- |

Yashlari DikRate Almamak,
MarRalara Pahaliya Mal Olabilir
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lleri Yasl Vatandaslarin Alim Gilcii Arttikca, Marka Sahipleri Ambalajin Kullanim Kolayligini Daha Cok Diisiinmelidi.

Batl Yakasinda toplantilarla dolu uzun bir
haftanin ardindan gece ucusuyla evime
dontiyordum ve dar Roltuguma yerlestigimde,
yanimda oturan ve muhtemelen altmisl
yaslarinda olan, bir patates cipsi ambalajini
acmak icin cabalayan hanimefendiyi fark ettim.
Bazi notlari gozden gecirmek icin diz{isti
bilgisayarimi agmadan once biraz sohbet
ettik. Ama yine de yasl tiiketiciler icin patates
cipsi ambalajlarr gibi yiyeceR ambalajlarini
acmanin genellikle ne kadar zor oldugunu
diisiinmeden edemedim.

Marka sahipleri genelliRle bu giicli
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demografigin ambalaj ihtiyaclarini ele almaz.
Bazi rakamlar kesinlikle cok dikRat cekici:
Avrupa'nin sasirtici derecede diisik dogum
oranlariyla nasil basa cikacagl hakkinda yeni
uyarilar yapildi. BM Niifus Bolimi yoneticisi
Joseph Chamie, diinya niifusunun %210'unun
coktan 60 veya (izeri yasa ulastigini gosteren
tahminler rapor etti. 2050'ye geldigimizde
bu pay, artisin sebebi olacak olan 6lim ve
dogurganlikta azalmayla %22'ye, yani 2 milyar
insana y(ikseleceR. Yasca biiyiik vatandaslarin
sadece sayisi degil, harcama glict de artiyor.
Bir zamanlar aile Rurmada Rarsilastigr mali
yiRleri artik genellikle bulunmayan bu

demografik, tim diinyada harcama giiciin(i
gosteriyor.

Tiiketici Griinlerini dreten firmalar niifusun
bu biiyiiyen Rismina pazarlama icin yeni yollar
ararken, bir Grlind glinimiiziin yasca bly(k
vatandaslari icin ¢ekici Rilanin ne oldugunu
da diisinmelidir. Asirlik 6zdeyiste de oldugu
gibi, “Uriniin ambalaji, misterinin Griinle
yasayacagi ilk tecriibedir. "Ambalaj tim
tiReticileri alim noktasinda etkilerken, bu
durum, aradiRlari Griind bulmak icin raflari
asindiran yasca buyik vatandaslar icin daha
da biiylR bir etken oluyor. Yasi tiiketicilerin



biiyiiR bir dnceligi, bir ambalaji acma ve
Rapama kolayligidr.

Yeniden Kapatilabilir Fleksibil (Esnek) Ambalaj
Yeni ambalaj ¢oziimleri marka yoneticilerine
ve miihendislere, yasca biiyiiR tiiketiciler icin
Rullanimi Rolay olan ve giinlik hayatlariyla
birlesen ambalajlar gelistirmeleri icin yardimci
olmaktadir. Bu yeni cozimlerle yeniden
kapatilabilir fleksibil (esnek) ambalaj, yaslanan
tiketicilerle yakin marka iliskileri Rurmakta
etkili olabilir.

Fleksibil (Esnek) ambalaj, tek basina, nakliye
sirasinda yerden kazanma, agirlik azaltma ve
magazada artan raf goriinebilirligine Radar
tliRetici driinlerine bircoR avantaj sunar.
Yeniden Rapatilabilir ambalaj dreticilerinden
birisi olan Zip-Pak'in bu son yeniligi ile hem
marka sahipleri, hem de tiiketiciler icin givenli
ve Rolay kapama istenen bir ¢dzim olmustur.
Ayrica bir fermuarin {izerindeki delikli uc gibi
ekstra giivenlik dzelliRleri de ambalajin Rolay
acilacagini, fakat ilk kullanima kadar hava
almayacak sekilde kapali oldugunu gosterir.
Agilmis ambalajlar belli eden dzellikleri, rinin
taze ve Rirlenmeye karsi korumali olduguna
dair tiiketicilere giiven verir. Yeniden
Rapatilabilir fleksibil ambalajla, yaslanan
tiReticiler basit bir seRilde kullanim Rolayligi
ve giivenlik arasindaki dogru dengeye sahip
olabilmektedir.

ZIP-PAK® SLIDER™ isimli bulus, dzellikle daha

diisik el hareketliligine ve Ruvvete sahip
olanlar olmak (izere her yastaki insanlar icin
daha verimli ve glvenli bir Rapanma saglarken,
ambalajlarin daha kolay acilip kapanmasini
saglayan, ergonomik olarak tasarlanmis bir
baglantiya sahiptir. Basarak Rapatilan diriinler
gibi diger Zip-PaRk buluslar, tiiketicilerin
ambalajlari Rolayca acip Rapamasina yardimci
olur. Bu ¢oziimler, geleneksel basarak kapatma
ve ZIP-PAK® DoubleZip™i de icerir. Her iki
bulus da, elin givenli kapama icin fermuar
boyunca kolayca Raydigi flansli kilitleme
fermuari profillerine sahiptir, ve acarken
cekmesi de Rolaydir. DoubleZip basarak
Rapatilan fermuar, ambalajin tamamen
Rapatildigl konusunda daha da fazla giivence
saglayan iki flansh fermuar profiline sahiptir.

