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..-=,—.,_ Pn CTIV Pactiv got you covered on-itge-go meals needs
= Advanced Packaging Solutions — Hot or Cold —
Pactiv Corporation (PTV-NYSE) with headquarters in Lake Forest, IL has q‘ :'ﬁ‘ﬂ

recently introduced two new product lines that will cover all your customer’'s |
on-the-go meal packaging needs with exciting new concepts.

For hot applications, we introduced a line of EarthChoice SmartLock
Hinged Lid Containers. These containers are made from Talc-Filled Poly-
propylene which contains on average 40% less plastic polymer than stan-
dard polypropylene containers. This material has a clean white textured
look. This hybrid material is microwaveable up to 250 degrees and is ideal
for your hot food take-out menu items. These containers are soak resis-
tance and are stackable. This provides a great green alternative to polysty-
rene containers.

The five products come in three sizes to span a variety of applications from
sandwiches to a full hot meal. The medium and large sizes also give you a
choice of one or three compartment layouts. These larger sizes stay se-
curely closed with Pactiv’'s double SmartLock Closure that gives you an
auditable click.

For cold applications, Pactiv has introduced APET Square Salad Con-
tainers. This eye-catching line of square containers that comes with a
black or clear bases and a clear dome lids to merchandise your food to
its fullest potential. These containers also have the Zip Seal closure sys-
tem. And it's going to stay closed and keep your food fresh and pro-
tected.

APET Square Salad Containers come in a variety of sizes. They range
from 8 0z to 64 oz containers. Their square shape looks contemporary
and eliminates dead shelf space. They are designed to hold everything
from salads to a full meal. There numerous small sizes that are ideal for
hard to package items like sushi, small snacks and deserts.

For a brochure or more information on these lines contact your local Pac-
tiv Territory Manager or John Strange, Pactiv’'s National Account Man-
ager to CDI at 1-888-828-2850, ext. 4003 or at jstrange@ pactiv.com.

You buy a plastic bag to perform a very specific function — to contain
and transport trash from point A to point B without tearing or leaking.
RePrime bags perform significantly better than typical can liners
using reprocessed resin. A thinner high-performance can liner such as
RePrime can lead to significant cost savings and source reduction! HERITAGE
RePrime offers more strength while using less resin and contains a We take care.
natural mineral additive for strength. RePrime also uses Accufit sizing
which was created to fit today’s cans exactly with no wasted plastic.
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Sabert’s new small bowls are the perfect complement to —
your table presentation. Our clear silver rim bowl is designed to look
like authentic glass; the silver look rim adds an upscale, premium

touch. Our small square bowls come in black and white, and look like
real ceramic.

Sabert

makes food look great

Sabert’s small bowls are ideal for ice cream, salads and snacks. They stand alone as elegant table-

ware, but could also serve as the perfect final touch to your table.
Contact your Sabert representative for more information.
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For a competitive program on these quality products,

CALL
Temecula, CA (800) 442-9727 (951) 695-1983
Calhoun, GA (800) 752-4106 (706) 625-5260
Mississauga, ONT  (800) 957-8886 (905) 568-9999

International (951) 695-1983




90% of Companies Say IT Critical to Business Ops

Distributor Survey: 1 in 3 Report Unmet Technology Need
By MDM Staff

About 1 in 5 respondents to distributor and manufacturer survey indicated current systems are not meeting
operational and process improvement needs.

Nearly 90% of companies responding to the RSM McGladrey's 2009 Manufacturing and Wholesale Distribu-
tion Survey said that information technology was a critical component of business operations.

Conducted this spring, RSM McGladrey's 2009 MWD National Survey includes feedback from 923 leaders of
U.S. manufacturing and wholesale distribution companies on their perspectives on the current state of their
company and industry, and the strategies they are implementing to sustain profitability.

Further analysis of survey results shows that, to obtain maximum value from IT investments, those invest-
ments must be linked to the company’s strategies and business plan. Eight percent of companies in the sur-
vey indicate such linkages are present.

While the majority of MWD Survey respondents agree that IT is a critical component, survey results show that
comprehensive coverage is an issue for a number of companies. About 1 in 5 respondents indicated current
systems are not meeting operational and process improvement needs; the same indicated current systems
are not meeting reporting and data analysis needs; and, almost 1 in 4 companies indicated lack of effective
systems to communicate with customers and vendors.

