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12th & 13th June, Luna Park Sydney

CALL FOR PARTNERS
All interested companies please click here 
to download the conference partners kit 
or email nerida@aipack.com.au

 The AIP is proud to be a sponsor of the Southern Cross Packaging 
Awards because of their focus on fostering an interest in packaging in 
Australia’s young designers and graphics students.

 As usual the standard was very high this year and the pack designs 
showed not only the skills the students have acquired but they also 
give an insight to FMCG marketers and packaging companies where 
the young consumers are focussing their attention in the fi elds of 
packaging.

 This year the 3 winners in the AIP Sponsored Best Rationale 
Category were:

 The membership of the AIP congratulates them all for the time and 
effort they put into their proposals. The PCA should be praised for 
the Awards Program and the proposed expansion into Primary and 
Secondary schools.

AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS 

NEW MEMBERS

Peter Mallis
Robert Lawson
Alex Trajkov

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

Member
Associate
Associate

NSW
NSW
NSW

NAME Associate/Member State

www.hbm.com.au  www.khs.com  www.bsc.com.au

Congratulations to the following students 
for the 2007 Southern Cross Packaging 
Awards

www.au.tectura.com

TECHNICAL CORNER
CLICK HERE TO READ ARTICLES

Top 10 most influential people
#9 and #10 are both Fellows 

of the AIP

NPC Launch 
website

Packaging 
Greenwash

by JoAnn Hines

Q: What do you believe are the main trends and developments within 

the packaging industry at present?

A: The main trends and developments have been towards machinery 

improvements with a greater emphasis on the use of computers for the operation 

and monitoring of machinery and product lines in general. 

 This has also resulted in a new type of packaging line operator requiring 

new skills. This is refl ected in the training of line operators, not in Australia so 

much as overseas; but that will change with time. We seem to be ambivalent 

about RFID which we need to address. This is largely due to developments being 

dictated by the principal players but we should not use this as an excuse. 

Q.  How have you been involved in these trends and developments?

A.  As a consultant my role is to make my clients aware of these developments 

and what they mean to their business. I travel to the northern hemisphere every 

eighteen months to observe and to keep myself informed on what is happening. 

Q.  What do you consider as the biggest threats and opportunities 

facing the industry today?

A.  The biggest threat is complacency and the idea that you can go on 

producing the same product in the same format year in, year out. 

 Having worked in major international companies over many years I am 

only too aware that regardless of the quality of a product there is a need to keep 

under review its presentation (i.e. packaging). At the macro level the big issue 

is how we can reduce our labour costs to discourage production from moving 

off-shore. Clearly more automation would help, which does mean more capital 

investment but the alternative has a certain fi nality. 

 We have substantial markets on our doorstep and we do make considerable 

efforts to tap into these but more is required. With regard to opportunities, a favorite 

of mine are the improvements in dispensing adhesives, pastes, fi llers, etc. And we 

still need a non-drip paint can! 

Q.  Why do you consider yourself, or why do you think others consider 

you, one of the most infl uential people in packaging at present?

A.  You need to ask my peers this question. I certainly don’t consider myself 

infl uential. 

Q.  Is there anything else you would like to comment on about the 

industry at present or its future?

A.  We need to be more prepared to speak up for our industry; we are 

sometimes far too sensitive to critics. In the case of the environment we were 

lightweighting glass bottles in the 1940’s. We introduced the one trip bottle long 

before environmentalists climbed on the bandwagon. 

 We have been a responsible industry and are important to the nation’s 

prosperity, providing employment to a wide range of people from design, 

production, technology to sales and marketing professionals. 

Professor Harry 

Lovell FAIP

Harry has spent some fi fty 

years in the food industry, 

across a spectrum of roles, 

foods and processes. Since 

1981 Harry has been involved 

with the Australian Institute 

of Packaging as a tutor for 

its educational program. He 

retired from being Director 

and Pro-Vice Chancellor of 

the University of Queensland 

in 1995. He is currently a 

consultant and sought-after 

adviser to the packaging 

industry.

