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Leaders Always Are  
on Stage!

VIEWPOINT

“You can do it, Troy… Keep going!” were the muffled words of 
encouragement I heard coming from my coaches and family 
members. I was 45 minutes into an indoor triathlon competition 

and on my last leg of the event, the 5K treadmill run. Unfortunately, I was 
walking for the fourth time and had lost most of my desire to compete 
because of the pain. I was hunched over, gripping the rails of the treadmill 
and gasping for air. The words of inspiration coming from those behind me 
had no impact on my mental state. Before I knew what was happening, my 
friend, Mark, appeared on the empty treadmill next to me, got my attention 
and immediately altered my mindset with the words he used and with the 
tone of his delivery. He gave me a different perspective and helped me to 
bounce back. I started running; He improved my resiliency.

I shared this story in my opening address at this year’s Benchmarking 
and Best Practices Conference, attended by nearly 550 plastics processing 
executives from across the US. I shared this story to illustrate points about 
our conference theme – Building Resilience – and to show how others can 
positively impact the way we view the obstacles in our lives. 

Many do not realize that resiliency is a skill set, and since it’s a skill set, 
it can be improved. Although we all have lived through a very challenging 
three years (worldwide pandemic/supply chain issues/shortages), I feel 
there will be larger and more difficult obstacles for leaders and their 
organizations to overcome in sustaining their businesses. That makes 
building a resilient talent pool an even more important factor in establishing 
a competitive edge. But, the million-dollar question is this: How do leaders 
become more resilient and equip their teams to deal with issues that become 
more complicated and more urgent as the speed and complexity of business 
continues to increase?

The phrase “lead by example” was coined because it works. Although I know 
this is not rocket science, I must emphasize that research has demonstrated 
that a person’s resiliency skill set – a learned behavior – can be improved by 
observing and emulating how others more successfully react and respond 
to obstacles or challenges. My message to every leader is that whether you 
realize it or not, your team and your employees always are watching and 
learning. 

Over the last two years, research has revealed the secrets of why some 
business leaders were so successful at improving their businesses in the 
worst of times during the pandemic and the supply chain crisis. Highly 
resilient people tend to have strong relationships with the networks of 
people surrounding them. In fact, researchers uncovered that the stronger a 
person’s support network, the better his or her ability to adapt and bounce 
back from adversity. During a crisis, highly resilient people aggressively use 
their networks to gain perspective, find solutions and gather the confidence 
to make difficult decisions. 

That research on the success of resilient 
people was applied during my competition. 
My network – in this case, my friend Mark 
– actually “pushed back” on my mental 
state of “I can’t do it” by applying logic to 
point out that I was doing it… As a result, I 
successfully finished the competition, not by 
beating my best time but by overcoming my 
false sense of failure.

So, when the curve balls of life and business 
are being thrown in your direction and you 
know your team is watching, pretend you are 
responding to those challenges on a stage with 
1,000 people watching. Lean on your network 
to help find a solution. Lead by example. The 
resilient behavior you exhibit today will be 
reenacted by one of your followers tomorrow!

Executive Director, MAPP
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Building Resilience Together  
at the Benchmarking & Best  
Practices Conference in Indianapolis!
By Lindsey Munson, editor, Plastics Business

With over 550 plastics industry professionals in a 
room, the atmosphere was charged with electricity 
as processors and suppliers met with the same 

goals in mind – connect and network with the industry’s 
best, grow and be inspired by leading speakers and to break 
out of comfort zones to maximize the conference’s full 
potential. 

From keynote speakers to BC LAB breakouts, attendees  
filled their toolboxes with valuable information and key 
takeaways to create a more impactful tomorrow in their 
businesses and the industry. With labor shortages at an all-

time high, industry peers sought out experts on the topics  
of recruitment and retention, company culture and the future 
of automation.

No matter the successes or failures, whether at the top of the 
ladder or preparing to take the first step, one can, in Troy 
Nix’s words, “Start running.” By leaning into each other, 
attendees found themselves developing new relationships 
and strengthening old ones, learning more about the industry 
and reaching beyond their everyday To Do list – and through 
those actions is when the game changes and a mind shift 
occurs. Together, the attendees were Building Resilience. 

Photos courtesy of Cliff Ritchey, cliffritcheyart.com
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TROY NIX
MAPP executive director

PATRICK NELSON
Loyalty Point Leadership

Throw One More Punch!
Taking the stage, Nix immediately lit the fuse at the 
start of the event with one word – resiliency. “I have a 
tendency to look at highly successful people as being 
highly resilient,” he said. “But resiliency is actually 
a skillset. You can improve your resiliency through 
self-awareness – knowing that others are watching and 
emulating behavior can positively impact your level of 
resiliency.” When resilience kicks in, the ability to adjust 
to any given situation allows leaders to gain knowledge 
and make positive decisions that then create an impact. 

Drawing a comparison between business leaders and 
boxers, Nix asked, “Which fighter are you?” The scenario 
is the same whether it’s happening on a facility’s shop 
floor or in a boxing ring, he said. Punches are being 
thrown every day, “and the outcome depends on what 
leader you choose to be.” Are you a leader who backs 
into a corner and stops throwing punches or one who 
continuously throws hooks and punches with every ounce 
of energy?

Nix outlined research on resiliency that says leaders 
can put tools in their toolbox to better handle life’s 
curveballs. This begins with realizing that – even in 
the midst of failure – you actually are succeeding when 
you refuse to accept failure as the end. “It’s what you 
do ‘next’ that makes the difference,” he said. “And 
sometimes, the ‘next’ may be what you choose to STOP 
doing.” 

As leaders, it is important, now more than ever, to 
understand this concept and apply it in the heat of battle. 
Dig deep, throw the left hook and punch with resilience.

Ignite Your Workforce 
Nelson moved the attendees to the edge of their seats with 
a question: “Why are issues like engagement, effort and 
devotion – things the military doesn’t struggle with – such a 
challenge in the civilian sector?” He explained that despite 
the differences in training, it comes down to the actions and 
behaviors of the individual leader and that leader’s ability to 
feel truly connected and passionately serve others.

Nelson outlined three key points: 
1. Embrace a Growth Mindset – Be seen as a coach and 

help others seek the heat. Where can they step outside 
of their comfort zones? They might meet a little failure, 
but they’re going to learn a lot.

2. Build Authentic Relationships – A leader should get to 
know their team members and their professional goals. 
Help them achieve those goals by being their biggest fan.

3. Develop a Forward-Looking Accountability Culture – 
It’s not about pointing the finger; it’s about pointing the 
thumb (back at oneself). Be intentional and show the 
team what accountability looks like.

“It comes down to the actions and 
behaviors of the individual leader 
and that leader’s ability to feel truly 
connected and passionately serve 
others.”

Patrick Nelson

Ready to Learn More? Book Recs 
from the Speakers
The Promise to the One by Jason Hewlett
The Dream Manager by Matthew Kelly
Whole Person Happiness by Paul Krismer
Leverage Your Mindset by Ricky Kalmon

page 10 u
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PAUL KRISMER
Happiness Means Business

LAURIE HARBOUR
Harbour Results, Inc.

Topping the Great Resignation:  
Retaining and Recruiting Talent
Success and happiness are correlated; if you find success, you’ll find happiness. 
“The formula is actually quite opposite of what many expect – it’s happy first, 
then success,” Krismer said. Fundamental to workplace culture, employers are not 
responsible for “making” an employee happy, but rather for creating a culture of 
positivity, belonging, autonomy, appreciation and meaning. 

Krismer elaborated on the cultural and emotional needs connecting the employee to 
the employer, showing the connection between forming the value-added emotional 
bond and the company’s retention rate. Being appreciated by management and being 
told, “Job well done,” is of emotional value for employees. A coaching conversation 
rather than a direct ‘how to do the job’ speech allows employees to be the experts 
in their roles, giving them self-gratification. Lastly, creating a bridge of meaning 
between the organization and employee offers a career, rather than just a job.  

To top the great resignation, Krismer kept it simple: As leaders, we have the power 
to shift or alter the cultural balance and it starts with positive energizers, creating 
impactful events within a company. By doing this small but mighty task every day, 
resilience is built throughout the organization.

Managing the Chaos: State of the Plastics Industry
The industry has been in chaos – supply chain shortages, COVID-19, 
weather, labor shortages, Industry 4.0, recession, inflation… Picking up 
on the conference theme, Harbour asked the audience, “How do you drive 
resiliency? Flexibility is key.”

Flexibility is essential for companies as they navigate the next several months 
and into 2023. Harbour shared strategic areas leaders should focus on to give a 
flexible advantage in an already volatile environment of economic instability 
and recession. 

1. Be opportunistic in understanding and taking advantage of the chaos.
2. Understand the marketplace, and revisit strategic plans as necessary.
3. Be more predictive and gain insight into how customers are performing.
4. Drive flexibility throughout the organization. 
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RICKY KALMON
Mindset Coach

Leverage Your Mindset: Reduce  
Stress, Adapt to Change and Ignite  
Your Potential 
What would happen if we were more equipped to do better 
every single day? What would business be like if we had 
the tools necessary to perform? What would life look like 
through a different lens? “I can do better” is not a criticism 
– it’s an opportunity. It’s about celebrating small changes. 
The small things done today create change for tomorrow. 

And, change starts with quiet, with peace, with reflection. 
The average person before the pandemic spent one hour 
and 20 minutes on mobile devices as a distraction. During 
the pandemic, it was roughly three hours and 30 minutes 
of facetime looking at devices. How often does a person 
truly relax and calm their mind? How much time does 
a person sit and do nothing but breathe? All too often, 
people think of those investments as not important. But 
the greatest investment a person will ever make is in 
themselves. According to Kalmon, “Relaxation is not a 
luxury, it’s a necessity.”

