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Welcome to the opening issue of SIGnals magazine from SIG, featuring the very best 
of the SIGnals blog, our online knowledge hub for the food and beverage industry. 
 
SIGnals is designed to inform, inspire and innovate with insightful stories, videos, 
interviews and more. From innovative products and smart factories to connected 
packs, it puts the spotlight on the key industry developments taking place – now and 
in the future.  
 
Inside this issue, you’ll find a collection of stories from the SIGnals blog, which I hope 
will give you a taste of how we can help turn today’s challenges into tomorrow’s 
opportunities.  
 
Check out the latest SIGnals stories now at signals.sig.biz  

—
A TIME TO 
INFORM, INSPIRE 
& INNOVATE
—

WHO WE ARE 

SIG is a leading systems and solutions provider for aseptic packaging. 
We work in partnership with our customers to bring food products 

to consumers around the world in a safe, sustainable and affordable way. 

Our unique technology and innovation capacity enable us to provide 
customers with end-to-end solutions for differentiated products, 

smarter factories and connected packs to address the ever-changing 
needs of consumers. 

sig.biz 
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—
SMART FACTORY

Food and beverage production is rapidly 
changing and becoming more demanding 
than ever. Smart Factory is our platform to 
deliver IoT-enabled systems, solutions and 
services that transform filling plants into fully 
connected factories. Explore the benefits of 
this digital transformation in our collection of 
Smart Factory stories. 

From consumers to company employees, 
everyone is now looking to businesses to 
advocate for global issues like sustainability. 
That’s why SIG is striving to give more than 
we take and be a responsible partner for our 
customers. Get the latest on our 
responsibility efforts and achievements as we 
become net positive. 

INSIDE 
THIS ISSUE

All over the world, the need for high-quality, 
sustainable and convenient food and 
beverage products is increasing. Product 
Innovation is our commitment to deliver 
innovative product and packaging solutions 
that enable producers to meet ever-changing 
consumer needs. Stay ahead of the latest 
trends with our exclusive insights. 

06 / A NEW SENSATION  
The rise of sensory-rich products

08 / THE INSPERIENCE EXPERIENCE 
Recreating outside experiences at home

10 / INNOVATION IN EVERY PACK  
A world of unique pack structures 

12 / THE SUPERFOOD SURGE  
The growing hunger for superfoods

14 / INNOVATION AT SIG  
Creating consumer-centric solutions

26 / THE FUTURE OF PACKAGING IS 
CONNECTED  
Making packaging smarter   

28 / A TRACK-AND-TRACE WORLD  
Creating fully transparent products 

30 / SHOWING YOUR EMOTIONS  
Why brands need to really connect 

32 / THE CLEAN EATING IMPACT  
The call for more product information 

34 / SEEING THROUGH  
THE SUPPLY CHAIN  
The need for more visibility 

16 / 3 WAYS TO BUILD A SMARTER FACTORY  
How to start the journey 

18 / THE TIME IS RIPE FOR CHANGE  
The new era of digital transformation 

20 / ACCELERATE PERFORMANCE  
Turning data into discovery

22 / THE POWER OF PREDICTION  
A new level of intelligent prediction

24 / WEARABLES AT WORK  
The digital potential for business 

36 / GIVING MORE THAN YOU TAKE  
The journey to being net positive 

40 / A BALANCED SOLUTION TO  
CLIMATE CHANGE  
Sustainable products with mass balancing 

42 / FACES OF NET POSITIVE / PART 1 
With SHINE Co-Director Gregory Norris

44 / FACES OF NET POSITIVE / PART 2  
With SHINE Co-Director Gregory Norris

46 / FACES OF NET POSITIVE / PART 3 
With SHINE Co-Director Gregory Norris

As the world becomes more connected and 
digitised, the demand for transparency and 
traceability is growing. Connected Pack is a 
drive to deliver digital technologies and 
unique track-and-trace solutions to ensure 
connectivity and transparency in every pack. 
Discover the potential of connected 
packaging for your business.  

—
PRODUCT INNOVATION

—
CONNECTED PACK

—
RESPONSIBILITY

CONTENT
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“

—
A NEW  
SENSATION

When it comes to food and drink products 
today, it’s all about the experience. 
Experiences that are unique, surprising or 
appeal to multiple senses, creating 
sensations that go far beyond standard 
products. 

With consumers hungry for multisensory 
experiences, texture is set to be one of 
the biggest new food trends. In fact, 
according to Mintel’s Global Food & Drinks 
Trends report, the sound, feel and 
satisfaction that texture provides will 
become increasingly important to 
companies and consumers alike.

This means we can expect more textures 
from techniques like fermentation, baking 
and freeze-drying to create products such 
as chewy beverages, dairy drinks with 
seeds or teas with tapioca pearls. Mintel 
believes textures can help consumers 
perceive products as fresh, filling or fun. 
And, because of this, brands can generate 
significant traction on social media, 
particularly amongst the so-called 
iGeneration – consumers aged 10-27. 

SIGnals on April 23, 2018

Consumers are looking 
for more sensory-rich 

products and 
experiences, making 

textures one of the 
biggest food and drink 

trends of the year  

soft drinks. This means producers can 
create a whole range of texture-rich 
products, from milk snacks with cereal 
grains, and vegetable drinks with aloe vera 
pieces, to health drinks with konyaki 
pearls or indulgent chocolate drinks with 
coconut flakes.  

Read more about texture  
possibilities with drinksplus at  
sig.biz/en/solutions/drinksplus 

Textures is an area SIG is already active in, 
especially with its drinksplus technology 
that enables producers to add natural 
extras to drinks, such as pieces of fruit, 
vegetables or cereal grains. For the 
Chinese dairy enterprise Mengniu, 
drinksplus opened up new opportunities 
in the on-the-go breakfast segment. 
Together with SIG, Mengniu launched a 
premium and highly-nutritious milk drink 
with oat and wheat grains. 

With drinksplus, beverages with up to 10% 
natural particulate content can be 
processed and aseptically filled in carton 
packs on standard SIG filling machines for 
liquid dairy products and non-carbonated 

While the texture trend is growing in 
Europe, Asia has long realised its potential 
with consumers here well-used to new 
and interesting texture ingredients. In 
China, Mintel found that 43% of 
20-49-year-olds who consume ready-to-
drink teas are interested in options with 
fruit bits. In addition, a third of Chinese 
20-49-year-olds say their ideal yoghurt 
would have cereal, grains or seeds. 

DRINKS WITH ADDED VALUE 
Signs of the texture trend have 
been emerging in recent years 
with the surge in popularity of seeds, 
grains and pulses within foodstuffs. In 
2016, Mintel analysts revealed the 
percentage of food and drink products 
containing chia seeds had risen by 70% in 
just two years. This surge is due to a 
demand for nutritionally dense 
ingredients that can offer added health 
benefits. 

PRODUCT INNOVATION & 
DIFFERENTIATION

The sound, feel and satisfaction  
that texture provides will become 
increasingly important to  
companies and consumers
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PRODUCT INNOVATION & DIFFERENTIATION

—
THE INSPERIENCE   
EXPERIENCE 

It’s official: staying in is the new going out. 
Consumers are no longer spending all 
their time and money on the latest bars, 
restaurants and theatres. They’re making 
home the hottest new destination – using 
products and technology to curate unique 
at-home experiences that offer new ways 
to socialise and entertain. Welcome to the 
insperience era.   

Insperiences, or upgraded cocooning, is all 
about bringing the best of the world 
outside inside. It’s recreating exclusive and 
premium experiences such as gourmet-
style dining, big-screen entertainment and 
café-quality drinks. All with the 
convenience, comfort and security of 
being in your own inner sanctuary. 

This desire to go domestic is being seen 
across all age groups and demographics, 
from Gen Zers and Millennials to Gen 
Xers. With consumers living busier, more 
prosperous and image-conscious 
lifestyles, it seems we’re all looking for 
shareable and experience-rich products 
that give us something worth staying 
home.  

For the food and beverage industry, the 
insperience impact is really being felt 
within the hot drinks market. According to 
research by Reportlinker, 71% of global 
consumers consider recreating café-style 
hot drinks to be achievable or very 
achievable, which in turn is increasing the 
popularity of premium hot drinks for at-
home consumption.

SIGnals on April 26, 2018

Home isn’t only where 
the heart is – it’s where 

the fun is. As more 
consumers look to 

recreate outside 
experiences at home, it’s 

giving rise to a new era 
of ‘insperiences’

BRINGING EXPERIENCES HOME 
This demand for hot drink products is 
reportedly strongest in the Asian markets, 
yet SIG’s own consumer research in China 
revealed that 72% of consumers who 
want hot drinks said there were no 
suitable packaging solutions available. 

