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During the summer, our digital campaign 
Challenge Conventional received wide-
spread attention. It spread throughout  153 
countries and allowed us to show that we 
take sustainability seriously and also ena-
bled us to involve and engage more people 
in making confident choices in packaging. 
When used correctly, packaging has both 
environmental and financial benefits. In 
this respect our solutions are leading the 
way and we want to be a knowledge partner 
in our customers’ developmental work.  
Together we can create optimal packaging 
solutions that do not leave a negative legacy 
for our children and grandchildren. 
Nothing  is forever, and that goes for 
 pack aging  too.

At BillerudKorsnäs, we are constantly 
developing smarter, lighter and safer 
 packaging. We have come so far now that 
we can make sacks completely disappear. In 
this issue of Smarter Packaging you can read 
about our award-winning dissolvable 
cement  sack. You can also read about food 
safety in packaging and about our sensory 
lab, which ensures the protection and safe-
keeping of a product. In the food business 
this is essential for our customers to feel 
confident that their choice of material will 
not affect their product.

To read more about how we challenge  
ourselves, visit our campaign site:  
www.challengeconventional.com 

peter malmqvist 
Marketing Director at BillerudKorsnäs AB

confident
choices
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News

billerudKorsnäs opened its first branch office 
in India in April.  

M/s BillerudKorsnäs Packaging India Pvt 
Ltd is located in Gurgaon, a bur-
geoning financial and industrial 
centre near New Delhi. 

Until now, the company’s 
 oper a tions in India have been 
managed from Dubai. But a new 
offi ce   represents a strategic move 
to realise India’s full market 
poten  tial.  BillerudKorsnäs is 
 increasingly working with Indian 

converters and brand owners, primarily with 
medical, interleaving, flexible packaging and 
sack paper solutions.

BillerudKorsnäs India staff 
include  Rajeev Goyal, who heads 
the office as well as market and 
business development; Madhvi 
Lijhara, who is responsible for sack 
solutions and bags; Zaheer Abbas, 
who is responsible for consumer 
laminates; and Bharat Verma, who 
is responsible for medical and 
 speciality papers. •

billerudKorsnäs has been operating 
in the us for some time. Now it has 
opened its first sales office in Miami, 
Florida, as part of its efforts to 
strengthen the brand outside 
Europe.  

Miami’s strategic location between 
North and South America made it a 

natural choice for the company’s first 
us office. Miami International air-
port is a major hub for travel 
between  the us and Latin America. 
Many Latin American companies 
are also headquartered in Miami. 

Henrik Andén, Regional Sales 
Director,  Americas, says: “It is very 

positive that  
BillerudKorsnäs has 
decided  to invest in this 
region. It is good that we 
will be able to work 

within  the same time zone as our us 
customers and it will help us open 
up new relationships.”

First us sales office  
  opens in Miami

Indian  
branch    up and running  
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Calendar Fall 2015
20–23 october scanpack, Gothenburg, sweden

21–23 october luxe pack, Monaco

28 october FeFco technical  
seminar, Barcelona, spain

31 october Medical exhibition,  
cardinal health supplier Mart, usa

3 november pace, singapore

12 november pida, Germany

12 november  
capital Market day, stockholm, sweden

16–19 november  
compamed, dûsseldorf, Germany

#4 2015    billerudkorsnas.com

Rajeev Goyal
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a seK 220 million upgrade of 
paper machine No.4 at the 
Billerud Korsnäs paper mill  
in Gävle has significantly 
improved  the print quality  
of BillerudKorsnäs Coated 
White Top Kraftliner products.

The rebuild took place at the 
end of 2014 and involved the 
installation of a new headbox 
for the top side of the liner, a 
breast roll shaker for the back 
side, a smoothing press and 
new dewatering elements.

The changes have resulted in 
improved fibre formation and 
fibre orientation, with better 
print results on the liner, as well 

as increased smoothness and 
strength and stiffness. 

BillerudKorsnäs recently 
launched upgrades of the 
coated  liners BillerudKorsnäs 
Design,  Decor and Supreme, 
with major improve ments in 
smoothness, whiteness and  
sct strength. •

A substantial 
investment in 
paper machine 
No.4 has paved 
the way for 
an upgrade in 
coated liner.

Gävle boosts  
 kraftliner quality

 

•    Better print result  
and whiteness, less  
washboarding for  
enhanced shelf impact. 

•    SCT strength for further  
lightweighting and  
reduced costs.    

improvements

sack
The disappearing 

cement

a cement sack that dissolves in water  
when concrete is being mixed has been 
designed by BillerudKorsnäs and Lafarge, 
the French cement company that recently 
merged with Switzerland’s Holcim to create 
the world’s biggest building materials group.

The D-sack is the result of a three-year 
research and development project between 
the two companies. 

Lafarge wanted a cement sack as robust 
and moisture resistant as any other on the 
market but it also wanted it to dissolve in 
cement mixers without affecting the 
 quality of the concrete. 