What would happen with better focus? When leaders put 
actions into proper perspective, there’s a greater ability to 
address the solution rather than the problem. n
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JASON HEWLETT
Leadership expert and author

The Promise
Hewlett opened his speech belting songs from Elton 
John, Journey and REO Speedwagon. As music filled 
the room, attendees were mesmerized by his ability to 
mimic the icons. These are his gifts – his “signature 
moves” – the thing that makes Hewlett uniquely him. 
Denying these gifts to the world breaks a promise, he 
explained, and we each have a choice every day to bring 
it or hide it. In business, “that which you do consistently 
becomes a habit. That which you promote is a promise 
to the customer, the supplier, the OEM. If you can’t be 
trusted to keep your promise, you’re losing business.”

The Promise to Your Audience 
Hewlett opened with a story about an airport shuttle 
driver named T.J.. He said her “signature move” was 
her specialty in customer service, showing up every 
day to deliver the promise she made to her passengers 
– the promise of delivering “Yee-Haw” moments. “If 
we make a promise every single day to show up to our 
performance, we will change the lives of the people 
we interact with,” he said. “ Think about the promise 
you’ve made to each of your customers. They are your 
audience, and that becomes your brand promise.”

The Promise to Your Family
The promises made to family directly influences 
company culture. Being a leader with clear intentions 
and a direct promise to employees (to family) will 
ignite them to find their signature move and put it into 
action. This then drives retention, business results and 
positive customer experiences. Following through on 
the promise creates a thriving culture that encourages 
teamwork, employee development and leadership. 

The Promise to the One
Hewlett said, “We keep promises to everyone else, 
but not to ourselves.” The promise one makes to him/
herself should showcase the gifts and talents that make 
each person uniquely who they are. A promise should be 
shared with the world. 
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VIEW FROM 30

by Lindsey Munson, editor, Plastics Business

Raising the Bar on Recruitment  
and Retention

Business gurus often talk about the view from 30,000 feet – the big picture that provides 
a look at overall operations. Perhaps, however, the focus should be on the view from 30 
feet – a close-up of specific processes and procedures that make an impact now.

A leading manufacturer is 
raising the bar when it comes 
to recruitment and retention, 

and its strategy is not complicated 
– focus on the employee journey 
straight out of the gate! 

Responding with Action
Pyramid Molding Group (PMG) a 
nimble and adaptive company in 
Rockford, Illinois, is independently 
owned and operates on the concept 
of “growing its own talent.” PMG 
is the parent company of Industrial 
Molds and Pyramid Plastics, 
combining the talent and expertise 
of toolmaker and molder with over 
50 years in the plastics industry.

In 2020, when the job market 
tightened due to the pandemic, PMG 
responded by evaluating employee 
compensation, restructuring 
benefits to deliver top-of-the-line options and making 
adjustments in its entry-level plastic machine operator roles. 
These smart, necessary and simple tactics were focused on 
investing and responding to employees’ hard work and skill 
development – building a strategy centered on attracting, 
recruiting and retaining in-demand, highly skilled talent in 
the industry.

PMG employees saw their pay increase on average by 
18.1% in 2021; this created a competitive pay opportunity 
against industry competitors. Additionally, “We introduced 
an employee referral program of $1,500 per hired referral, 
paid out in three installments over six months,” said Becca 
Peterson, PMG director of sales. “According to Chris 
Paulson, our human resource specialist, we have hired 12 
referrals so far, from skilled to entry-level positions.” 

Brook Pond, PMG corporate recruiter said, “We believe in 
investing in our people!”

The Building Blocks to Recruitment Success
With what once was a one-person human resources 
department, PMG leadership knew the company needed to 
adapt to the challenging times and hired a full-time recruiter. 
“We had a vision for the position,” Peterson said. “This 
talented individual would manage the full-cycle recruiting 
process, including posting job descriptions, initiating 
screening calls, scheduling interviews and facilitating offers 
and employment negotiations.”

Peterson elaborated, “The recruiter also builds a candidate 
pipeline of ‘active’ and ‘passive’ talent by finding and 
screening candidates and tracking them in PMG’s applicant 

High school students tour PMG’s Industrial Molds facility.
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tracking software. This person is public-facing, partnering 
with local high schools, colleges and technical schools 
to gain access to emerging students. This individual also 
needed to be able to sell the benefits of joining our team.”

Pond joined the team in 2022. With her on board and 
Paulson in place for HR support, PMG now has its human 
resources department set up for success and the skills in 
place to manage the full-cycle recruiting process to deliver 
efficiently and effectively, from filtering applications to 
interviewing candidates and then onboarding top talent for 
the company. Sounds easy, right? Not so fast! A recruiter 
is challenged with locating the future of a company and is 
the pillar, Pond said, of PMG’s recruitment efforts. “When 
searching for new employees, it’s not a search for ‘talent,’ but 
rather for a candidate who will fit with the company culture 
and shows potential,” she said. “From there, the employee 
can be trained.” 

When mapping out a recruitment plan, it is key to know what 
to do and what not to do – or what a company should stop 
doing. This requires evaluating the internal and external 
workings of the company and then taking actionable steps 
to adjust the plan. Peterson said, “We made decisions about 
what we’re not doing anymore: No more print ads, and no 
more job fairs. They have been non-existent over the last two 
years due to COVID-19 and still have not bounced back.” 

PMG also restructured to better meet current and potential 
employees in the middle, offering them value-added positions 
and growth opportunities. Peterson elaborated: “Paulson 
helped us move from a temp-to-hire model at Pyramid 
Plastics to direct hire only about one year ago. We previously 
had staffed about eight to 12 temporary employees at any 
given time. Hiring direct allowed us to increase our entry-
level, starting wages and gain control over the messaging 
and value proposition being communicated to potential new 
hires. New hires also receive benefits upon hire in, instead of 
having to wait to complete the 90-day temp-to-hire period.”

By being intentional with its recruitment strategy, PMG 
and its parent companies now have the building blocks for 
success in hiring skilled talent and industry professionals 
who contribute to its positive company culture and deliver 
results.

Connecting and Collaborating
Peterson credits social media efforts for some of PMG’s 
recruitment advancements. “We have tried to grow our 
social media following organically, including Facebook and 
LinkedIn,” she said. “We doubled our LinkedIn following 
from 551 followers in November of 2021 to 1,041 followers 
today. We encourage our employees to follow us and re-
share our posts with their network.”

Beyond the internet, PMG knows the importance of 
connecting with a handshake and face-to-face conversations. 
Pond said, “We have focused a lot of energy on connecting 
with youth in our community. As manufacturing is not 
always the first career path for young adults, and students 
seem to be more encouraged to pursue other fields, we are 
trying to engage with local high school and community 
college students to show them the value of working in 
manufacturing.” 

To aid in deepening that connection, PMG has thrown its 
doors wide open to expand its recruitment pool with the next 
generation of the industry. “If they are interested, we are 
happy to offer them tours and connect them with any open 
positions,” Pond explained.

The cornerstones of PMG’s evolution in its recruitment 
success are the collaborative efforts with its community 
partners and schools and its outreach to the next generation of 
potential manufacturers. Connecting these efforts for PMG 
starts in-house, with employees and leadership giving face-
time to Rockford’s local high schools, technical schools and 
the college, creating partnerships and providing incentive 
offers, such as $5,000 per year tuition reimbursement. 
Company leadership works with Rockford Public Schools’ 
College and Career Academy to assist with student mock 
interviews; offer half-day job shadows for juniors and 
seniors with an interest in engineering; and open its doors 
for plant tours.

Actions Speak Louder Than Words
PMG deploys key retention actions, building its philosophy 
on a company culture that is evident and inclusive the moment 
a new employee walks through its doors. “We welcome our 
new hires with a gift bag of goodies and a handwritten note,” 
said Peterson. 

The effort to make new employees feel an immediate 
connection with their new employer doesn’t stop there. “Our 
recruiter conducts a seven-day new employee check-in, and 
our recruiter and human resource specialist conduct a 30-day 
check with all new hires (hourly and salaried employees),” 
Peterson said. “This is a scheduled meeting with our new 
hires to find out how they’re liking the position so far, where 
they see themselves going with the company in terms of 
career goals and if there are any concerns that need to be 
addressed.” 

Continuing, Peterson noted, “We want to not just say that 
we care, we want to show it and establish open lines of 
communication.”
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From day one, providing outrageous customer service 
has been our core purpose and that still holds true today. 
As we celebrate 30 years, we are grateful to our valued 
employees, customers, and suppliers. We wouldn’t –  
and couldn’t - do what we do without you.     

Contact us today! 800-23-CHASE
ChasePlastics.com

CELEBRATING 30 YEARS 
OF OUTRAGEOUS SERVICE.  

From resin to reality, we make it happen.

THANK YOU.  

OUTRAGEOUS CUSTOMER SERVICE

C E L E B R A T I N G

YEARS OF

Kevin Chase, CEO,  
and Carole Chase, Vice-President

When a company creates job roles that have specified 
advancement opportunities, coupled with leadership 
communication, employees have the potential to grow and 
prosper, which increases retention rates. Peterson shared, 
“We have an advancement program for entry-level machine 
operators at Pyramid Plastics. Once they reach certain levels 
of training, they receive an increase – it’s not just a yearly 
increase based on tenure; instead, the pay is for performance 
and there are three levels they can attain.” 

She continued, “Beyond this, we always try to promote from 
within, whether it’s into our quality or logistics department. 
We look to train and promote dedicated employees who fit 
into our work culture, rather than hiring from outside.”

PMG sponsors employees at Industrial Molds who would 
like to get their Journeyman Tool and Die Certification 
through Rock Valley College, which entails night classes 
over a number of years. Peterson said, “The company pays 
for tuition and books, and the employee receives not only the 
certification but also its associate’s degree. We just had four 
employees start the program!” In addition, Pyramid Plastics 
offers employees an opportunity to increase their skills 
through online training offered through Paulson Training 
Programs, Inc.