Top 10 most infl uential people: No 10 

Celia Johnson Packaging magazine

Q.  What have been the most signifi cant innovations and changes within 
the packaging industry over the past fi ve years? A.  Weight reductions for mainstream packaging items that have been 
achieved through better plant, process and supply chain controls, in partnership 
with innovative design. Most companies that produce or use packaging recognise 
that costs can be reduced if you can safely remove material, and in some areas 
Australian companies are leading the world in spite of the length of distribution 
routes.

Q.  What are the main trends and developments within the industry at 
present?
A.  The main trend is the push towards reducing the environmental impact 
of packaging, with consumers and responsible companies seeking to purchase 
and produce packaging that is recycled or recyclable. The National Packaging 
Covenant (NPC) has focused the industry on this aspect of packaging by seeking 
commitment to NPC principles. 
Q.  What do you consider the biggest threats and opportunities facing 
the industry today? A.  First, nanotechnology has the potential to revolutionise the functionality of 
packaging materials and is an emerging technology that local packaging producers 
and users need to understand.  Secondly, the shortage of employees with packaging skills has the potential 
to stifl e packaging development and the adoption of new technologies locally. As 
the Australian packaging industry needs to match imports from countries where 
wages are lower, we must invest in our biggest asset: trained people. 
 Thirdly, carbon trading and industry benchmarking will also bring a new 
set of challenges to the packaging industry in the not too distant future. And fi nally, 
the emergence of shelf-ready packaging is both a threat and an opportunity. 
 The threat lies in the cost of introduction and the opportunity is clearly the 
cost reduction possible for retailers when it is done correctly. Q.  Why do you consider yourself, or why do you think others consider 

you, one of the most infl uential people in packaging today? A.  As the national president of the AIP, I work with the AIP board and state 
committees to ensure members and guests at our events are kept up-to-date with 
global trends and packaging innovations.  I am also passionate about the industry we are all part of and understand 
the role played by designers, producers, users, transporters, retailers and 
consumers in determining the best packaging for the task.

Australian Institute of Packaging President,Llewellyn Stephens FAIP

Llewellyn has worked in the food and beverage industry for more than 35 years in quality assurance, technical, purchasing and manufacturing roles. As president of the Australian Institute of Packaging (AIP), he helps organise many forums, technical meetings and conferences.

Top 10 most infl uential people: No 9 Celia Johnson Packaging magazine

NPC launch new website  

The National Packaging Covenant (NPC) has a new website. 

For the first time, all information about the NPC and related activities is on one 
site in a much more user-friendly format, including: 

• list of signatories 

• registered action plans and annual reports 

• completed and current covenant projects 
• forthcoming events 
• covenant annual reports 
• newsletters 
• user feedback 

The NPC welcomes feedback or suggestions on the website, including how the 
quality and flow of information between the NPC and its stakeholders can be 

improved. 
 
Covenant communication 
Another key focus for the NPC Secretariat is the development and implementation 
of a comprehensive communications strategy.  

The broad aim of the strategy is to establish a framework for targeted 
communications to the full range of NPC stakeholders and the broader community.  

It will integrate the current modes of communication and develop ways for 
expanding and refining these over the next three years. 

The NPC aims to regularly provide clear, concise and accurate information on the 
its activities and, more importantly, its achievements.  

The strategy aims not only to increase the awareness and understanding of the 
importance of the NPC, but also to reinforce the commitment of the packaging 
industry and governments to the NPC process. 

2006/07 reporting period 
The annual reports 2006/07 of all NPC signatories are due no later than October 
31st, 2007.  

Industry signatories should also note that a core requirement of annual reporting is 
to complete the Industry Data Aggregation System (IDAS). 
 
All the details can be found on the NPC website. 

Companies experiencing problems completing their IDAS or annual reports are 
advised to contact the Secretariat. 

Evolution Awards 
The NPC would like to congratulate all the finalists in the 2007 Packaging magazine 
Evolution Awards and wish them all success at the presentation breakfast on 

September 12th, 2007 (tomorrow morning).  

The awards are an innovative program to recognise and reward excellence in 
packaging waste management by NPC signatories.  

Importantly they focus on actual results achieved, not just the actions being 
undertaken.  

