Industry Insights: Standup Pouch

THE 15 YEAR
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OF THE INNOVATIVE
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By Dennis Calamusa , Contributing writer

n celebrating Flexible Packaging
I magazine’s 15 year anniversary, it

creates a unique opportunity for
us to look back from where we came
and also forward as to where we are
headed with regard to the bright and
exciting opportunities that the future
will hold for the flexible packaging
industry, and in particular, the popular
standup pouch packaging format.

Looking back over the past 15 years

and beyond, we can surely see that the
flexible packaging industry has been very
busy creating a “re-packaging revolution”

be customized from a basic laminated
structure to a multi-layer barrier
material to accommodate an oxygen
sensitive product or the most complex
application. It can be beautifully
printed with multiple color rotogravure,
flexography or digital printing and even
successfully full panel labeled for initial
new market introductions.

The standup pouch can be produced
on-line from rollstock or provided as
a pre-made pouch — ready for filling
and sealing, mainly dependent upon
complexity of application, volume or

The standup pouch comes in a wide variety of designs, shapes and sizes,
and can be as simplistic or as intricate as a customer would like.

that has now spearheaded a shift into a
new age of packaging standardization
which is clearly underway:

The elegant and modern standup
pouch and other evolving forms of
flexible packaging will continue to
change the world as we see it on so
many levels.

The standup pouch can be produced
in a multitude of formats and designs
including the popular classic trapezoidal
shape or customized with a unique
shape to provide not only distinction
on the shelf, but to also add style,
convenience and added functionality to
suit an ever increasing array of product
applications. The standup pouch can

operator core competency. Incorporate
a reclosable zipper, slider, memory
strip, spout or dispensing feature and
you have a highly functional package
which offers broad consumer appeal
on a multitude of levels.

The standup pouch has proven to add
value and create marketing opportunities
where a traditional rigid container may
fall short. In some cases, companies
have partnered the standup pouch
with rigid packaging to create both a
choice for their customers, and a clever
marketing strategy utilizing the pouch
as a refill to promote brand loyalty and
address desired sustainability at the
same time. This approach also provides

an opportunity to create a “transitional
strategy” toward the standup pouch as
the possible primary package of choice
in the future.

Today, you cannot enter a retail
establishment without seeing a
multitude of flexible packaging
formats covering a huge range of
new innovative, value added product
categories. The ability to peg or stand
the pouch has also proven to provide
a major advantage of marketing
versatility as the standup pouch can
be efficiently marketed in a variety
of ways including on the shelf as a
stand-alone presentation, in a tray as a
shelf ready presentation, multi-packed
in a carton or case and even pegged or
hung as a grab and go display. Aisle by
aisle, shoppers are being introduced to
packaging changes and we are seeing
this packaging shift impacting a broad
range of new product introductions
and applications.

New Value Added
Product Introductions

Increased versatility in marketing
throughout the retail environment is
bringing packaging differentiation impact
to market while stimulating new sales. We
have seen complete product categories
shift into a multitude of innovative
flexible packaging formats including the
standup pouch, quad seal-block bottom
bags and even stick pack single serve
formats and other creative designs.

Fifteen years ago, the standup pouch
was still just considered a novelty
format by many in the packaging
industry. Some skeptics were hopeful
that the standup pouch would
simply just disappear like so many
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other disruptive packaging formats
introduced over the years.

This time was different — a handful
of committed industry visionaries
all with a keen insight to the future
nurtured and promoted the standup
pouch market in North America and
the rest is history (some of which is still
history in the making).

A History of the
Standup Pouch

In order to appreciate the
magnitude of change taking place in
the market today we must first look
back a couple of decades to when
there was literally just a handful of
standup pouch products in the North
American market.

At that time, Kraft’s Capri Sun®
took the bold step to enter the market
with single serve beverage pouch sold
in a multipack of 10 units. This is the
same Capri Sun pouch that some of
us and our children grew up with as
an alternative to the school lunch milk
carton. Who would have imagined that
this single serve bottom gusseted standup
pouch with its attached overwrapped
straw would re-invent the way we and
a generation of children thought about
and accepted pouch packaged products
in our everyday lives.