Passionate not only about retaining its employees but also 
about growing and developing them, PMG has emphasized 
connection – both on the job and in the community. Peterson 
said, “We have quarterly meetings for communication and 
hold holiday meals to get everyone together. Last year, we 
had our first companywide Christmas party in over 10 years. 
We also encourage employees to network and facilitate their 
involvement in outside organizations for their own personal 
and professional growth.”

The Work Never Ends
PMG is far from done “growing its own” – a concept that 
is the driving force behind the company’s recruitment and 
retention success. “Our customers keep us motivated to 
consistently keep employee recruitment and retention front 
of mind,” Pond said. “We don’t ever want to be forced to turn 
away a new customer due to staffing shortages.”

With customers in the queue and job opportunities abundant, 
it’s important now more than ever to have a recruitment and 
retention strategy. PMG and its parent companies – Pyramid 
Plastics and Industrial Molds – have made the investment by 
creating internal positions focused on hiring; recognizing the 
importance of connecting with new and future employees; 
and rewarding the efforts of current employees. n
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• 10% off any RJG public or in-plant training courses 
• 10% off TZERO Consulting Services (in-plant or remote) 
• 10% off Process Consulting Services (in-plant or remote)

www.rjginc.com/academy

Drop the artificial.
Real training.
Real people.
Real results.
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by Lindsey Munson, editor, Plastics Business

Digital Marketing at iD Additives: 
Real Results with  
Quality Over Quantity

When the world shut down three years ago due to 
the pandemic, manufacturing companies were 
forced to create new ways to connect with their 

customers and prospects. The lack of business-to-business 
interactions and the dearth of tradeshows was affecting 
brand awareness – which, in turn, affected sales.

But companies in the manufacturing industry aren’t always 
known for their investment in or knowledge of the latest 
marketing strategies. Carolyn Young was an order clerk for iD 
Additives, a LaGrange, Illinois supplier of chemical foaming 
agents, purging compounds and preventative maintenance 
cleaning systems. But when the pandemic forced her to 
livestream her June 2020 wedding, she wondered why the 
same technology couldn’t be used at work. 

Now serving as the sales and marketing coordinator, Young 
has built a simple, direct and effective marketing plan 
focused on quality content over quantity. The strategy takes 
advantage of video distributed through YouTube and Zoom, 
as well as the company website, blog and targeted emails. 

Digital Marketing Has Met its Match
“My degree is in business administration, and I had a lot of 
fun with the marketing classes I had to take,” said Young. 

“I looked at what iD Additives was doing with social media 
and, while the company had Twitter and LinkedIn accounts, 
the only posts were ‘Hey, come see us at this tradeshow.’ I 
felt like we were missing an opportunity, so I brought it up 
to Nick [Sotos, president].”

Sotos’ response? “He said people in the plastics industry 
don’t really look at social media,” Young laughed. “But I 
asked if I could start posting more stuff.” The initial efforts 
with social media led to much more.

YouTube
“Unmatched Technical Support for Innovative Products,” 
is the tagline on iD Additives’ website home page, and that 
slogan speaks volumes for how it handled the introduction of 
its 2019 product launch of the ECO-Pro 360. 

“It really started when we introduce our new product, the 
ECO-Pro 360,” Young said. “It’s a cleaning system that cleans 
out heat exchangers, cooling lines and mold lines – but, it’s a 
hard product to explain. We needed to show what the product 
could do, and that gave me the idea of making a video.”

In the beginning, these “how to” and product videos were 
filmed on Young’s cell phone and posted to YouTube from 
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the initial product launch to informational videos on how 
to hook up the system. Eventually, the equipment was 
upgraded, and Young happened to have a cousin with a 
professional video editing company. 

“When COVID-19 hit, that’s when our use of video really 
started picking up because we couldn’t get out and see 
customers,” she said. “We filmed the videos at our warehouse, 
so we still were observing social distancing guidelines, but 
it was a way for us to connect with our customers.” The 
increase in video use was spurred by Young’s wedding.

Zoom Webinars
“I got married in June 2020 in my parents’ backyard,” Young 
said. “We had 30 guests in attendance, and we livestreamed 
our ceremony on Zoom to everyone we wished we could have 
with us, using a camera borrowed from a friend. And I woke 
up the next day, thinking, ‘Why couldn’t we do that at work?’”

Zoom is a video platform that allows users to connect online 
for video conference meetings, webinars and live chat. iD 
Additives capitalized on the platform’s capabilities to record 
its presentations and then post them to YouTube. Eventually, 
that expanded to live chats with question-and-answer 
sessions with viewers. 

With no formal training and being pushed out of their comfort 
zones, the team members who were in front of the camera 
initially were resistant. “There definitely was a little bit of 
pushback,” Young said. “But I explained that COVID-19 had 
really changed things. We couldn’t go to a customer’s plant 
and run a trial, so we had to change how we did things. Once 
they got on camera, everybody was a natural. I don’t know 
how I got lucky with that!”

Young asked the iD Additives’ team to forget they were on 
video and instead pretend they were at a plant, talking about 
the process with customers. “We asked everybody to do it 
once, and each technical manager did one round of videos,” 
she explained. “After that, they saw the return we were 
getting in terms of people asking questions and other sales 
leads. And, it just felt really good to connect with people.”

Before diving in, Young and the iD Additives technical 
team map out webinar content beforehand, selecting the live 
Zoom theme or topic. Then the technical manager writes out 
talking points, followed by collaborating with leadership on 
final content and then doing a practice run-through. “We 
have a few people from our team watching the presentation 
to offer critiques, whether the presenter took too long on one 
part or needs to expand another. After that, it’s ‘go’ time.”

A live Zoom presentation typically lasts up to an hour, with 
time for the topic and then some Q&A. The chat feature is a 
bonus for collecting attendees’ questions and comments for 
future “live” ideas. Once complete, the Zoom webinars are 
posted to YouTube, but Young doesn’t stop there. She takes 
clips from the full-length videos and makes repurposes 
them into smaller bites of information. Further expanding 
its digital marketing reach, iD Additives then posts those 
smaller recordings, on average one to two times a month, to 
the company YouTube channel and website. 

“It’s a way of taking content you already have and making 
it seem like new content,” Young said. “It pushes out our 
keywords again, which is good for SEO, and keeps us on the 
first page of Google. We’ve noticed a huge return by making 
more of these short video clips from the long, recorded 
session and constantly filtering in our keywords.”

Website
With all of this video content, it was time to take an active 
step in revamping the iD Additives’ website, clearing out the 
noise and putting forward clear and concise content. “I felt 
like our website was very wordy,” Young said, “so I started 
deleting unnecessary content or descriptions that were too 
long. Customers want information to be readily available 
when they come to our site, without having to read things 
that aren’t necessary.”

Young reviewed some analytics to find out how long 
visitors were staying on the website, which pages they were 
spending the most time on and whether they were moving 
to the company’s social media platforms or YouTube after 
visiting the site. Then she made sure to have links to the 
company’s YouTube videos on every page off the website. 
“That’s when I started seeing the subscribers increase,” she 
said. “There was a huge surge when I started back-linking 
the site everywhere on the website.”

“…we’ve had people watch 
our videos, call us and put in 
a purchase order because the 
video sold the product without 
us having to do anything.”

Previous page, left: Carolyn Young directs a video recording. 
Right: Technical Manager Ron Bishop hosts a webinar.
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Blogging
In addition to its digital platform, iD Additives also has 
focused on content marketing through its blog, “Plastics 
Proud.” Young started the blog in 2018, after seeing a 
breakout session from Team 1 Plastics at the MAPP 
Benchmarking Conference. One inspiration from the 
session was the thought that content didn’t just have to focus 
on a marketing pitch for the company, but could cover world 
trends and topics with a more personal touch. 

“The blog is one more thing that can bring people to our 
website,” she said. “I try to create content that’s interesting 
to anyone. In addition to press releases and product updates, 
I’ve done blog posts about virtual tradeshows and interviews 
with industry recruiters about how hard it is to hire people 
right now.”

One topic that produced a huge reaction was, “Tips on 
Working from Home,” where iD Additives’ team members 
sent in a picture of their home workstation during the 
pandemic. It gave readers a personal feeling of getting to 
know the employee, but most importantly, useful information 
that could be beneficial to their work-from-home situation. 
Young also does an end-of-the-year blog post highlighting 

activities month by month – tradeshows, golf outings, new 
product lines, new employees, etc.

Targeted Emails
All of this video content is repurposed in yet another way 
with targeted emails. “I started thinking about the plastics 
industry questions we can answer, and that’s when I started 
sending more targeted emails,” said Young. These emails 
ask about a common problem that might occur with a 
purging process and then directs the reader to watch a short 
video that provides a solution. 

“That’s when I started seeing that the return on our 
marketing efforts was the interaction,” she explained. “It’s 
not about the ‘clicks.’ What I measure is if we’re getting 
calls from people who are replying to the emails or signing 
up for the Zoom chats. If there were 100 sign-ups for last 
week’s Zoom product showcase and the video clip from 
three weeks ago produced two customer sales and several 
inquiries, then we’re doing the right things.”
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Manage your growth with  

the Only ERP  
Created Specifically  
for Plastics Processors 
For over two decades, CyFrame has been a leading provider of plant and enterprise 
management software. Our industry expertise and service-oriented approach  
will help you automate, control and optimize your molding or extrusion business.

Learn more at CyFrame.com
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Quality Over Quantity
Marketing is a crucial part of an organization and choosing 
the right strategy can be difficult since there is no one-size-
fits-all strategy. Wondering where to start? Young said it’s 
about quality over quantity.

“Some experts say we should be posting at least one thing 
a day or every other day,” she said. “But there are times 
when I don’t post if I don’t have quality content. I learned 
that sometimes I was posting just to post, and that’s not the 
right thing to do. And that goes for YouTube or blog posts, 
too. It’s better to wait until I have good content than to put out 
something mediocre. In the beginning, we had a flood of ideas 
because it was new and exciting. Then, once those ideas ran 
out, we weren’t posting as much. I felt like the content I was 
posting wasn’t as valuable, so I took a step back and now I’m 
more thoughtful about what we do.”