Gormek, inanmaktir

Bu yeni ¢oziimleri acmasi ve kapamasi Rolaydr.
Yaslanan tiketiciler, sadece ambalaja bakarak
ve gereRiyorsa nasil yapacaklarina dair coR
Riciik talimatlarla hemen nasil calistigini
anlayabilir. Bu gorsel ipucu hayati 6nem tasir
ve rafta yasca biiyiiklerin alim Rararini
etRileyebilir.

Aileleri biiyiyiip evden ayrildikca, yasca biyik
vatandaslar genellikle zaman ve paradan
tasarruf saglayabilen coklu ambalajlardaki
tek servislik porsiyonlara itimat eder. Yasca
biyiik vatandaslarin drinleri coRlu
ambalajlarda daha uzun siire Rapali ve taze
tutabilmelerine yardimcr oldugu ve bozulma
Rorkusu olmadan istedikleri hizda
tiiketebilmelerini sagladigi icin yeniden
Rapatilabilirlik biyiR bir avantajdir.

Yeniden Rapatilamayan ambalajli Griinleri
ireten sirketler, Griiniin ambalajinin etkisini
minimuma indirme riskini tasir. Bir stirgli veya
basarak Rapatilan bir fermuar olmadiginda
tiiReticiler esas ambalaji atip, markasiz
saklama Raplarina ve posetlere yonelmektedir
Ri bu da bir markanin ambalaj tasarimina
harcanan para ve zamani gereksiz hale
getirmektedir. Ozellikle coklu servis
ambalajlarina, marka degerini arttirmada
Raybedilen bir firsat olan tekrar Rapatilabilme
0zelligi eRlendiginde, driin yoneticileri Griindn
en son Rullanimina Radar markanin misterinin

gozlerinin oninde kalmasini saglar.

Yasam Tarzlari ve Ambalajlama, ARilli bir Diisiince
Yasca biiyiik vatandaslara pazarlama yapilirken,
onlarin yasam tarzlari da dikkate alinmalidir.
Teknoloji ve tibbi bakim ilerledikce, yaslilarin
yasam Ralitesi de artmakta ve onlarin gayet
aktif olmalarini saglamaktadir. Sonug olarak,
marka yoneticileri aktif bir yasam tarzina
uyan drinler sunmayr diisinmelidir. Yeniden
Rapatilabilme 6zelligi olmayan ambalgj, Giriniin
tiiketimini sinirlayabilir. Bir Griinin ve
ambalajinin, gittikce aktiflesen yasca biyik
tiReticilerin hayatiyla nasil bitiinlesecegini
distnmek, devamlilig olan bir etki birakmak
ve bu demografikle giicli bir iliski Rurmak
icin iyi bir yoldur.

Yeniden Rapatilabilme ¢zelligi eRlemek, yasca
biyGR tiketicilerin ihtiyaclarinin
diisinldigini gosterereR, onlarla gliclii bir
iliski Rurmada yardimci olabilir ve bu da
markaya sadik kRalmayi ve teRrar alimlari
tesvik eder. Avrupali yash nifusunun
onimizdeRi on yillarda artmasinin
beklenmesiyle, bu giicli demografigin
ihtiyaclarini Rarsilamak icin marka sahiplerinin
driinleri ve ambalajlari gdzden gecirmesi
gereRir. Bunu yaptiklarinda ucakta elinde
patates cipsi olan hanimefendi eminim
minnettar olacaktr.

W Bu makale Zip-Pak Pazarlama Midiirii Elizabeth Sheaffer
tarafindan hazirlanmistir. Daha ayrintil bilgi icin:
elizabeth.sheaffer@zippak com adresi ile iletisime geciniz.
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Research I

Senior Citizens: Counting Them Out Can Cost Brands Big

Englis!

As Senior Citizens' Buying Power Increases, Brands Must Consider the Whole Package

| was heading back home on the Red-Eye after a
long week of meetings on the West (oast, and
as | settled into my cramped, coach seat, | noticed
the lady next to me - probably in her mid -
sixties-struggling to open a potato chip bag. We
chatted briefly before | opened up my laptop to
review some notes. Yet | could not stop thinking
about how food packaging, like potato chip bags,
are often very difficult to open for ageing
consumers.

Often, brand owners do not address the packaging
needs of this powerful demographic. The numbers
are certainly compelling: new warnings have been
made about how Europe will manage with strikingly
low birth rates. Joseph Chamie, director of the
UN Population Division, reported estimates that
already 10% of global population is aged 60 or
more. By 2050, this share will mount to 22%, or
about 2 billion people, with declines in both
fertility and mortality accounting for the increase.
Senior citizens are not just growing in number;
they are growing in spending power as well. Often
free of the financial burdens it once had with
raising a family, this demographic is flexing its
spending muscles all over the world.

