A   S    I    A        P    A    C    I    F    I    C

BIO-PLASTICS & GREEN 
PACKAGING: 

POSSIBILITIES & CHALLENGES
THURSDAY 31ST MAY

Oatlands Golf Course Club House Bettington 
Road, Oatlands NSW (between Pennant Hills & 
Kissing Point Roads) Club House entry opposite 
Ellis Street (not Oatlands House)
Thursday May 31st
4:00 pm arrival
‘Green’ packaging and the use of biodegradable 
and compostable plastics represents the next 
major wave in packaging technology as the globe 
struggles to respond to the greenhouse effect.
Following on from the successful plant tour at 
Form-Rite in April where the processing & use of 
Plantic starch based materials was demonstrated, 
the AIP is pleased to offer an array of speakers 
with significant knowledge of bioplastics. 

CLICK HERE FOR BOOKING FORMS

Where? 

When?  
Theme? 

TECHNICAL DINNER 
MONDAY 18TH JUNE VICTORIA

VIC@aipack.
com.au

CLICK HERE FOR BOOKING FORMS

German Club Tivoli 291 Dandenong Rd, Prahran 
(on-site parking available)
6.00 pm to 9.00pm
Emerging uses for water based ink for 
packaging. Presented by Dr Gary Mort, Head of 
Technology(Aust & NZ), Siegwerk. Gary’s paper 
will detail the practical and accepted uses of water 
based inks for markets.
Applications of technology in packaging 
prepress workflows. Presented by Catherine 
Heffernan, Business Development Manager for 
Eastern Studios Graphics Pty. Ltd.
Many of the technological changes that have 
taken place in packaging workflows are part of the 
prepress process.

Where? 

When?  

Theme? 

 Following a 
successful plant tour 
of Colgate Palmolive 
in early March, the 
NSW membership 
was afforded a great 
day out this month at 
FormRite in Brookvale 

on the lovely northern beaches of Sydney.  FormRite 
are a well established company offering turnkey point 
of sale solutions including trays, wall units and even 
the metal & acryllic in-store game console for the 
Sony Playstation (which was turned around in only 10 
days).

CLICK HERE FOR FULL ARTICLE

PLANT TOUR AT FORMRITE 
WRAP-UP NEW SOUTH WALES

 The AIP Qld 
branch recently ran 
a very successful 
seminar on the 
theme of ‘Plastics in 
Packaging’.
 As consumers 
want freshness and 

convenience and retailers increased shelf life and 
improved distribution performance; plastics become a 
viable option to the traditional packaging mediums in 
many situations.

CLICK HERE FOR FULL ARTICLE

PLASTICS IN PACKAGING SEMINAR 
WRAP-UP QUEENSLAND

 Concern from the audience was that consumers 
may become confused or complacent and end up with 
spoiled product. 
 Some emerging European trends market the 
advantages of new clear plastic barrier technology and 
has delivered retorted hot dogs with included sauce, 
which has not displaced cans, but glass. 

CLICK HERE FOR FULL ARTICLE

CAN-CANNING TO INFINITY
 WRAP-UP VICTORIA

http://www.aipack.com.au/index.cfm?MenuID=193
http://www.aipack.com.au/index.cfm?MenuID=197
http://www.aipack.com.au/index.cfm?MenuID=195
http://www.aipack.com.au/index.cfm?MenuID=188
http://www.aipack.com.au/index.cfm?MenuID=189
www.bsc.com.au
www.jrconsulting.com
http://www.i-grafix.com/