Another lesson Young shared revolved around statistics. “Don’t 
get hung up on numbers – let go of the dream to have 1,000 
YouTube followers,” she continued. “I thought it was going to 
be so easy, but it’s been hard. We’re at 335 subscribers now, and 
we’ve been on YouTube for four years. But, we’ve had people 
watch our videos, call us and put in a purchase order because 

the video sold the product without us having to do anything. 
That’s what we should be counting, not followers or views.”

Mostly, Young’s biggest lesson is that the learning never 
stops with digital marketing. “I can’t even stress enough 
that I am not an expert on any of this,” she said. “I’m still 
learning all the time, whether from other people in the 
industry, by watching videos or through search engines. At 
the most recent MAPP conference, someone in a breakout 
session mentioned that local libraries often have video 
editing software that can be used for free with a library card. 
And I thought, ‘That’s genius!’ That’s something I didn’t 
even think to check, but I’m definitely going to see what our 
library has available.” 

And perhaps that’s the final lesson. Manufacturing 
companies are sitting on a wealth of knowledge that can 
position their team as the experts in the field, driving higher 
sales numbers and increasing customer loyalty. It doesn’t 
take a large investment to begin sharing that knowledge 
through video clips and other digital marketing methods – 
but it does take a little courage and a willingness to learn. n

Get more  
than plastics—
get solutions.
From more than 60 stocking locations, M. Holland brings you the latest 
resin and materials solutions to help you achieve your business goals.
Learn how we can help at MHolland.com/Our-Businesses/Distribution.
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MAPP Announces  
2022 Innovation Award Winners 
MAPP has officially announced the following winners of 
the 2022 MAPP Innovation Award focused on Automated 

Manufacturing Solutions. 
This year’s awards were 
split into two categories 
to recognize plastics 

companies with over or under $15 million in annual revenue. 
The winners of the 2022 Innovation Awards are:

Greater than $15 million in annual revenue: 
• KW Container
• Beacon Engineered Solutions
• Crescent Industries

Less than $15 million in annual revenue: 
• Champion Plastics
• Noble Plastics
• Natech Plastics

The Innovation Award this year asked processors to share 
their successful methods and best practices for automation 
solutions in their facility. This is the eighth year for the MAPP 
Innovation Award, which was established to recognize 
innovative solutions to common issues. This award allows 
MAPP members to benchmark best practices by reviewing 
all member submissions, which are then shared in the 2022 
Best Practices Book. After final entries were submitted, they 
were sent out for voting to industry peers to determine the 
winners. 

“The team and Champion Plastics are so honored to receive 
the MAPP Innovation Award. It is especially meaningful to 
be recognized by our peers in the plastics industry,” stated 
Matt McDermott, director of operations. 

association

“KW Container was thrilled to receive MAPP’s Innovation 
Award. Our staff has worked extremely hard on creating a 
safe and efficient work environment for our employees by 
using automated solutions. KW Container would like to 
thank MAPP for recognizing our efforts and benchmarking 
practices,” said Jonathan Blair, process engineer. 

The 2022 Innovation Award winners received their award 
and recognition at the 2022 Benchmarking and Best 
Practices Conference in Indianapolis on October 7 in front 
of over 550 attendees.  

A special thank you to AMCO Polymers for sponsoring the 
2022 Innovation Award.

More information: www.mappinc.com. 

Welcome, Andrew Carlsgaard,  
to the MAPP Staff! 

Andrew Carlsgaard joined the 
MAPP/First Resource team as 
the newly appointed business 
relations manager, where he will 
focus on business development for 
the organization’s GPOs and help 
to enhance the team’s analytics 
capacity. He is new to the plastics 
industry but has held several 
finance, analytics and consulting 

roles within the technology, healthcare and insurance 
sectors.

Carlsgaard grew up not far from the Indianapolis office on 
the northwest side of Indy and currently resides in Zionsville, 
Indiana, with his wife Taylor, baby daughter Audrey 
and their dog Sophie. Carlsgaard is a graduate of Indiana 

MAPP Launches New Materials Exchange System 
MAPP is excited to announce its newest member resource has launched 
– the MAPP Materials Exchange System. This online resource is 
designed to be an easy way to help processors unload extra resin taking 
up valuable space, as well as source resin they might not be able to 
locate.

“This new material exchange resource will be a game changer for our 
members,” stated MAPP executive director Troy Nix, “processors 

constantly deal with having excess or obsolete resins in their warehouse facilities. During the pandemic, MAPP established 
a make-shift materials exchange system to help members find small lots of much-needed material. The exchange also 
helped members purge materials they no longer needed so it was a win-win.”

This new value-added initiative is extremely user-friendly and is available to MAPP members. Find out more and subscribe 
at www.mappinc.com.

Andrew Carlsgaard
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University twice over, both for his undergraduate degree and 
MBA. When not neck deep in Excel spreadsheets, you can 
find him at one of his favorite local restaurants cheering on 
the Indiana Pacers and Indianapolis Colts or playing a game 
of pick-up soccer.

Welcome New MAPP Members  
and Partners! 
• Artemis Plastics, Ocala, Florida
• CYFrame, Montreal, Quebec
• F & M Tool and Die, Leominster, Massachusetts
• Legend Brands, Burlington, Washington
• MedAccred, Warrendale, Pennsylvania
• Nanogate North America LLC, Mansfield, Ohio
• Noble Plastics – Automated, Grand Coteau, Louisiana
• Prime Molding Technologies, Riviera Beach, Florida
• Techniplas, Dalton, Georgia n

Technology of 
Injection Molding 

Series

PaulsonTraining.com
800.826.1901

Grab a
Free Online

Trial

Game 
Changing
Training

Proud member of MAPP

Pre & Post Tests
 

Certification
 

Easy LMS Integration

Intensive Online
Learning

 
Simulated Lab

 Lessons

Benesch’s dedicated Polymer Industry Team knows the 
plastics industry. This team of attorneys addresses industry 
challenges on a daily basis, arriving at solutions that not only 
address the issue at hand, but prevent any from recurring.

For more information, please contact ALAN ROTHENBUECHER 
at arothenbuecher@beneschlaw.com or 216.363.4436.

www.beneschlaw.com

Are raw material issues 
putting you in between 
a rock and a hard place 
with your customers?

Contact Benesch for business 
      and legal insight.
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ANNUAL BUYERS 
RESOURCE GUIDE

PRODUCTS/SERVICES OFFERED
Automation Equipment

1. Cobots
2. End of Arm Tooling
3. Feed Systems
4. Integrator Services
5. Industrial Robots
6. Vision Inspection
7. Other

Absolute Robot (ARI) 1, 2, 
3, 4, 5

Globeius 2, 3
Noble Plastics 1, 4, 5
Rapid Robotics 1, 2, 4, 5, 6
Wittmann 2, 3, 5, 6
Yaskawa Motoman 1, 4, 5
Yushin America, Inc. 1, 2, 

5, 6

Blending Equipment

1. Gravimetric
2. Volumetric

Conair 1, 2
Globeius 1
Wittmann 1, 2

Blow Molding 
Equipment

1. Extrusion
2. Injection

Globeius 1, 2

Business & Market 
Intelligence

Harbour Results, Inc.
Management Recruiters  

of Tallahassee (MRT)
Wipfli

Data Monitoring/Control

9800 Cavendish, Suite 210 
Montreal, QC H4M 2V9 
Canada

Phone: (514) 693-0999
Website: www.cyframe.com

1. ERP
2. MES

CyFrame International 
Enterprises, Inc. 1, 2

DELMIAWorks 1, 2
Progressive Components 

1, 2
Wipfli 1

Design Services

B A Die Mold, Inc.
SIGMASOFT® Virtual 

Molding

Drying Equipment

1. Compressed Air
2. Hot Air
3. Vacuum

Conair 1, 2
Globeius 1
Wittmann 1, 2

Employment Services

Management Recruiters of 
Tallahassee (MRT)

MBS Advisors

Extrusion Equipment

1. Blown Film
2. Sheet
3. Tubing

Conair 1, 2, 3
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Foaming Agents

512 W. Burlington Ave., Suite 208 
LaGrange, IL 60525

Phone: (708) 588-0081
Website: www.idadditives.com

Conventus Polymers
Globeius
iD Additives, Inc.

Granulators

Conair
Globeius
Wittmann

Heating & Cooling 
Equipment

Conair
Frigel North America
Mokon
Wittmann

Hot Runner Systems

2850 High Meadow Circle 
Auburn Hills, MI 48326

Phone: (248) 616-0220
Email: info@incoe.com
Website: www.incoe.com

INCOE
PCS Company

Injection Molding 
Equipment

1. Electric
2. Hybrid
3. Hydraulic

Absolute Haitian 1, 2, 3
LS Mtron 1, 2, 3
Wittmann 1, 2, 3

Insurance

Federated Insurance

Inventory 
Management

9800 Cavendish, Suite 210 
Montreal, QC H4M 2V9 
Canada

Phone: (514) 693-0999
Website: www.cyframe.com

1. Hardware
2. Software

AML 1
CyFrame International 

Enterprises, Inc. 2

IT Managed Services

Tekscape
Wipfli

Legal Counsel

Benesch, Friedlander, 
Coplan & Aronoff LLP

Ice Miller LLP

M&A Activity

Michael D. Benson 
Managing Director  
Email: mbenson@stout.com 
Phone: (248) 432-1229 
Website: www.stout.com