To tap into this potential for convenient 
and value-added hot drinks – both for at-
home and on-the-go consumption – SIG 
has developed a solution called Heat&Go. 
This microwavable carton structure is 
designed to make heating ambient 
beverages safe and convenient, so 
consumers can enjoy premium and quality 
drinking experiences – whenever and 
wherever.

SIG is helping producers realise the 
potential for other at-home lifestyle 
drinks. Think barista-quality cold brew 
coffees, indulgent coffee creamers, 
refreshing iced teas and even café-worthy 
muesli breakfasts using premium nut 
milks. The possibilities are limitless. 

While the market for upgraded home 
experiences is growing, the insperience 
era isn’t about entirely replacing 
traditional ‘outside’ experiences. It’s about 
extending and personalising these 
experiences to create something bespoke 
and memorable for individuals, friends 
and families. This means food and 
beverage producers will need to start 
thinking more creatively and be prepared 
to meet even higher consumer 
expectations.  

Learn more about the insperience 
potential of Heat&Go at  
sig.biz/en/packaging/overview  
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—
INNOVATION  
IN EVERY PACK

SIGnals on July 17, 2018

An SIG carton pack 
might look simple but  

innovation is packed into 
every single one with 

our range of unique 
protective structures 

PACKAGING WITH A PURPOSE 
Greater convenience isn’t the only 
demand we’re seeing; consumers are 
becoming increasingly conscious of the 
world around them. This means they’re 
actively choosing products and packaging 
that are sustainable and reduce their 
impact on the environment. In fact, 
research from Cone Communications 
shows that 90% of consumers would 
switch brands to one associated with a 
social or environmental cause. 

To help producers meet this need for 
sustainable and renewable packaging, we 
developed the SIGNATURE PACK – the 
world’s first aseptic pack 100% linked to 
plant-based materials. The main material 
in SIGNATURE PACK is FSCTM certified 
paperboard (Trademark licence code: 
FSCTM CO20428), meaning all paperboard 
is responsibly and sustainably sourced. 
Crucially, the aluminium layer has been 
replaced with a special Polyamide (PA) 
polymer barrier, while all pack plastics, 
including closures, come from renewable 
plant materials thanks to a mass 
balancing system. 

A PACK TO HANDLE THE HEAT 
When looking at the hot drinks market, for 
example, SIG research found that 
consumers wanted quicker, more 
convenient options for preparing hot 
drinks – both for at-home and on-the-go 
consumption. Yet many were unhappy 
with available heating methods, revealing 
an untapped opportunity for carton 
packaging enabling fast and convenient 
heating.

To meet this demand, we developed a 
conveniently microwavable structure 
called Heat&Go. It replaces the aluminium 
film found inside our standard carton 
structure with a high-barrier alternative 
allowing drinks to be microwaved without 
compromising protection or product 
quality. Heat&Go meets the highest levels 
of consumer safety as it can be heated up 
to 60°C without damaging pack integrity 
and has a fail-safe against bursting when 
overheated.

Every day, millions of people consume SIG 
carton packs. We know that many won’t 
stop to think about the pack itself – they 
simply enjoy another product that’s safe, 
reliable and conveniently stored. But an 
SIG carton pack is much more than simply 
a product container. Behind each pack is a 
world of innovation to create packaging 
that’s right for both product and 
consumer. 

The key element in all our packs is 
renewable paperboard. To ensure these 
packs can handle several different 
product types, such as milks, juices and 
liquid foods, this paperboard comes in a 
range of protective barriers and 
structures featuring fine layers of 
polyethylene and aluminium. Creating 
these structures is a specialised process, 
which considers everything from 
affordability and functionality to safety 
and sustainability. And it all starts by 
analysing consumer needs. 

PRODUCT INNOVATION & DIFFERENTIATION

BALANCING COST AND QUALITY 
As the world continues to grow and 
develop, consumer trends will come and 
go. But affordability looks set to be a long-
term concern, particularly in emerging 
markets where consumers want safe and 
nutritional products at affordable price 
points. The challenge for food and 
beverage producers then is to develop 
packaging options that offer maximum 
product safety and quality at the lowest 
total cost of ownership (TCO). 

Lite is our packaging structure designed 
to address affordability needs and is 
optimised for everyday mass-produced 
products. Producers can therefore use 
Lite to clearly differentiate budget-focused 
products from premium offerings to offer 
more affordable products, such as simple 
juice and milk drinks.  

Read more about  
SIG’s innovative pack structures at  
sig.biz/en/packaging/overview  
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—
THE SUPERFOOD 
SURGE

Superfoods. Few food terms have caused 
quite so much craze and controversy but 
there’s certainly no denying its impact. 
Originally coined as far back as the 1940s, 
the term superfood has increasingly been 
used by marketeers to describe food 
products that are packed with a high 
amount of nutrients and have various 
health benefits. And though the exact 
science of superfoods is still hotly 
debated, its effect on consumer habits 
has been profound.

In a 2014 health survey by BUPA in the UK, 
61% of people reported buying foods 
because they were supposed superfoods. 
This trend has remained over the past few 
years and looks set to continue well into 
the future. In fact, according to the Global 
Superfoods Market report for 2018-2022, 
the superfood market is set to grow by 
15.7% in the coming years.

A major trend in the current market is new 
product launches. As perceived 
superfoods have grown in popularity, so 
too has the launch in new products 
containing a superfood, supergrain or 
superfruit label. Manufacturers have 
therefore been keen to expand the market 
size and demand for these products, 
developing nutrient-packed food and 
drink products that are high in 
antioxidants, vitamins and minerals.

Popular superfood ingredients include 
kale, blueberries, quinoa and 
strawberries, while, according to Nielsen, 
chia seeds are leading the pack. In their 
2017 study of superfood ingredients 
within supermarket products, chia seeds 

solution called drinksplus. It enables 
beverage products to contain real food 
pieces, such as fruit, vegetables or cereal 
grains, supporting the development of new 
product categories that are in line with 
consumer trends for health and wellness, 
on-the-go products and premium choices.

“Our drinksplus solution enables customers 
to create products with added value and 
benefits,” says Julia Trebels, Market Insight & 
Category Manager at SIG. “Consumers can 
actually taste and experience more due to 
the chewy or crunchy textures of the food 
particulates inside the drink.”

“And with drinksplus, the natural 
credibility and authenticity of a product 

SIGnals on October 3, 2018

The hunger 
for superfoods is

growing globally with 
consumers driving 

a demand for nutrient-
rich products offering 

perceived health 
benefits

can be increased as it has the potential to 
contain superseeds or superfruits with an 
added nutritional profile.”

This unique particulate filling technology 
of drinksplus not only supports the 
creation of new and innovative products 
with nutrient-dense superfoods. Crucially, 
it can help manufacturers stand out in a 
competitive market.  

Learn more about the superfood  
potential of drinksplus at  
sig.biz/en/solutions/drinksplus  

were found in 23% of categories across 
the whole store, growing from 21% the 
previous year.

HEALTHY INDULGENCE
The superfood trend has coincided with a 
number of other major consumer trends, 
including transparency due to greater 
access to information through technology, 
and a hunger for healthier snacks and 
permissible treats as part of a balanced 
on-the-go lifestyle.

Examples of this include a growing 
interest in food labels and ingredients, 
meaning consumers are seeking products 
formulated with natural and nutritional 
ingredients, such as fruits, vegetables, 
grains, seeds, herbs and other plant-
based ingredients. And when it comes to 

healthy snacks, we’re seeing a rise in the 
number of portion-controlled indulgent 
treats that can address both a consumer’s 
nutritional and emotional needs.

To help brands meet the growing demand 
for superfood-rich products, SIG offers a 

Our drinksplus solution 
enables customers 
to create products 
with added value and 
benefits

“

Julia Trebels, 
Market Insight & Category Manager, 

SIG

PRODUCT INNOVATION & DIFFERENTIATION
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“

—
WHY 
INNOVATION   
NEEDS  
STRUCTURE

SIGnals on November 27, 2018

In our Innovation at SIG 
series, we explore why 

real innovation isn’t 
simply invention but a 

process requiring clear 
structure and 

consistency  

This model creates a structured approach 
that ensures SIG can be efficient and 
effective in every aspect of the innovation 
process – leaving nothing to chance, 
coincidence or gut feelings. It’s also a 
process that doesn’t simply rely on asking 
what consumers need, since what 
consumers say, do and think are three 
very different things. 