“It was a completely user-driven idea,” 
says Mark van de Merwe, Business 
 Development Director for Sack Solutions 
at Billerud Korsnäs in Germany. “Lafarge 
was looking to deal with the problem of 
dusty workplaces and make life easier for 
the construction workers who handle these 
sacks every day.” 

The d-sack means that construction 
workers no longer have to deal with dust 
and skin complaints and solves the prob-
lem of how to dispose of empty sacks. It 
has also provided LafargeHolcim with a 
product that no one else can match.

“This innovation is a great example of 
how we can offer ‘upstream’ innovations to 
our clients through packaging,” says Fabio 
Dallan, Vice President Retail Business,  
LafargeHolcim.

BillerudKorsnäs recently won the Inno-
vation in Sustainable Packaging award for 
the d-sack at the 2015 ppi Awards in 
Chicago.  •
 billerudkorsnas.com #4 2015
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You don’t typically see men giving 
boxes of chocolates to each other 
before heading off to a football 

match. Chocolates tend to go with love, 
birthdays, get-well wishes and wedding 
 celebrations or new babies. 

However, Berlin-based designer Katrin 
Warneke is challenging gender stereotypes, 
as well as the buying habits of confectionery 
lovers, with a new product line aimed 
squarely  at men. “I wanted to provide new 
opportunities for giving presents and for 
recognising others,” she explains. 

 
Warneke is an old hand at confectionery, 
having already produced K’s Soul Food 
Kitchen, a successful range of sweets distrib-
uted by Germany’s largest confectionery 
chain Hussel. But with isso, her new line of 
chocolates for men, she is exploring 
uncharted  territory. “I wanted it to be a bit 
ironic,” she says. “But if some men who are 
not ironically inclined decide to take it 
 seriously, well, that’s okay too.” 

The designer has again partnered with 
Hussel in developing isso. The product 
name borrows from a masculine German 
expression meaning something like, “That’s 
how it is – period.” However, she says the 
full expression – es ist so – also has an almost 
meditative quality: “It is as it is.”

Warneke has played on this multi-
dimensional theme in creating the logo, in 
which a silhouette of a rhinoceros symbol-
ises “a tough skin with a soft centre.” 

 
the isso range consists of six individually 
named items of confectionery: Voll krass 
(“totally crass”), a chocolate bar embedded 
with pieces of roasted garlic; Yeah!, a lemon 
truffle with a sherbet filling that explodes in 
your mouth; Volltreffer (“back of the net”), a 
milk chocolate praline; Durchbeissen (“hang 
in there”), a milk chocolate hazelnut block; 
Komm mal runter (“just relax a bit”), a 
gummy  bear in a lotus position; and 
Respekt,  a chocolate truffle with gold dust.

“You might give a box of Respekt to some-
one to say that you thought they had faced 
up to a problem well,” Warneke says. “Or 
you might give Yeah! to someone before 
going out for a night on the town.” 

The new ideas embodied in the product 
also required new packaging and Warneke 
decided on a simple, untreated box that was 
the shape and size of a dvd box set, with a 
printed sleeve cut at an angle.

Using BillerudKorsnäs Light, packaging 
company Richard Bretschneider folded a 
hollow-walled box with the uncoated side 
on the outside and used the coated side of 
the same cartonboard for the wrapper. Sales 

Just for
men

Most guys wouldn’t 
dream of giving  
each other chocolates 
before heading out for 
a night on the town. 
But a clever new 
product line from a 
Berlin designer could 
change everything.

Katrin 
Warneke

teXt MiChael laWton photo lene MünCh

Customer case: isso
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Boys will be boys:  
The packaging is a  

simple untreated box, 
the shape and size  
of a DVD box set.

The rhinoceros logo 
symbolises a tough  
skin with a soft centre. 
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The sensory lab is part of the Quality 
& Product department at the 
Billerud Korsnäs mill in Frövi. Its 

main objective is to make sure that the car-
tonboard produced at Billerud Korsnäs mills 
in Frövi and Gävle protects food without 
negatively affecting taste. 

Torbjörn Lorin, Quality and Product 
Care Engineer at BillerudKorsnäs, says: “We 
must be sure that our products do not have 
an off-taste or off-odour. So the sensory 
tests are conducted in order to verify that 
our cartonboard is appropriate for use in 
food content packaging.” 

The Sensory Lab assesses both the quality 
of the raw materials and the finished prod-
uct, with a tasting panel made up of volun-
teers from the factory tasting the packaged 
food and rating it. 

 
the tasting tests are conducted in a room 
designed and fitted with carbon filter venti-
lation to eliminate odours. The Robinson 
Test, a standard procedure for testing odour 
and taste transfer, is used by the tasters to 
evaluate the off-taste and off-odour and rate 
it on a scale from zero to four (0 indicates 
no perceptible off-odour/off-flavour and  
4 indicates a strong off-odour/off-flavour). 

Human testers are preferred because peo-
ple are generally sensitive to off-taste and 
odours. But BillerudKorsnäs also carries out 
chemical analysis using gas chromatography. 

The Sensory Lab holds tastings two to 
four times a week. In order to become a 
member of the tasting panel, staff must be 

non-smokers and demonstrate sensitivity to 
low levels of off-taste for sour, sweet and 
salty tastes as well as bitterness in water.

