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Harnessing change to help businesses thrive
As a global provider of packaging products and services, Sonoco is shaping the way we consume goods.
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onoco has been serving the Australian
market since 1949, but its history
stretches back to 1899 in Hartsville, South
Carolina, US, where it was founded as the
Southern Novelty Company. It remains
headquartered there to this day.
Sonoco’s total solutions capabilities
include design, development and testing
of leading-edge packaging; global graphics
management to enhance customers’ brand
image; graphics reproduction, including laser
engraved cylinders to ensure the highest
quality packaging graphics reproduction;
service centres to provide packing fulfilment,
purchasing, inventory control and delivery
capabilities; and waste reduction consulting
services.
Innovation is a key focus across these areas,
says Sonoco ANZ Managing Director Mark
Chenhall.
“Like any company existing in the grocery
space, it is our job as a solutions company to
monitor the changing grocery landscape and
enable customers to respond to the latest
consumer needs and preferences,” he said.
Some of Sonoco’s early innovations included
snap-together and twist-lock spools, highperformance injection-moulded cores,
high-strength hermetic rigid paper containers,
functional overcaps, Ultraseal ends and highspeed textile cores.
Recent consumer packaging innovations to
have made an impact in the US market are
Smart Seal resealable cookie packaging and
the Tribe Hummus ‘snack pack’.
“Smart Seal, our patented resealable
membrane for cookie packaging, has
revolutionised snacking by allowing a flexible
package to be easily opened and resealed
again and again,” Sonoco Marketing Associate
Roxane Debaty said. “This innovation matched
consumers’ need for a snacking package they
could reclose and reopen later in the day.”
Ms Debaty says Tribe Hummus was looking
for a distinctive way to approach its new
product: a smaller serving of hummus
packaged with a bag of chips.
“Tribe wanted shelf presence as well as a
packaging that fit the on-the-go lifestyle of
the target market,” she said. “This meant
finding packaging that could easily nestle into
a car’s cup holder, a purse or a backpack. The
resulting solution – a rigid paper can with a
flexible pouch of chips and a thermoformed
cup of hummus sitting on the bead of the can –
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allows for snacking in a wide range of situations.
The product is portable and hassle-free.”

Responding to trends
Globally, 94 per cent of surveyed consumers
are making a conscious attempt to eat more
healthily (Datamonitor International, Snack
Product Innovation Update, March 2014).
This translates to picking up healthier options
in-store, which tend to be found on the
perimeter of a grocery store.
Ms Debaty says millennial shoppers in the US
go for fresh “what’s-for-dinner” solutions, not
items to store in the pantry. Centre-store traffic
is declining, and revenue with it (AMG Report,
‘The Tipping Point for Centre Store’, March
2013). In fact, grocery retailer centre-store unit
sales have been estimated by Nielsen to have
dropped 3.4 per cent since 2008.
“The number of channels where consumers
shop for their basket of goods is expanding,”
she said. “More and more shoppers turn
to convenience stores, drug stores, dollar
stores, club stores, online shopping … so our
customers need packaging that will survive
those supply chains and communicate an
honest brand consumers can feel loyalty
towards.”
Sonoco says its i6 Innovation Process is
crucial in guiding this discovery that will lead
to success.
“It’s important to understand what ‘job’ the
consumer hires packaging to do,” Ms Debaty
said. “We start with insights to understand this
‘job’, how the consumer is looking at the retail
shelf, and where he or she expects to purchase
a product. Solutions that show products’
freshness and honesty, and that are easy to
carry in multiple situations – public transport,
in a car, in a bag – seem to prevail.”
Sonoco’s divisions include consumer
packaging (rigid paper containers, rigid
plastics, flexibles and ends/closures), paper
and industrial converted products (tubes and
cores), protective solutions, and display and
packaging. With such a broad portfolio of
packaging solutions, technical capabilities, and
services all along the supply chain, Sonoco can
help customers from concept all the way to
full-scale production and global distribution,
becoming a total solutions partner.

Sustainable future
Five years ago, Sonoco established goals
to change its economic, environmental and

social performance in aspects that were
material to the business and its stakeholders.
Sonoco’s ‘2014-2015 Corporate Responsibility
Report’ reflects the significant progress it
has made to not only meet, but also exceed,
these challenging sustainability goals.
Sonoco reduced normalised greenhouse
gas emissions (CO2) by 11.6 per cent in
2014 and 23.9 per cent since 2009. Ten
per cent of Sonoco’s global manufacturing
operations have achieved more than 95
per cent diversion of waste to landfill, and
Sonoco Recycling recovered the equivalent
by weight of more than 60 per cent of the
product Sonoco places into the marketplace.
Sonoco has been listed on the 2015 Dow
Jones Sustainability World Index (DJSI),
marking the seventh consecutive year it has
received the recognition.
“Only three global packaging companies
were recognised with listing on DJSI in 2015,
and I’m proud to say that Sonoco has the
longest consecutive streak of any packaging
company currently listed,” Sonoco President
and CEO Jack Sanders said.
“This honour recognises our dedication
to reducing the environmental footprint
from our global operations, providing a safe
and healthy workplace for our employees,
developing innovative packaging and
recycling solutions to meet our customers’
sustainability goals and contributing to the
communities where we operate.”
Using 2014 as its new baseline, Sonoco’s
commitment through 2020 is to reduce
normalised global energy usage by one per
cent annually; reduce normalised water
usage by five per cent through 2020; achieve
Sonoco Sustainability Star award status at
an additional 10 per cent of the company’s
operations by significantly diverting
landfill waste; and demonstrate further
improvement in employee safety, diversity
and engagement.
“Several years ago, we began the process
of changing Sonoco for the better,”
Mr Sanders said. “These changes are
providing us better opportunities to
grow through new products, new markets,
new customers, new services and new
ways of thinking. Our process of change is
also creating an environment that allows
us to better harness the power of our
portfolio and our people to optimise our
sustainability performance.

