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W ith the so-called Great Recession behind us, key 

decision-makers at corrugated box and folding carton 

converting companies are moving forward in their businesses. 

Our research shows they’re ready to spend, and the new 

Paperboard Packaging is here as your premier marketing 

vehicle to reach this important audience. 

Be present as your customers and prospects make important 

equipment-purchasing decisions including presses, converting 

equipment, paper products, diemaking equipment & supplies, 

prepress systems, software systems, starches, inks, and other 

consumables and corrugating equipment.
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E
very single employee here needs to be capable 

of making decisions,” says Kim Nelson, general 

manager, Royal Containers (RC), Brampton, 

Ontario, Canada. Tiffany Park, one of the sheet plant’s 

customer service representatives, can testify to that.

Seven years ago, she started working at RC while 

a student at a local high school in Brampton. In 2005 

she became a customer service representative. Nelson, 

who’s chairman of the Association of Independent 

Corrugated Converters (AICC), is a big proponent 

of training that goes beyond how to do your job. She 

knew an indecisive customer service rep could be dead-

ly for business. So she made certain that Park and all 

of RC’s customer service representatives went through 

decision-making training. 
“We want our cus-

tomer service reps to ask 

questions so that they’re 

certain to understand the 

customer’s needs and can 

deal with them in a real, 

quick and efficient way,” 

she says.

Park’s decision-mak-

ing training paid off four 

months after she started 

as a customer service 

rep. One day she had to make a decision on the fly. It 

went smoothly; the customer was happy.

“Afterwards, Tiffany told me that she thought first 

and put herself in the customer’s shoes,” says Nelson. 

“I told her she was on the right path.

“It’s all about simplicity, not putting someone on 

hold, and doing what you say you will do.”

It’s also Nelson’s way of conveying to her 200 

employees that, no matter what their job, their 

decision-making capabilities are important to the 

company’s success.

“Every person here is responsible for the growth of 

the company,” she stresses. “All costs associated with 

solving a customer’s problem won’t outweigh the cost 

of losing that customer. When [customer] complaints 

go down, you have happy people. It’s not difficult to 

do your job and feel satisfaction, knowing that you’re 

contributing to growth. People here feel that they are 

worth at least 10 percent more to each customer than 

that of our competitors.”

Dynamics Have Changed

Approximately half of RC’s production volume goes 

to other local box makers and box distributors. Nelson 

points out that the dynamics at the company, founded 

by her father, Ross Nelson, in June 1980, have changed. 

Running a business by serving local manufacturers 

BY MARK ARZOUMANIAN | CONTRIBUTING EDITOR
Empowering employees makes for happy customers. 
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“ The single measure of a manufacturing process 

in control is the percent of waste produced.” This 

adage remains true in today’s modern box plant. 

So why do so many plants struggle with this? Since 

paper is also the single largest cost in the manufactur-

ing process, the importance is there. But the lack of 

focus on the “right” issues usually creates shortfalls. 

Setting the Stage for Success

Plant management must have an overall philosophy and 

zeal for the elimination of waste – all waste. The orga-

nization must focus on reducing costs, properly using 

resources, recycling all waste materials, eliminating energy 

losses, reducing downtime losses, and much more. The 

leadership must set the tone for continuous improvement 

and an expectation that this philosophy is in the fabric 

of everyday operating practices and decision-making. A 

plant operation that’s recycling office paper and turning 

off lights when not in use is generally a plant that’s fo-

cused on more than just product waste. These plants usu-

ally also have good operating practices and low waste.

The beginning steps:

1) Ensure the definition of controllable waste is 

clear and agreed to by all parties. A lot of energy can be 

wasted in “not believing” the number calculated versus 

working on the improvement.

2) Assign a waste champion who can focus and lead 

activities in this area daily. 

3) Establish a waste-tracking and reporting pro-

cess that can capture the source, cause and amount of 

waste. A Pareto chart should be utilized to display the 

data, by highest percentage, daily, and month to date. 

(Pareto charts help break down problems into their 

parts by identifying which parts are the most frequent 

and important. They depict, in descending order, the 

frequency of events being studied.) 

4) Establish an action plan with accountability and 

due dates.

5) Schedule time daily for reviewing improvement 

progress and gaps and schedule weekly continuous 

improvement meetings to measure progress and make 

adjustments.