Benesch, Friedlander, 
Coplan & Aronoff LLP

Harbour Results, Inc.
MBS Advisors
Stout
Wipfli

Marketing Services

Harbour Results, Inc.
Vive LLC
WayPoint Marketing 

Communications

Material Additives

1. Colorants
2. Lubricants
3. Stabilizers

Chase Plastic Services, 
Inc. 1

Colors For Plastics, Inc. 1
Conventus Polymers 1, 

2, 3
Foster Corporation
Globeius 2
Slide Products, Inc. 2

Material Handling

1. Conveying
2. Feed Systems
3. Level Control & Systems
4. Storage

Conair 1, 2, 3, 4
Globeius 1, 2, 3, 4
Wittmann 1, 2, 3, 4

Mold Cleaning

512 W. Burlington Ave., Suite 208 
LaGrange, IL 60525

Phone: (708) 588-0081
Website: www.idadditives.com

1. Bead Blasting
2. Dry Ice Blasting
3. Solvent Wipes
4. Ultrasonic Tank
5. Other Cleaning Agents

Globeius 2, 3, 5
iD Additives, Inc.
PCS Company
Slide Products, Inc. 3, 5

Mold Release Agents

Globeius
PCS Company
Slide Products, Inc.
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Molds/Tooling

590 Thompson Road
PO Box 218
Thompson, CT 06277

Phone: (860) 923-9541
Email: Ivanhoe@IvanhoeTool.com
Website: www.IvanhoeTool.com

1. Blow Molds
2. Injection Molds
3. Jigs/Fixtures
4. Micro Molds

A1 Tool Corporation 2
B A Die Mold, Inc. 2, 3
Beaumont Technologies, 

Inc. 2
Carson Tool & Mold 2
Ivanhoe Tool & Die 

Company, Inc. 2
PCS Company 1
Progressive Components 2
Yushin America, Inc. 2

MRO Supplies

Globeius
PCS Company
Slide Products, Inc.
W.W. Grainger

Operations 
Assessment Consulting

29524 Southfield Road 
Southfield, MI 48076

Phone: (248) 552-8400
Email: hriwebservices@ 
 harbourresults.com
Website: www.harbourresults.com

9800 Cavendish, Suite 210 
Montreal, QC H4M 2V9 
Canada

Phone: (514) 693-0999
Website: www.cyframe.com

CyFrame International 
Enterprises, Inc.

Harbour Results, Inc.
Plante Moran
Wipfli

Process Monitoring

1. In-Mold Sensors
2. Production Analytics
3. Warehouse Management

CyFrame International 
Enterprises, Inc. 2, 3

DELMIAWorks 2, 3
RJG, Inc. 1

Prototyping Services

B A Die Mold, Inc.

Purging Compounds

512 W. Burlington Ave., Suite 208 
LaGrange, IL 60525

Phone: (708) 588-0081
Website: www.idadditives.com

36A Plains Road 
Essex, CT 06426

Phone: (800) 243-4203
Email: sales@rapidpurge.com
Website: www.rapidpurge.com

Colors For Plastics, Inc.
Conventus Polymers
Globeius
iD Additives, Inc.
PCS Company
Purgex Purging 

Compounds
RapidPurge
Slide Products, Inc.

Repair Services: 
Hydraulics

155 Madison Ave. 
Mount Clemens, MI 48043

Phone: (888) 345-BEAR
Website: www.bearig.com

Bear Industrial Group

Repair Services: 
Molds/Tooling

A1 Tool Corporation
B A Die Mold, Inc.
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Resins

WE ARE THE FIXERS
EXPLORE A BETTER

RESIN-BUYING EXPERIENCE

PHONE:  (816) 540-5300

11020 OAKMONT STREET, SUITE A, OVERLAND PARK, KS, 66210

EMAIL:  customersupport@polysource.net

WEBSITE:  PolySource.net

1. ABS
2. Acetal
3. Acrylic
4. ASA
5. Bioresin
6. Custom Compounds
7. EVA
8. HDPE
9. LDPE
10. Nylon
11. PBT
12. PE (Polyethylene)
13. PET
14. Polycarbonate
15. Polypropylene
16. Polystyrene
17. PVC
18. TPE/SEBS
19. TPU

Amco Polymers 1, 3, 6, 8, 
9, 10, 11, 12, 13, 14, 15, 
16, 17, 18, 19

Aurora Plastics, LLC 1, 3, 
6, 15, 17, 18, 19

Chase Plastic Services, 
Inc. 1, 2, 3, 4, 5, 7, 8, 9, 
10, 11, 12, 13, 14, 15, 16, 
17, 18, 19

Conventus Polymers 1, 2, 
3, 4, 5, 6, 10, 11, 13, 14, 
15, 18, 19

Foster Corporation
M. Holland Company 1, 2, 

3, 4, 5, 6, 7, 8, 9, 10, 11, 
12, 13, 14, 15, 16, 17, 18, 
19

PolySource 1, 2, 3, 4, 5, 6, 
7, 8, 9, 10, 11, 12, 13, 14, 
15, 16, 17, 18, 19

Risk Management

Benesch, Friedlander, 
Coplan & Aronoff LLP

Federated Insurance
Harbour Results, Inc.
Plante Moran
Wipfli

Shipping Services

Partnership

Simulation Services

Beaumont Technologies, Inc.
Paulson Training 

Programs, Inc.
SIGMASOFT® Virtual 

Molding

Tax & Advisory

7733 Forsyth Boulevard,  
Suite 1200 
Clayton, MO 63105

Phone: (314) 480-1223
Email: mike.devereux@wipfli.com
Website: www.wipfli.com/ 
    manufacturing

Plante Moran
Wipfli

Temperature Control

Frigel North America
INCOE
Mokon
PCS Company
Wittmann

Testing Services

Beaumont Technologies, Inc.
Foster Corporation

Training Services

Beaumont Technologies, Inc.
Harbour Results, Inc.
INCOE
Paulson Training 

Programs, Inc.
Progressive Components
RJG, Inc.
Sepro America
SIGMASOFT® Virtual 

Molding
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A1 Tool Corporation
1425 Armitage Ave. 
Melrose Park, IL 60160 
(708) 345-5000 
www.a1toolcorp.com

Absolute Haitian
33 Southgate St. 
Worcester, MA 01610 
(508) 459-5372 
www.absolutehaitian.com

Absolute Robot (ARI)
33 Southgate St. 
Worcester, MA 01610 
(508) 792-4305 
www.absoluterobot.com

Amco Polymers
1900 Summit Tower Blvd., Ste. 900 
Orlando, FL 32810 
(800) 262-6685 
www.amcopolymers.com

AML
2190 Regal Pkwy. 
Euless, TX 76040 
(800) 648-4452 
www.amltd.com

Aurora Plastics, LLC
9280 Jefferson St. 
Streetsboro, OH 44241 
(330) 422-0700 
www.auroraplastics.com

B A Die Mold, Inc.
3685 Prairie Lake Ct. 
Aurora, IL 60504 
(630) 978-4747 
www.badassmolds.com

Bear Industrial Group
155 Madison Ave. 
Mount Clemens, MI 48043 
(248) 321-4392 
www.bearig.com

Beaumont Technologies, Inc.
6100 W. Ridge Rd. 
Erie, PA 16506 
(814) 899-6390 
www.beaumontinc.com

Benesch, Friedlander,  
Coplan & Aronoff LLP
200 Public Square 
Cleveland, OH 44114 
(216) 363-4436 
www.beneschlaw.com

Carson Tool & Mold
3070 Moon Station Rd. 
Kennesaw, GA 30144 
(770) 427-3716 
www.carsonmold.com

Chase Plastic Services, Inc.
6467 Waldon Center Dr. 
Clarkston, MI 48346 
(248) 620-2120 
www.chaseplastics.com

Colors For Plastics, Inc.
2245 Pratt Blvd. 
Elk Grove Village, IL 60007 
(800) 466-0625 
www.colorsforplastics.com

Conair Group
200 W. Kensinger Dr. 
Cranberry Township, PA 16066 
(724) 584-5500 
www.conairgroup.com

Conventus Polymers
2001 Route 46 
Parsippany, NJ 07054 
(973) 343-7669 
www.conventuspolymers.com
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CyFrame International 
Enterprises, Inc.
9800 Cavendish, Ste. 210 
Montreal, QC, H4M 2V9 Canada 
(514) 693-0999 
www.cyframe.com

DELMIAWorks
2231 Wisteria Ln. 
Paso Robles, CA 93446 
(805) 227-1122 
www.delmiaworks.com

Federated Insurance
121 E. Park Sq. 
Owatonna, MN 55060 
(317) 432-3325 
www.federatedinsurance.com

Foster Corporation
45 Ridge Rd. 
Putnam, CT 06260 
(860) 928-4102 
www.fostercomp.com

Frigel North America
150 Prairie Lake Rd. 
East Dundee, IL 60118 
(847) 651-0145 
www.frigel.com

Globeius
7752 NW 74th Ave. 
Miami, FL 33166 
(305) 889-1782 
www.globeius.com

Harbour Results, Inc.
29524 Southfield Rd. 
Southfield, MI 48076 
(248) 552-8400 
www.harbourresults.com

Ice Miller LLP
250 West St., Ste. 700 
Columbus, OH 43215 
(614) 562-5863 
www.icemiller.com

iD Additives, Inc.
512 W. Burlington Ave., Ste. 208 
La Grange, IL 60525 
(708) 588-0081 
www.idadditives.com

INCOE
2850 High Meadow Cir. 
Auburn Hills, MI 48326 
(248) 616-0220 
www.incoe.com

Ivanhoe Tool & Die Company, 
Inc.
590 Thompson Rd., PO Box 218 
Thompson, CT 06277 
(860) 923-9541 
www.ivanhoetool.com

LS Mtron
939 AEC Drive 
Wood Dale, IL 60191 
(800) 843-1672 
www.lsinjectionusa.com/en/

M. Holland Company
400 Skokie Blvd., Ste. 600 
Northbrook, IL 60062 
www.mholland.com

Management Recruiters of Tallahassee 
(MRT)
2333 Hansen Ln.,Ste. 2 
Tallahassee, FL 32301 
(850) 656-8444 
www.mrrecruiter.com
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SUPPLIER DIRECTORY
MBS Advisors
100 Main St., Ste. 3 
Florence, MA 01062 
(413) 584-2899 
www.mbsadvisors.com