The Capri Sun pouch product line
grew into billions of pouches annually
over the next couple decades and today
reportedly exceeds 5 billion single serve
units globally. As mentioned, this single
product market success, more than
any other, pushed the market forward
and has since been used as a model
to illustrate consumer acceptance,
importance of convenience and the
possibility of demographic acceptance
of a packaging format; after all, the
majority of the population consuming
Capri Sun are children between the
ages of 4-12 year old. And who was
buying this product for those children,
but young moms and dads all growing
up with a new innovative pouch product
that would form as the foundation of
acceptance for a multitude of new
successful pouch product introductions.
To address this changing demographic,

Capri Sun has now been launched in a
larger standup pouch with spout for the
now loyal “tween” generation of Capri
Sun lovers.

A multitude of products have
followed Capri Sun and are still
coming along at an increasing rate,
with no end in sight. A new generation
of “pouch consumers” setting up the
perfect storm of acceptance toward
other newly introduced standup pouch

The baby food aisle in particular has exploded
with flexible packaging pouches with fitments.

product applications.

Making the transition from
traditional packaging to the standup
pouch even more enticing was the
ability to add a zipper reclose device
to the flexible package format, ideal
for snacks and other suitable product
applications. The ability to reclose the
flexible package truly revolutionized
the flexible package by providing
convenience and functionality provided
even more reason to consider replacing
a canister, composite can, HDPE bottle
or bag-in-box package format.

An Opening for Primary
Flexible Packaging

Providing this momentum was the
popularization of Ziplock bag, which

was introduced to the US consumer in
the early 1980s and quickly became a
staple in the US home for repackaging
food products, children’s lunches and
leftovers to the tune of billions and
billions of bags.

The interesting thing here was that
the US consumer was being educated
on using and adapting to the concept of
zipper reclosable packaging. And what
were they doing with these billions and
billions of reclosable zipper consumer
bags? They were repackaging their
food products at home, in many cases
repackaging their cereal, cookies,
crackers, snacks, frozen foods, etc.

In doing so, they were in many cases
disposing of the original packaging
along with the highly valuable brand
information, making the “repackaged”
product even more generic that the
most generic store brand.

I have seen this occurring in a
much larger scale in parts of Europe,
whereby consumers are charged based
on the weight of their trash disposal
and as a result, many consumers
leave behind at the supermarket any
perceived over-packaging. I witnessed
firsthand, the outer carton from cereal
purchases stacked not so neatly in piles
near the front of the grocery store. I
was curious to see customers leaving
the store with only the unprinted
inner bag of cereal. Not only leaving
the cereal box behind, but perhaps
more importantly, the printed brand
information on the box, now just an
unlabeled, generic bag of cereal, any
brand manager’s nightmare.

Standup pouch packaging offers a
potential solution to this situation by
eliminating the carton and providing
instead a pre-printed standup pouch with
an integrated reclosable zipper feature.

Today, many consumers have less of
a need to repackage their food products
at home since many companies now
utilize zippers and closures in their
primary flexible packaging, enabling
the product to stay with the original
“branded” packaging throughout
its entire life cycle. The product also
retains its freshness and at the same
time adds consumer convenience and
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encourages repeat sales, as well as
critical brand loyalty.

Reclosable Packaging
Brings Convenience

The convenience of flexible
packaging has now been further
enhanced by the incorporation of
spouts and fitments which can now be
applied to the standup pouch format
now growing in popularity for liquid or
puree type products.

A multitude of new and innovative
product applications are springing
up in North American and delighting
both the consumer and the companies
introducing these products to the
market through increased sales.
Popular products include apple sauce,
blended fruit purees, baby food,
beverages, energy drinks, condiments
and a multitude of others.

Keep in mind that many of the
products being introduced in the
standup pouch are not always new;
as a matter of fact, many would be
considered commodity-based products
that have been on the market for
many decades. What is new is their
re-introduction and re-invention as
modern, convenient products suitable

for today’s on-the-go culture.

Gatorade has launched a whole series
of new products that come in flexible
packaging, for ease-of-use.

How do you stimulate sales? How
do you capture or increase market
share? You can reduce the price and
buy more of the business or perhaps
advertise more, both of which are
very expensive and potentially
counterproductive.

