PACKAGING INNQVATION WITH POP

Family Time's primary package becomes the ‘bowl’ at snack time.

I | amily Time Snaclks Inc:,
Valparmisao, Ind. | has created a

niche in the salurated microwaye pop-
corn aisle, [t markets super-preminm

Cwor sices of the container, The pack-
1 Nedls ina microwave aven and s

Feachung in ancd out of & bag is kind of
probleratic, The bag is messy with
Ftter,” saws Ren Leskiw, Family Time
Snacks Director of Sales and Marketing,
The Midwestern marketer has
responiced by inseromg a pouch con-

fen remaoved using the taks,
The papcern i ready 1o oeal vight
cut ol the carton by pulling open the

tab om the top panel o expose the

popoorn and leverages the positicening
through innovanive packaging,
In the process. Family Time

tanning the corn lernels into a high- aplit-open pouchy,

Snacles found o way 10 add value ina
cammodity category while maintain- grease-resisiant, hleached

ing a compelilive remil price per

With structural enfancements,
Family Time takes packaging |
convenience to a higher level o
in microwave popeom. i

serving with other hrands.

Fumily Time Snacks signals this
value in o wiys:

o An exclusive, hybrid corn prod

wct, mgrketed wnder the Famely
lime brand

= A propri-
elary puper-
boarel easton
that func- e
ticns a2 the
primary package
in the store aned
conibles as the serv
g “hoe

[he microwaye
pepoeTn comes ina.
Perlect Popper pop-up:
micrawave server

Abour 83 percent of
uncccked popoom volume
les in mierowave popeom, o
which is consume:d 62 percent
al 115 houscholds, Bul Family
Tirne Snacks, warking with paperhoard
Commercial Packaging, Mormal, 1]
ichentified aogap in the marken 1w

i
Battom pasel of the cartan,
and the other side splits open as the

ke the Perlect Popper paclape
cammerciatly viahle
lerets pop and expand the pouch:
Consumers do the transfer drill
Thewr research found that most con-
sumers do net eat popeern direetly

Proor v use, the carton lavs a
insidle a clear plaste envelope, The
“haoveel ™ forms by rermeving the caron
[rann the envelope and pushing the
rel arrowes an the tep and haottom

[rarm the pepping bag. Instead, they

transier i1 oo another comtainer. This

acels the exira step al dish cleamp,
“Peonde will share oo of ko,

eipes fowardd each other, The carlon
hecomes erect and locks into positon,

thew don® Ll o share oot ol o bae, Temperatare whs” lold eul frem
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cartom, Cne sicde of
the pouch adheres we the

The Perfect Popper package
prowvides 28 ounces of
prrodluee—33 percen
ot kernels than some
cther brands, "Chrs is a
three-serving size al @
retail price of 51 3% 10
A4 For three compara-
e mini-hags with other
Brands, its aboul the sane
retail price,” Leskia says,
Through packaps st
ing, Family Time Snacks
achieves cost efliciencies

n-line adhesion
Lo attach the pouch i
the carton, These tactics
b make a high-quality product
possible ar a competitive
price, Leskiv cxplains,
Faily Time comes in thie

IEg-

pocles and stepacks. The cartons
lie Mat insicle the clear envelope. This
eeonmmy-ol space attrets C-storesn
the brands primary distrilogon
area—ihe Upper Grear Lakes region,
e popcern alae appears momone i
rhan SO0 grocery stores and in some
drugstores in the region,
The Perlect Popper package pre- -

sents Family Time Snacks with an

anexpected distibulion channel T
secompanics some direcl-mal mar-

leeting materials inoan atempo o

haost response rates. B

Where to go for more infa
4 Microwave pachaging. Al
Cpmerelal Packaging, coniact fohn
Lirle ar 302 54395093
SHrleSeammercial-ag com
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