Packaging ‘Greenwash’ 
- Saving the Environment 
By JoAnn R. Hines, Packaging Diva 

Wow, have I been flooded with a host of new 
‘green’ packaging innovations. Everyone 
is jumping on the environmentalist’s green 
band wagon. I am constantly asked if 

environmental sustainability is a flash in the pan. If this is 
any indication, the recent Sustainable Packaging Forum 
was sold out with attendees looking for the latest packaging 
news in saving the environment.

 I have joked before that packaging is the true cause of 
‘global warming’. But seriously, what is the reality? What is 
the real truth behind companies touting green packaging 
for the benefit of society? Environmental issues are a hot 
topic right now, so people are climbing aboard. Global 
warming topics are on the news daily and people are 
looking for scapegoats as to its cause. 

 Companies such as Wal-Mart are driving manufacturers 
to consider more environmentally friendly options in their 
packaging materials. In fact, they just unveiled their 
packaging scorecard to continue their commitment of 
reducing packaging across its global supply chain by 5 
percent by 2013.

 The packaging industry is often chastised for having 
unfriendly environmental policies. I’m not here to debate 
this point, but I do want to talk about using environmental 
issues in a positive and realistic manner.

 Let’s take the word ‘green’ as an example. Obviously, 
we think of the colour first. But what about the variations of 
the definition that relate to packaging? How green is your 
packaging world?

Green could mean less damage to the environment.• 
Green could imply producing packaging from renewable • 
resources.
Green could entail designing products for environmental • 
sustainability.
Green could connote the use of less material and • 
recyclable and degradable materials.

 So ‘green’ can be maximised for branding purposes in 
a host of different ways.  If you have a ‘green’ packaging 
product what ways are you capitalising on the current 
media exposure? (In addition to sending out a press 
announcement.) Here are a few points to consider:

Did you support or promote participation in any Earth • 
Day activities?
Do you belong to one of the many organisations that • 
support ‘green’ and the environment?

Did you orchestrate your new packaging introduction to • 
coincide with Earth Day or other environmental events? 
Have you submitted your green product to the numerous • 
packaging associations that offer opportunities for 
environmental awards? 
Have you submitted your package to any of the non • 
packaging related organisations that have ‘environmental’ 
awards? 
Do you have a plan in place for your staff to understand • 
and utilise in order to build your ‘green’ brand? 
Do your employees believe in being ‘green’? (This is a • 
very important buy in.)
Have you looked at any websites such as treehugger.• 
com (great site with lots about packaging) to see what 
they are doing?

 Sure it seems a bit far fetched but Treehugger lives in 
the blogosphere world and we all know how important 
blogging is to the media. Try a quick GOOGLE search for 
‘green packaging’. Yes, there are a few products listed but 
what is more important is what is NOT there. A huge area 
of untapped marketing potential is available for increasing 
the visibility for your packaging products.

 No matter how unusual or ‘out there’ the opportunity 
seems do not under estimate who will see and read about 
your ‘green’ brand.  The branding hot spots I want you to 
think about are: 

Is your ‘green’ packaging product is a flash in the pan? 1. 
Has there been serious brand integration of the ‘green’ 2. 
message throughout your company? 
Are you using your ‘green’ message in all the promotion, 3. 
literature and media exposure? 

 The reality begs this question. Are you packaging 
‘greenwash’ to capitalise on a current media trend or are 
you saving the environment with ‘true’ environmentally 
friendly packaging?

JoAnn Hines
Packaging Diva

Integrating Packaging With Consumers 
Wants And Needs

PackagingDiva@aol.com

www.packaginguniversity.com/
www.packagingcoach.com

CLICK HERE TO READ THE FULL ARTICLE

GOLD
Student Name: 
Deanne German
Institution: Faculty of Design, 
Swinburne University of 
Technology 
Name of Entry: Milk That Can 

SILVER
Student Name: 
Laura VanOosten
Institution: Bendigo Regional 
Institute of TAFE, VIC 
Name of Entry: Aerodol