Problems with off-taste and off-odour can 
also occur further along the supply chain 
after converting or printing. The Sensory 
Lab helps customers here too by looking for 
the causes of the problems and offering 
solutions. 

 “We must be sure that our customers get 
a safe product,” Lorin says. “And testing at 
the Sensory Lab is an important step in the 
process of making the perfect product.” •

 

Torbjörn Lorin, Quality and Product Care Engineer 
at BillerudKorsnäs, runs the tasting tests at the 
Sensory Lab.

To make certain that packaging doesn’t affect  
the taste and smell of the food it contains,  
BillerudKorsnäs has set up a Sensory Lab  
in central Sweden.
teXt Jonathan eWinG photo alexander von sydoW

representative Oliver Schrutt says: “We 
used a fairly light 250 gsm board and 
found it to be very stable. With most 
other products we would have had to 
go for a heavier material.”  

But the cartonboard did pose a few 
challenges. “The brand name is 
embossed  in bronze on the untreated 
board and we had to try several differ-
ent pressures and temperatures to 
make sure it came out distinctly,” 
Schrutt says.

Another challenge came in the form 
of the wrapper, which on most boxes 
was to be dark blue with a brightly 
contrasting colour for the product 
name. “It’s not easy to get a smooth 
and even finish over such a large area,” 
Schrutt says. “And we had to experi-
ment for some time to find bright col-
ours that wouldn’t fade and were safe 
for food.” 

one of the things that Warneke likes 
about the untreated board is that it’s a 
bit unpredictable. “It’s a game of out-
side and inside,” she says, referring to 
the way that the play between the 
uncoated   and coated cartonboard 
creates  con  trasting experiences. The 
fact that the brand name is on the 
“natural” un  treated side and that the 
blue ink looks completely different 
depend   ing on whether it’s on the 
treated or un treated  board only adds 
to the effect.  •

a matter of taste

Customer case: isso
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Sailing towards a sustainable 

An exciting partnership with Tara Expeditions, a French  
scientific research foundation, shows that BillerudKorsnäs  
is serious about its commitment to driving change towards  
a more sustainable future.           
 
teXt danny ChaPMan photo tara exPeditions

The French research schooner Tara 
has been on the move for the past 
12 years. From the Arctic to the 

Antarctic and the Pacific to the Indian 
Oceans, the vessel has covered over 300,000 
kilometres in a series of scientific expedi-
tions to study the effects of climate change 
on the world’s oceans.

Tara Expeditions’ mission is to increase 
environmental awareness among the general 
public and develop a long-term advocacy 
plan to mobilise civil society and encourage 
politicians to act. The non-profit organisa-
tion has special consultative status at the 
United Nations, with Tara set to be “ocean 

ambassador” at the forthcoming 2015 
United  Nations Climate Change Confer-
ence in Paris. It came to the attention of 
BillerudKorsnäs through its 2014 Mediter-
ranean expedition, which was undertaken 
to better understand the impact of plastic 
pollution on oceans.

Jimmy Nyström, Tara Project Leader at 
BillerudKorsnäs, says: “BillerudKorsnäs 
really  wanted to work with someone on this 
matter. We think that to challenge the 
 conventional ways of doing things, we need 
to get involved, to really engage in under-
standing the challenges and from there to 
develop  better solutions. We can’t just watch 

future

Sustainability



what is happening; we need to be active. If 
we are going to talk the talk then we need 
to walk the walk.”

Romain Troublé, Secretary General at 
Tara Expeditions, says the foundation 
wanted  to work with BillerudKorsnäs 
because  it is the leader in its field when it 
comes to sustainable development. 
“Billerud Korsnäs has been around for about 
100 years, which in itself requires a sustain-
able approach, and the way that it manages 
natural resources, the forests and water, goes 
beyond the best practices that we see today.” 

Until now, the sustainability agenda of 
BillerudKorsnäs has mainly focused on 
minimising the negative impact of its pro-
duction processes. Henrik Essén, Director 
of Communications and Sustainability at 
BillerudKorsnäs, says that this will continue 
but with a wider scope. 

Both Essén and Nyström see working 
with Tara as a way for BillerudKorsnäs to 
continue challenging itself in this area. “We 
want to do better,” Essén says. “Not every-
thing we do is sustainable but we want to 
improve. And we want to help drive the 
world towards a more sustainable future 
wherever we can have an impact.” 

 
the results from Tara’s studies on the impact 
of plastic pollutants in oceans are alarming 
(see sidebar). “It’s everywhere,” Nyström 
says. “Tara even found plastic in the Arctic 
and Antarctic. Can you imagine? How the 
hell did it end up there?”

The amount of plastic floating around the 
world’s oceans is roughly twice the size of 
Texas. But that is just what is visible. Scien-
tists estimate that there is some 70 percent 
more plastic in the ocean that they can’t see, 

with invisible microplastics from washing 
liquids and cosmetics a particular problem. 