Identifying the Culprits

The majority of waste is made at the corrugator (it’s 

the only machine that runs 100 percent of the plant 

product), so this will most likely be the focus area. In 

rare cases other machines could be the cause. 

So, if we know it’s the corrugator, why do we 

need to collect the waste data? Two reasons: 1). To 

ensure we’re working the top priority issues first, 

and 2). To measure the effectiveness of our actions 

for improvement.

There are many variables in the corrugator operation: 

paper, starch, heat, speed, operator skills, steam, etc. So 

how do we control all these variables to achieve low waste?  

Control as many variables as possible, and then centerline 

by board grades to reduce the variability from different 

paper grades, mills and operator-influenced settings.
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Plant managers can begin by 

focusing on the corrugator. 

BY THOMAS PEARCE | CONTRIBUTING AUTHOR

     REINING IN

WASTE

W e caught up with Ben Arndt, coo of Sioux Falls, S.D.-based Bell Inc., to hear about how an executive of a $60 million paper-
board packaging company is balancing life on the cam-
paign trail. Arndt, a Republican, is running alongside 
Democrat Scott Heidepriem to be lieutenant governor 
of South Dakota. 

How is the campaign affecting your day-to-
day duties as coo of Bell?Well, as you might imagine, my time is stretched a little 

more than usual but I still aim to be in the office as often as 
I was before this endeavor. Bell has great teams who have 
rallied behind me on this, and they’re always in touch with 
me even if I’m on the road so we don’t miss a beat.

You’ve said, “I’m not a politician; I’m a business-
man.” So, how did you end up in this position?

It’s true; I’m not a politician. But I’ve always been com-
mitted to service and to making every place I live and work 
better. I’ve known Scott Heidepriem for about 10 years. When he decided to run for governor of South Dakota, I thought he had a great message and obviously wanted to help get him elected. I was able to sit in and help with some early cam-paign strategy meetings and provide input. Then in early April, Scott asked if I would be on the list of potential lieutenant governor candidates. I was 

surprised and very humbled. After discussions with my 
family, I decided that I would throw my hat in the ring. 
After several weeks of interviews with Scott’s staff, Demo-
cratic Party leaders, and others, the field of candidates was 
getting smaller. The final week of May, Scott shared the 
news that I had been selected and he asked me to join the 

race as his running mate. I was honored to accept the chal-
lenge. It was publicly announced on June 1, and I’ve been 
busy as a COO and a political candidate ever since.

I’ve observed that the current political climate actually 
favors someone who hasn’t been in politics. South Dakota 
is looking for fresh ideas and new energy, and if this state is 
an example, there’s a growing school of thought that state 
capitols need more people with business experience. The 
idea is that someone who has designed and built lean orga-
nizations, created jobs, balanced budgets, and made smart 
investment decisions in the private sector may well have a 
better chance of getting those things done at the state level. 
It’s very gratifying to think that I might have the opportu-
nity to bring that experience to benefit an entire state.

If your ticket is elected, is it a full-time job or 
do you remain COO?South Dakotans believe in limited government and in 

getting things done quickly and efficiently, so the position 
is not designated as full-time. I would be responsible for 
presiding over the state senate for roughly two months 
each year, but otherwise would be working full-time as coo 
of Bell Inc. and lieutenant governor of South Dakota.

Has the experience been what you expected?
It’s been a thrill to be out meeting and talking with so 

many people every week, and a humbling experience to 
have so many people across the state get behind us and de-
vote so much effort to supporting our campaign.I think for a businessperson, a campaign can seem a lit-

tle more chaotic and reactive than the business. The cam-
paign is typically designed to operate for less than a year 
with a diverse group of passionate volunteers and staffers 
who have probably never worked together on anything be-
fore. They are all trying to do everything they can with lim-
ited resources, because we all understand that everything 
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Q & A BEN ARNDT

RUNNING MATE
How folding carton executive Ben Arndt’s run 
for lieutenant governor of South Dakota is 
informing his business life – and vice versa. INTERVIEW BY MARISA PALMIERI | EDITOR

Arndt

W 
hat’s changed 

most about your 

business over the 

last six years? 

There’s a lot that’s changed. One 

thing is we hired a marketing direc-

tor to get the word out about our 

company. 

We haven’t been real aggressive 

in terms of pounding our chest, but 

we’re good at what we do, so a few 

years ago we hired a marketing per-

son. That was big. 

