Sustainability:

Developing Corrugated Packaging’s
New Message Platform

Corrugated Packaging Alliance
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Spring 2008
Summer
Fall

Winter 2009

Work began with Artemis
Strategy Group

Artemis completed message
strategy research

|dentified need for creative
resources

concept development - creative,
communications plan based on:

= Message strategy research
= LCA, NCASI additional data +
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lethodology:

= 2-day information gathering meeting in April 2008

= Series of interviews including 18 one-on-one in-depth interview
with industry leaders

= Second wave of interviews with 12 original respondents and 28
packaging purchasers and specifiers using PTIS roundtable pa

)eliverables:

= Strategy presentation in 4 sections (definition, vision, promise &
supporting elements)

= Narrative methodology and decision-making document

esults...
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Environmental stewardship
and conservation

Social responsibility
and engagement for
the common good

Economic viability
and contribution




VIiolUll

Sustainabillity is a new word for how this industry
has always managed its business

Because of our relationship to natural resource
we have long understood the connections
between our economic performance, responsib
environmental stewardship and the positive imj
of our products on people’s everyday lives
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To build on our long history at the forefront of
sustainability efforts by continuously improving our
performance relative to how we:

= Manage and use our renewable natural resources

= QOperate our plants and production facilities

= Design our products to minimize fiber content whil
maximizing protection, health and safety

= Encourage and enable reuse and recycling of our
products

= Recover and reuse recycled content in new produt

= Manage our businesses toward long-term stability
employers and as important contributors to the lar
economy

= Help, through design work, enhance and ensure tt
levels of safety and healthfulness of the products \
package.
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Short-term objectives:

®* Written statement of organization’s position
® Update of current collateral materials

® Communication of study results (LCA)

Long-term (1 to 2 yr.) objective:
® Foundation for a CPA Campaign 2009
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American Forest & Paper Association
Sustainability is our nature.

— CPA

—

Member
Company
Efforts

Sustainability

Sweet Spo
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Bader Rutter

Founded in 1974; Milwaukee, Chicago and Linca

Strong B2B and consumer experience
Industry marketing expertise

Understand sustainability/responsibility

@ SUSTAINABLE FORESTRY INITIATIVE
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Not In the Market

Consideration

Decision

Category/ Industry
Decision

Brand Decision

Point of Purchase



1)

2)
3)
4)

o)

6)
7)

8)

Category Marketing Programs

Universal understanding of the common probler
(and desired outcome)

Participation across the entire industry
An equitable funding mechanism

A real solution to the problem ... on the audienct
terms

An understanding that the best defense Is a strc
offense

Making It news

Measurement and reporting of the program’s
performance

A commitment to a long-term solution
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Credibility Relevance
e Sclence/ e Emotion

Ethics
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" The Responsible
Position _ )
(Core Idea) Packaging Choic

Key Messages

Support
(Details/Data)
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" The Responsible
Position _ )
(Core Idea) Packaging Choice

Key Messages Sustaine
Renewa

Recyclal

Support Reliable

(Details/Data) Econom
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e words “Sustain”, “Renew”, and “Ability” would all be embossed on the paper stock, not printed,
| when either opened or closed would spell “Renewability” and “Sustainability”.



2 flaps open
-/ . I E W
>

Responsibility starts here.

£ %
.

Reliable

Responsibility

rochure, opens similar to a box, into a ¥ shape.
n, our story progresses through pictures and text. Viable




First, reached out to the Communications Committee
and the Sustainability Committee.

Second, Packaging & Technology Integrated Solutio
LLC (PTIS) Expert Panel® members who were invol\
In 2008 message testing, were qualified for interview
and reaction to two brochure designs.
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Each participant received two sealed envelopes marked “apple”
‘orange” and were provided instructions not to open until prompt

Shared background

The CPA Is interested in producing a brochure that highlights the
environmental, social, and economic benefits of corrugated packa

Half of the participants were asked to open “apple” envelope firs
and provided several minutes to review the contents. The other
wvere asked to open “orange” first.

Participants were asked for their first impression and then asked
series of questions (see Discussion Guide).

Participants were then asked to open the remaining envelope.

Again, participants were asked for their first impression and a se
of questions.
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®* Director of Package and ® Director of Product
Equipment Development Development

® Director of Packaging (2) ©® R&D Engineer

® Director of Packaging ® Principle Engineer

Manufacturin
° ® Senior Packaging

®* Director of Package Engineer (3)
Development

® Senior Research
Associate
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he CPA Is interested in producing a brochure that highlights the
wironmental, social, and economic benefits of corrugated
1ckaging.”

After opening the first envelope participants were asked

Was any of this information new to you?

How would you expect to use this brochure?

Do you find brochures of this nature helpful when making sourcing decisio
Why or why not?

How might your opinion have changed about corrugated after viewing this
brochure?

On a scale of 1 to 10, with 1 being not at all effective and 10 being extrem:
effective, how would you rank the effectiveness of this brochure?

After opening the second envelope participants were asked

On a scale of 1 to 10, with 1 being not at all effective and 10 being extrem:
effective, how would you rank the effectiveness of this brochure?