As well as the harm caused to marine eco-
systems, this is starting to pose a real prob-
lem for humans too.  “All of a sudden we 
have started to realise that plankton feeds 
on algae attached to plastic, fish eat plank-
ton and so it ends up on our plates,” 
Nyström says. “It is not a good situation.”

Since partnering with Tara Expeditions at 
the beginning of 2015, BillerudKorsnäs has 
supported the foundation at various events, 
including Unesco World Ocean Day. “If 
they have their friends around them it 
shows strength,” Nyström says. “And if they 
don’t get industry behind them they lack an 
essential ingredient.”

 
industry is an important partner in finding 
and developing alternative solutions. At the 
Beyond Plastic Med event in Monaco in 
March, Essén presented various solutions to 
a room full of scientists and politicians more 
used to hearing about problems.  

“Working with BillerudKorsnäs helps us 
promote the idea that there are alternatives,” 
Troublé says. “Sustainable development is a 
global issue and requires non-governmental 
organisations, scientists and industry to 
work together to find solutions.”

Essén also sees partnership as key. “We 
don’t have all the answers to plastic pollu-
tion,” he says. “But we have part of the 
solution.  We all need to search out new 
partnerships  and through working with 
experts  in various fields we can speed up 
development.” 

Tara hopes its research will raise public 
awareness of what’s happening in the 
world’s oceans and encourage a change in 

10   Smarter Packaging #4 2015    billerudkorsnas.com

behaviour. “We want to bring science to the 
public and help them make more informed 
choices,” Troublé says. 

BillerudKorsnäs, meanwhile, is hopeful 
that the partnership will lead to new prod-
uct developments. “We have a great oppor-
tunity through working with Tara to find 
ways to develop better functionality in our 
board and paper materials and packaging 
solutions,” Essén says. 

Nyström adds: “If we can use the research 
material that Tara gives us to develop new 
products that won’t hurt the oceans that 
would be fantastic.” •

Romain Troublé, Secretary General  
at Tara Expeditions, says working 
with BillerudKorsnäs helps show  
that there are  sustainable solutions.

Jimmy Nyström

Sustainability

Henrik Essén



Tara makes waves in Stockholm
tara’s visit to Stockholm this 
summer at the invitation of 
Billerud Korsnäs shows just how 
important the partnership is to 
Tara Expeditions. The visit fol-
lowed an expedition to Greenland 
and precedes trips to London and 
Paris where the team will be 
involved  in the un’s Sustainable  
Innovation Forum cop 21.

The schooner spent five days, 
from 26–30 August, moored in 
the middle of Stockholm, where 
for one day it was open to the 

general public so they could learn 
more about its work.

Raising public awareness of the 
effect climate change is having on 
the world’s oceans is one of Tara’s 
main objectives. Between 2009 
and 2012 over 10,000 children 
visited the vessel. “In 10 years 
those children will be 20 years 
old,” says Tara’s founder Agnès 
Troublé, aka fashion designer 
Agnès B. “There is a growing 
realisation  among young people 
of the risks facing the planet.”

During her stay, Tara also host-
ed an event attended by Sweden’s 
Minister for International Devel-
opment Isabella Lövin, former 
Prime Minister Göran Persson, 
and BillerudKorsnäs customers.

Jimmy Nyström, Tara Project 
Leader at BillerudKorsnäs, says 
more events are planned in Eu-
rope and Asia. “We want to show 
our customers what Tara is all 
about and why this is an impor-
tant thing for us to be involved 
with from a global perspective.”•

Smarter Packaging  11billerudkorsnas.com #4 2015

how much 
plastic is  
in the 
world’s 
oceans?
• Over 200 kg depos-
ited every second
• 8 million tons depos-
ited every year
• A mass of plastic 
twice the size of Texas 
• 16 plastic bags for 
every meter of the 
world’s coastline
• 250 billion fragments 
of microplastics in the 
Mediterranean alone

tara in brief
• Active since 2003
• Travelled 300,000 km
• Hosted 10,000 children 
between 2009 and 2012
• Conducted 10 expedi-
tions, including:
2004: Greenland
2005: Antarctic
2005–06: South Georgia
2006: Patagonia
2006–08: Tara Arctic
2009–13: Tara Oceans
2014: Tara Mediterranean

Agnès Troublé, 
Tara’s founder.
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Picture a packet of crisps. Now 
imagine that bag was soft and 
not made out of crinkly paper 
or plastic. How crisp would 
those crisps taste? That’s the 

kind of research now underway into how 
far packaging influences our expectations of 
products. Does the colour or shape of a 
package influence our perception of how a 
product will taste, for example?

Thomas van Rompay of the Department 
of Marketing Communication and Con-
sumer Psychology at the University of 
Twente in the Netherlands says that 
research  has shown that we make abstract 
judgments based on physical reactions:

“For example, it seems to make a differ-
ence if you ask people to hold a warm cup 
of warm coffee or iced coffee before they 

take part in an interviewing panel. 
It looks as if those who hold 

the warm coffee tend to 
judge interviewees  more 
generously.”  