Another strategy may be to re-
invent your product and grow your
market by being different than the
established traditional leaders. Many
companies are doing just that by
beginning to re-position their products
in a different way, a modern way
that is appealing to a new consumer
demographic or customer base.
Offering a choice to the consumer
may inspire them to try your product
and your brand and this could lead to
increased market share and profits.

There are many companies starting
to utilize this repackaging strategy
that can be seen in the market
today. These segments are growing
incrementally with the combined
potential representing near term
growth in the multi-billions of pouches
and replacing multi-billions of older
traditional packaging formats with the
re-inventing entire categories:

 Agricultural Products

» Baby Food

» Baking Mixes

* Biscuits, Cookies, Crackers
* Condiments
* Confectionaries
* Croutons & Salad Toppings
* Detergent Pods & Liquid
Detergents
* Dried Fruits & Nuts
* Energy Drinks
* TIresh Produce
* Irozen Entrees & Meal Kits
* Frozen Meats, Poultry & Seafood
* Frozen Vegetables & Fruits
* Fruit Purees & Yogurts
* Granola Cereals
* Ice Cream Toppings
* Icings & Frostings
* Instant Beverages
* Instant Cereals
* Instant Soups & Side Dishes
* Microwavable Convenience Meals
* Motor Oil
* Pet Food & Pet Treats

Fruit purees with reclosable fitments are the
latest product in standup pouches.

* Rice & Pasta

* Shredded & Cubed Cheese

* Snack Foods

* Soups & Sauces

* Spices & Rubs

* Tuna & Specialty Fish

¢ Wine, Wine Coolers &

Alcoholic Beverages

In the flexible packaging industry,
we applaud this pivot away from
traditional packaging and celebrate
every new application that shows
up on the retail shelf. However, not
everyone celebrates the shift toward
flexible packaging. Perceived and
real complexities of “change” or the
“reluctance to change” is still alive
and well. It has never been easy to
shift from something that works and
it’s even more difficult to change or
shift from something that has been
accepted in practice for 100+ years to
something new and unfamiliar.

We can certainly understand this
regarding the introduction to new
technology and its impact in our own
everyday life. Do we not push back;
are we still not pushing back in some
form or fashion? In order to move
forward, it is important to respect what
was done previously and the potential
chaos that shifting to something
new and innovative may cause; but,
properly managed and facilitated
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change can be a wonderful way to

create new opportunities for those
willing to step out and embrace change
to their advantage.

This is exactly the reason why it is so
difficult to change North America from
a bottle, jar, can, canister or bag-in-box
format to a flexible packaging format as
the impact of change will affect almost
every aspect of what is perceived as
normal from incoming logistics through
the retail shelf and beyond.

As a result, adapting or
implementing to any change may
be best accomplished in a gradual
or transitional way, not abruptly or
without proper due diligence. Some
may say, “There’s no reason to ever
change from what has worked for the
past 30-50 years.” Well, that may not
be such a wise business or marketing
decision. Keep in mind that what is
now considered standard packaging for
the past 30-50 years also went through
an evolutionary process of refinement
and implementation. Consider the
transition from glass bottles to PET;
steel cans to aluminum; wooden
crates to corrugated; as well as the
shift to many other transitional and
revolutionary packaging changes.

The strategy of not transitioning
ones packaging to adapt to new and
evolving consumer trends, changing
life styles, market conditions or even
to a revolutionary new package format
could cause one to experience a slide
backwards from a long established
market position or perhaps losing share
to a new breed of agile entrepreneurial
companies with nothing to lose and
everything to gain by being different
and more appealing to today’s
consumer and new age retailers.

Retailing and merchandising
has also dramatically evolved and
matured over the past 15 years
going well beyond the traditional

A multitude of new and innovative
product applications are springing up in
North American and delighting both the

consumer and the companies introducing
these products to the market through
increased sales.

grocery store or super market shelf to a
new age of mega-retailers. All of these
new marketing outlets are looking to
appeal to the consumer in a different way
by providing a unique shopping experience
from the traditional super market.

* Super Center

* Club Store

* Whole Food Markets

» Convenience Store

* Private Brands

These new-age retailers are creating
a point of differentiation through the
introduction of exciting new products,
goods and services, many of which are
presented differently than normally
found at the traditional grocery store
or supermarket.