Mokon
2150 Elmwood Ave. 
Buffalo, NY 14207 
(716) 876-9951 
www.mokon.com

Noble Plastics
PO Box 218, 318 Burleigh Ln. 
Grand Coteau, LA 70541 
(337) 662-5374 
www.nobleplastics.com

Partnership
528 E. Lorain St. 
Oberlin, OH 44074 
(800) 599-2902 
www.partnership.com

Paulson Training Programs, 
Inc.
3 Inspiration Ln. 
Chester, CT 06412 
(860) 526-3099 
www.paulsontraining.com

PCS Company
34488 Doreka Dr. 
Fraser, MI 48026 
(800) 521-0546 
www.pcs-company.com

Plante Moran
3000 Town Center, Ste. 100 
Southfield, MI 48075 
(248) 352-2500 
www.plantemoran.com

PolySource
11020 Oakmont St., Ste. A 
Overland Park, KS 66210 
(816) 540-5300 
www.polysource.net

Progressive Components
235 Industrial Dr. 
Wauconda, IL 60084 
(800) 269-6653 / (847) 487-1000 
www.procomps.com

Purgex Purging Compounds
11119 Jones Rd. W. 
Houston, TX 77065 
(800) 803-6242 
www.purgexonline.com

RapidPurge
36A Plains Rd. 
Essex, CT 06426 
(800) 243-4203 
www.rapidpurge.com

Rapid Robotics
100 Hooper St., Ste. 15 
San Francisco, CA 94107 
(415) 650-5544 
www.rapidrobotics.com

RJG, Inc.
3111 Park Dr. 
Traverse City, MI 49686 
(231) 933-8107 
www.rjginc.com

SIGMASOFT® Virtual Molding
10 N. Martingale Rd., Ste. 620 
Schaumburg, IL 60173 
(847) 558-5600 
www.sigmasoftvm.com

Slide Products, Inc.
430 Wheeling Rd. 
Wheeling, IL 60090 
(847) 541-7220 
www.slideproducts.com

Stout
150 W. Second St. 
Royal Oak, MI 48067 
(248) 432-1234 
www.stout.com

Tekscape
131 W. 35th St., 5th Fl. 
New York, NY 10001 
(855) 835-7227 
www.tekscape.com
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Vive LLC
219 N. Milwaukee St. 
Milwaukee, WI 53202 
(414) 727-8483 
www.marketingformanufacturers.com

W.W. Grainger
100 Grainger Pkwy. 
Lake Forest, IL 60045 
(800) Grainger 
www.grainger.com

WayPoint Marketing Communications
488 Galbreath Ct. 
Fort Mill, SC 29708 
(248) 506-6696 
www.waypointmc.com

Wipfli
7733 Forsyth Blvd., Ste. 1200 
Clayton, MO 63105 
(314) 862-2070 
www.wipfli.com/manufacturing

Wittmann
1 Technology Park Dr. 
Torrington, CT 06790 
(860) 496-9603 
www.wittmann-group.com

Yaskawa Motoman
100 Automation Way 
Miamisburg, OH 45342 
(937) 847-6200 
www.motoman.com

Yushin America, Inc.
35 Kenney Dr. 
Cranston, RI 02920 
(401) 463-1800 
www.yushinamerica.com
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by Lauren Middleton, content writer and web designer, River Valley Digital

Managed Service Providers are 
Critical to Securing Smart Factory

Industry 4.0 has significantly transformed the 
manufacturing industry. Manufacturing companies that 
integrate Industry 4.0 or “Smart Factory” experience 

better efficiency, improved data insights, better quality 
control, reduced labor and reductions in cost. However, the 
associated interconnectedness comes with a cost.

Smart Factory environments have experienced a 
significant increase in cyberattacks. According to Statista, 
manufacturing accounted for 23% of cyberattacks in 2021 
alone. In fact, manufacturing knocked down the financial 
services industry from being the most attacked industry by 
ransomware in 2021. The average loss from a major cyber 
breach was $1.7 million. 

Additional costs also arise related to customer service 
disruptions, productivity losses and compliance fines. 
Surprisingly, despite the existential risk to the business, 
many manufacturers still believe that “this will never 
happen to my company.” Recovery from a cyber-crime event 
may not be possible, so what are some of the solutions to the 
problem? A proven solution is cooperation with a managed 
service provider. 

A managed service provider (MSP) is a third-party 
company that in cooperation with a company’s internal 
IT staff remotely co-manages all facets of the corporate 
information technology infrastructure, OT and IT, including 
data networks of all devices, office and plant. These 
services include 24/7 systems management, monitoring and 
comprehensive security. 

Cyberattack Risks
The biggest cyber threats to manufacturers originate 
from ransomware via phishing attacks or other security 
impairments. Such attacks are malicious and can cause 
loss of revenue, business downtime and money extortion. 
Ransomware is the most common type of malware. It allows 
a hacker to access and cripple computer systems, and keeps 
systems inoperable and data inaccessible until the affected 
company pays a ransom. 

Chris Scallan, converting superintendent at Delmarva 
Corrugated Packaging (Dover, Delaware) said cyberattacks 
are a significant concern in its Delaware facility, and the 
company has partnered with an IT-managed services provider. 
“It is a very large concern to make sure attacks do not happen 
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and that the provider makes sure it does not happen,” he said. 
“And knock-on-wood, since being at the new manufacturing 
facility in Delaware, there have been no issues.”

The main reasons manufacturers are targeted for cyberattacks 
frequently are related to their high-value data and significant 
revenue basis. Hackers know that they have great leverage 
because the attack can cause extensive damage and the 
manufacturer has the revenue to pay for the ransom. 

Phishing
Phishing often is the means of the cyberattack: The attacker 
disguises themselves as a legitimate source to convince the 
target. In most cases, a malware or ransomware attack needs 
the victim to click a link or download an email attachment. 
So, attackers often embed malware or ransomware code 
into a phishing email. An unsuspecting, unfamiliar and not 
sufficiently trained workforce is the most common reason 
manufacturing facilities fall victim to phishing attacks.

Roughly 26% of manufacturers report that employee errors 
and omissions are one of the biggest cyber threats faced. 
Common threats that stem from employee error are falling 
for phishing attacks, incorrect use of company data on 
mobile devices, direct abuse of IT systems and machine 
errors. Manufacturers need to create organization-wide 
cybersecurity policies and protocols. Managed services 
providers are ideally positioned to provide guidance in 
creating these security systems, helping to implement and 
monitor them. 

Remote Work
The increase of a remote workforce has led to a significant 
rise of cybercrime incidences in the manufacturing sector. 
The main threat to OT systems (plant operational technology) 
occurred through employees who have had direct access to 
OT networks while working remotely. The need for remote 
direct online access to production automation equipment 
increased suddenly with the arrival of the pandemic. 

Not only employees have required this access, but vendors of 
automation machinery also needed to remote in as travel was 
restricted or outright not possible. Digital transformation 
on the factory floor has allowed once isolated operational 
technology networks to be connected with the rest of the 
devices of the company’s IT infrastructure. Scallan explained 
the advantages of having interconnected machines: “Anytime 
there’s an issue with one of the machines, an employee is able 
to call the vendor and the vendor can dial into the machine 
and troubleshoot directly with the employee and that makes 

it a lot easier than trying to speak over the phone.” Yet this 
infrastructure requires a whole new network and security 
configurations with around-the-clock monitoring as threats 
can surface indiscriminately at any time.

ERP Systems
Environmental resource planning systems (ERP systems) are 
one of the top targets for cyberattacks. ERP systems contain 
company financial data and other sensitive information that is 
valuable to hackers. When this data becomes compromised, 
the factory’s critical infrastructure is in danger of shutting 
down. It is crucial for manufacturers to have cybersecurity 
measures in place for all ERP systems.

“The company has two ERP systems, two of them working in 
conjunction. One is further along than the other – it is a special 
system for the industry – and it is cloud-based,” explained 
Scallan. “Nothing is local here in Delaware. Instead, the 
provider takes care of it offsite. If anything happens within 
the building, the cloud-based disaster recovery kicks in, and 
the system can be run from anywhere.”

Opposite: DelMarva Corrugated Manufacturing, Dover, 
Delaware, has a new facility with state-of-the-art technology.

buildadvantage
Practical Advice for the Plastics Industry
Ice Miller focuses on one goal, to meet the needs and issues 
of our clients efficiently and cost-effectively. Ice Miller attorneys 
with plastics industry experience can meet your greatest legal 
challenges. Contact Josef Keglewitsch at 614-462-2279 or 
Josef.Keglewitsch@icemiller.com for more information. 

attorney advertising material
icemiller.com

300+ lawyers  
in Columbus 
and beyond

100+ lawyers from Ice Miller 
recognized by Best Lawyers  
in America ®
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Mergers and Acquisitions
Manufacturing experienced a revival after the pandemic 
slowed down and with it came several mergers and 
acquisitions. With more mergers and acquisitions occurring, 
comes the need for M&A cybersecurity strategy and 
due diligence. Cybersecurity due diligence is especially 
important in the context of M&A because all parties involved 
in it must have strong security protocols in place. 

Following an acquisition, plant machinery will likely become 
interconnected at different plant sites. Before an acquisition 
takes place M&A due diligence assessments should include 
all its network systems and digital assets. Overlooking and 
underestimating cyber risks leaves a facility open to potential 
cyber incidents. There were cases where these risks had gone 
unnoticed for several years after the merger and acquisition 
had been completed. These incidents are reported to have 
cost organizations millions of dollars. 

Cyber Due Diligence
Cyber due diligence involves the following:
• Leadership support for cybersecurity due diligence;
• data mapping;
• quick assessment of cybersecurity practices; and

• a risk scoring tool that identifies and prioritizes risks.

By understanding all of the sources of data in an organization, 
how the data is collected and where the risks of unauthorized 
access may be, an organization has taken the first step in 
understanding how to protect itself from cyberattacks.