He says the same prin-
ciple applies to pack-
aging, where different 

shaped packages evoke 
different emotions and per-

ceptions in users.  In one 
study carried out by van Rom-

pay, yoghurt from a square pot was per-
ceived to have a more intense flavour than 
that of yoghurt contained in a round one.

What is the function of  
packaging? It used to  
be about keeping goods  
from being damaged,  
but research shows that 
packaging design can  
influence our expectations  

of products and even  
affect our enjoyment  

of them.

teXt MiChael laWton  
  photo tobias ohls
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“Packaging  
has an aesthetic 

function: to heighten 
our enjoyment of 

the product.”
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Not only was it the same yoghurt,  but 
those who took part in the study didn’t 
actually eat the yoghurt out of the 
pots. They were shown pictures 
of the pots and then given the 
yoghurt on small plates.

Rick Schifferstein of the 
Department of Industrial 
Design  at Delft University of 
Technology was also involved 
in the study and says that the 
function  of packaging is changing. 

“Packaging was originally functional, 
designed to prevent goods being damaged 
and to preserve hygiene. Then it developed  
a communication function, telling consum-
ers about the product, and differentiating 
one product from another on the shelf. But 
now it also has an aesthetic function: to 
heighten our enjoyment of the product – 
 after all, the consumer buys a product and its 
packaging.” 

 
research into the sensory aspects of pack-
aging is still relatively new and only goes 
back 10 years or so. (As Schifferstein says, 
“We have several theories but they still need 
to be tested.”) But there is quite a bit of 
evidence  on the link between colour and 
flavour  – both in terms of products and 
packaging. For example, in one study wine 
students used tasting notes associated with 
red wines (prune, chocolate, tobacco) to 

describe  white wine that had been dyed red. 
In other  experiments, wine tasted 

sweeter when drunk under a red 
light while people who were 

served a drink in a red cup 
thought it sweeter than the 
same drink served in a 
green cup. Adding a bit of 
yellow to a can of 7-Up can 

also make the drink seem 
more lemony.  
But it is not just flavour: 

research by van Rompay has 
shown that placing a strong 
image near the bottom of a 
box of detergent makes 
 people think it is heavier,  
while an image with a strong 
upward movement makes 
people think it is less strongly 
perfumed than if it were point-
ing downwards – but only if the 
image is positioned near the top of the 
box.

Hypotheses can occasionally be dis-
proved, however. In the case of the square 
yoghurt pots, for example, more intensely 
coloured packaging did not result in a more 
intense taste sensation.   

And recent research by Schifferstein 
shows that perfume doesn’t grow on you to 
any greater extent if it comes in a box whose 
colour had been shown in a previous study 

to be a match. We’re not any more likely to 
buy a perfume because it comes in a match-
ing box. 

“I’d hesitate to come out with any firm 
guidelines,” van Rompay says. “There may 
be many factors that influence our deci-
sions, such as the type of product or the 
type of consumer. For example, would the 
yoghurt pot research have had a different 
result if we had used more intensely 
flavoured  yoghurt? But we do know that 

packaging influences perception 
and I want to keep exploring 

that.” 
 

schifferstein says compa-
nies don’t take the area seri-
ously enough. “Producers 
work to ensure that fruit 

and vegetables look as perfect 
as possible, but they don’t think 

about the wrapping in which they 
are presented. Food must sell itself, but 

what is the ideal  background for it?” 
While producers have long taken brand 

identity, logos, company colours and 
symbols  into account when making design 
decisions, the research suggests it may be 
time to go one step further. With the right 
packaging design, the consumer experience 
can be enhanced right from the outset, with 
positive effects for producers in terms of 
customer relationships and sales.•

  
Adding a bit  

of yellow to a can  
of 7-Up can make  

the drink seem  
more lemony.

 
 

Different 
shaped packages 
evoke different 
emotions and  
perceptions  

in users.
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Given its widespread popularity, 
pizza  could well be Italy’s best-
known export. As many as five bil-

lion pizzas are consumed annually world-
wide and range from the classic wood-fired 
Neapolitan margherita to the copycat 
doughy versions found in cities from Stock-
holm to Santiago, where locals love to 
experi ment with exotic toppings from pine-
apple to whole shrimp much to the annoy-
ance of purists. Yet in its homeland of Italy, 
where locals are now pushing Unesco to add 
Neapolitan pizza to its Intangible Cultural 
Heritage list alongside Viennese coffeehouse 
culture and traditional Mexican cuisine, a 
little innovation has entered into the 
kitchen,  albeit not in terms of the recipe.

 
today, a pizzeria in the province of Salerno, 
whose feted buffalo mozzarella is a key 
ingredient  of quality pizza, is making waves 
with its choice of packaging when hungry 
patrons opt for a takeaway. Taverna Pul-
cinella is owned by the Gallizioli family and 
is a popular lunch spot given its location in 
the town’s business district. While it’s not 
the only pizzeria in the neighbourhood, 
Pulcinella stands out for its innovative pizza 
boxes. At first glance, patrons can’t discern 
the difference when they come in to pick up 
piping hot pizza margheritas or calzones 
made in the restaurant’s artisanal oven that 
was built locally from brick and mortar 

composed of volcanic sand from Mount 
Vesuvius. 