Among companies that report IT is a critical component of their business, 1 in 3 still reports at least one un-
met need.

From a risk management standpoint, 70% of respondents reported having information technology disaster
recovery plans in place, but only 47% reported having tested those plans on an annual basis. This leaves
nearly a third of the companies exposed to such a disaster, and another portion which might believe they are
protected but have plans that might not provide the protection expected.

Expanding the functionality of existing IT systems is viewed as a way to exponentially increase the value and
utility of the system to the company. Eighty percent of companies responding to the survey indicated they
have near-term IT expansion strategies in place. Ninety-three percent plan IT maintenance expenditures.

While the current economic downturn has resulted in levels of unemployment not seen since the 1980s, the
demand for skilled IT personnel has increased since the 2008 MWD Survey. About 25% of 2009 survey re-
spondents identify IT personnel as a hiring need, up 7 percentage points from 2008.

RSM McGladrey is a professional services firm providing accounting, tax and business consulting.

Reprinted with permission by: George Brust, Director, Industry Programs, RSM McGladrey
801 Nicollet Ave., 11th Floor, West Tower Minneapolis, MN 55402

PGA Tour Event Strives For Zero Waste—Cups by Fabri-Kal
Featuring FabriKal Greenware® Cups: Made from Plants & 100% Compostable

The Boeing Classic has raised the bar for other PGA tours by successfully executing its first “Striving for Zero
Waste” event in August of 2009. The goal of the event was less than 10% garbage and they beat that by volume.
The success of this initiative wasn't an easy task—it took the participation of nearly everyone attending the

AR GROVE ™ COMPOSTASE

R,
event—with sponsors and committed volunteers working with 65,000+ people over 3 days. All food scraps, com- WHNB L ool
postable serviceware, cans and bottles were collected in clearly marked stations throughout the course, sky w

boxes, and public areas.
{

The end result: by offering full-scale mixed recycling and diverting valuable organics from landfills, the Boeing
Classic team and its sponsors reported that 92% of the overall volume of waste was either recycled or com-
posted.

As part of the initiative, Cedar Grove Composting worked with Fabri-Kal and the Boeing Classic team to cus-
tomize Greenware® drink cups that were used throughout the event. Greenware® annually renewable cold
drink cups are made entirely from plants—not petroleum, and the Greenware® product line is 100% com-

postable in actively managed municipal or industrial facilities, where available. During the event, the Green- G R EEN WA R E’
ware® cups were collected in the stations throughout the golf course, which were then composted in a facility
managed by Cedar Grove Composting. Attendees were able to easily identify that the Greenware® cups were
compostable by the signature Cedar Grove brown stripe surrounding the base of the cup.

To find out more about Greenware® products and to locate composting facilities in your area, visit www.f-k.com.

Show your true colors.™




Cupcake Containers ,

KP424

24 Count

PET, BGauge 0.02
High Dome

2 Piece Top & Bottom
i Pack=50

6 Count

PET, Gauge 0.018
High Dome

1 Piece Hinged
Pack=150

KP412

12 Count

PET, Gauge 0.018
High Dome

1 Piece Hinged
Pack=100




Addressing the Price Question Early in the Sale
Paul McCord

The price of your goods and services is always a primary concern to your prospects. Whether you like it or
not, price is top of mind with the majority, if not all, of your prospects; and you probably find the question of price comes up
in your conversations with prospects long before you have had the opportunity to build value in your product and service.

The price question presents you with a serious dilemma-how do you honestly answer the question of
price, yet at the same time save a detailed conversation about price until you have had the opportunity to build
the value in your product and service that justifies its price?

The early introduction of the price question seems to put you in a position of having to choose between two rules
of selling that appear to be antithetical to one another at this point-always answer your prospect's questions honestly and
directly, and never discuss price until you've built value in your product or service.

Fortunately, you can honor both rules.

The key to addressing the price question is understanding why the question is asked in the first place. Many
salespeople see the price question as an objection-it isn't. It's an honest question by the prospect who is trying to deter-
mine their interest level in your product or service. Just as you are trying to qualify your prospect, they're trying to
qgualify your product or service, as well as qualifying you, and one of the major qualification questions they have
is price. They're simply asking the question too early, before they have sufficient information to determine
whether your product or service justifies the investment.