START AND END WITH CONSUMERS
Before Apple developed the first-
generation iPod, for example, consumers 
didn’t tell them they needed what an iPod 
offers. Consumers are often unable to 
articulate their needs in focus groups or 
market research, meaning businesses 
need to observe consumers in their 
everyday lives – finding out how they 
purchase products, what drives their 
decisions, and how they use them. 

Only when SIG has valuable information 
on what consumers are actually doing and 
thinking, can consumer-centric innovation 
happen. With potentially hundreds of 
insights and behaviours, it begins an 
ideation process, at the end of which ideas 
are developed as mock-ups and 
prototypes before formative testing  
– measuring everything from efficiency 
and effectiveness to satisfaction from 
consumer perspectives. 

How do you innovate? How do you turn 
ideas into a reality? And how do you create 
products consumers need? As any food 
and beverage producer knows, true 
innovation isn’t something that happens 
overnight. And it isn’t something that 
always comes from a flash of brilliance. 

Instead, it comes from unique insights 
that are carefully collected, tested, 
analysed, refined, retested, analysed, and 
so on. Successful innovators start small 
and learn. They fail fast, learn quickly and 
try and try again until a real innovation 
reveals itself – one that can answer a 
genuine problem or need in the market. 

It’s this problem or need that is typically 
the driver for SIG’s innovation process. 
And it’s a process based around its so-
called Oxygen Innovation Model – a 
consumer-centric journey that starts by 
discovering the need and generating 
ideas, and ends with concept testing and 
implementation. 

In our Innovation at SIG blog series, we 
deep dive into all these stages of SIG’s 
innovation journey. We explore how SIG 
can create new packaging solutions to 
meet new market demands. And we put 
the spotlight on one of SIG’s recent 
innovations – combismile – examining how 
it was the result of a structured process 
uniting observation, ideation, prototyping 
and testing.  

Part two of our series looks at consumer 
observation with ethnographic research – 
the first crucial stage of needs-discovery 
innovation.  

Read now at  
signals.sig.biz/what-consumers-
really-want  

Only when SIG has 
information on what 
consumers are actually  
doing and thinking, can 
consumer-centric  
innovation happen

PRODUCT INNOVATION & DIFFERENTIATION
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SMART FACTORY

“

—
3 WAYS TO    
BUILD A SMARTER  
FACTORY  

Everyone knows SIG manufactures great 
packaging. But what many don’t realise is 
we also engineer solutions to help build 
smarter, more automated plants as part  
of Industry 4.0 – the era of the ‘smart 
factory ’. Smart factories have fully 
connected, automated and flexible 
systems that improve manufacturing 
productivity, both in the plant and across 
the supply chain.

SIG’S SMART FACTORY VISION
The future of food and beverage 
production is about satisfying a growing 
demand for fresh, convenient products 
that are safe, sustainable, affordable and 
differentiated. All businesses are under 
growing pressure to increase output, 
improve margins and optimise assets. This 
means filling plants need to be smarter 
and more automated to handle operations 
intelligently, optimise production, increase 
efficiency and be more transparent. 

But a report by The Manufacturer states 
that while 67% of UK manufacturers see 
Industry 4.0 as an opportunity, only 25% 
feel they have sufficient understanding of 
its implications. That’s why SIG is 
developing new technology and processes 
to ensure manufacturers are ready for 
Industry 4.0. Here are three ways to start:

1. UPGRADE YOUR SOLUTIONS 
Managing a factory is a juggling act 
between product quality, machine 
availability and performance. To get most 
out of your individual filling lines, consider 
an integrated solution, which will increase 
utilisation and reduce total filling costs. A 
tailored service agreement can also 
ensure each of these areas gets the 
attention they need to gain maximum 
value and performance. 

SIGnals on February 19, 2018

As part of our VISION 
series, Dr. Daryoush 
Sangi, SIG’s Head of 

Production Engineering 
& Strategic Partnerships, 

shares his insights for 
creating a smarter 

factory and navigating 
the era of Industry 4.0 

2. TRANSFORM WITH AUTOMATED 
TECHNOLOGY 
Optimising one or more of your existing 
filling lines can unlock their hidden 
potential. Robotics and artificial 
intelligence (AI), for example, have the 
potential to radically transform how we 
produce, with SIG’s Robotic Magazine 
creating more efficient workflows and 
reducing manual work hours. Another 
step toward building fully-automated 
filling lines is with automated guided 
vehicles (AGV), which can transport 
packaging pallets and materials from a 
central store to the Robotic Magazine. 
Learning controllers adapt the 
operational, logistical and individual  
needs of the producers, and reduce 
factory complexity.

3. USE TURNKEY SOLUTIONS 
Internet of Things (IoT) technology, such as 
sensors, software and connectivity 
solutions, can help monitor and analyse 
the productivity of your line. Using these 
technologies, SIG engineers can 
conceptualise, design and engineer 
complete end-to-end plants that are 
intelligent, automated, and fully integrated 
into your production process. Our 
combilink monitoring system offers a new 
way to track your line and intervene and 
optimise your operations whenever 
necessary. 

THE FUTURE OF INDUSTRY 4.0
A report by Accenture estimates that 
Industrial IoT could add US$14.2 trillion to 
the global economy by 2030, calling it the 
biggest driver of productivity and growth 
in the next decade. Now is the time to 
implement Industry 4.0 solutions into your 
manufacturing processes – and SIG is 
here to help. We aim to create a complete 
smart factory with machine learning, self-
adjustment, and direct equipment 
communication throughout the entire 
value chain.  

Learn more about smart factories with SIG at 
sig.biz/en/solutions/smart-factory 

SIG can conceptualise, 
design and engineer 
complete end-to-end 
plants that are 
intelligent, automated 
and fully integrated

Dr. Daryoush Sangi,
Head of Production Engineering & 

Strategic Partnerships,  
SIG



CO-CREATING 
THE FUTURE

“

There are few areas of life that haven’t 
been transformed by digital technology. 
For several decades, it’s been changing 
the way we work, shop and communicate. 
Yet it’s only relatively recently that 
industrial companies have started 
unlocking the possibilities of digitalisation 
and the Internet of Things. Why? 

The current period of the digital age is 
being marked by ever-more powerful 
software, algorithms and machine learning 
capabilities that simply weren’t possible or 
affordable a few years ago. At the same 
time, many industries are now ripe for 
digital transformation, particularly the 
food and beverage industry which is 
entering a new era of opportunities. 

In our Co-Creating the 
Future series with GE 

Digital, we explore why 
the food and beverage 

industry is ready for 
digital transformation 

and a new era of 
opportunities

data-driven services. And it’s having a 
huge impact – in 2017, GE Digital’s 
managed services team alone saved its 
customers over a billion dollars.

A NEW ERA OF INNOVATION 
It’s because of this unrivalled digital 
expertise that SIG is partnering with GE 
Digital to power innovation in the food 
and beverage industry. Together, they are 
set to deploy GE Digital’s applications 
across more than 400 customer factories 
worldwide to drive new levels of efficiency, 
create intelligent solutions and open up 
new possibilities in how SIG predicts, 
manages and services its filling lines. 

The new global partnership will see SIG 
and GE Digital collaborate on a broad 
range of innovative digital solutions – from 
offering 3D-printed spare parts to 
ensuring a fully connected and intelligent 
supply chain. By automatically collecting 
and analysing asset data – tapping into 
billions of data points across real-time 
operations – SIG and its customers can 
move beyond traditional asset monitoring 
and predictive service models to 
reimagine their supply chain, enhance 
quality control technologies and evolve 
their portfolio mix.

entertainment and telecommunications, 
among other industries. And we’re now 
seeing it in the food and beverage sector.”

GE was an early mover in the digital space, 
driving digital transformation across a 
range of industries including power 
generation, aviation, and oil and gas. 
Powered by Predix, the leading application 
development platform for the Industrial 
Internet, GE industrial apps are solving 
customer challenges, driving outcomes 
and creating new business opportunities 
by predicting failures before they happen 
and optimising the way field service 
technicians are dispatched. This means 
companies can improve operations, lower 
costs and develop and monetise new 

Consumers are increasingly seeking 
innovative, convenient products that are 
not only safe and sustainable but 
affordable and differentiated. Producers, 
meanwhile, are facing competitive 
pressures, supply chain complexities and 
ever-shorter production cycles. This 
environment is creating an increased need 
for technologies that enable producers to 
quickly identify, predict and act on 
changing consumer and market demands.  

“Every industry and sector will eventually 
be transformed by digital,” says Bill Ruh, 
CEO at GE Digital – the world’s leading 
software company for the Industrial 
Internet. “It will be the critical cornerstone 
to providing value. We’ve seen it in retail, 

“Our ability to harness data is central to 
delivering on our promise of opening up 
new opportunities for our customers,” 
says SIG’s CEO, Rolf Stangl. “By tapping 
into information in new and innovative 
ways, we will be able to deliver an 
unmatched level of performance, security, 
transparency and creativity across the 
entire food and beverage supply chain – 
through to the end consumer.”  