It’s only on closer inspection, says Alberto 
Gallizioli, who runs Pulcinella with his 
mother and siblings, that the special recipe 
involved in making the box reveals itself. 
“It’s all-white, very clean looking, which 
gives the impression of something used for a 
gourmet product, not simple everyday 
pizza,”  Gallizioli says. 

The key ingredient is BillerudKorsnäs 
Pure White liner. Composed of 100 percent 
virgin wood fibres, the material has found a 
niche in packaging for food.

Arnaldo Ferrari, Sales Manager at Billerud-
Korsnäs in Italy, says: “It’s safe to use with 
food, and even though they may not notice 
it, the consumer comes across it in a variety 
of settings. Pure White can be found in the 
fruit boxes you see at the open-air markets 
in Italy’s piazzas, for example. The material 
is also used in wine boxes as the surface 
allows  for better visibility of printed logos 
on the packaging.”

Gallizioli came into contact with Pure 
White through another business his family 
owns in Salerno that supplies cartonboard 
to companies for their various packaging 
needs. And though he has pizza boxes in the 
company’s product offering that are stand-
ard,  he sought something “extra” for the 
family’s pizzeria, where each year they serve 
25,000 takeaway orders.

One of the main advantages of Pure 
White, which costs a few cents more than 
standard pizza box material, is that hot moz-
zarella is less likely to stick to the smooth 
surface and leave a mess. This, together with 
its all-white appearance – the product of 
using pure virgin fibre – gives it an aesthetic 
advantage over competitors. “It’s an added 
touch that helps you to stand out from the 
competition,” Gallizioli says. “Every one 
here in our area knows how to make good, 
old-fashioned pizza and calzones. After all, 
this is where pizza was born. So you need to 
find an edge somewhere, and this is it. It is 

Box freSh
No matter how good the pizza it rarely  
travels well – even in Campania. But now  
a local pizzeria has come up with a box that 
keeps pies looking and smelling like they have 
come straight from the oven.
teXt ivan Carvalho photos MaUriZio CaMaGna
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Alberto Gallizioli Arnaldo Ferrari

Pure White liner containerboard produced 
by BillerudKorsnäs helps Taverna Pulcinella 
provide its customers with perfect pizzas.

Customer case: Taverna Pulcinella



as hot as ever
food safety
teXt Jonathan eWinG  
photo Karl albin

With public awareness of food product 
safety  increasing, and in view of growing 
legislative and regulatory demands, 
Billerud Korsnäs is proactively working with 
food safety issues to ensure the protection 

of packaged food. Smarter 
Packaging magazine met  
with Ann Britt Nilseng, 
Product Safety Manager  
at BillerudKorsnäs, to find 
out more.

How does BillerudKorsnäs work with direct 
food contact packaging?  
Food & Beverages is our biggest product 
area. Proper food packaging reduces food 
waste and is essential for an effective and 
safe food supply chain, from the food pro-
ducer to the consumer. For us, it is impor-
tant to deliver food packaging material that 
protects food in an effective way without 
affecting quality while keeping up with cur-
rent legislation. We have a product safety 
group, with representatives from all our 
mills, to ensure compliancy with food con-
tact legislation and ensure a consistent 
product safety offering to the market. 
What are the main issues surrounding direct 
food contact packaging? 
The overall goal is to ensure that packaging 
materials protect the product without 
affect ing its properties. An important issue 
is increasing national legislation in, for 
exam ple, South America and Asia but also 
within the eu. We have to keep updated 
and make sure that our paper and board 
products are compliant with relevant legis-
lation and regulations. 

Public awareness of food and food 
impur ities is increasing. The media has 
raised alarms, from time to time, about 
specific  substances. For the time being 
bisphenol  A, which has been used in differ-

the material
Taverna Pulcinella 
pizza box

Material:  
BillerudKorsnäs  
Pure White 120 gsm
Brand owner/converter:  
Taverna Pulcinella
Contact at  
BillerudKorsnäs:  
arnaldo.ferrari@ 
billerudkorsnas.com

like a typical Italian café that tries to differ-
entiate itself with finer napkins. It’s the little 
details that customers remember.” 

 
ferrari, meanwhile, points out that in food-
conscious Italy specific rules apply to pack-
aging. “For example, in some places around 
the world recycled cardboard is used in 
pizza  boxes. While this may seem ‘green’ 
and good for the environment, the fibres 
used can still contain impurities such as 
dyes, inks and possibly glue.” 

Smell also has to be taken into considera-
tion. “Freshly made pizza is usually enclosed 

inside a corrugated cardboard box where 
odours from the material can have a detri-
mental effect on the smell of your pizza. 
Pure White is made of virgin fibres and is 
less inclined to give off aromas,” Ferrari says. 

