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Process
Each participant received two sep p
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and provided several minutes to p
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Titles Interview
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Discussion Gui
The CPA is interested in producinp
nvironmental, social, and econom
ackaging.”  

After opening the first envelope pa
– Was any of this information new to 
– How would you expect to use this bHow would you expect to use this b
– Do you find brochures of this nature

Why or why not?
How might your opinion have chang– How might your opinion have chang
brochure? 

– On a scale of 1 to 10, with 1 being n
ff i h ld k heffective, how would you rank the e

After opening the second envelope
O l f 1 10 i h 1 b i– On a scale of 1 to 10, with 1 being n
effective, how would you rank the e

– Now that you have had a chance to
to be more useful to you in your cur
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ide
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mic benefits of corrugated 

articipants were asked
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e helpful when making sourcing decision
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rrent position and why?
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Apple



initial impressi
ges Firstges First

interesting facts that I would not have known (2)
nd easy to read
ke more information on energy used to produce andke more information on energy used to produce and 
4)
ke to see full lifecycle analysis (3)
not cited (3)
why they think they need to do this (2)why they think they need to do this (2)
ke to see how it compares to other materials
t facts , like forest management, do not jump off the 

not current (2002) not current (2002)
t find website address
lack of color
 – nothing “pops”
cal of the types of brochures in the industrycal of the types of brochures in the industry
ch a “corrugated” brochure

“Orange” reaction was fairly negative whe

on?
Oranges SecondOranges Second
•Clean and easy to read (3)
•Easier to find when filed (2)
•Looks more professionalLooks more professional
•More believable then apple – not so gimmicky
•Flows well
•Big- you can’t miss it
•Lik th t R Abilit d S t i Abilit•Like that Renew – Ability and Sustain – Ability

together
•Some of the points are better highlighted (emi

and that it is the single most recycled packagi
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 everydayy g y y y y

hum” stuff
•Would prefer bullet points to paragraphs
•Reminds me of the Fibre-Box Handbook
•Colors are muted and boringColors are muted and boring
•Looks dated  - makes me wonder if the facts a

current
•Feels more wasteful – lots of white space

n viewed first. After seeing “Apple” respo



initial impressi
es Firstes First
mages (2)
at – contemporary  (2)
d straight-forward
d t d f h h littl i ithnderstand – even for someone who has little experience with

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

minds me of a box
olor

motion (cute kid in a box)
een – fits the message
th captions are easier to remember then other informationth captions are easier to remember then other information.
nts would be easier to read (and more likely to be read) then 
s.
fact about the material the brochure is printed on (made from

east panel doesn’t match the message
e expected a DVD.  
important point (to make products that are both more sustai
profitable) is on the back

ome but looks nice once openome but looks nice once open.
how it can help me be profitable and still be able to tell a gre

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

REALLY???  Made me think I was going to find a “green was

ed
he flaps are open it gets a little busy

ion?
Apples Second

h

Apples Second
• Easy to read and nicely laid out (2)
• Nice size – reference book that I would keep handy

would not file away
• It’ lik f t f b kh 

you 

• It’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 orangeq g
• Hits key points quickly
• Breaks it down one area at a time (recycle, reliable

sustain, etc)
• More contemporary than orange
• Love the graphic images (icons)

full 

m 

• Love the graphic images (icons)
• Confused by fact on East panel and Recycling pan

sound like the same fact 
• Turned off by “Sustainable from the beginning” on

cover

nable 

en 

Net: “Apple” received many more
shed” comments, and far more positive

Orange, regardless of the ord
presented. This could suggest a s



information ne
ee

Number of employees (2)
Single most recycled packagingSingle most recycled packaging 
material (2) 
Facts on carbon emissions (2)
F t hi hli ht d th N S E WFacts 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-
fuelsfuels
The amount of standing timber
More trees are planted than 
h t dharvested
Know it’s a viable choice – but nice 
to see it highlightedg g

ew to you?
OrangeOrange

• Numbers on emissions and rec
(3)(3)

• 78% of corrugated is recycled (
• No – but very involved with CP

Net: Many more respondentsNet: Many more respondents 
new information from Apple t

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



this brochure?

e

Numbers are great to referenceNumbers are great to reference 
when making our own sustainability
claims (3)
Easy to carry to a meeting if we are
discussing sustainability (2)
Reference to share with marketingReference to share with marketing 
2)

Would be likely to grab at a 
radeshow and would save for 
eference

Could hang it on my office wallCould hang it on my office wall
Would definitely want to share 
some of the facts
This document gives me the 
confidence to share information 
with others

?

Orange

• Reference (3)
y 

( )
• Would probably file away 

because of size - might pull 
for reference if needed for reference if needed.