In our Co-Creating the Future blog series, 
we explore how SIG and GE Digital will 
drive a new era of co-innovation in which 
manufacturers can reach new levels of 
data-driven intelligence to transform their 
business. We examine how businesses 
can prepare for the digital journey ahead 
and the key steps to take.

Part two looks at making the shift from 
paper to data, the common hurdles and 
the benefits awaiting those that make this 
crucial step.  

Read now at  
signals.sig.biz/turning-paper-into-data  

—
THE TIME  
IS RIPE FOR 
CHANGE 

SIGnals on September 5, 2018

Our ability to harness data 
is central to delivering on 
our promise of opening up 
new opportunities for our 
customers

 

SMART FACTORY



CO-CREATING 
THE FUTURE

—
ACCELERATE  
PERFORMANCE

Previously in our Co-Creating the Future 
series with GE Digital, we looked at the 
benefits of moving from paper to data. 
But simply collecting data alone isn’t 
enough. It’s only through intelligent data 
analysis, insights and action that 
manufacturers can fully optimise 
efficiency and make production more 
transparent.  

Data analysis in manufacturing has 
traditionally been the preserve of senior 
management. Over weeks or months, 
insights and decisions are typically 
filtered down to each department, right 
back to the factory floor where the data 
originated. So, without a feedback loop, 
management often won’t know if these 

SIGnals on September 11, 2018

As part of our  
Co-Creating the Future 

series with GE Digital, we 
look at how 

manufacturers can turn 
data into discovery 

thanks to optimised and 
automated decision 

making 

changes have been successful or if 
they’ve even been implemented. 

“The digitalisation of manufacturing 
changes this,” says Josh Bloom, VP of Data 
& Analytics at GE Digital. “For employees, 
having access to real-time data means 
they can be held accountable for the work 
they do and more easily raise issues or 
suggest ideas. For management, being 
able to see aggregate data from many 
factories in one dashboard – perhaps 
even merged with financial and marketing 
data – gives them the power to manage 
both trends and outliers.”

The next step according to Bloom is to use 
AI and machine learning to help automate 

SMART FACTORY

supported by field service management, 
dispatching the right engineers to the right 
job at the right time.

OPTIMISING MACHINES AND 
WORKFLOWS
This way of handling data will be unique to 
SIG’s customers since GE Digital’s Predix 
APM and Predix ServiceMax have never 
before been integrated together. Predix 
APM is designed to capture and analyse 
data – both real-time and historically –  
to optimise operational assets. Predix 
ServiceMax, meanwhile, is designed to 
optimise the teams that maintain these 
assets, using cloud-based data and 
scheduling to improve workflows, first-
time fix rates, field service productivity 
and customer satisfaction. 

“By bringing these two industrial 
applications together for the first time, 
we’re going to be able to optimise both 
the machines and the teams that maintain 
them,” says Scott Berg, CEO of ServiceMax 
at GE Digital. “This will allow SIG to open 
up new business models – such as 
servitisation – and enable SIG’s customers 
to boost their productivity and 
competitiveness as well.”

Service is a core part of SIG’s business and 
helps explain why its market share has 
been growing year-on-year for the past 
two decades. But improving service 
quality also means optimising 

inefficiencies, which is why SIG considers 
digital service a key priority.  

“We wanted to move away from 
preventative to predictive maintenance,” 
says Christian Alt, SIG’s VP of Corporate 
Development and Digital Transformation. 
“That’s why we looked for a partner that 
doesn’t just provide Asset Performance 
Management or Field Service 
Management, but one integrated solution 
– which we found with GE Digital’s 
predictive analytics and machine learning 
expertise.”

To find out where manufacturers can go 
beyond performance optimisation, read 
the next part of our series where we 
discuss the final stage in digital 
transformation – utilising intelligent 
prediction.  

Read now at  
signals.sig.biz/the-power-of-prediction  

this decision-making process. Because as 
long as the software can be taught which 
conditions are favourable, it can 
recommend certain responses or predict 
consequences to the shop floor before 
they need to be raised to senior 
management.

It’s this kind of data-driven performance 
that SIG and GE Digital will enable together 
– using GE Digital’s industrial applications, 
Predix Asset Performance Management 
(APM) and Predix ServiceMax, to turn data 
into discovery. This means providing 
operators with the information they need 
to maintain industrial equipment while 
balancing maintenance costs, risks, asset 
life and external factors. And it’s being 



CO-CREATING 
THE FUTURE

Earlier in of our Co-Creating the Future 
series with GE Digital, we explored the 
potential of intelligent data analysis in 
optimising both machines and workflows. 
But digitalisation in industrial applications 
isn’t just benefiting performance now. 
Perhaps more importantly, it has the power 
to predict performance in the future. 

Maintenance is a key strategic concern 
when developing and manufacturing 
products. But according to research cited 
by Deloitte, poor maintenance strategies 
can reduce a plant’s overall productive 
capacity between 5-20%, while unplanned 
downtime costs industrial manufacturers 
an estimated $50 billion a year. In the food 
and beverage industry, the cost of machine 
failure can be extremely high when it 
comes to compromised food safety.

Food and beverage manufacturers not only 
need to meet production demands and 
avoid unplanned downtime – they must also 
adhere to strict food and drink quality 
standards to ensure their products are 
100% safe for consumers. This means 
making sure that every machine is in perfect 
working condition as a failure to do so could 
result in expensive product recalls with 
potential brand-damaging consequences.

In the next part of our 
Co-Creating the Future 

series, we investigate 
how manufacturers can 

take operational 
performance to new 
levels with intelligent 

prediction

“But sometimes, the most critical assets 
aren’t so clear. And in that case, we can 
work with manufacturers to help them 
either workshop their priority critical 
assets or experiment through proof of 
concept activities.” 

GE Digital does this via its Predix Asset 
Performance Management application, 
enabling manufacturers to determine an 
asset’s health, accurately predict its 
performance and take decisive actions 
before problems occur. It connects 
disparate data sources and uses 
advanced analytics to turn data into 
insights while fostering collaboration and 
knowledge-management across the 
organisation. 

analysing behaviour data from 
connected equipment to determine 
actionable insights that predict when a 
part will fail –increasing uptime and 
improving asset efficiency. And, for GE 
Digital, predicting asset performance is 
also about determining which assets are 
the most critical to the overall health of 
operations.

“Manufacturers will sometimes have a 
clear idea of the most critical assets in 
their factories – it could be the most 
expensive to maintain, or it could be the 
one that creates the highest impact 
bottlenecks if it goes down,” says Jeff 
Erhardt, VP of Intelligent Systems at GE 
Digital.

SIG’s new partner, GE Digital, has been 
providing software solutions to 
manufacturers for over 20 years. Their 
software helps predict failures before they 
happen and optimise the way field service 
technicians are dispatched to resolve 
issues. Put simply, their predictive-based 
digital solution means manufacturers can 
operate machines for longer, boost 
productivity, lower costs, increase 
competitiveness and, crucially, ensure 
continual food safety. 

MAKING THE MOST OF ASSETS 
With SIG and GE Digital, manufacturers 
can move from inefficient preventative 
maintenance to intelligent predictive 
maintenance. This means continually 

—
THE POWER  
OF PREDICTION 

SIGnals on September 13, 2018

SMART FACTORY

Ultimately, this means manufacturers can 
transform their plants, turning insights 
into action with intelligent systems that 
seamlessly communicate and activate 
workflows between all operating layers. 

To find out how to execute this digital 
transformation, read the next part of  
our blog series. We outline the digital 
roadmap for manufacturers, highlighting 
how, when and where to get started.   
 
Read now at 
signals.sig.biz/the-way-to-digital-
transformation  
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“—
WEARABLES  
AT WORK 

From smart watches and fitness trackers 
to virtual reality headsets, wearable 
technology has hit the mainstream with 
millions of us connected to digital devices. 
In fact, research shows that one in six now 
wears a piece of technology every day 
with this number set to grow rapidly. 

It’s clear that wearable technology has 
caught consumers’ imagination but what 
about the business world? Can companies 
use wearable digital devices to enhance the 
way they work or improve the customer 
experience? And, more importantly, can 
IoT-enabled wearables help increase 
productivity and the bottom line? 