There’s been a coordination of all 

our collateral pieces, signage, and 

truck logos; we have a new website. 

Everything’s coordinated, so it’s not 

so hodgepodge. It’s more professional. 

We had a 90-year anniversary 

open house two years ago – that was 

a milestone. It was a great event cel-

ebrating 90 years. 

All was well until the economy 

fell apart. We were strong thru De-

cember 2008. The beginning of ‘09 

it was like we hit a brick wall. We’re 

still working through that. It’s chal-

lenging, but business is better. Sales 

have increased, so we’re cautiously 

optimistic. 

What one thing would you say 

has influenced the corrugated 

industry most since 2004? I 

would say there are more people 

that have moved out of our markets 

– moving out of state, off shore or sim-

ply closed up. The customers you were 

used to, they may not be here today. 

Our customer mix is different today. 

 
You owed much of your growth 

at the time to the display com-

pany you founded in 1998. 

Where does that business 

stand? That continues to grow. 

Rather than just simply making brown 

boxes, we’re doing more value-added 

work. That encompasses a lot of 

things, like graphics and assembly.  

At the time you were about 25 

percent displays, which had 

been a huge growth from just a 

few years earlier, and had one 

of the biggest pre-designed 

display programs in the country. 

Where does that stand? The pre-

designed display business is still going 

strong. It’s an entry into doing custom 

displays. We can take customers from 

Each issue we check in with a 

company we profiled in the past.

Tilsner 
 Carton Co.
   St. Paul, Minn.

     President Joel Tilsner

standard, stock displays to anything 

they want with graphics, sound, mo-

tion – anything. 

 
What major equipment invest-

ments have you made over the 

last six years? We bought a new 

two-color Martin mini flexo folder-

gluer. We bought an SRE, which is a 

short-run machine made by Gopfert 

in Germany. We bought five new trac-

tors. We put all new logos on our trail-

ers; we have about 90 trailers. And we 

bought some new pieces of equipment 

in our pallet operation. 

  
You’re third generation. Are any 

other generations of your family 

involved in the business today 

or will they be soon? One of my 

children is in college. One’s just enter-

ing the work force. But we don’t have 

to worry about it yet. I’m 51 years old 

with a ways to go.  

  
At the time you said, “Business 

is not complicated. As long as 

you sell it for more than you buy 

it for, you’ll be OK.” Do you have 

the same philosophy today, or 

has the recession changed that? 

I’d still stick to that, but it’s still just hard 

work. That hasn’t changed. By and large 

I’d agree with that statement still. It’s not 

easy, but it is what it is. 

 
Where will Tilsner be in six more 

years? That’s a long ways off. Long-

term planning used to be 10 years; 

now it’s about three or four years. It’s 

hard to predict, but I’d say doing more 

of the same, hopefully innovating to 

get better and smarter, looking for 

new markets for our products and 

for other businesses to compliment 

ours to acquire. It’s been quite a 

while since we acquired a company. 

[Tilsner’s pre-designed display and 

pallet businesses were acquisitions.] 

But things change so fast; to look 

beyond three or four years seems 

counterproductive. I may be right, 

I may be wrong, but that’s how we 

look at it. PBP

MAY

2004
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THEN NOW

Revenue .......................... $20M  .............  $25M

Footprint .............  20,000 sq ft  .............  Same

Employees ...........................105  .............  Same

Mix Then

25% displays; 75% brown box and pallets

Mix Now
33% displays/graphics; 55% brown/industrial 

packaging; 10% pallets; 2% shipping supplies

Editorial Staff 
Marisa Palmieri
Editor
mpalmieri@questex.com
Phone 216-706-3764 
Fax 216-706-3712Phone 
216-706-3750 

Mark Arzoumanian
Contributing Editor
marzoumanian@questex.com
Phone 773-880-2234 
Fax 773-880-2244



Spring 2011 (March)
Features:
• Corrugated box plant profile
• Folding carton plant profile
• Business focus: Sustainability
• Special report: Young leaders

In every issue:
Features on business, technical and production topics
News & Notes: Insights and inspiration for running a 
better business. 
Where Are They Now? We reconnect with companies 
we’ve profiled in the past. 
Products: The latest industry-related products and services. 

