
Volume 27, No. 06
March 31, 2009

Unbiased global packaging intelligence and analysis

Source: Freedonia Group

Film Festival
U.S. specialty film demand, 
projected by 2012

52% - Barrier Films
15% - Decorative Films
12% - Microporous Films
8% - Safety and Security Films
13% - Other
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 Food pricing has led to a contentious new battle between retailers 
and brand owners, leading to both the continued rise of private-label, 
store brands and major shifts in packaging.
 In recent days, Wal-Mart has declared that 
it will launch about 80 new packages under 
its Great Value store brand, revamp others, 
and bring the total to 5,200 offerings. Both 
convenience chain 7-Eleven and upscale 
grocer Whole Foods Markets are ramping up 
private-label products and realigning them on 
store shelves. Kroger says its store brand 
sales have reached an all-time record of 
$12.5bn, while Safeway calls its store brand 
growth the highest in history.
 But there is more behind this story.  
Quietly, retailers have been insisting that 
national brands lower their prices or else face 
diminishing shelf space.  Costco became one 
of the first to publicly surface in March: cfo 
Richard Galanti said during an investors’ call 
that “we can choose between brands that are 
going to be more aggressive, that help us help our members.” 
 Safeway chairman/ 
ceo Steve Burd cautioned 
that national retailers will 
“end up seeing market 
share declines” as the price 
gap increases, reaching as 
much as 30 percent on 
some items. 
Packaging Strategies’ 
Perspective: The private-
label incursion is made 
worse by the doldrums 
facing many brand owners, 
with poor earnings and 
higher commodity costs 
making price cuts difficult. 

PRIVATE-LABEL PRESSURE: RETAILERS TELL 
BRAND OWNERS TO LOWER PRICES -- OR ELSE

Wal-Mart is 
reformulating hundreds 
of its private-label items 
under the Great Value 
name and adding new 

store brands to compete 
with national products.
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Brand Stand
Many retailers have announced store brand initiatives 
this year to better compete on price. Some examples:

•	 Wal-Mart	is	adding	80	store	brands	and	reformulating	
many	of	its	5,200	Great Value products

•	 Kroger	plans	to	hike	the	27	percent	of	sales	in	its	
stores from private label, already a record high

•	 Safeway	will	carry	more	store	brands,	its	largest	
growth	category

•	 Whole	Foods	is	expanding	its	private-label	personal	
care packaging

•	 7-Eleven	will	add	more	than	100	private-label	brands
•	 Aldi	is	revamping	its	store	brands	across	categories
•	 Target	wants	to	increase	private-label	penetration	
from	20	percent	to	the	mid-20s

Source: Packaging Strategies, news reports
PS
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Click on the question here to blog your responses.

Do you think package waste-to-energy initiatives have a chance at success in the United States? 
Why or why not?

 The maturation and minimalization of metallization 
in barrier applications continues, led by the launch of a 
pioneering new sealant film from Bemis that 
eliminates an entire layer of material.
 Bemis’s Milprint Division, Oshkosh, WI, is launching 
a two-layer film that use aluminum laminations as a 
single layer to replace the need for both barrier and 
sealant layers.  According to Bemis marketing 
communications manager Kimberly Kohlbeck, the new 
BMET films are the first on the market to offer a two-
ply structure instead of the standard three-layer 
sealant films.
 By eliminating a film layer, the company uses about 
20 percent less material at a cost 10 percent less than 
typical sealant films, she said. The metallized white 
and clear films use a new, proprietary mix that blends 
the laminate with virtually any standard film resin or 
barrier, including high-density polyethylene (HDPE), 

polypropylene (PP), or EVOH.
 The two-ply films are targeted for such applications 
as snack and pet foods, where metallization and 
barrier are key elements, and can deliver hermetic 
seals that are the barrier equivalent of oriented PET 
(OPET) or metallized orented PP. 

Packaging Strategies’ Perspective: 
Metal and plastics continue to merge in new 
applications. Total Petrochemicals USA recently added 
a metallocene catalyst to its PP resin, creating a high-
clarity drink cup that competes with PET. Look for 
further developments in this area. 

 The ongoing debate over the safety of 
perfluorinated chemicals as coatings for paper food 
packaging has spurred a development company and 
the University of Maine to create a corn-based 
alternative nearing commercialization.
  Cerealus Holdings, Waterville, ME, has collaborated 
since 2004 with the university to come up with a 
natural-based alternative to the synthetic coating used 
in paper snack-food packaging as a grease and oil 
barrier.  The result is a new coating, called Holdout, 
made from the zein protein extracted from corn as 
animal feed.  A pilot plant to produce the coatings 
material is expected to start production later this year, 

said Cerealus founder/ceo Tony Jabar.

 Perfluoroactanoic acid (PFOA) has been under attack 
during this decade, with the U.S. Environmental 
Protection Agency claiming 99 percent of Americans 
have the chemical in their bloodstreams.  While health 
hazards have not been proven, some scientific studies 
and environmental groups claim the chemical can affect 
unborn children and cause development problems.
 Cerealus and the University of Maine were able to 
separate the corn protein and extract it for use as a 
coating, Jabar said. The key to the formulation is the 
ability to make the protein water-soluble so it will work 
as a coating for such items as microwave popcorn bags, 
pizza boxes, snack food wrappers, and deli papers.
Packaging Strategies’ Perspective: The fluorocarbon 
coatings market in the United States is not huge, 
about 40mn pounds annually, according to Jabar.  But 
a secondary market for the new materials could be in 
polyethylene-based coatings for paper bags, providing 
a more recyclable source and a larger market. PS

PFOA CONTROVERSY SPAWNS NATURAL COATING
FOR PAPER FOOD PACKAGING MADE FROM CORN PROTEIN 

PS

A natural paper coating 
from Cerealus could replace 

a controversial synthetic 
chemical to coat a variety 

of food packages.

BEMIS SNACKS ON PIONEERING SEALANT FILM
THAT ELIMINATES A LAYER OF MATERIAL

Snack food bags made of a 
new Bemis material use a 2-ply 

lamination with the same metallized 
performance as a 3-ply structure.


