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Sustainability Can Be a Sweet Spot

By Esther Durkalski
Managing Editor

ustainability is a major issue in
the packaging arena today and
there are plenty of opportunities
for companies to find and market
themselves in this niche, said sev-
eral speakers at the Third Annual Sustainable
Packaging Forum, held Sept. 26-27 at the
Sheraton Station Square in Pittsburgh and
sponsored by Packaging Strategies.

Andy Savitz, senior consultant with Sus-
tainable Business Strategies and author of
the “Triple Bottom Line,” told the sold-out
audience of 450 that packaging companies
can find a sustainability sweet spot in the
overlap between their business interests and
community interests.

From left: DeLoach and Savitz

“The companies that actively and aggres-
sively find the sweet spot get innovative very
quickly,” Savitz says.

Those companies focus on new products
and services, processes, markets, business

Continued on page 4

Transacted Containerboard Prices

Average transacted price levels are tabulated by obtaining paid prices from independent converters pur-
chasing linerboard and medium. All prices are intended as a reference standard only. Transactions may
be concluded at any time at any price agreed upon by seller and purchaser. These are delivered prices for
week ended previous Tuesday. Price ranges listed are per short ton.

42# Fourd. Kraft Linerboard $515-525 |

Kraft Linerboard Upcharges (Nationwide):
26#: $50/ton

31#: HP* $30/ton
Recycled:

35#: HP Recycled: $30/ton

26# .009 Semichemical

Medium
Semichemical Medium Upcharges (Nationwide):
23# SM:** $20/ton

Linerboard Operating Rate Falls Slightly
Last August the linerboard operat-

ing rate hit 100.8 percent, down
0.8 percent from the prior month,

the AF&PA report. p.40

$545-555  $540-550

33# HP: $25/ton
*HP: High Performance **SM: Semichemical Medium

$565-575

33#: $30/ton
35# HP: $25/ton

57# HP: $20/ton

$480-490 $505-515  $520-530 $525-535  $535-545

40# SM: $10/ton

INSIDE:

Export OCC Prices
Rocket Higher
p.11

TAPPI's CPD Partners

p.14

$550-560

Sonoco Acquires
Caraustar’s Fiber
Containers Assets

Last week Sonoco acquired
the fiber containers and indus-
trial plastic carriers assets of
Caraustar Industries. Terms
of the transaction were not
disclosed. The acquisition is
expected to be modestly ac-
cretive in the first full year. The
operations are anticipated to
generate approximately $50
million in annualized sales.

The acquisition, whose
proceeds Caraustar will use to
reduce debt, includes six U.S.
manufacturing facilities that
employ a total of approximate-
ly 260 workers. The fiber con-
tainer operations are located in
Covington, Ga., Stevens Point,
Wis., and Orrville and St. Paris,
Ohio. The plastics operations
are in New Smyrna Beach, Fla.,
and Union, S.C.

“The sale of these assets
reflects our objective to exit
noncore businesses,” says Mi-
chael J. Keough, Caraustar's
president and ceo.

Caraustar will continue
to serve the four principal re-
cycled boxboard product end
use markets: tubes and cores;
folding cartons; gypsum fac-
ing paper, and miscellaneous
specialty paperboard products.

Five Ways to

with Paperboard Packaging Grow Your Business

p.26



CHANGE THE MORALE

Can You Survive the Downtimes?

By Monica Wofford, President
Monica Wofford International, Inc.

ur economy has shifted. It has gone back to nor-

mal, some would say. Others claim the Gross Do-

mestic Product is still rising and job placements

are up, both good things. But when your staff

starts to feel the crunch and believes that things
are bad, what do you think the impact on your organization
will be?

Employees who feel their job is on the line may give up car-
ing what your business looks like. Employees surrounded by
negative customers or rejection day in and day out may begin to
believe all they hear and pass it on, accurately or otherwise.

The time is now to help those who feel they have fallen, to
get up. Change the morale from “it’s all going down” to “we
can turn things around.” Your efforts don’t have to rhyme,
but they may be the most important thing you do to save
your company, your department, and your employees from
making a mad dash to the door for greener pastures. If you
feel your team has fallen... and doesn’t know how to get up,
try these steps:

Rally the Troops—Much of what is begun as grapevine fodder
in organizations is a function of miscommunication. One
look or one memo can create an avalanche of damage con-
trol and attitude issues. Rally the troops and openly discuss
what is going on with your business. What are the trends?
What is affecting your business economically? Why are you
changing a product line or lowering or raising prices? If
they are a part of the process and have all the information
they need to know, employees are much less likely to create
their own answers to keep from feeling in the dark.

Refocus Training—DPart of what helps an organization is train-
ing to keep up with the new skills needed and new advance-
ments made. However, training is a $51 billion industry
and much of what organizations offer is not what will fix
the problem. For example, time management training will
not help employees overcome the fear of continued rejec-
tion, which may be the real reason they are not meeting
their cold calling quota. A refocused training plan that
begins with a complete analysis of where the problems lie
may incur a slightly higher investment up front, but will
leave you with lasting results far after the downtimes have
gone.

Get to Know Who They Really Are—Under stress people will
reach for and use traits and behaviors that are not normally
used. If an employee shows an attitude problem when the
stress is high and change is frequent, but not when times
are good, it is possible that mere raised awareness will allevi-
ate the problem. In fact, one profile tool and 90 minutes in
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our business has been known to clear up days and hours of
work in what could have become a huge human resource
issuc. The awareness of what an employee does under stress
will help you and that employee to be more rational and
productive at 2// times.

Whether you believe times to be tough or just
fine, the perception of those you work with is
the reality they face every day.

Bring in an Outside Source—If you have children, then you
have seen what happens when they ask you a question. You
are just the parent and cannot possibly have any validity. Yet
if the neighbor or a complete stranger provides the same
answer you did to the same question, that outside, unfamil-
iar party seems to have real insight. The same is true in your
organization. The voices of the familiar faces loose their
value over time and when an outside source comes in and
shares similar information in a different way, their credibility
is automatically greater. Bring in a consultant, an advisor, or
a trainer that you trust to diagnose and dcliver a solution to
the problems that you are facing in these times.

Re-Motivate Middle Management—No one seems to suffer more
than those in the middle of any situation. Middle manage-
ment, when times are tough, gets it from senior levels in ask-
ing for more numbers and better results. But, they also get it
from the employee level in complaints, attrition, or personal
issues that prevent performance. Give some thought to the
middle managers in your ranks who could use a little kudos,
a little team spirit, and a little pat on the back for, frankly,
being the glue that seems to hold it all together.

Whether you believe times to be tough or just fine, the
perception of those you work with is the reality they face
every day. What you do in the downtimes shows character and
strength and conviction of your beliefs. It is easy to be happy
and upbeat when things are good. But who are you when the
chips are down and how many people do you help to pick up
in the process? They say when you make it through the tough
stuff that it builds character, but you have to make it through
it to see all the new character you now have.0BM

About the author: Wofford brings more than 17 years of expe-
vience as o business consultant, trainer, and speaker to Monica
Wofford International, Inc. Her Orlando-based training firm
provides one-on-one conching, profile assessments, and consulting
on tradining problems to many Fortune 1000 companies. She can
be veached at www.monicawofford.com or at 866-382-0121.
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