 
Gallizioli is with his countryman on this. 
“Neapolitan pizza is characterised not only 
by its raised crust and the crispy yet tender 
consistency of its dough, but also the aro-
mas of basil, mozzarella, and so on. You 
don’t want anything to interfere with that, 
especially after you’ve made the pizza in the 
proper way, that is, the Neapolitan way!” •
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ent types of plastics such as baby bottles, is a 
hot topic. Most of the alarms concern sub-
stances not used in paper or board products, 
but as soon as one sounds we receive ques-
tions from our customers, which is why it is 
impor tant to keep up to date with develop-
ments. Having efficient traceability systems 
in place is vital in giving the correct infor-
mation to our customers.
What kind of work is BillerudKorsnäs doing  
in this area? 
In order to deliver safe products to our cus-
tomers, we must control our production 
process, from the raw material to the final 
product. This assessment involves obtaining 
information from our suppliers and also 
includes extensive process controls and final 
product analysis.

In general, we do these tests to ensure 
that our materials don’t contain any 
constituents  that can be harmful to 
consumer  health. We also have to minimise 
the risk of the packaging material affecting 

the packaged product. BillerudKorsnäs 
products are tested against legal demands 
for food contact materials and, dependent 
on end use, special tests might also be 
performed.  
How are tests conducted and what do  
they involve? 
Tests are performed both in-house and 
externally.  The paper and board grades 
are regularly tested against food con-
tact legislation. These tests ensure 
that our materials do not contain 
any constituents that violate legisla-
tion or that the content of our 
materials  might somehow affect 
the packaged product. 

At the end of the day, our goal 
is to earn our customers’ trust that 
the materials we produce meet all 
legal, regulatory and agreed upon 
demands in terms of food contact. 
It’s our responsibility to make sure 
that those demands are met. •
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Food safety



 When two food lovers got together  
with a packaging designer, a converter 
and cartonboard from BillerudKorsnäs, 
the result was a smart new way of  
preparing a German delicacy.

Spätzle  
    für alle!

teXt Karin strand   
photo istoCKPhoto & friZle
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Customer case: Frizle
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billerudKorsnäs light
BillerudKorsnäs Light is the optimal choice for dry 
frozen or chilled food. It has strong unbleached 
fibers for maximum ease of design, grip stiffness and 
moisture resistance. On the surface bleached fibers 
allow for smoothness and excellent printing results.

“The strength and the elasticity of the fibres make 
BillerudKorsnäs Light strong and flexible in a unique 
way,” says Jörg Storneke, End User Manager at 
BillerudKorsnäs. “In Frizle’s case, the cartonboard 
needed to be stable enough to stand on a shelf, yet 
flexible enough for squeezing.”

BillerudKorsnäs Light is available in 250, 270, 290, 
310 and 330 gsm.

Spätzle is a type of noodle 
native  to Southern Germany. 
Made from eggs, flour, water 
and salt, the noodles are tradi-
tionally made by hand, but 

today they are also sold in supermarkets in 
both dried and pre-cooked forms.

Now a fresh version is available in the 
form of a disposable squeezer filled with raw 
dough. To prepare the dish, the dough is 
squeezed directly into boiling water ahead 
of serving.

The company behind it is Frizle, which 
was founded by fellow food lovers Martin 
Sluk and Thomas Spieler. “We both love 
spätzle and to us the pre-cooked products 
were never an option,” Sluk says.

Making spätzle, however, is a messy and 
time-consuming business, which is where 
Frizle comes in. Spieler says: “We came up 
with the idea of a new convenient way of 
making home-made spätzle in 2011. Since 
we knew nothing about either the food 
industry  or the packaging industry, we 
searched the internet for people who could 
help us.” 

Their search led them to Thomas Reissig 
at VerDeSoft, a packaging design and engi-
neering company based in Nuremberg. He 
says the challenge was three-fold. “The 
packaging needed to be able to keep the 
dough fresh for several weeks,” Reissig says. 
“It also needed to be convenient for the 
consumer to use – easy to open and easy to 
squeeze. And finally it needed to communi-
cate ‘organic product’.”

 
after looking at a range of possible solutions 
including boxes, tubes and pouches, they 
decided on a foldable cartonboard pouch 
with six holes cut in the bottom sealed by a 
label. The inside of the pouch was coated 
with a special film to protect the dough. To 
eliminate the risk of leakage and to speed 
up the process, ultrasonic sealing was used 
for the sides and the top of the pouch. 

The same technology was also used to seal 
the inside of the holes in order to prevent 
moisture from the dough soaking into the 
cartonboard. “That was particularly tricky,” 
Reissig says.

 
after testing several types of cartonboard it 
was obvious that BillerudKorsnäs Light  
250 gsm was the perfect choice of material. 
The cartonboard’s long fibres provide high 
stability and it can stand a high degree of 
humidity.

Michael Spiegel at Spiegel Verpackungen 
in Höchberg, Germany, was the converter 
for the product. “BillerudKorsnäs Light is 
unique,” he says. “Other materials with the 
same thickness are not as strong. And those 
that are as strong lack the flexibility 
needed.” 

Spiegel was involved throughout the 
develop ment process as there were several 
challenges to address, both regarding the 
die-cutting process and the handling of 
coated material.