As consumer product companies look for ways
to market to this growing segment of the
population, they should consider what makes a
product an attractive purchase for today's senior
citizens. As the age-old industry adage says, “The
package is the first experience a consumer will
have with the product inside.” While packaging
influences all consumers at the point of purchase,
it is becoming an even bigger consideration for
senior citizens scouring the shelves for a desired
product. A major priority of senior consumers is
the ease of opening and closing a package.

Enter Resealable Flexible Packaging

New packaging solutions can help brand managers
and engineers develop packaging that is easy for
senior consumers to use and integrates well into
their everyday lives. With these new solutions,
resealable flexible packaging can be effective in
building close brand relationships with ageing
consumers.
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Flexible packaging by itself offers many advantages
to consumer product goods companies, from
weight reduction and space compression during
shipment to increased shelf visibility in the store.
With recent innovations from Zip-Pak, a world
leader in resealable packaging, closures have
become 3 welcome solution to providing easy
access and a secure seal for consumers and brand
owners alike. In addition, added safety features
such as a perforated tab above a zipper gives a
visual clue that the package will be easy to access
yet it is hermetically sealed until the first use.
Tamper evident features reassure consumers that
a product is fresh and sealed against contaminates.
With resealable flexible packaging, ageing
consumers get the right balance of security and
ease of use in a simple format.

One innovation, the ZIP-PAK® SLIDER™, features
an ergonomically designed clip that makes
packages easier to open and close while ensuring
a more effective and secure seal for people of all
ages, especially those who are experiencing less
hand mobility and strength. Other Zip-Pak
innovations, such as the press-to-close family of
products, help consumers easily open and close
packages. These solutions include the traditional
press-to-close as well as the ZIP-PAK® DoubleZip™.
Both innovations feature flanged interlocking
zipper profiles making it easy for the hand to
slide across the zipper for reliable closing and
are simple to pull apart when opening. The
DoubleZip press-to-close zipper features two
flanged zipper profiles, offering even more
assurance that the package is completely closed.

Seeing is Believing

These new solutions are easy-to-open and easy-
to-close - and they look easy-to-open and easy-
to-close. Ageing consumers Rnow immediately
how it works simply by looRing at the package
and require little, if any, instructions on how to
operate it. This visual clue is vital, and can
influence the purchasing decision of the senior
demographic at the shelf.

As their families grow up and move out of the
home, senior citizens often rely on single-serve
portions in multi-packs, which can save both time

and money. Resealability can be a major benefit
because it allows seniors to keep products
contained and fresher longer in multi-packs and
enables them to consume products at their own
pace without fear of spoilage.

Companies that produce products that are
packaged without 3 resealable feature risk
minimizing the influence of 3 product’s packaging.
Without a slider or a press-to-close zipper,
consumers throw away original packaging and
turn to unbranded storage bags and containers,
often rendering useless the time and money
spent on a brand's package design. By incorporating
a resealable closure, especially on a multi-serve
package, brand managers ensure that the brand
stays in front of the consumer throughout the
[ast use of the product a lost opportunity for
building brand equity.

Lifestyles and Packaging, a Smart Consideration
The lifestyle trends of senior citizens should also
be taken into account when marketing to them.
As technology and medical care continue to
advance, the quality of life for many senior citizens
enables them to remain extremely active. As a
result, brand managers must consider offering
products that fit an active lifestyle. Packaging
that lacks a resealable feature can limit product
consumption to the home. Keeping in mind the
way a product and its packaging will integrate
into the lives of increasingly active senior
consumers is @ way to really make a lasting
impression and build a strong relationship with
the demographic.

Incorporating a resealable closure can build 3
strong relationship with ageing consumers by
communicating that their needs were taken into
consideration, encouraging brand-loyalty and
repeat purchases. With the population of European
seniors projected to rise in the next several
decades, brand owners need to consider products
and packaging to satisfy the needs of this powerful
demographic. The lady on the plane with the
potato chip bag will undoubtedly be thankful
when they do. [ |

W Prepared By Elizabeth Sheaffer, Marketing Manager, Zip-
Pak; e-mail: elizabeth.sheaffer@zippak.com




Farmasdtik, nutrasctik ve kisisel bakim
diinyasinda yer alan endistri uzmanlariyla Gg
glnlik bulusma. Pharmintec, yoneticilerin ve
uzmanlarin en yeni proses, ambalajlama ve
lojistik teknolojisi hakkinda bilgiye ulasabilecedgi
noktadir. Burada mukemmellik, yenilik ve
entegrasyon bulacaksiniz. Pharmintec’e katilin:
iic glinde isinizi canlandirin,

tipacikcsima.. tarafindan organize ediimektedir.
corso Sempione 4 - 20154 Milano - Italya
v tel. +39 023191091 - fax +39 0233619826
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