Now that you have had a chance to see both brochures, which do you per:
to be more useful to you in your current position and why?

How else might you like to receive this information?
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Real imahility beging with replenishin we uge
eaday. The farest products indusery plants 1.7 milion sew
trees each day, growing more than iy harvested annual
ensuring a relible source of raw materials and the ongoing
sustainabilicy of this valushle, renewable crop, And through
the Sustainabie Forestry Initiarive, our indusry is using
smars faresery principles to mest today's needs withour
compromising the furure of our frests or forest products

Making smart, regponsible choices means havinga vision for the
future. That incliades the life cycle of your packaging, Corrugated
is the most recovered form of pack sging, with 983 percent of
all containers produced being reclaimed for recycling. Ofthat
Pexm.y,g...l,(,apma is ged to make mw!-yled

e needd for new

For over a centry, fram energy
conyervtion to faress managemeat to mnmg sechuction. That's what mlmuu the leader in sustainable
packaging, and xpe help you make the choices fir your

buaskness and the um!reuml.

Wie've also been a leader in recycling initiatives in our communitics, “clasing the loop” 1o reduce the
environme n:-] impact of every product we make. And through domestic mmngo( raw materials and

g, we're helpiag to gravide job more than fo, d their
farnilies. These b ibure to tk by i i youes.
Today, tomatrow and in the yeats 1o come, we'll continis to |mm. way in mnmmﬁk
products — 5o feel about choasing corrugated p yours.
('nrrugated is the single mast recycl
af the =85 percent of recotred cos
percent ivaciually recy
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Green for the environment — and your boteoe line, Corrugated
prackaging is lightweight, loweriag shipping oy while provaling
nsaximmm jradues protect i, Custom-package designs o
can work fir both shipping aril pairt-of-sale display, reducing
manerials use and kowering prodiction costs. All while giving eco-
curscios customers another feasan b choose yoiar peodicts.
I AENTAL SUSTAINARILITY
Simpile changes make the biggest impact. Our industry is a leader
It t25e o remewalide binfvels, with fo percent of sar energy
coming from this susainabile source. And we've found tha every
positive effort can make 3 difference. As an industry, we've
redduced our coasumgs i of fossil fals by 5 percens becweea 1972
anel 1006, with 4 .2 percent reduction besween 2004 and 200k, By
ting sustainable resources, we're creatinga world of change — fiar
the beter
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Initlal Impression=

jes First

Interesting facts that | would not have known (2)

1d easy to read

e more information on energy used to produce and
)

e to see full lifecycle analysis (3)

not cited (3)

vhy they think they need to do this (2)

e to see how it compares to other materials

[ facts , like forest management, do not jump off the

not current (2002)

t find website address

lack of color

— nothing “pops”

cal of the types of brochures in the industry
h a “corrugated” brochure

Oranges Second

®*Clean and easy to read (3)

®*Easier to find when filed (2)

®*Looks more professional

®*More believable then apple — not so gimmicky

*Flows well

®*Big- you can’t miss it

®Like that Renew — Ability and Sustain — Ability
together

®*Some of the points are better highlighted (emi
and that it is the single most recycled packag!
material)

®*Read the back — which I did not do with apple

®*Very common — not likely to remember (2)

®*More likely to get filed away with my everyday
hum” stuff

*\Would prefer bullet points to paragraphs

®*Reminds me of the Fibre-Box Handbook

®Colors are muted and boring

®| ooks dated - makes me wonder if the facts &
current

®*Feels more wasteful — lots of white space

‘Oranae” reaction was fairlv neaative when viewed first After seeina “Aoole” resno



Initlal Impression?

es First

mages (2)

at — contemporary (2)

d straight-forward

derstand — even for someone who has little experience with

]

ne simple message at a time while keeping you engaged as you

ninds me of a box
lor

motion (cute kid in a box)

2en — fits the message

h captions are easier to remember then other information.

1ts would be easier to read (and more likely to be read) then full
S.

fact about the material the brochure is printed on (made from

2ast panel doesn’t match the message
e expected a DVD.

mportant point (to make products that are both more sustainable

profitable) is on the back
me but looks nice once open.
10w it can help me be profitable and still be able to tell a green

vhy they aren’t talking about energy to produce
ghlight energy conservation

REALLY??? Made me think | was going to find a “green washed”

ed
ne flaps are open it gets a little busy

Apples Second

® Easy to read and nicely laid out (2)

®* Nice size —reference book that | would keep hand
would not file away

® |t’s like a fact reference book

®* Would be more likely to keep it with me

® Fewer square inches than orange

®* Simple and easy to read

®* More contained and quicker read then orange

® Hits key points quickly

® Breaks it down one area at a time (recycle, reliabl¢
sustain, etc)

®* More contemporary than orange

® | ove the graphic images (icons)

®* Confused by fact on East panel and Recycling par
sound like the same fact

® Turned off by “Sustainable from the beginning” ot
cover

Net: “Apple” received many more
comments, and far more positive
Orange, regardless of the or
presented. This could suggest a ¢