SIGnals on October 24, 2018

With wearable 
technology becoming a 

part of our daily lives, we 
explore its potential for 

businesses in closing the 
gap between 

information and action 

SEEING SMART 
While smart glasses remain gimmicky for 
consumers, their potential for businesses 
is palpable. They provide a solution for 
people to access applications and 
information while keeping their hands free 
to work. They enable remote video 
collaboration, establishing a see-what-I-
see system that’s ideal for engineering 
support. And they support access to real-
time guidance and visualised operations, 
enabling users to take decisive actions to 
improve productivity and prevent 
downtime. 

Research from Salesforce shows that 
more and more forward-thinking 
organisations are starting to use 
wearables in their day-to-day business. 
They found that wearable adopters are 
largely using or planning to use wearable 
tech for real-time access to customer data 
(49%), hands-free instruction or guidance 
for field service (48%), and also access to 
business analytics and alerts (47%). And 
when it comes to device types that are 
expected to drastically change the 
business landscape, smart watches and 
smart glasses are amongst the front-
runners.  

SMART FACTORY

To utilise this potential in food and 
beverage production, SIG has developed a 
new digital solution called Remote 
Services. By using video-enabled smart 
glasses, SIG can connect an onsite 
customer or service engineer to an SIG 
service expert from anywhere in the world. 
These smart glasses provide a secure live-
feed to an SIG expert who can guide users 
through solving any technical fault or issue. 
This means customers receive fast 
response times, an improved first-time fix 
rate, more data insights and analysis, and 
ultimately more filling line uptime.  

Read more about SIG’s Remote Services at 
sig.biz/en/service/remote-services

With Remote Services, an  
onsite customer can connect  
to an SIG service expert from 
anywhere in the world



26 27

SIG offers connected  
pack solutions that allow 
producers to digitally  
track-and-trace every 
product

“
CONNECTED PACK

—
THE FUTURE  
OF PACKAGING  
IS CONNECTED 

WHAT EXACTLY IS CONNECTED 
PACKAGING?
In just the last few years, there’s been a lot 
of development within what’s being called 
smart, intelligent or connected packaging. 
In a world where technology can now be 
integrated into everything, digitally 
connected packaging is being seen as an 
incredible opportunity for companies to 
play a bigger role in consumers’ lives. In 
essence, connected packaging is a way for 
companies to transform physical 
interfaces into interactive brand tools. 
This means brands can add real value to 

As part of our VISION 
series, Ayed Katrangi, SIG’s 

Senior Product Manager 
Automation and 

Digitalization, explores the 
huge opportunities and 

possibilities being created  
by connected packaging

WHAT DOES THIS MEAN FOR 
PRODUCERS, BRANDS AND 
RETAILERS? 
With the adoption of smart and connected 
packaging growing, businesses are 
understandably questioning what their 
return on investment will be from this 
technology. For connected packaging to 
be more than just a novelty, it needs to 
offer real consumer value while also 
strengthening the brand. That’s why SIG 
offers connected pack solutions that allow 
brand owners and producers to digitally 
track-and-trace every product and enable 
entertaining on-pack experiences. The 
benefits of which are clear, including 
supply chain optimisation, greater quality 
control from raw material to final product, 
and enhanced product visibility in the 
market – meaning improved brand 
recognition and loyalty. 

WHAT CAN WE EXPECT FROM 
CONNECTED PACKAGING IN THE 
FUTURE?
Packaging technology has changed 
significantly in recent years so we can 
only expect the market to grow 
exponentially. In fact, according to a 

report from Accuray Research LLP in 
2017, the global smart packaging market 
is set to grow 5.4 % over the next decade 
to reach $52bn by 2025. While AR- and 
IoT-enabled packages are yet to hit the 
mainstream, the industry is already 
anticipating what will come next. We 
could soon see packaging talking directly 
to consumers with on-pack digital chips 
linked to their smartphone, or even 
screens on cartons themselves that 
offer personalised videos. The future of 
connected packs looks bright and full of 
exciting possibilities.  

Learn more about connected  
packaging with SIG at  
sig.biz/en/solutions/connected-pack

experiences and complete authenticity. 
Connected packaging offers the potential 
to create meaningful brand relationships, 
ensure transparency and increasingly 
connect products to the Internet of 
Things (IoT). 

HOW CAN CONSUMERS INTERACT 
AND ENGAGE WITH PACKAGING? 
In all industries, businesses are seeing 
connected packaging as a way to 
differentiate their brands. Successful 
early adopters included companies like 
McDonald’s. In 2013, it created the “Track 
My Macca” app in Australia, enabling 
consumers to scan their boxed meal and 
find out its origin story through 
entertaining Augmented Reality 
animation. This kind of technology is 
being seen more and more, especially in 
the food and beverage industry. SIG, for 
instance, offers a whole range of 
traceability and interactive packaging 
solutions, allowing consumers to easily 
access product quality information, play 
games, watch videos, read recipes, 
participate in prize draws and even 
receive personalised communication  
– all through the pack itself. 

consumer lives with added functionalities 
and enhanced user experiences.  

WHAT’S DRIVING THE NEED FOR MORE 
CONNECTED PACKS? 
We’re living in a highly digitised and on-
demand world. Technology is shifting 
power from brands to consumers who 
can access information about businesses 
and products more easily than ever. And 
as consumers become more connected, 
they’re becoming more discerning. They 
want unique, individualised products that 
offer engaging content, interactive 

SIGnals on March 6, 2018

Ayed Katrangi
Senior Product Manager  

Digitalization & Automatization,  
SIG
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—
A TRACK-AND-
TRACE WORLD 

Consumers want to buy healthy, quality 
food they can trust. They want to know 
where it comes from, who produced it, 
where it’s been and how it got to their 
table. Put simply, they want to understand 
the entire food supply chain – from farm 
to fork. And, for this information, they are 
willing to pay a premium.   

Many businesses are already using 
traceability systems to automatically 
collect data at every stage of the product 
journey. But this information is now being 
made available to consumers to meet the 
demand for product transparency. With 
advanced traceability systems, producers 
can not only optimise their business 
process but also strengthen consumer 
confidence in the quality and safety of 
their products. 

Bar coding has long been the standard, 
cost-effective way to track-and-trace. But 
new and ever-more intelligent traceability 
systems using RFID technology are 
enabling more detailed and quality data 
exchange. According to a report by Allied 
Market Research, the global food 
traceability market is expected to be 
worth more than $14bn by 2020. And out 
of all traceability technologies, use of RFID 
technology is set to grow the highest by a 
rate of 19.4%.

RFID technology is increasing due to its 
potential for real-time tracking as well as 
its accurate read-write ability in complex 
environments. This means producers, 
suppliers and customers can reliably track 

SIGnals on July 4, 2018

Where did this 
product come from? 

It’s a simple question 
that’s fuelling  

a new era of fully 
transparent and 

traceable products. 
We explore how

collected data to prove the quality, origin 
and freshness of products. In short, they 
can be assured of a fully traceable and 
transparent product. 

ACHIEVING 100% TRANSPARENCY 
SIG uses advanced technology within its 
own Track & Trace system, enabling 
producers to locate every single pack in 
their supply chain – from raw materials, 
processing and filling to quality checks, 
logistics, right up to the supermarket 
shelf. All collected data is stored in one 
database and can be linked to each 
individual pack, thanks to unique, fraud-
proof QR code printing technology. 

To access this information, consumers just 
need to scan the code with their 
smartphone. Producers, meanwhile, can 
access analytical reports and gain full 
product transparency in the entire value 
chain. This ensures greater connectivity, 
authenticity and quality, helping 
strengthen consumer trust and 
engagement, while opening up new 
optimisation opportunities.

With 100% transparency set to become 
the new standard, now is the time to 
integrate advanced track-and-trace 
technology into your business. So you can 
gain full visibility of your supply chain and 
deliver trusted value-added products.  

Read more about the potential of track-
and-trace at sig.biz/en/solutions/
connected-pack 

CONNECTED PACK
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What makes a product successful? Ask 10 
marketing experts and you’ll likely get 10 
different answers. From attractive price 
points and high quality to innovative 
features, there are countless factors that 
contribute to a product’s success. But 
sometimes it takes more than logic or 
market analysis for a product to stand out. 
It takes looking beyond everyday needs to 
connect with consumers on a deeply 
emotional level. 

As any behavioural scientist knows, emotions 
exert a far more powerful response than 
purely rational decision-making. A 
memorable brand experience generates an 
emotional reaction that can lead to greater 
levels of trust. So, when companies 
successfully connect with consumer 
emotions, the rewards can be great. 

In fact, according to Temkin Group, 87% of 
consumers make multiple purchases 
based on their emotions. Research from 
the customer experience specialist also 
found that a positive emotional connection 
to a brand means consumers are more 
likely to discuss the brand with others and 
also be more forgiving of its mistakes. 