Columns:
Editor’s Note: Marisa Palmieri
In the Fold: Folding carton insights from the Bobst Group
Safety Opportunities: Roger Maxson, safety consultant

Bonus distribution: 
AICC Spring Meeting, PPC Spring Meeting

Ad Close: 2/9 Materials Due: 2/16

Summer 2011 (June)
Features:
• Corrugated box plant profile
• Folding carton plant profile
• Business focus: Customer service
• Special report: 2011 Exclusive Census Report

In every issue:
Features on business, technical and production topics
News & Notes: Insights and inspiration for running a better 
business. 
Where Are They Now? We reconnect with companies we’ve 
profiled in the past. 
Products: The latest industry-related products and services

Columns:
Editor’s Note: Marisa Palmieri
In the Fold: Folding carton insights from the Bobst Group
Safety Opportunities: Roger Maxson, safety consultant

Sponsorship Opportunity:
Census Report

Bonus distribution: 
Chicago TAPPI

Ad Close: 4/15  Materials Due: 4/25

Fall 2011 (September)
Features:
• Corrugated box plant profile
• Folding carton plant profile
• Business focus: Sales
• Special report:  
   2011 Exclusive Box Buyers’ Survey

In every issue:
Features on business, technical and production topics
News & Notes: Insights and inspiration for running a better 
business. 
Where Are They Now? We reconnect with companies we’ve 
profiled in the past. 
Products: The latest industry-related products and services. 

Columns:
Editor’s Note: Marisa Palmieri
In the Fold: Folding carton insights from the Bobst Group
Safety Opportunities: Roger Maxson, safety consultant

Advertising Opportunities:
Corporate Capabilities 
Bonus distribution: 
AICC Fall Meeting
TAPPI Fall Meeting/CorrExpo
PPC Fall Meeting

Ad Close: 8/24  Materials Due: 8/31

Winter 2011/Paperboard 
Packaging’s Buyer’s Guide  
& Resource Directory (December)
Features:
• AICC/Paperboard Packaging Annual Hall of Fame profile
• Corrugated box plant profile
• Folding carton plant profile

In every issue:
Features on business, technical and production topics
News & Notes: Insights and inspiration for running a better business. 
Where Are They Now? We reconnect with companies we’ve 
profiled in the past. 
Products: The latest industry-related products and services. 

Columns:
Editor’s Note: Marisa Palmieri
In the Fold: Folding carton insights from the Bobst Group
Safety Opportunities: Roger Maxson, safety 
consultant

Advertising Opportunities:
Buyers Guide Listings
Ad Close: 11/11 Materials Due: 11/17

2011 Editorial Calendar

Mitsubishi is the world leader in new corrugating and 
box making technology, offering an advanced lineup 
of corrugating machinery, from individual products to 

complete corrugators, and box making machinery manufactured 
worldwide. With the introduction of the new EVOL 100, Mitsubi-
shi has made another leap in performance, providing the same 

remarkable accuracy as the original EVOL – still at 
21,000 boxes/hour running speed – only now for boxes 
up to 100 inches.

As customers demand square boxes to speed their 
packaging process and maximize their productiv-
ity, the EVOL 100 flexo-folder gluer answers that 
demand. Building on the success of the EVOL 84 
with over 100 units supplied to customers around the 
world, the EVOL 100 provides the same speed but 

covering 30% more product sizes. Providing the high speed, 
350 boxes per minute, High accuracy, Productivity, Quality, 
Minimum waste, Easy Operation and Maintenance, the EVOL 
100 adds by consistently delivering the most perfect square 
boxes in the business.

In addition, the Paser 60H is a new singlefacer that is con-
siderably simpler in operation and maintenance, providing faster 
and more forgiving production in a wide range of corrugating 
board while maintaining excellent quality. Additional equipment 
includes the 57H-III slitter-scorer, the ELAN Die-Cutter and a 
new Double Downstacker. All with detailed information from the 
Mitsubishi Control System, providing the most advanced produc-
tion for the next stage of Evolution in the Industry. While main-
taining and strengthening our parts and service position in North 
America, Mitsubishi is committed to the advancement of the 
corrugating and box making industry. For The Long Haul.

Mitsubishi Heavy Industries 
11204 McCormick Rd. Hunt Valley, MD 21031
P: 410-584-7990 F: 410-584-1252
www.mhicorrugating.com

Mitsubishi Heavy Industries

CORPORATE CAPABILITIES FALL 2010  

Visit MHI on your phone!
Open your phone’s web browser and download the 
free app at www.gettag.mobi, and then follow 
the instuctions.

