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This probing report, based on more than 50 telephone interviews with
leading decision makers in the packaging value chain, illustrates many
of the changes in the evolution of packaging innovation as a brand and
product differentiator. An update of the 2006 Packaging Benchmarking
and Best Practices Study, this newly released report clearly examines
the underlying forces that give packaging a prominent seat at the

product development table.

This groundbreaking study provides an
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Packaging Innovation:
A Key Business 1ool and Enabler
For Growth and Profitability

A major change has heen underfoot since 2006, when PTIS first published its Packaging Benchmarking and Best Practices
Study. The packaging value chain has evolved and passed a critical tipping point where it now has a seat at the product

development table.

But to take full advantage of that opportunity, requires knowledge of the key change agents and market trends affecting
today’s packaging and brand innovation initiatives.

No other report offers the sume depth of knowledge and instruction to help professionals take packaging innovation to

the next level forward in their organizations.

pushing-the packaging innovation process- past
the critical tipping point

® Learn about the posifive economic impact of an
open-innovation culture that supports the role of
packaging innovation leaders

® Discover how innovation is affected by
centralized, decentralized, and hybrid packaging
departments at brand owner companies and
how to innovate within each model

® Gain a clear picture why future package
innovation efforts will fail if not backed by a
strong understanding of consumer insights

® |dentify the most common derailers of innovation
and learn how to avoid them successfully and
move forward innovation initiatives

Plus: Peer-ranked packaging innovators
and overviews of how they earned
that distinction

Where Packaging Sits At The Table

PTIS's groundbreaking benchmarking survey identified the point in the
development process when packaging companies typically offer
assistance, one of 23 Statistical Innovation Tables.
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Plus Purchase The 2009 Innovation Report And
Get the 2006 Report For Just $295!
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