“There are often difficulties when you 
merge two different materials, in this case 
the cartonboard and the film,” he says. “We 
also needed to develop a special tool in 
order  to be able to check that all the holes 
were properly cut.

 
frizle’s disposable spätzle squeezer was a 
success even before it was officially launched 
in June 2014. In 2012, the first prototype 
was introduced and instantly won the 
German  Packaging Award. In 2013, it was 
presented at the world’s biggest organic 
trade show, Biofach in Nuremberg, and was 
rewarded with the audience award in the 
category Best New Product Convenience. 
That success was repeated in 2014 with the 
audience choosing Frizle’s chilli-flavoured 
spätzle as Best New Product. The product 
packaging also won gold at the prestigious 
DuPont Awards for Packaging Innovation 
in Delaware, America. •
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the material
Frizle Frische Spätzle

Material:  
BillerudKorsnäs Light 250 gsm
Brand owner:  
Frizle, frizle.com 
Designer: VerDeSoft GmbH,  
www.verdesoft.de 
Converter: Spiegel Verpackungen, 
www.spiegel-verpackungen.de 
Contact at BillerudKorsnäs: 
jorg.storneke@billerud korsnas.com 

Mahlzeit!
Germany’s answer 
to pasta originated in 
Swabia, a historic region 
of southwestern Germany. 
Today spätzle is enjoyed 
all over Germany, as 
well as in Switzerland, 
Austria and Hungary. The 
noodles are made from 
eggs, flour, water and 
salt and briefly boiled in 
salted water before being 
served with meat. Spätzle 
is moister and softer than 
Italian pasta. Instead of 
rolling out the dough you 
have to spread it over a 
chopping board and cut it 
into thin strips. There are 
also a range of devices for 
pressing the dough through 
holes directly into boiling 
water.
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ISO 22000

The number of big food scares 
in recent years has put food 
safety and hygiene at the top 

of many companies’ agendas. 
“The world is changing,” says Steven 

Blacow, Business Segment Director for 
Speciality Papers at BillerudKorsnäs. 
“And companies are increasingly 
placing more demands on raw material 
suppliers for product safety.”

Blacow, who has commercial responsibility 
for paper used to package medical and 
hygiene products, says current legislation 
does not adequately cover the interaction 
between foodstuffs and packaging 
materials. As a result the big food, medical 
and hygiene companies are encouraging 
their suppliers to take the initiative 
and prove that safety is a priority. 

 
this is precisely what the BillerudKorsnäs 
mill in Skärblacka has done by attaining the 
International Organization for Standard-
isation (iso) 22000 certificate. The mill, 
which is located outside Norrköping in 

eastern Sweden, produces paper used in 
food, medical and hygiene packaging.

iso is an independent, non-governmental 
organization and the world’s largest 
developer of voluntary international 
standards. iso 22000 is the organisation’s 
food safety management certificate. It 
demonstrates a company’s ability to control 
food safety hazards in order to ensure 
that food is safe for human consumption. 
Hazards can include contamination 
from chemicals, bacteria or materials, 
such as shards of glass from broken light 
bulbs above the manufacturing floor.

 
airi nikko, Skärblacka’s Production Manager, 
says that the implementation of the iso 
22000 requirements has not significantly 
changed how things are done at the mill.

“We had to prove that we had control 
of all the ingredients that go into the paper 
and that we understood where risks of 
contamination in the production process 
were greatest,” he says. “We had to show 
how we undertake maintenance and that we 

shut down operations when maintenance is 
carried out. We needed hygiene zones where 
only operators in work overalls can enter 
and we needed to specify that food and 
drink was only permitted in specified areas.

 
“but we’d done most of that already. It 
was more a case of changing our way 
of thinking and documenting what we 
do. Of course, we had cleaning routines 
before, but we didn’t specify what we 
cleaned or when. Now we have a system 
to record these things. We have more 
a systematic way of working now.”  

Blacow says that the iso 22000 
certification makes BillerudKorsnäs 
more competitive. “It is not a mandatory 
requirement yet, but it gives us an edge 
over competitors that don’t have it,” he 
says. “Soon, however, I think it will be 
a mandatory requirement if you want 
to remain a supplier to the big food and 
medical companies. But we are not waiting 
for that day to come, by getting it now 
we are staying ahead of the game.” •

The Skarblacka mill  
is now iso certified for  
food safety management  
– a move that will help  
it stay ahead of the  
competition. 
 
teXt danny ChaPMan 
photo brita nordholM
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Eye candy
the sweets on the cover of this issue of Smarter Packaging look 

good enough to eat. The cover is made of BillerudKorsnäs  
White, a carton  board with a unique combination of extreme  

formability and outstanding print surface. BillerudKorsnäs White  
is suited for products where design, shape and graphics  

work together to provide the highest possible visual impact.

As do the pieces  
of candy,  which are  
just crying out to  
be touched.

You can almost taste 
the roasted garlic!

The embossed masthead 
stands out from the rest of 
the cover...

UV varnish brings out the 
fruity freshness of the 

gummy bears.

The entire cover is printed 
with a protective water-

based silk varnish.
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Lemon fizz

Juicy fruit

Chunky hazelnut

Match-winner


