‘Green’ Package

Blues

Although stricter government guidelines have curtailed the

green’ packaging hype, suppliers and processors have

refocused efforts on reducing packaging waste.
@ by Hustonkeith ® © © © © ®© © © ® ® ® ©

alk down any supermarket

snack food aisle and the

packages visually scream
for attention with such proclaimations
as “REDUCED FAT,” “SAVE 50¢,”
“20% MORE,” LOW SALT,” “NEW
FLAVOR.” Rarely, however,
does one see such pronounce-
ments as “earth-friendly,” “recy-
cled” or “recyclable.” Occasion-
ally, a message in small print
touts the following: “35% post-
consumer recycled content.”

Most of the other supermar-
ket aisles reflect a similar non-
environmental bent. At the
front, a few stores collect used
grocery bags, plastic bottles
and aluminum cans, but nary a
snack food package.

Yet, only a few short years
ago, environmental messages
were rampant, and packagers
scurried to be “environmentally
correct.”

Did the industry forget about the
environment? Have we solved the
problem of overflowing landfills or
stopped processes that cause pollu-
tion? The answer remains “no” on all
counts.

‘What has happened is that the gov-
ernment, in response to varying
shades of green marketing and mer-
chandising, leveled the playing field.
The Federal Trade Commission now

58 SNACK FOOD February 1995

has very strict marketing guidelines
on making environmental claims,
says Steve Young, president of the
Washington, D.C.-based Council on
Packaging in the Environment
(COPE). Anyone making a claim

Microwave popcorn bags, such as these for Newman's Own,
have decreased in material weight from 60-1b. paper to 46-
48-1b. The bags also use chlorine-free, unbleached, natural
kraft paper.

must be able to fully document it. For
instance, a product claiming to be
recycled must now show recycled
content and document the source.
Interestingly, despite the reduced
number of green marketing mes-
sages, consumers perceive that the
packaging industry is making
progress environmentally, says
Young. A recent survey shows that
people believe that packagers have
reduced the amount of material

being used. According to a recent
study by Franklin Associates, curb-
side recycling is in place for a third of
single-family households. However,
only 2.5% of trash volume was
diverted that way, perhaps indicating
that public profession and reality
often differ.

That reality doesn’t escape notice.
Packagers don’t make decisions
based just on environmental factors
now, notes Andrew Thurstone, prod-
uct manager—snacks, American
National Can Co., Chicago. Cost and
performance must come first because
the package is too critical to the pack-
aged goods industry.

“Packages must be submitted to a
life-cycle analysis,” says Rich Felber, -
group leader of packaging develop-
ment for Nabisco Foods Group,
because an environmentally correct
package often turns out to be no bet-
ter and sometimes worse than a bet-
ter performing alternative.

LESSISBEST

Flexible packaging can save up
to 95% of the weight and volume
of a rigid package, declares
Marjorie Valin, director of pub-
lic relations & marketing for the
Flexible Packaging Association
(FPA), Washington, D.C. The
FPA has developed an ongoing
campaign to raise awareness of
source reduction with the gen-
eral public. Last year, the associ-
ation’s educational foundation
held six workshops in different
cities to train teachers about the
function of packaging and its -
disposal. In addition, its logo with the
tagline, “Less waste in the first place,”
offers manufacturers a merchandis-
ing tool extolling the benefits of
source reduction.

“Some products don’t need the
extra protection of a rigid package,”
claims Mike Joiner, vice president of
marketing for Atlanta-based JEBCO
Packaging Systems, a standup-pouch
equipment producer. “We're working
CONTINUED ON PAGE 60 ™
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on one project to replace a glass jar
and another to replace a metal can for
snack products.”

Package cost savings will be slight
concedes Joiner, but volume reduc-
tion will produce freight and ware-
house savings in addition to source
reduction.

Cost is often the biggest driver in
source reduction, notes COPE’s
Young. Often that is achieved by
incremental downgauging not per-
ceived by the consumer. Microwave
popcorn bags have decreased in
material weight from 60-1b. paper to
46-48-1b., observes Art Kucksdorf,
vice president and general manager
of American Packaging Corp.’s con-
sumer & industrial bag div., Story
City, Iowa. The patch of susceptor
film has dropped from 48 gauge to 36
gauge as well.