New methods of packaging (flexible
packaging in particular) are becoming
an important component of this new
marketing strategy to add excitement
and reposition both new and mature
traditional products in a different way
throughout the retail environment.

We also are seeing dramatic growth
of private label or store brands within
these retail outlets; many of which
have embraced new and innovative
packaging as a means of leaping the
major brands that apparently have
difficulty in changing from their
burden of existing infrastructure
of older traditional methods of
packaging, including bag-in-box,
bottles, cans and jars, etc.

Due to the demands for
sustainability from mega retailers like
Walmart, companies are also now
starting to realize, more than ever,
the true cost of many traditional
packaging methods, particularly

relating to the total cost of packaging
material — component on logistics
within their operations. Today CPGs
are being pushed to dive deeper

into their operations to reduce costs
and over packaging. Packaging cost
reduction and associated factors are
now being further scrutinized and
analyzed in an effort to meet the
demands for lower cost expectations.

* Transportation

* Warehousing

* Material Handling

» Packaging Process Complexities

* Over Packaging —

Redundant Packaging

The biggest impact of these
factors has been the increasing cost
of fuel impacting transportation and
its affect on logistics. In addition,
multi-component packaging is now
also under scrutiny with its impact
on sustainability. These factors have
caused many companies to rethink
their choice of packaging and we are
now beginning to see the results of
this process being reflected in the new
packaging that is showing up on the
retail shelf.

There is no question that flexible
packaging is now being taken more
seriously than ever as a truly viable
alternative to many forms of traditional
rigid packaging. This trending shift
away from rigid packaging has begun
a gradual tipping point that will have
ramifications for decades to come.

The flexible packaging industry’s
ability to now provide packagers the
choice to utilize pre-printed rollstock
or pre-printed pre-made standup
pouches has further enabled many
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Frozen berries are now showcased in a
colorful hanging standup pouch, instead
of a limp bag on a freezer shelf.

more companies to enter the market
utilizing pouches.

This choice offers both large and
smaller companies the opportunity
to position their product in a pouch
format utilizing lower cost fill/seal
machinery, but still knowing that
as their volumes increase, they can
implement a form/fill/seal/rollstock
strategy to further reduce packaging
cost as they grow their business
moving forward.

Our Next Strategy
Contract packagers have been
a very strategic means of growing

Colorful displays of granola and animal crackers
can be found in a multitude of stores.

the standup pouch business over

the past fifteen years. They offer

the opportunity to enter the

market without the typical risk and

capital investment associated with

implementing a new packaging

format. The North American contract

packaging infrastructure will continue

to grow and prosper in supporting the

shift toward standup pouch packaging

and will be an important piece of the

puzzle as the market further develops.
As an industry, leading the charge

in the “Repackaging of America,” it

will also be critical for us to continue

to communicate the overall and total

benefits of flexible packaging, as
compared to other forms of packaging
in relationship to energy consumption,
logistics, source reduction and the
total impact from an environmental
perspective. Education will be the key to
turther drive the momentum of change.

We will also need to push forward
with continuous improvement of
our material developments, printing
methodologies, pouch making
and flexible packaging machinery
technologies. All of these critical areas
will need continued close collaboration
by all parties to meet the global
challenges and growth opportunities
coming our way.

I’'m often asked the question “What’s
next?” “What’s the next big thing?”

I am always somewhat perplexed
by this question, particularly when it
is asked by my own flexible packaging
industry colleagues, as it illustrates
to me that many are looking beyond
the opportunity they have in front of
them, beyond the great packaging shift
that is presently underway.

From my perspective, we are living
the next big thing in packaging at
this very moment in time. Of course
we will see new flexible packaging
iterations of the standup pouch
format, but at this moment, we are just
getting started with a revolutionary
packaging format that has all the right
stuff for this time in history.

We have seen what has occurred
over the past 15 years; now let’s take
a moment and celebrate what is here
to stay for the foreseeable future.
Embrace it and enjoy the fact that you
as a flexible packaging professional are
making history and truly impacting
the way packaging will be done for
decades to come. FP
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