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he ability to reseal is quickly becoming essential in most 
forms of packaging. This notion is especially true in new 
and emerging economies that have seen signi! cant 

growth and popularity in " exible packaging in the last few years.  
Flexible packaging with a resealable closure brings bene! ts such 
as greater convenience, longer lasting product freshness, portion 
control and more exposure of consumers to a brand name. In 
Asia, savvy consumers are looking for packaging that is not only 
functional, but boasts additional bene! ts to ! t their lifestyles.

Traditionally, Asian consumers have purchased products 
sold in rigid containers and jars. However, consumer product 
companies in the world’s largest continent are now focusing more 
on product quality and brand differentiation. Modifying the brand’s 
packaging with a resealable closure presents a unique opportu-
nity to do so. Shelf impact also plays a particularly important role, 
as market-savvy Asian consumers now ! nd themselves faced 
with more brand options at the point-of-purchase. Bolstering the 
importance of shelf impact are studies which show consumers 
take only a few seconds to make their purchasing decisions 

among the many brands to choose from.  
To take full advantage of the many bene! ts resealable 

packaging brings to brands in developing markets, a few mis-
steps are outlined below.  Avoiding these pitfalls can be the 
difference between just another brand on the shelf and market 
leadership.
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For that matter, don’t let customers throw away the brand 
for you.  Most packaging, sooner or later, will end up in the trash 
can or recycle bin.  However, many products packaged in " exible 
packaging force consumers to place unused portions of product 
in air tight plastic containers while the primary package is thrown 
away.  Money spent on developing a brand relationship with a 
consumer loses days or even months of exposure.  Adding a re-
sealable feature to " exible packaging not only protects products, 
but also preserves freshness and adds consumer convenience. 
It also extends the time consumers literally see the brand, which 
fosters positive feelings and repeat business.
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Where many retail sectors are lagging, premium products are 
a growth area across the retail food sector.  Backing up premium 
products with premium packaging is smart.  Adding a less than 
premium resealable feature is not.

Resealable closures range in price and performance, which 
is re" ected in how easy it is for a consumer to open and close 
the product. The biggest problems with less-than-premium 
press-to-close zippers show when a consumer cannot reliably 
close a package. Brand owners should look out for zipper sup-
pliers that manufacture quality closures which can 
be easily aligned and provide a complete 
seal each time the product is used. 
Packaging is designed foremost 
for the consumer’s convenience 
– be it a senior citizen or child 
– so brand owners should 
make sure their package 
requires minimal effort to 
open and close.

For products that de-
mand top quality and reli-
ability, like infant formula 
and nutraceuticals, pack-
aging should be viewed in 
total – that’s the way cus-
tomers view it.  The results 
will be a premium experience 
and will in turn, usher in a higher 
return of investment.
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Packaging should be viewed as a total part of branding 
and product development. Resealable features should be in-
cluded in that process.  Zippers behave differently with different 
! lms and the products they package. Film choice, application 
technology, the package machinery employed and product all 
affect how a package system will function.  Many times, problems 
adding a resealable closure can be avoided if zipper technology 
is viewed as a total packaging system and not an add-on.
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Offering visual instructions reinforces that a " exible package 
can be resealed both at the store shelf and in consumers’ homes.  
In addition, instructions further reinforce the fact that your product 
features consumer preferred resealable technology.

An economical solution for brand owners is to ! nd a zipper 
supplier that offers its own logo and instructional graphics for 
use on a wide range of packages. This saves the company time 
and effort in creating its own artwork. Many brand owners utilize 
these design elements to convey quality and convenience.
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Additional training and knowledge is required for operators 
on zipper-capable packaging systems.  Operators in plants 
where resealable closures are applied are often very reliable 

and knowledgeable about their equipment and 
can act as a resource for troubleshooting 

problems.  However, operators may 
lack the knowledge or experience 

to correct zipper application is-
sues.  For example, many will 

simply apply more tempera-
ture, pressure or dwell time 
when press-to-close or 
slider technology fails to 
attach to the ! lm.  While 
this is intuitive, it is most 
often not the best course 
of action.  

The way equipment 
interacts with the reseal-

able closure depends on a 
number of factors including 

the application itself and the 
desired package design.  Bringing 

together an operator and a resealable 
technology specialist that has worked with 

many variations will ensure a smooth transition 
both before and after operation begins. 

A resealable technology specialist can evaluate the cause 
of the issue and work with partners such as ! lm suppliers and 
packaging machinery providers to correct the problem.  Again, 
resealable closures are an integrated part of a total package 
and thousands of companies around the world have become 
pro! cient at making resealable packages.  A specialist can see 
how those pieces interact and save time and money in helping 
to ! ne tune an entire system.
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Resealable technologies offer consumers a high degree of 
convenience (and a more sustainable package) at a cost effec-
tive price, particularly compared to rigid packaging.  However, 
don’t add one element of convenience and take away another.  
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A good example is applying a resealable closure to a " exible 
package, but requiring consumers to cut open a package to ac-
cess the zipper.  This barrier negates the branding, design, and 
implementation of convenience packaging.  Consumers could 
incorrectly cut ! lm too close to the zipper making it dif! cult to 
close or, worse, injure themselves in the process.  Research 
con! rms consumers will just become frustrated by the idea 
that a cutting implement is needed to access an otherwise 
convenient package.

In this situation, laser scoring or a simple perforated tab that 
can be easily applied in line with a resealable closure would 
enhance overall consumer convenience and also control the 
situation in which a package is opened.
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Simple is often best and consumers respond to it. Although 
instructions can be helpful, other package design elements can 
visually guide consumers to the easiest 
way of opening a package and to the fact 
that it incorporates a convenient closure.  
Slider technology can be particularly effec-
tive in this regard.  Since the slider serves 
as a visual clue and an intuitive means of 
opening and closing a package, it requires 
little or no other communication.  In fact, 
Zip-Pak focus group research indicates 
that most consumers immediately recognise 
how the slider works and trusts its integrity 
after it is closed. The study showed that 
consumers quickly understood the function 
and preferred it over press-to-close options 
by an order of magnitude. 
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Convenience packaging often means 
extra costs for suppliers and consumers.  
Flexible packaging holds an overall ad-
vantage in terms of reduced shipping and 

material costs.  In fact, Zip-Pak recently announced the ! ndings 
of a life cycle inventory (LCI), conducted by Franklin Associates, 
an independent third party research ! rm, that compared reseal-
able " exible packaging to rigid containers for both deli meat and 
cereal packages.  The study concluded that the transportation 
energy requirements for the reusable container systems are 
higher than for the " exible packaging systems.

Exploring convenience options in " exible packaging saves 
money and carries an environmental message as well, which is 
becoming increasingly important to consumers.  The Franklin Re-
search further concludes that " exible packaging enables lighter-
weight packages and smaller package dimensions, leading to 

greater product-to-package ratios. Besides 
using less material, " exible packaging also 
has lower energy and solid waste footprints 
as well as lower greenhouse gas emissions 
than rigid containers.

There is a wide range of resealable 
products and value-added features which 
can be developed to suit almost any ap-
plication.  Resealable closures have been 
developed for powdered products, frozen 
applications, high temperature applications 
like retort and microwave, and for bulk 
goods, to name a few.

 Resealable technology is one of the 
more cost effective, ef! cient, sustainable 
and direct ways to enhance a consumer’s 
overall experience with a product in " ex-
ible packaging. Looking at a few simple 
ways of further enhancing the technol-
ogy can improve consumer experience 
as well as production efficiency.  FBA