SIGnals on July 24, 2018

These Languiru-branded emoji pillows 
proved hugely popular with children and 
helped Languiru create a simple but 
emotional brand connection with a future 
generation of consumers. The company 
has also been able to gather detailed 
consumer profile information, which will 
help them better communicate with their 
customers in the future, offer more 
personalised promotions and ultimately 
establish long-lasting emotional 
connections.  

Read more about branding  
opportunities with SIG at  
sig.biz/en/solutions/connected-pack  

As part of an integrated track-and-trace 
system, SIG developed a digital marketing 
solution for Languiru that not only 
boosted sales and brand engagement but 
enabled the producer to gain quality 
consumer insights and establish an 
emotional connection. All consumers had 
to do was scan a unique QR code on each 
pack to participate in a digital campaign to 
win prizes, such as bikes, smartphones 
and vouchers.

From grandparents to grandchildren, the 
promotion invited the whole family to 
participate since all ages could play and 
win prizes. Parents and grandparents 
were even shown to buy more Languiru 
milk products than normal to claim gifts 
for younger family members – especially a 
series of collectible emoji pillows. 

As consumers deepen their relationships 
with a brand, they feel more genuine and 
stronger emotional connections. And, 
according to research from the Harvard 
Business Review, those consumers who 
become ‘fully connected’ emotionally are 
52% more valuable to brands than those 
who are ‘highly satisfied’. So the question 
is, how do you create an emotional 
connection?

Some brands naturally find it easier to 
generate an emotional connection but 
even something as humble as toilet paper 
can create a powerful response. In their 
article exploring brands and emotions, 
PwC cites toilet paper brand Andrex as a 
great example of how to realise a 
product’s emotional possibilities. 

The toilet paper brand famously features 
playful Labrador puppies across its 
advertising and marketing to tap into a 
simple but potent emotion: happiness. 
Through this consistent emotional 
communication, Andrex has become the 
UK’s biggest non-food selling brand in a 
grocery category worth more than £1 
billion.

CONNECTIONS THAT COUNT
When it comes to the food and beverage 
industry, the power of emotions is ever-
more prevalent as consumers choose more 
personal and human brands they can 
engage with. It’s a trend that Languiru, one 
of Brazil’s biggest dairy producers, has been 
keen to explore with its own customers to 
drive trust, loyalty and growth. 

CONNECTED PACK

—
SHOWING  
YOUR EMOTIONS
It’s a proven science that 

emotions drive 
purchases but brands 

that create a strong 
emotional connection 

stand to gain loyal and 
long-lasting customers

With SIG’s digital 
marketing solution, 
Languiru gained quality 
consumer insights and 
established an 
emotional connection
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—
THE CLEAN  
EATING IMPACT 

SIGnals on June 27, 2018 Health-conscious 
consumers are hungry 

for product information. 
They want to know what 
they’re eating and how it 

was made. And they’re 
looking to packaging for 

the answers 

Make no mistake – the clean eating trend 
is here to stay with consumers 
increasingly looking to eat as healthily as 
possible. A survey by flavour specialist 
FONA in 2017 found that 59% of dieticians 
believe consumers are choosing to eat 
cleaner, fresher and less processed foods. 
This means they are willing to conduct 
more research before buying a product 
and are studying packaging information 
more thoroughly.  

When shopping for clean products, 
consumers often have a clear set of 
priorities. The key consideration is 
product information. Here, 54% of 
consumers are looking for and choosing 
food or drinks with ingredients they can 
recognise, according to FONA. This is 
often to eliminate unwanted substances, 
such as gluten, sodium or sugar. In fact, 
50% of consumers actively search for 
products with low sugar while 70% are 
attracted by the claim of ‘no added sugar’.    

THE FEELING OF TRANSPARENCY
This increased consumer awareness 
comes at a time when new technology is 
making it easier than ever to access 
production information, which in turn is 
placing greater expectations on food and 
beverage producers. A survey by Label 
Insight found that 94% of consumers 
believe it’s important for manufacturers to 
be transparent about what’s in their food 
and how it’s made. Furthermore, 67% 
think it’s a company’s responsibility to 
provide complete product information. 

Though challenging, these new consumer 
demands present new opportunities for 

CONNECTED PACK

producers. Label Insight also found that 
75% of consumers currently don’t trust 
the accuracy of food labels while 35% 
admit to being confused about what these 
labels mean. Producers who provide more 
detailed and easy-to-understand product 
information can therefore gain a 
competitive edge.

In fact, more than a third of consumers 
surveyed by Label Insight said they are 
willing to switch brands for better product 
information. This willingness to change 
correlates with an openness to new brand 
channels as 37% were nearly twice as 
likely to value access to this information 
through digital labels.   

ENTER THE CONNECTED PACK
To meet this demand for transparency 
and a willingness to use digital channels, 
SIG offers a range of Connected Pack 
solutions. These use new digital 
technologies and unique track-and-trace 
solutions so producers can offer fully 
connected and traceable products. 

This means every single pack and its 
contents can be connected to an 
individual data set, comprising detailed 
information on production, raw materials 
and even chemical results of quality lab 
testing. Consumers can access all of this 
by scanning a simple on-pack QR code 
with their smartphone – ensuring a whole 
new level of transparency that caters to 
clean eating demands.  

Explore more digital marketing 
possibilities with SIG at  
sig.biz/en/solutions/connected-pack
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Connected Pack is just the 
start of a brighter future  
in smart packaging

“

—
SEEING 
THROUGH
THE SUPPLY 
CHAIN

WHY ARE WE SEEING A GREATER NEED 
FOR VISIBILITY IN THE SUPPLY CHAIN? 
In recent years, supply chains, particularly 
in the food and beverage industry, have 
become more complex and fragmented. 
This is due in large part to globalisation 
and the increasing cross-border 
movement of commodities between too 
many manufacturers and intermediaries. 
This in turn has made the value chain 
difficult to control and trace, leading to 
uncertainty and a number of big 
challenges, such as food safety risk, higher 
waste and increased production costs. 

WHAT TECHNOLOGY OR  
INNOVATIONS ARE HELPING  
ACHIEVE MORE VISIBILITY?  
Industry 4.0 and the Internet of Things are 
reshaping our industry and transforming 
the supply chain into a much more 
transparent network. The collection and 
analytics of data from several different 
stages of the supply chain is now becoming 
standard. And with cloud solutions, the 
sharing of data can happen in real-time, 
across intermediaries, partners, sites and 
boundaries, to enhance visibility and 
support decision making.

SIGnals on November 15, 2018

With calls for industry 
transparency growing, 

SIG’s Senior Product 
Manager Digitalization & 

Automatization, Ayed 
Katrangi, discusses its 
impact on the supply 

chain 

database and linking it to each 
individual pack. In addition to internal 
traceability, the solution connects every 
pack to its f inal point of sale for 
external traceability, ensuring full 
product visibility in the market. 

HOW DOES THIS SOLUTION HELP 
PRODUCERS OPTIMISE QUALITY 
CONTROL?
SIG’s end-to-end traceability enables 
producers to secure full control over 
their processes and product quality. 
Imagine a quality claim identified in one 

HOW IS SIG UTILISING THIS 
TECHNOLOGY WITHIN ITS OWN 
SOLUTIONS?
This technology can be seen in our end-
to-end traceability solution, which is 
part of our Connected Pack platform – a 
drive to deliver 100 % connectivity and 
traceability in every single pack. The 
solution collects detailed real-time data 
throughout the entire supply chain, 
starting at the farm or field with raw 
materials, all the way through 
processing, f illing, quality checks and 
logistics – storing collected data in one 

CONNECTED PACK

to assure consumers of the product’s 
authenticity. Our digital traceability 
technology also enables consumers to 
access detailed product information via 
their smart phones, helping explain the 
product journey in a very simple and 
convenient way. 
  
WHAT OTHER CONNECTED PACK 
SOLUTIONS CAN WE EXPECT IN THE 
FUTURE? 
With our Connected Pack platform, we’ve 
started a very exciting journey, using the 
latest available technology to add further 
value to end consumers and help our 
customers boost their market positioning. 
Connected Pack is just the start of a 
brighter future in smart packaging, which 
will help us open up unlimited 
opportunities for connected consumers, 
households and supply chains in a rapidly 
growing digital world.  

Learn more about traceability with SIG at 
sig.biz/en/solutions/connected-pack  

 

specific ingredient which was used in a 
production batch. In real time, 
producers can track all of the packs 
produced out of this batch and trace 
them in the market for quick and 
efficient product recall.  