BRONZE
Student Name: 
Brandon Aranyosi
Institution: Faculty of Design, 
Swinburne University of 
Technology 
Name of Entry: Medatot

http://aipack.com.au/index.cfm?MenuID=200
http://aipack.com.au/index.cfm?MenuID=125
http://aipack.com.au/Content/Attachment/scross_awards.pdf
http://aipack.com.au/index.cfm?MenuID=135
www.au.tectura.com
www.khs.com
www.bsc.com.au
www.hbm.com.au


 AUSTRALIAN INSTITUTE OF PACKAGING Marketing & Membership Office 34 Lawson Street Oxley Qld 4075 AUSTRALIA 
Ph: 07 3278 4490  Email: info@aipack.com.au 2/2

Newsletter
n e w s       e v e n t s       p e o p l e OCTOBER 2007

Don’t miss out on the latest AIP activities for 2007

AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS AIP PARTNERS 

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

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

Where? 

When?  
Theme? 

Where? 

When?  
Theme? 

Where? 

When?  
Theme? 

AIP TECHNICAL DINNER 
WEDNESDAY 3rd OCTOBER

APERIO GROUP
FILMPAC DIVISION SITE VISIT
WEDNESDAY 17th OCTOBER

Wh ?

WVICTORIA
VIC@aipack.
com.au

CLICK HERE FOR INVITATION

VIC SEPTEMBER WRAP UP 
click through to read the full wrap up 

including presentations.

Box Hill Golf Club, 202 Station Street, Box Hill 
(Melway ref 61 C3)
6.00 pm for a 6.30 pm start
The Australian Code for the Transport of Dangerous 
Goods by Road and Rail - Differences and changes 
introduced with Edition Seven. Presenter - Conrad 
Tulloch, Worksafe Victoria. Conrad will discuss 
the significant changes between the 6th and 7th 
editions of this important document. 

Oatlands Golf Course Club House
Bettington Road, Oatlands NSW 
(between Pennant Hills & Kissing Point Roads) 
Club House entry opposite Ellis Street 
(not Oatlands House)
6.00 pm for 6.30 pm Dinner
Branding, concepts, prototypes, production

Colorpak Packaging NSW 
Regents Park Facility
2-6 George Young Street, Regents Park.
2.00 pm (assembly in reception)
The visit will consist of a technical presentation 
followed by a plant tour and discussion and 
will include afternoon tea.

CLICK HERE FOR BOOKING FORM

QUEENSLAND
QLD@aipack.
com.au

CLICK HERE FOR BOOKING FORM

PACKAGING DESIGN DINNER 
SEMINAR

THURSDAY 4TH OCTOBER

COLORPAK SITE VISIT
WEDNESDAY 24TH OCTOBER

www.reedbusiness.com.au

Empowering Traceability in the Supply Chain
Tuesday 23 & Wednesday 24 October 2007, Australian 
Technology Park, Eveleigh, Sydney

TraceTech-ID is a new two day conference and exhibition 
designed to inform and educate senior supply chain, 
operations and logistics managers about the benefits 
of improved traceability of goods and assets along the 
supply chain  and how to apply it to their own businesses. 
The Australian Institute of Packaging will be presenting 
speakers at TraceTech-ID and endorses the event. AIP 
Members will receive at 10% discount off conference 
attendance rates.

CLICK HERE TO READ FULL CONFERENCE PROGRAM

Come and visit the AIP stand during TraceTech

Aperio Group Filmpac Division
627 Boundary Road
Coopers Plains
Arrival: 11.00 am
Please sign in at registration desk. 
Site visit will conclude approximately noon.
Aperio Filmpac manufactures a range of blown 
polyethylene film products primarily for use 
in industrial, agricultural and food packaging 
applications.

Where?

When?

What?

NEW SOUTH WALES
NSW@aipack.
com.au

CLICK HERE FOR BOOKING FORM

CLICK HERE FOR BOOKING FORM

http://aipack.com.au/index.cfm?MenuID=224
http://aipack.com.au/index.cfm?MenuID=229
http://aipack.com.au/index.cfm?MenuID=230
http://aipack.com.au/index.cfm?MenuID=227
http://aipack.com.au/index.cfm?MenuID=228
http://aipack.com.au/index.cfm?MenuID=28&EventID=79
http://www.i-grafix.com/
www.reedbusiness.com.au
www.jrconsulting.com

