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Houston World, We Have a Problem 
…an existential one

Population Addiction Behavior



Population and Plastics

Direct correlation 
between plastics 
and population 
growth, only worse

‒ Access in developing nations is 
growing faster than population

‒ Single-Use packaging is used 
once and discarded, yet outlives 
multiple generations of the user

‒ Big Oil is becoming Big Plastic

‒ Most packages are over-
engineered!

It’s not about what gets collected…

It’s about what 
inevitably escapes.



Addiction to Convenience
(It is built into the Animal Kingdom DNA)

This

Humans are not the only ones

Leads to this Which has led to this



Floating in the ocean for 40 years 
and still looking good

1-year after going 
from cello to PP.

Cheap and fast on the 
front end, centuries on the 
back end. 



The Inconvenient Truth 
About Single-Use Plastic Packaging

‒ We can’t even design it to 
be less wasteful 

‒ Or, to make it stay in one 
piece while opening! 

Cannot collect the 
uncollectible

‒ Fortressed Incumbent 
Position (FIP)

‒ Entangled Relationships & 
Influence (ERI)

Political/Legislative 
Influences

‒ How can an energy bar wrapper 
become another energy bar 
wrapper?  What exactly do we 
make out of mixed flexibles?

‒ How do you get 7.8B people 
globally to cooperate?

Cannot recycle repurpose 
our way out of this



We created the problem and now 
7.8B people are addicted to it

01 Brands cannot outsource food safety 
liability, including from the packaging. 
What happens when they become 
liable for the planetary burden? 

02 Food waste should go to soil 
replenishment and packaging 
should be a ride-along. 

03 We have never needed fossil-based 
plastics we just grew to enjoy the 
temporary creature comforts. 

04 This conversation will turn to survival 
in our lifetimes if we don’t take 
seriously today what we have been 
taking for granted since 1950. 



What is Earth Digestible packaging?

• Makes the soil and microbial environment healthy
• Improves water absorption/prevents flooding
• Reduces demand for fertilizers 
• Reduces methane from landfills

You cannot have a Sustainable product 
in an Unsustainable package
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Wouldn’t it be great if brands could…

…Have packaging ready 
whenever they needed it?

…Use packaging to relate to current events 
or invite into their social purpose journeys?

…No longer worry about the 
cost of packaging?

It is not the Time Value of Money, 
but the Money Value of Time

01

Changing the way we make packaging 
and integrating digital printing

02

Packaging has never been a Cost Center. 
It is an underutilized Profit Center 

03



The Truth About Packaged Consumer Goods

01 Cannot sustain the population without it.

02 The benefits of flexible packaging are undeniably essential.

03 Forces are/have been profoundly reshaping the CPG industry.

04 These are exposing the flaws in how packaging is made, 
used, and disposed. 



Why Did The First Automobile 
Look Like A Horse Carriage?

- Peter Drucker

If you want 
something new, you 
have to stop doing 
something old.

- Peter Drucker

The greatest danger 
in times of turbulence 
is not the turbulence; 
it is to act with 
yesterday's logic." 



History of Packaging Tells 
An Important Story



“The Only 
Constant is 
Change”  

- Greek Philosopher 
Heraclitus



Current Flexible Packaging Supply Chain

1+ years 

Printing Plates, 
Consumables

3-6 months 2 -3 m
onths

Packaging 
Supplier

Contract 
Mfg/Pkg

Raw Materials, 
Ingredients

Fulfillment   
Distributor RetailerBrand 

Management
Design &

Marketing Proto-typer



The Big Guys are Vacuuming Up 
Successful Emerging Brands

1) Buying brands

2) Increasingly global

3) Pressure on returns & operating 
income (Kraft-Heinz effect)

4) Dominating an albeit diminishing 
legacy store shelf

5) Competing with Store Brand

6) Managing chaos with loose footing 
where there is practically no barrier 
to entry for new and more nimble 
brands



The Tsunami of (Organic) Emerging Brands



Generational Mindsets & Consumer Motivation

~50% 
of consumers are 
Millennial and Gen Z. 

However, it is the consumer’s 
mindset that determines their 
patterns and preferences, 
not their age. 



The Power of B-Corps

Fair Trade Products: 
Social Aspects

‒ Ethical partnerships
‒ Fair trade mechanisms / certification
‒ Social investment
‒ Human investment
‒ Human resources
‒ Support local economy
‒ Corporate philanthropy

Fair Trade USA

7x more ethical claims on 
packaging since 2010. 

Same year the first State 
offered B-Corps (Maryland)



Separate Functional Package 
From Package Decoration

DIGITAL PRINTING!!!

Many emerging brands learn about packaging 
the hard way, such as you cannot print pouches 
after they are made!

“standardize to customize” – simplify the formats 
and unleash the potential of the Billboard.

Manage the supply chain at the unit level.

Engage consumers directly to bring Truth to 
Power. 



E N D L E S S
Creative, Interactive, 
Unique, Traceable, 

Relevant



Take-Aways
The timing could 
not be better for 
rethinking the 
package. 
There is no better 
time than during a 
market’s inflection 
point to do 
something new, but 
only if you stop 
doing something old!

Flexible packaging is crucial to sustaining a rising global 
population, but how it is made needs to change. 
“Simplify and Standardize (the sizes/formats) to customize 
the Billboard of Packaging.”

SKU’s are essential to all brands to be able to grow and 
change through the package. The package needs to be 
more than product containment and protection, it needs to 
be more communicative; a physical form of social media. 

Packaging has never been a Cost Center. It has always 
been a Profit Center. We need to rethink the package and 
integrate digital technology. Packaging should be used to 
bring Truth to Power. 



You can reach me at:
Kelly.Williams@FutamuraGroup.com