WHAT ARE THE OTHER KEY BENEFITS 
OF CONNECTED PACK SOLUTIONS? 
Connected Pack solutions like end-to-end 
traceability can also help brands and 
producers protect their products against 
counterfeiting. The unique serialisation of 
each SIG pack works as a unique identifier 

Ayed Katrangi
Senior Product Manager  

Digitalization & Automatization,  
SIG
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RESPONSIBILITY

Corporate responsibility is more than just 
a nice-to-have initiative today. It’s a 
fundamental priority for companies both 
large and small. But many are taking 
responsibility even further with a 
commitment to becoming net positive. 

All businesses have impacts on the 
environment and society – some good, 
some bad. So to be net positive, you need 
to put more back into society and the 
environment than you take out. 

To achieve this, a coalition of companies 
called the Net Positive Project, which SIG 
is part of, is working to create a more 
positive impact on the world. Here, we’ve 
outlined its key principles and how we’re 
meeting them: 

1. MATERIAL: FOCUS ON WHAT 
MATTERS MOST 
Net positive strategies focus on an 
organisation’s greatest impacts on 
society and the environment as well as its 
future potential. These are defined by 
internal and external stakeholders, and 
consider the company’s full value chain. 
All material issues must be considered in 
a net positive strategy. So a positive 
impact in one area, such as water, cannot 
compensate for a negative impact in 
another, such as climate change.  

We’ve checked the environmental impact 
of our carton packs with a number of 
independent, ISO-certified and critically 
reviewed life-cycle assessments (LCAs)  
– making sure that we understand the 
potential impacts of emissions and use  
of resources on ecosystems, natural 
resources and human health. 

LCA results consistently show the biggest 
impact in the life-cycle of our packs comes 
from the production of raw materials. The 
extraction and refining of a carton pack’s 
three material components – raw 
paperboard, polymers and aluminium foil 
– account for almost half the greenhouse 
gas emissions and two thirds the fossil 
resources associated with the pack’s life-
cycle. And compared to raw paperboard, 
the production of polymers and 
aluminium foil produce more greenhouse 
gases and consume more fossil resources.

This is why we’re working hard to create 
innovative carton structures such as 
EcoPlus, which eliminates aluminium, and 
SIGNATURE PACK, the first aseptic carton 
pack 100% linked to renewable raw 
materials, to further minimise SIG’s 
environmental impact. >>

Responsibility in 
business is more 

important than ever and 
is driving a new and 

ambitious sustainability 
concept – the journey to 

become net positive 

—
GIVING MORE  
THAN YOU TAKE

SIGnals on March 23, 2018
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2. REGENERATIVE: CREATE A LONG-
TERM, SUSTAINABLE IMPACT  
Revitalising the natural world, supporting 
social communities and improving 
individual well-being – these are the key 
goals of becoming net positive. This 
generates long-term benefits where the 
positive impacts created in one material 
issue exceed a company’s negative 
footprints without damaging other 
material areas. So, while net positive is a 
journey and progress is recorded, clear 
reductions or improvements matter most.  

Our carton packs have always had a 
regenerative DNA as its main material is 
liquid packaging board (LPB) made from 
renewable resources. In 2009, we started 
a journey with the Forest Stewardship 
Council (FSCTM trademark licence code: 
FSCTM C020428), making sure the resource 
that goes into our raw paperboard isn’t 
just renewable but is covered by a 
certification scheme ensuring the highest 
environmental and social standards. 

As a result of this, SIG became the first 
carton pack manufacturer to be FSC-
certified at all its production sites and 
sales units worldwide. At the same time, 
we were the first to ensure 100% of our 
global LPB supply comes from FSC-
certified paper mills. In 2016, we kept  
the momentum on responsible sourcing 
by becoming the first and, so far, only 
carton producer that can sell 100% of its 
cartons with an FSC label. In 2017, 
meanwhile, we increased the minimum 
supply of liquid packaging board made 
with wood from FSC-certified forests from 
70% to 89%. And by 2020, we want 100% 
of our packs to carry the FSC label as part 
of global efforts to ensure forest growth.

As part of our efforts to replace non-
renewable packaging components  
with responsibly-sourced renewable 
alternatives, we reached an important 
milestone in 2017 with our SIGNATURE 
PACK – the first aseptic carton linked 
completely to renewable resources via a 
mass balancing certification.

We’re also at the forefront of efforts to 
drive a new certification programme from 
the Aluminium Stewardship Initiative (ASI) 
– the ASI Performance Standard Material 
Stewardship Principle. SIG is the first in 
the industry to achieve certification to this 
programme, which is designed to 
recognise and collaboratively foster 
responsible production, sourcing and 
stewardship of aluminium.

3. SYSTEMIC: INFLUENCE CHANGE 
ACROSS ENTIRE SYSTEMS 
Going net positive not only drives positive 
changes in a company’s value chain, from 
raw materials to product disposal. It also 
influences wider social, environmental and 
economic systems. But a single 
organisation is unlikely to create and 
sustain positive social and environmental 
outcomes on its own. So, given the scope 
of these systems, a net positive strategy 
must be continually reassessed to ensure 
it has the greatest impact.

SIG participates in several partnerships to 
ensure a systemic approach to 
sustainability. We presented the 
Vancouver Declaration at the FSC’s 
General Assembly in 2017, pledging with 
other leading companies to ensure our 
use of forest materials contributes to the 
United Nations Sustainable Development 
Goals (SDGs). 

Together with IKEA, we also supported the 
launch of the FSC’s Bonn Initiative at the 
COP23 global climate conference, which 
aims to develop methodologies that 
quantify the benefits of FSC certification. 
The aim is to enable companies and 
governments to better understand the 
role of responsible forest management in 
mitigating climate change. 

SIG promotes high ethical standards 
among all its suppliers and encourages 
them to set net positive goals. In 2017, we 
were pleased to welcome the Stora Enso 
Consumer Board Division, one of our main 
suppliers of liquid packaging board, as a 
fellow member of the Net Positive Project.

4. TRANSPARENT: SHARE PROGRESS 
OPENLY AND HONESTLY 
A net positive strategy requires action, 
progress and measurement that’s clear, 
credible and easily accessible in 
communication. In short, companies need 
to be open and transparent. Reporting on 
or attributing material impacts – both 
positive and negative – must be 
measurable and demonstrable, and where 
possible, independently verified. This will 
help drive consistency and learning across 
all organisations. 

In 2016, SIG published its first Corporate 
Responsibility Report, outlining our WAY 
BEYOND GOOD ambition. It describes the 
systems we have in place to manage 
material social and environmental issues, 
sets out specific targets for the future and 
reports on our current performance. The 
report was produced in accordance with 
the Global Reporting Initiative guidelines, 
including limited assurance by PwC. 

Our blog platform SIGnals, meanwhile, 
allows us to communicate actions and 
progress in a more accessible and 
engaging way. Here, you’ll find a wealth of 
stories that put the spotlight on SIG, 
explaining what we do, why we do it and 
what we’ve learnt.  

Read more about WAY BEYOND GOOD at 
sig.biz/en/responsibility/way-
beyond-good

Our carton packs  
have always had  
a regenerative DNA

RESPONSIBILITY
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Cutting carbon isn’t easy. Despite 
increased global efforts to reduce the use 
of fossil fuels, CO2 emissions rose to an 
all-time high of 32.5 gigatons in 2017, 
amounting to a 1.4% increase. In fact, over 
70% of the global energy demand last 
year was met by oil, natural gas and coal, 
placing an ever-greater strain on the 
world’s climate. 

If we are to keep global warming from 
exceeding 2°C, industries in particular 
have a huge responsibility to find more 
sustainable ways of producing. But how? A 
growing solution is certified traceability 
with mass balancing. It’s a great 
opportunity to gradually shift all the 
products we produce from fossil to 
renewable, and with as little impact on the 
planet and economy. 

Mass balancing originates in chemical 
engineering and is a proven approach for 
sourcing sustainable ingredients, 
accounting for materials (or a mass) 
entering and leaving a production system. 
So, in a mass balance system, 
manufacturers can gradually replace fossil 
with renewable materials, as they can mix, 
track and evaluate both quantities when 
producing products. 

By supporting a transition from fossil to 
bio-based raw materials, mass balancing 
can be a key driver in creating more 
sustainable industries in the future. And, 
over time, could see fossil resources 
replaced entirely with renewable. Several 
industries are already benefiting from the 
mass balance method, from chemical 
producers and chocolate companies to 
coffee manufacturers and electricity 
providers. 

LEADING THE SUSTAINABLE WAY 
In the food and beverage industry, SIG is 
playing a leading role in creating more 
sustainable products that reduce their 
environmental impact. Its SIGNATURE 
PACK is the world’s first aseptic pack 
linked to 100% plant-based renewable 
materials and is made possible by 
certified traceability with mass balancing. 