Candy bar wraps see similar
reductions, notes Mike Miller, mar-
keting manager at Milprint, Oshkosh,
Wis., with outer layers dropping from

100 gauge to 75, 70 or 60 and inner
layers from 55 to 43

“Our on-going efforts have
reduced the amount of material per
package by as much as 25%,” asserts
Dennis Love, president of Printpack
Inc., Atlanta.

“Recycling programs

for flexible film

are a farce.”

a top executive at a major
snack food converter

“We’re ready with lighter 24-gauge
films,” claims John Holovach, new
product development manager, Toray
Plastics (America) Inc., North
Kingstown, R.I. He notes that most
converters have reduced films by 15%

to 60 gauge for chips, cookies, baked
goods and confectionery.

LET’S GO OVER ITAGAIN

Most snack food cartons use recycled
board, states Thomas Brown, presi-
dent and chief executive officer of
Caraustar Industries, Austell, Ga.
Many folding carton makers now
have an integrated process for pro-
ducing recycled board, beginning
with collection and carrying it
through to mills and converting
plants. Systems are designed so that
nearly any mix of pre- or post-con-
sumer waste can be handled.

With solid bleached sulfate (SBS)
board used for hot snacks, recycling
is a bit trickier, says Patrick McGee,
product manager of New York-based
Westvaco’s Printkote Eagle line.
Westvaco invested more than two
years to develop a commercial
process to produce an up-to-30% post-
consumer recycled content SBS. Spe-
cial patented techniques had to be
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developed to process reclaim to
achieve food-grade purity, consistent
whiteness and strength. At a very
modest premium, the product has
been well-received for a variety of
food and medical products.

“Recycling programs for flexible
film are a farce,” declares a top execu-
tive at a major snack food converter,
“It’s just due to short-term political
influence.”

“Sometimes a packager is forced
to use a ‘recyclable’ package due to
legislation, but the package isn’t recy-
cled enough to overcome the source
reduction available from flexible pack-
aging,” adds Love. Because of source
reduction, flexible packages have
been exempt from recycled content
legisiation in California and Oregon.

Snack packers are interested in
using recycled materials but are not
willing to pay more, says Jay Yakich,
director of sales at Seville Flexpack,
Oak Creek, Wis. They are also con-
cerned about what consumers will
think about the cleanliness of post-
consumer waste.

Such concerns are unjustified,
says William Nelson, marketing man-
ager of ICI Americas, Wilmington,
Del., since FDA has fully approved
ICI’s PET film with 25% post-con-
sumer. He also believes that some
food companies will pay a premium to
provide a marketing advantage.

LET'SWRAP IT DIFFERENTLY

Consumers could be composting
future snack food packages made
from Minneapolis-based Cargill Inc.’s
EcoPLAx polylactide resin. Now used
in sutures that dissolve in the body,
Cargill has discovered a process to
reportedly produce it competitively
with established plastic materials.
Cargill is so confident, it has built a
plant to produce 8 million Ibs. annu-
ally from corn-based raw materials.
The clear, glossy resin has an excel-
lent moisture barrier and won’t come
apart on the shelf, since degradation
requires oxygen, moisture and bacte-
ria (normally present in sufficient
quantities only in compost piles).
Ultimately, the package could be

eaten right along with the cookies or
crackers bought at the vending
machine or convenience store.

In other developments, Scientists
at University of California at Davis
have developed a tasteless dairy by-
product food wrap, while Clemson
University, has developed corn- and
wheat-based wraps for animal feed.

No, snack packagers haven’t for-

gotten the three “Rs” of environmen-
tal packaging: reduce, reuse and recy-
cle. They’re just working quietly and
thoroughly to make sure snacks
make it to consumers with taste, tex-
ture and good value. @

Huston Keith of Keymark Associates is
a marketing and packaging consultant
in Marietta, Ga.
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If you need to trim-up your production, turn

%)ed All Of These Péople
Their Target Weight.

to Eagle. We helped Fred bag his French Fries, | kg T

Cindy seal her shredded cheese, Ned mix his
nuts and Candy wrap her, uh, candy. And we
can help you hit your target weight every
time, too. Our MicroScan™ Control
System will put the optimum combi-
nation of loads together to eliminate
underweights while keeping giveaways

to less than | gram per pound. We'll

even finish the job right by dressing
your product for success with a
Transpack Il vertical form/fill/seal

wrapper. Send for information on the

new Eagle Packaging today. We can
help tip the scales in your favor.
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Eagle Packaging Corp., 2107 Livingston St., Oakland, CA 94606 510-533-3000 fax 510-534-3000
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