Organizational leadership must not rely on an IT individual 
or small team who may be preoccupied with ensuring daily 
operational technology works properly. Instead, identify 
the risk, prioritize the needs of the organization and then 
develop a plan to address those needs…before ransomware 
halts activity on the production floor. n

Tekscape, Inc. is an industry leader in advanced and 
tailored IT technology solutions. Its mission is to provide a 
result-driven and business-minded approach to technology 
services with ease and agility. Tekscape specializes in 
designing, implementing and managing solutions to help 
companies in their digital transformation path, enabling 
effective infrastructure solutions, workforce productivity 
and implementing a comprehensive cybersecurity strategy.

Lauren Middleton’s firm, River Valley Digital, specializes in 
working with managed service providers and manufacturers 
all over the United States.

More information: www.tekscape.com/manufacturing

Chris Scallan, converting superintendent at Delmarva, said 
cyberattacks are a significant concern in its Delaware facility.

Real-World
Injection Molding Experience
MBS Advisors has been dedicated to the plastics industry since 1998.

MBS stood  out “head and shoulders” above all of the 
advisors that I interviewed. They are pros and they know 
this market better than any firm in the business.

Plastics Industry Experts

Craig Bovaird – Built-Rite Tool & Die

100  Main Street, Suite 3, Florence, MA 01062 | T: 413-584-2899 | E: info@mbsadvisors.com | mbsadvisors.com

M&A Advisory
Over 125 M&A deals completed in 
the plastics industry. For sellers, we 
can help you accomplish your exit or 
retirement goals. For acquirers, we 
can help you execute a buy and build 
strategy.

Recruiting
Hundreds of key positions filled in the 
plastics industry. We can help your 
company find and hire that elusive 
“perfect” candidate. We also help 
“top talent” candidates plot their next 
career move. 

Learn more
mbsadvisors.com

2022 1st Qtr Plastics Business Ad.indd   12022 1st Qtr Plastics Business Ad.indd   1 1/31/2022   1:27:13 PM1/31/2022   1:27:13 PM
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Molders’ Toolroom Managers are never short of hot projects, 

and year-end Date Plug changeovers shouldn’t be one of them.

Progressive understands this and works to streamline the process:

• Online template allows for quick identification of original supplier.

• Our team can review past orders to determine this year’s needs.

• 2023 plugs are in stock, ready to ship, and come etched for  

trouble-free reordering next year. 

Whether your molds are from across town or around the world,  

call 1-800-269-6653 to partner with the date marking leader.

SMOOTH CHANGEOVERS

NEW CATALOG: PROCOMPS.COM/v14
DATE PLUGS: PROCOMPS.COM/DATE

GOT DATES ON YOUR MIND?



36 | plastics business • 2022 Issue 4

by Andrew Carlsgaard, business relations manager, MAPP

Despite Supply Chain 
Improvements, Skepticism Remains

With recession and inflation 
concerns looming, 
plastics manufacturing 

leaders maintain a lukewarm stance 
on key industry metrics at the end 
of Q3, and only 13% have a positive 
six-month outlook on the industry 
overall.

Over the past two and a half years, 
dynamic conditions in the plastics 
industry, manufacturing and 
global economy have increased 
the need for constant operational 
reassessment from a managerial 
perspective. MAPP has been 
fortunate to have forward-
thinking and curious members, 
allowing for frequent pulse checks 
of the status of its operations to 
stack up against industry peers 
every quarter. Overall, the 150 
participating member organizations 
in Q3 saw improvement in the 
supply chain status from Q2 (in 
line with recent global trends), 
although organizations maintained 
a conservative stance towards 
the potential of increased sales 
volume and profits with labor issues 
persisting and demand slowing in 
many segments. 

The survey’s respondents for 
Q3 represent plastics processing 
organizations covering over 20 
different industries, with the 
majority (over 64%) tailoring to 
the medical, automotive, industrial 
and consumer goods segments. 
For this analysis, the respondent 
organizations were stratified 
into four general sizes: Small 
(<$5M annual revenue), medium 

BENCHMARKING
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($5M-$14.9M), medium-large ($15M-$49.9M) and large 
($50M+). Three-quarters of the respondents belong to 
“medium” to “medium-large”-sized organizations.

Overall, the survey results heavily indicate significant 
agreement on most critical issues across the board from 
organizations of all sizes, in line with the previous quarter’s 
findings. Executives concur that there will be headwinds 
in the supply chain in the short term and that optimism in 
key metrics should be tempered. The perceived outlook 
for nearly all metrics (sales volume, profit margin, hiring, 
etc.) as of the end of Q3 all rated six or less on average on 
a scale of one to ten (ten being most optimistic), except for 
on-time delivery rate. This signals executives’ confidence 
in delivering on orders, and since the supply chain impacts 
delivery performance so profoundly, any improvement there 
is bound to give leaders optimism.

On the other hand, two metrics that rated on average less 
than five or “acceptable” were hiring of new employees 
and employee turnover, which aligns with the current 
challenging environment in hiring and employee movement 
across all industries – particularly for large-scale operations. 
Additionally, perceptions of the plastics industry’s overall 

performance and each business’s outlook for the next six 
months averaged nearly identically between five and six, 
signaling that most executives likely believe success depends 
on the industry’s strength.
 
As with the hiring issues, the supply chain issues that have 
persisted since the onset of Covid-19 in early 2020 still 
appear top-of-mind despite gradual improvements overall 
in the worldwide market. While in Q2, every respondent 
experienced at least minimal issues, and nearly 50% 
experienced moderate issues, the Q3 respondents reported 
having seen improvements to their supply chain, with the 
majority (59%) only seeing “no” or “minimal” issues.

Still, obtaining raw materials was the most prevalent supply 
chain hurdle, with 63% of organizations responding having 
experienced this problem to some degree in Q3 (down from 
84% in Q2). Interestingly, despite the increased costs to 
manufacturers due to supply chain challenges, raw materials 
prices and inflation, organizations across the board reported 
moderate success in passing on costs to customers, helping 
to at least maintain current margins. 



38 | plastics business • 2022 Issue 4

Global Manufacturer of  
Plastic Injection Molds 

(708) 345-5000
A1ToolCorp.com

IMPROVE PRODUCTIVITY

•   Stack Plastic  
Injection Molds

•   Tandem Plastic 
Injection Molds

•   Multi-cavity Plastic 
Injection Molds

•   Large Plastic 
Injection Mold 
Projects

Reduce cycle times with part reduction  
and part consolidation projects.�������������
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Lastly, there were many helpful comments and observations 
in the open-ended response section that, while being a 
smaller sample size (less than a third of respondents), should 
be worth further consideration. Most of the commenting 
organizations mentioned there is still an issue with the labor 
market, and the pipeline for talent is not where it needs to be 
to alleviate current shortages.

One mid-sized member said, “Turnover is the highest it has 
ever been in the history of the company.” Another claimed, 
“We could ship 20% more if we could find the people.”

Also, many organizations noted an improvement in the 
supply chain, reinforcing the data from all 150 organizations. 
Still, simultaneously organizations also are seeing decreased 
orders from customers, with overstock inventory tending to 
be a primary reason for the reduced demand. As one leader 
explained: “We are coming off a couple of years of extreme 
demand and now it appears customers have over-ordered…
so sales volumes are down as customers work through the 
glut of inventory.”

Some also pointed to the political and economic forces to 
explain their current situations, citing inflation, the housing 
market and the 2022 midterm elections as forces that will 
determine success in Q4 and beyond. All these issues will 
be worth tracking over the next quarter to determine the 
industry’s strength going into a (hopefully) less turbulent 
and more prosperous 2023. n

More information: www.mappinc.com/resources/
benchmarking.

We are coming off a couple of 
years of extreme demand and 
now it appears customers have 
over-ordered…
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by Matt Stekier, principal, and Ryan Muneio, manager, Plante Moran

Four Steps to Improve  
Supply Chain Forecasting

Good supply chain forecasting – working hand 
in hand with sales and operations – will help a 
company right-size stock levels, minimize lead 

times and optimize order management. Done right, the 
result will be increased efficiency, better information across 
the team, reduced costs, faster time to market and improved 
customer experience.

For many companies in the plastics industry, a combination 
of the pandemic, ongoing supply chain issues and tightening 
economic conditions have created serious financial 
challenges. The environment continues to be unpredictable 
due to global shortages of raw materials, rising resin and 
energy costs, staffing and productivity issues, unreliable 
shipping and environmental concerns. Companies with 
supply agreements that include efficiency clauses with price-
down targets are experiencing additional pressure.

The world is changing rapidly, and many in the plastics 
industry are recognizing the need to get ahead of it now. One 
area ripe for change is improving efficiencies with supply 
chain forecasting.

Supply chain forecasting uses data analytics and research to 
make predictions on all aspects of the supply chain to keep 
the business running smoothly. At its essence, it requires 

stitching together a variety of data points to help understand 
trends in the business and create actionable insights. There’s 
no single strategy for supply chain forecasting. Every 
company is different, and the method chosen will depend on 
its unique factors. The following four-step analysis will help 
to prepare a company’s framework for its forecast. 

Evaluate the Supply Chain
Study the supply chain from top to bottom. Identify 
suppliers, intermediaries and the businesses that are 
being coordinated with to get products to customers. 
Evaluate the sourcing process, the amounts each 

supply partner can provide, the price, a supply partner’s 
capabilities and capacities as well as the business case for each. 
Collect and process market data to understand how prices 
and operational costs might change over time. Most critical 
resin suppliers and distributors to plastics processors are large 
multinational companies with considerable leverage over their 
customers. Acknowledging that, and the fact that the type of 
resin specified by a customer may be manufactured by a small 
number of companies, there may be limited opportunities in 
terms of material pricing and contracts. But look for any low-
hanging fruit and focus internal resources on the critical items. 