• Would pass on to our buyer
and supplierspp

• Would share with sustainab
team

Net: Those who viewed Ap
fi t it d f ffirst cited far more uses for

brochure, including sharing
other functions and even int



y
useful when maki

es First

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

Y b t REALLY h th t it’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 theprotection requirements of the 
product

y
ng sourcing decisions?

Oranges First
• N b t ld h ith th• No – but would share with othe

who might be influenced (3)

• No – but if argument could beNo – but if argument could be 
made not to replace with 
alternative (like tray and shrink
wrap) then yesp) y

• No – already feel good about u
of corrugated

• No – already know the sustain
benefits of corrugated and use
limited by regulations (direct folimited by regulations (direct fo
contact)

Net: Not really seen as a stroNet: Not really seen as a stro
influencer to purchase decision

the “YES” responses that Ap
t i d ld t



else might you like

• Website with up to da

• CD or DVD (3)• CD or DVD (3)

• PDF (2)

• Electronic download o

Net: Stakeholders are 
media for information.

referencing from the
providing electronic f
be attached to or linkbe attached to or link

e to receive this informatio

ate information (6)

or CD

busy and reference many form
. Consider the importance of c
e printed media to web site, an
forms of CPA messaging that c

ked from emails to be forwardked from emails – to be forward
and shared. 



Additional Com

Fi ts First
Finally – I’ve been asking for 
something forever!something forever!

This brochure makes me feel 
more educated and can help me to 
i fl th i thinfluence others – gives me the 
confidence to stand up and share 
positive benefits of using 
corrugated materialcorrugated 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)facts ending in 2002?) (3)

Show a different picture on the 
east panel (3) p ( )

Why not print on corrugated?

Add fi i l t bilit f th

mments

O Fi tOranges First
• Great to see the corrugated 

industry taking an interest in 
i ti th b fitcommunicating the benefits 

• Don’t like picture of the guy 
throwing boxes (2) – doesn’tthrowing boxes (2) – doesn t 
the message

• Should highlight the economg g
benefits more

Net: Overall positive reacp
– with a couple of mino

changes, i.e. updated fa
and replacing one pictur

appears the Apple design
winner for CPA!winner for CPA!



Summary

Overall there was a positive responsOverall, there was a positive respons
benefits of corrugated material – only
the need.  

Initial reactions are important!

With the apple brochure – comme
l t i th i t i dlater in the interview and were po
would be nice to see…).

Apple brochure was seen as fun engApple brochure was seen as fun, eng
brochure was seen as dated, boring,

Respondents were much more speciRespondents were much more speci
with the Apple brochure – challenged

More Apple respondents said they wpp p y
others, while Orange respondents we
out as reference.  

se to the idea of communicating these to the idea of communicating the 
y 2 out of 12 said they did not underst

ents about wanting more detail were m
iti d i h f i dli (ositioned in a much friendlier manner (

gaging modern and cool Orangegaging, modern and cool.  Orange 
, typical, and forgettable.  

ific about the facts that were new to thific about the facts that were new to th
d to cite the new facts with Orange.

would be likely to share the brochure wy
ere likely to file the brochure away and



Summary (con

• While more respondents said that t• While more respondents said that t
slightly better) after viewing orange
would influence their sourcing decis
corrugated. g

• Half of the apple first respondents s
more information were available to 

• Many were impressed with the fact
out more – that some of the facts a

• 10 of 12 respondents felt the Apple
their current position.

• On a scale of 1 to 10 (with 10 being• On a scale of 1 to 10 (with 10 being
slightly higher (7.1) than the orange
Overall, Orange received far more 

• Most respondents said that it would
well that they could use during pres

• The Apple design appears a clear w• The Apple design appears a clear w
changes could help eliminate negat

ntinued)

their opinion of corrugated was better (ortheir opinion of corrugated was better (or 
e then apple, none of these respondents s
sions, or that it would result in the use of 

said it would influence their decisions if a 
them (even on a website).  

s (actual numbers) and felt they should s
are “lost” in the text.

e version would be more beneficial to them

g most effective) the Apple version rankedg most effective) the Apple version ranked
e version (6.2) in overall effectiveness. 
scores of 6 and under than Apple.

d be beneficial to have an electronic versi
sentations (or incorporate into presentatio

winner for CPA a couple of minor suggewinner for CPA – a couple of minor sugge
tives and improve reaction slightly.



Next Steps

• Refinement based on
the copy

• Finalizing the brochu
t i lmaterials 

n feedback; particular focus on

ure as the first in a family of 







Next Steps

• Refinement base
focus on the copyfocus on the copy

• Finalize the brocFinalize the broc
materials 

• Launch the new 
packaging messap g g

• New messages ag
in the coming we

ed on feedback; particular 
yy

hure as the first in a family ofhure as the first in a family of 

industry-wide, corrugated 
agesg

and sales materials available 
eeks