CORRUGATED
WEEK BOOTH#

602



Unmatched Readership

Paperboard Packaging 
Reaches More:

No other industry publication has 
the corrugated container and folding 

carton audience we do. 

Distribution

Domestic (U.S.) 2,274

International 850

Total Reach 3,124

Expanded Reach:
Pass-along readership of 3.28*=Total 
Projected Readership of 10,246* 

Which of the following products do you 
recommend, specify or purchase?

Corrugators/Corrugating Equipment,  
Wet-end . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 19%

Corrugators/Corrugating Equipment,  
Dry-end  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 20%

Diecutters . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 41%

Converting Equipment  . . . . . . . . . . . . . . . . . . . . . . . . 50%

Paper . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 53%

Material Handling Equipment . . . . . . . . . . . . . . . . . . 42%

Inventory Control . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 23%

Folder Gluers . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 36%

Balers  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 36%

Used/Rebuilt Equipment . . . . . . . . . . . . . . . . . . . . . . 36%

Prepress Imaging Equipment . . . . . . . . . . . . . . . . . . 14%

Computer Software-Networking . . . . . . . . . . . . . . . 19%

Printing Presses . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 30%

Starch Mixing Systems, Adhesives &  
Gluing Equipment . . . . . . . . . . . . . . . . . . . . . . . . . . . 16%

Safety Equipment . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 32%

Transportation Equipment . . . . . . . . . . . . . . . . . . . . . 23%

Inks . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 29%

From which of the following do you learn about  
new products?*

Word of mouth  60%

Online  56%

Industry trade publications  76%

Trade shows  61%

Seminars/conferences  28%

A company’s website  43%

A company’s sales representative  59%   

Subscribers Have Purchasing Power

*Source: Publisher's Own Data and Paperboard Packaging Subscriber Survey, 
April 2010 (zoomerang) April 2010 (zoomerang)

What are the titles of the individuals you passed 
along or shared your issue of  
Paperboard Packaging with?

Purchasing
37%

Maintenance
21%

Executive- 
level
55%

Other
27%

72% 
of respondents recommend, 

specify, or purchase products for 
their company.*



The Bottom Line  
Monthly Podcast
Limited sponsorships available

Soap Box Blog
Limited sponsorships available

Custom E-Newsletters

Content directed to a targeted audience 
of registered users. Pricing based on 
length, frequency and audience.

Packaging-Online.com is the only industry web site updated daily with 
the latest news, current and archived issues, plant profiles, job listings and 
so much more. With an average of more than 10,000 monthly visitors, 
advertising on Packaging-Online.com is the perfect way to reach your 
audience online through web ads, sponsorships or custom digital solutions.

Banners
$700/month (net)
468x60 pixels, 10–20kb max file size 

Buttons
$300/month (net) 
120x60 pixels 7–10kb max file size 

Skyscrapers
$1,000/month (net)
160x600 pixels, 35–38kb max file size 

Equipment & Solutions
Monthly E-Newsletter
$500 per month
Free for monthly Advertisers 
in Official Board Markets & 
Paperboard Packaging 
Sent to 5,600 subscribers

Box Biz Weekly E-Newsletter
Box Biz is the weekly e-newsletter for Official 
Board Markets and Paperboard Packaging — 
sent to 5,300 subscribers.

Exclusive Sponsorship ■■
 (per issue) . . . . . . . . . . . . . . . . . . . . . . . .                         $1,000
Partner Sponsorship■■  . . . . . . . . . . . . .              675
Shared Sponsorship■■  . . . . . . . . . . . . .              500
Product spotlight■■  . . . . . . . . . . . . . . . .                 350 

Online Opportunities

Four Color Rates (in US Dollars)

SPACE UNIT

Spread . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  $4,370 Net

Full page .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  $2,300 Net

1/2 page island . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  $1,725 Net

1/2 page .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  $1,610 Net

1/4 page .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  $1,035 Net

Mechanical Requirements
SPACE UNIT DIMENSIONS  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  WIDTH x DEPTH

Full page .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  7" x 10"

1/2 page, horizontal .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 7" x 4-3/4"

1/2 page, island .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  4-1/2" x 7-1/4"

1/4 page, vertical .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  3-1/2" x 10"

1/4 page, square .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  3-1/2" x 4-3/4"

Single page (full bleed) .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 8"x 11"
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