During the pack’s plastic-making process, 
plant-based bio material is used as the 
raw material instead of fossil resources. 
This material is tall oil, which comes from 
trees and is a renewable plant source. Tall 
oil was selected as the feedstock because, 
as a by-product of paper production, it’s a 
waste material rather than an agricultural 
crop requiring land and resources to grow. 

So, with a SIGNATURE PACK product, a 
matching amount of fossil materials 
needed to produce the pack has been 
replaced with fully renewable plant-based 
material. In addition, SIGNATURE PACK’s 
use of renewable materials and residues 
contributes to the so-called circular bio-

economy – the transformation towards a 
bio-based society where raw materials, 
production and waste are elements in a 
sustainable cycle, and where biomass is  key. 

SETTING INNOVATION RECORDS 
SIGNATURE PACK’s environmental 
benefits mean its carbon footprint is on 
average 66% lower than a standard SIG 
carton format. It’s an achievement that’s 
been recognised by a critically reviewed 
ISO-conformant lifecycle assessment 
(LCA) – the first in the world for a mass 
balanced product, proving how valuable 
SIG’s mass balance approach could be in 
making mainstream polymer production 
more sustainable in the future.

“The environmental impacts of every 
product innovation at SIG are evaluated 
through Europe-wide LCAs that conform 
with the rigorous requirements of 
recognised ISO standards,” says Udo 
Felten, SIG’s manager of product related 
global environmental sustainability and 
affairs. “The results for SIGNATURE PACK 
show that SIG’s innovative mass balance 
approach has significant environmental 
benefits – not only in climate change, but 
in all 10 assessed impact categories.”

Felten also highlights how SIG’s mass 
balance not only brings environmental 
benefits but offers customers the product 
quality and functionality of polymer 

grades that are today only available 
through mainstream production. This 
means SIG can help drive the widespread 
use of more sustainable plastics, which  
is ultimately good for its customers, 
consumers and the environment.  

Read the full story of SIGNATURE PACK at  
sig.biz/en/packaging/overview

With the need for  
more sustainable 

manufacturing never 
been greater, certified 
traceability with mass 

balancing is emerging as 
the smart and proven 

solution to make a real 
difference 

—
A BALANCED  
SOLUTION TO  
CLIMATE CHANGE
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GREGORY NORRIS
CO-DIRECTOR OF SHINE

SHINE is the Sustainability and Health 
Initiative for Net-positive Enterprise. When 
I co-founded SHINE, I’d been working on a 
concept called handprinting for around 10 
years – the idea of making a positive 
impact rather than a negative footprint. I’d 
been using it in my classes at Harvard as 
an inspirational send-off theme before 
making it the centre of the class. 

But I realised we needed to engage 
companies in testing this idea – to see if it 
makes business sense and if we can 
gather the data. So I approached a senior 
faculty at Harvard about conducting 
applied research. We had a few companies 
who wanted to get involved and so we 
launched SHINE. We now work with 
companies to apply handprinting and net 
positive principles – to document, test, 
standardise, refine, and improve 
methodologies. 

Life cycle assessment is the field I’ve 
worked in for over 20 years and I 
sometimes say that life cycle assessment 
is the art and science of footprinting. It’s 
understanding the total environmental 
and social impacts of production and 
consumption. 

We tend to focus on the negative impacts 
in life cycle assessment such as the 
release of greenhouse gasses, 
consumption of water resources, harming 
biodiversity or releasing toxins to the air, 
water and land. These are environmental 
footprints but we also have social 
footprints, such as child or forced labour 
in supply chains, extensive working time, 
poverty wages or working in hazardous 
conditions that have a high risk of injury 
and accidents.  

Watch the full interview with  
Gregory Norris at signals.sig.biz 

What is handprinting 
and how is it related to 

the Net Positive 
movement? Gregory 

Norris, the pioneer of 
handprinting, sheds light 

on the idea in part one 
of our Faces of Net 

Positive series

 —
FACES OF 
 NET POSITIVE
 PART 1

SIGnals on November 5, 2018

RESPONSIBILITY

Handprinting is the idea  
of making a positive impact 
rather than a negative 
footprint

Gregory Norris
Co-Director of SHINE
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With basic life cycle assessment (LCA) 
insights, most product impacts can be 
seen as negative. We also tend to use 
products all day long, so if footprints are 
all we have, the planet would probably be 
better off without us. Seeing this message 
from LCA and footprinting so clearly, I 
asked myself: how can we change this?

A client of mine at the time was Caterpillar, 
which makes huge equipment like 
bulldozers and excavators. I realised if I 
could help them make their equipment 
more environmentally friendly with a 
lower footprint – if I could be one of the 
causes of positive changes at that 
magnitude – then my presence could be a 
net positive presence. 

Many companies, however, are worried 
about green washing. They’re worried that 
if they talk about how they’re helping the 
planet that sceptics, NGOs and even 
employees will say, well you’re putting a 
friendly face on what’s still a bad story. I 
think we lack the hope and are convinced 
we’re bad news, individually and 
collectively. And when we try to pursue 
net positive, there’s a part of us that thinks 
this must be fiction. 

There’s also the issue of complexity. 
Handprints end up being ripple effects 
that can spread. But tracing those ripple 

effects and getting data is challenging. 
Also, whenever we discuss an impact, it ’s 
always relative to a baseline without the 
impact. And different people have 
different ideas of what the baseline is or 
should be. 

If you already sell products that give more 
than they take environmentally or socially 
over their life cycle, then you can directly 
profit when other people use your 
products to create handprints. But this 
kind of product is quite special, so how 
can the rest of the economy become a 
part of a net positive movement? It turns 
out, this is a game everyone can play, and 
one humanity can only win if we are all in 
it together.

What, for example, can the manufacturer 
of a chair do? The manufacturer might say: 
let’s attach an LED lightbulb to the back of 
every chair. This light bulb could save 
more electricity over the lightbulb’s life, so 
it will actually reduce environmental 
impacts greater than the footprint of 
making the chair. So even though a 
company isn’t making an environmentally 
special product, they can create a net 
positive handprint.  

Watch the full interview with Gregory 
Norris at signals.sig.biz 

Why is becoming net 
positive such a 

challenging task? We put 
this question and others 

to life cycle analysis 
expert Gregory Norris, in 

part two of our Faces of 
Net Positive series

SIGnals on October 31, 2018

If I could be a cause of 
positive change – then 
my presence could be 
net positive

“
 —
FACES OF 
 NET POSITIVE
 PART 2
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We emphasise with companies that it’s 
important to start by looking at ways in 
which your profit has a significant 
footprint, and see if you can create 
positive change on these topics. SIG is a 
great example of how to pursue net 
positive. As it uses paper, a big part of 
their footprint story is forests, planting 
and the management of trees. Promoting 
sustainable forestry will therefore help 
reduce their footprint. 

But if SIG can have an influence in the 
world on forestry in general and promote 
FSC forestry, so it affects not only their 
supply chain but the supply chains of 
many companies, they can create positive 
change beyond their footprint. 

SIG can also look at how its products are 
more energy efficient over the life cycle 
than other packaging. Its aseptic packages 
are lighter and allow us to avoid the cold 
chain. And they can help consumers 
understand that choosing an aseptic 
package is a small but positive change for 
their footprint. 

I hope the net positive movement is 
something everyone becomes part of. I 
think there’s a great role for organisations 
but there’s also a huge role for individuals. 

So I hope we see a grassroots kind of 
citizen-led movement on net positive. If 
that happens, it would bring many 
beneficial impacts. 

First, will be a reduction of humanity’s 
footprints, meaning we could achieve the 
goal to stay under a 1.5-degree increase in 
global temperatures and we’ll slow and 
maybe even reverse the erosion of 
biodiversity. Another powerful benefit is 
that people will start to feel hope and 
empowered. And when we feel we’re 
powerful on problems like climate change, 
we won’t forget the thrill of that feeling and 
we’ll use it to solve the next problem.   
 
Watch the full interview with Gregory 
Norris at signals.sig.biz 

How can companies like 
SIG deliver on net 

positive goals? Gregory 
Norris, Co-Director of 

SHINE and net positive 
expert, reveals how in 

part three of our Faces 
of Net Positive series

SIGnals on November 31, 2018 —
FACES OF 
 NET POSITIVE
 PART 3

I hope we see a grassroots kind  
of citizen-led movement on  
net positive – it would bring many 
beneficial impacts

RESPONSIBILITY

Gregory Norris
Co-Director of SHINE

GREGORY NORRIS
CO-DIRECTOR OF SHINE
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