InTormation new to you

Number of employees (2)

Single most recycled packaging
material (2)

Facts on carbon emissions (2)
Facts highlighted on the N,S,E,W
panels were new — and impressive.
Of the 78% recovered, 100% is
recycled into new products

Leader in the use of renewable bio-
fuels

The amount of standing timber
More trees are planted than
harvested

Know it’s a viable choice — but nice
to see it highlighted

Orange

Numbers on emissions and rec
(3)

/8% of corrugated is recycled
No — but very involved with CP

Net: Many more respondents

new information from Apple

Orange, given only a few minu
review the materials.
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; Orange

lumbers are great to reference * Reference (3)

/hen making our own sustainability ° Would probably file away
laims (3) because of size - might pull

asy to carry to a meeting if we are for reference If needed.
iscussing sustainabllity (2) ® Would pass on to our buyer

eference to share with marketing and suppliers |

2) ® Would share with sustainab
Vould be likely to grab at a team

adeshow and would save for

oference

.ould hang it on my office wall

Vould definitely want to share _ .
ome of the facts Net: Those who viewed Arg

his document gives me the first cited far more uses fo
onfidence to share information brochure, including sharing

o’ | AT nthor fiincrtinne anAd Avien 11



useful when making sourcing decisions?

S First

Yes — but would like to see full life
cycle analysis (2)

Yes- but REALLY show me that it’s
the lowest cost option with the least
environmental impact

Yes - Might consider E-flute over
paperboard for some applications

No- but it can help me to influence
others

No — not enough information
No — my decisions are based on

protection requirements of the
product

Oranges First

No — but would share with oth
who might be influenced (3)

No — but if argument could be
made not to replace with
alternative (like tray and shrinl
wrap) then yes

No — already feel good about
of corrugated

No — already know the sustair
benefits of corrugated and use
limited by regulations (direct f
contact)

Net: Not really seen as a strc
Influencer to purchase decisiol
the “YES” responses that Ap



else might you like to receive this informatic

®* Website with up to date information (6)
® CDorDVD (3
°* PDF (2

® Electronic download or CD

Net: Stakeholders are busy and reference many forr

media for information. Consider the importance of c

referencing from the printed media to web site, ar

providing electronic forms of CPA messaging that

be attached to or linked from emails —to be forwar
and shared.



S First

Finally — I've been asking for
something forever!

This brochure makes me feel
more educated and can help me to
Influence others — gives me the
confidence to stand up and share
positive benefits of using
corrugated material

Speak at schools about careers in
packaging and would be a great
handout

Facts are not up to date (why are
facts ending in 2002?) (3)

Show a different picture on the
east panel (3)

Why not print on corrugated?

Oranges First

Great to see the corrugated
Industry taking an interest in
communicating the benefits

Don’t like picture of the guy
throwing boxes (2) — doesn’t
the message

Should highlight the econom
benefits more

Net: Overall positive reac
— with a couple of min
changes, I.e. updated fa
and replacing one pictur
appears the Apple desigr
winner for CPA!



Overall, there was a positive response to the idea of communicating the
benefits of corrugated material — only 2 out of 12 said they did not underst
the need.

Initial reactions are important!

=  With the apple brochure — comments about wanting more detail were r
later in the interview and were positioned in a much friendlier manner (
would be nice to see...).

Apple brochure was seen as fun, engaging, modern and cool. Orange
brochure was seen as dated, boring, typical, and forgettable.

Respondents were much more specific about the facts that were new to tt
with the Apple brochure — challenged to cite the new facts with Orange.

More Apple respondents said they would be likely to share the brochure w
others, while Orange respondents were likely to file the brochure away an
out as reference.



Sulltiiialy \Lulitiitucu)

While more respondents said that their opinion of corrugated was better (or
slightly better) after viewing orange then apple, none of these respondents ¢
would influence their sourcing decisions, or that it would result in the use of
corrugated.

Half of the apple first respondents said it would influence their decisions if a
more information were available to them (even on a website).

Many were impressed with the facts (actual numbers) and felt they should s
out more — that some of the facts are “lost” in the text.

10 of 12 respondents felt the Apple version would be more beneficial to ther
their current position.

On a scale of 1 to 10 (with 10 being most effective) the Apple version ranke
slightly higher (7.1) than the orange version (6.2) in overall effectiveness.
Overall, Orange received far more scores of 6 and under than Apple.

Most respondents said that it would be beneficial to have an electronic versi
well that they could use during presentations (or incorporate into presentatic

The Apple design appears a clear winner for CPA — a couple of minor sugge
changes could help eliminate negatives and improve reaction slightly.



INCAL OLC PO

Refinement based on feedback; particular focus or
the copy

Finalizing the brochure as the first in a family of
materials
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INCAL OLC PO

®* Refinement based on feedback; particular
focus on the copy

® Finalize the brochure as the first in a family of
materials

® Launch the new industry-wide, corrugated
packaging messages

® New messages and sales materials available
In the coming weeks