The easiest way to handle the question is to give the prospect a direct answer and then bridge back to your inves-
tigation of their wants and needs to build value. Depending upon the product or service you're selling, your answer to price
may be specific-"This truck is twenty five six fifty four"-or general-"depending upon your specific needs we find when we do
the needs analysis, the complete instillation of the software and training can range from a few thousand dollars on up."

Your statement then needs to be immediately followed up with a question to bridge back to investigating their
needs to help you build value.

In the truck example above you might then ask, "Will you be pulling a trailer often, or just on occasion?" In this
example your full statement would be, "This truck is twenty five six fifty four. By the way, will you be pulling a trailer often
or just on occasion?" You've answered your prospect's question, but you then lead them back into a discussion of their
needs, which will help you determine what vehicle will best meet their needs, give you information to highlight the features
of the truck that will meet those needs, and the benefits of those features that will give value to the price of the truck.

In the software example, the full statement might be something like: "Well, Nancy, depending upon your specific
needs we find when we do the needs analysis, the complete instillation and training of the software can be anywhere from
a few thousand dollars on up; by the way, what other applications do you run that our software will have to be integrated
with?" Again, you've given an honest answer to the price question since at this point you don't know what the package will
cost. Instead of trying to answer an impossible question, you've given the typical cost range and then followed with a
guestion that will put the conversation back on track of investigating your prospect's needs, allowing you to gather the in-
formation you need to build value in your product before you get into a serious price discussion.

Price questions need not create problems for you or for your prospect. Price is a natural concern for the
prospect, but knowing a price without understanding the real value of the product or service is meaning-
less. Your job is to answer your prospect's question and return the conversation to a point where you can build
value for your prospect, so they can appreciate the price in context of value.

If you refuse to answer the price question you run the risk of insulting or angering your prospect-not to mention the
damage you do to your credibility and trustworthiness. But if you begin a serious discussion of price before you've had the
opportunity to build value, you ask your prospect to make an investment without having a basis to determine whether the
investment is justified.

By addressing your prospect's question briefly but honestly, and then moving the conversation back to investigat-
ing your client's needs and wants, you can successfully delay a detailed conversation about price until you've had the op-
portunity to demonstrate why your product or service justifies its price.

Contact: Have a topic you'd like addressed or just want to connect with me? Email me at
pmccord@mccordandassociates or give me a call at 281-216-6845.




McNairn Packaging Announces Personnel Promotion
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s A\\\ - With great pleasure McNairn Packaging announces the appointment of Brent Quinn as Vice
% MCNAIRN President, Sales-North America. Brent has had a long and distinguished career at McNairn
3r Mik-“"'“d since joining the organization as a Regional Manager in 1994. He was promoted to National
oty iar® Sales Manager (Canada) in 2003. As we enter into an exciting and challenging phase of fur-
ther growth and innovation, Brent will be playing a key role as a member of McNairn’s Senior

Management Group, charged with implementing our "One McNairn" vision across the entire North American
business
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Wolfdancer Golf Course at Sunrise Wolfdancer Golf Cours

Consolidated Distributors, Inc.
BOARD OF DIRECTORS

Robert Tillis, President Keith Dreyer, Opig}%n:EMGagg%e;
IMPERIAL BAG AND PAPER COMPANY, LLC. d il :

Bayonne, New Jersey Arden Hills, Minnesota
(201) 437-7440 (651) 633-5555

John Caldwell, Brian J. Flynn, President CEO
Vice President of Sales/Marketing Alliance Paper and Food Service
JOSHEN PAPER AND PACKAGING Franklin Park, lllinois

Cleveland, Ohio (847) 349-1500
(216) 441-5600

Michael Vanatta, President John J. Vozzo, Executive Vice President
GREAT SOUTHWEST PAPER COMPANY, INC. SINGER EQUIPMENT COMPANY
Houston, Texas Elverson, Pennsylvania
(713) 223-5050 (610) 286-8000

Susan G. Vinson, President
CONSOLIDATED DISTRIBUTORS, INC.
Monroe, Louisiana
(318) 361-9676 * (800) 245-9169 NAT. WATS « Fax (318) 361-3878
E-mail: info@cdi-1.com Web Site: www.cdi-1.com