Also, consider hedging strategies. Resin is a commodity 
that can fall victim to fluctuations in global market prices. 

1
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Hedging can help smooth out the wild 
swings in prices. If a company lacks 
the skills to do this in-house, consider 
outsourcing the process.

Review Sales and 
Operations Planning
Review the sales and 
operations planning side of 

the business to improve the inputs to 
the forecast. Is the sales team keeping 
the operations team informed about 
what the customers are asking for? 
Is demand shifting? What will the 
company be focusing on in terms of 
new business? Is the operations team 
in tune with the supply team? Is the 
purchasing department buying the 

right materials and identifying sources for new products that 
may be coming around?

Supply chain forecasting works hand in hand with demand 
forecasting, inventory optimization and sales forecasting. 
It leverages advanced analytics to help determine when 

customers are likely to buy certain items. Implement spend 
analytics to provide a true look at where the money is 
going, and what it’s being spent on and focus on key items. 
Predictive analytics alongside a review of historical data can 
provide the information needed to keep suitable stock levels 
to fulfill customer orders. With solid supply projections, a 
company can better estimate total sales, revenue and profit 
margins.

Understand Geography
The location of a company’s suppliers affects how 
quickly items can move through the chain. Due 
to the limited number of resin suppliers, sourcing 

options may be restricted, but where possible, sourcing closer 
to a company’s operations can have significant benefits. For 
example, moving sources from Asia or the European Union 
to North American suppliers can reduce transit time for 
inbound shipments, minimize the amount of capital tied up in 
raw materials and reduce the complexity of the supply chain. 
It also can help alleviate geopolitical concerns as the global 
implications of regional conflicts are felt in an ever-connected 
world. In many instances, the cost of relocating to North 

2
3

MATERIAL SELECTION 
HASSLES?
Eliminate the stress of choosing material. At
PolySource, we help you select, specify and 
secure the right material for your application,
allowing you to produce with confidence.
 
EXPLORE A BETTER RESIN-BUYING 
EXPERIENCE

TM

, follow us on

We are THE FIXERS.

polysource.net      816.540.5300



42 | plastics business • 2022 Issue 4

OPERATIONS
t page 41

Driving auto 
innovation. 
Tailored solutions to help you adapt and thrive.

We’ll help position your automotive business  
for today and tomorrow.

Greg Alonso
greg.alonso@plantemoran.com 
248-223-3254 
 

Ted Morgan
ted.morgan@plantemoran.com 
248-223-3575

plantemoran.com

America can be offset through efficiency gains elsewhere 
in a company’s operations. The location of warehouses and 
fulfillment centers also is important. Look for opportunities 
to relocate or utilize them differently to minimize shipping 
times and increase the flexibility of the supply chain.

Establish your Objectives and 
Forecasting Strategy
Once the analysis is complete, it’s time to roll up 
the sleeves and determine the best method for using 

resources efficiently, keeping the machines running and 
reliably meeting customer demand. Take a macro snapshot 
approach – determine where the company is at with everything 
from budget and logistics to throughput and administrative 
functions.

Look for opportunities to optimize the following areas:

Inventory levels: Excess inventory ties up resources that 
can be used elsewhere. With accurate forecasting, stock 
numbers can be kept as close to an ideal range as possible to 
maximize sales, revenue and profit margins.

Logistics network (both inbound and outbound): Create 
visualizations that show where stock is and when and how 
it’s being transported to identify inefficiencies that are 
driving up transit time and cost. These insights will help 
establish better relationships with transportation service 
providers and prioritize key customers.

Production scheduling process: Review scheduling 
processes to optimize runtime, reduce changeovers, develop 
risk planning and plan optimal secondary options for 
scheduling changes.

Labor force: Invest in automation within the production and 
material handling process and cross-train staff to reduce 
non-value-added steps such as changeover and excess 
material handling.

Administrative functions: Maximize administrative staff’s 
time by automating processes to increase throughput of 
supplier requisitions, purchase orders and quotes.

Strategic spare parts inventory: Develop a purchasing 
strategy to obtain and store critical spare parts for operations 
and an inventory management strategy to ensure expensive 
repair items can be sourced expeditiously when the cost to 
purchase and store is too high.

Design the forecast for each link in the supply chain, including 
components, service parts and finished merchandise. 
Forecasting is an inherently tricky business and will never 
be 100% accurate. It involves making predictions based on 

4
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past and present information, using hard data, and, at times, 
intuition, to varying degrees of accuracy. The forecasting 
method a company chooses will depend on the nature of 
its business and economic situation. Whichever method 
a company adopts, it’s important to review the forecast at 
regular intervals to ensure the input is of the most recent 
trend information for the calculations. 

Business constantly is changing. New products and 
competitors appear, industries are disrupted and suppliers 
come and go. But with accurate information, the sky’s the 
limit; getting it right can lead to better supplier relationships, 
increased customer satisfaction and more capital to grow 
and scale business. n

Matt Stekier, principal, management consulting, has more 
than 20 years of experience serving clients and leading 
process improvement initiatives. Utilizing his background 
as a Six Sigma Green Belt and certification in Theory of 
Constraints, as well as other Lean methodologies, he has 
demonstrated the ability to quickly identify improvement 
opportunities that translate into tangible results that 
increase productivity, lowering total cost, reducing lead 
times and improve overall quality. Stekier has utilized his 

knowledge to successfully lead multiple Lean initiatives 
and process improvement projects on the manufacturing 
assembly floor, warehouse and distribution activities, in a 
machine shop environment, and in the administrative setting 
for back office functions.
 
Ryan Muneio, manager, management consulting, has 
more than 10 years of experience specializing in advisory 
services for middle-market manufacturing and distribution 
organizations, including family-owned and private equity-
owned companies. Many of his commercial clients are 
active in the plastics and food and beverage space. Muneio 
believes in developing strong client relationships and 
developing custom solutions to meet clients’ needs. He 
also helps the analytics practice with lead generation and 
business development. From 2019-2021, Muneio served on 
the external accounting advisory board for Michigan State 
University Eli Broad College of Business, where he received 
his B.A. and M.S in accounting. He is a member of the AICPA 
and the Michigan Association of CPAs.  

More information: matt.stekier@plantemoran.com, ryan.
muneio@plantemoran.com or www.plantemoran.com.
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INSURANCE INSIGHTS

by Susan Denzio, director of information and administrative services, First Resource, Inc.

How Does Healthcare Delivery 
Differ from Pizza Delivery?

Mmmmm, pizza! When the order is placed, it 
typically is understood what options are available 
– size, toppings, additional side items, delivery and, 

of course, the total cost. Now, imagine if it were possible to 
create a healthcare delivery system that was as understandable 
to people as ordering a pizza. Believe it or not, a system does 
exist that is affordable and easy to use.

Ask any business leader about rising costs, and it is most likely 
that healthcare benefits escalation will be mentioned as one of 
the top three most important concerns. The issue, however, is 
that rarely are employees pleased with the insurance options 
and, in many situations, the benefit plans are under-utilized. 
Could this be a result of a lack of understanding, both in regard 
to what is available and how to gain access? The answer to 
this question is yes! Recent studies indicate that educating 
employees about their insurance benefits and how to use them 
at the critical “point of need” positively impacts outcomes and 
satisfaction levels. 

Nearly every employer has experienced the pain of educating 
employees about benefit options. Communication efforts 
generally include flyers, mailers, posters and wall diagrams 
pinned in break rooms or cafeterias. Most employers use 
open enrollment meetings to deliver large amounts of 

benefit information, but in the end, employees are left with 
an abundance of questions. Even though support usually 
is made available from most plans through the phone 
number included on the back of the insurance card, many 
employees will not engage with this customer service option. 
Rather, questions are pointed directly to human resource 
professionals when a point of critical escalation has been 
reached; these interchanges can become quite personal and 
involve confidential health, claims and billing issues. Since 
most human resource teams don’t have the wherewithal to 
access the appropriate level of data to understand what an 
individual might be undergoing, the interchanges often are 
unproductive and extremely frustrating, causing employees 
to look unfavorably at the benefit offering. At the end of 
the day, company executives must consider other options 
to ensure investments in insurance benefit plans yield the 
positive impact expected on both employees and their 
families. 

Best-in-class company leaders now are using concierge 
service professionals to eliminate the frustration and close 
the benefit education gaps for their employees. These services 
have proven to reduce the workload of management teams 
and improve the employees’ viewpoints of the company 
benefits provided, resulting in decreased employee turnover. 



Employee concierge services focus on simplifying the 
healthcare journey for employees, especially when the journey 
is full of unknowns that tend to accompany critical life 
illnesses and injuries. With one simple call, employees have 
direct access to a concierge service (“pod”), or a dedicated 
team of medical technicians and specialists, to help them 
navigate the healthcare maze of delivery options. Embedded 
in the infrastructure of the overall solution and inserted into 
the confines of the administrator, the employee concierge’s 
dedicated team has access to the data, the member’s health 
records and the providers. Being better connected to the 
human element helps to resolve issues, clarify points of 
concern and provide the best direction for employees; these 
services have been proven to impact health outcomes. 

From a finance and funding perspective, an actuarial study 
conducted over 15 years demonstrated that concierge services 
provided to employees and dependents actually reduced claims 
by 17.5%. The boutique concierge service platform eliminates 
the 1-800-number call-center feel and replaces it with a laser 
focused, high-performance team that does one thing – answer 
the questions and provide guidance for employees and their 
dependents – that’s it! Because the dedicated teams take a very 
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focused, specialized approach to create a better experience, 
employees are able to navigate easily amidst the complex 
healthcare delivery system in such a way that no one feels 
alone. Imagine an employee who has just been diagnosed with 
a critical illness, receiving a communication similar to this: 

“Hello, Mr. Smith. We are here to help you, we 
completely understand your health plan and we 
will ensure you receive the best services in the most 
expeditious manner possible. Now, let’s get started.”

Concierge services systems are proven to provide employees 
with better support in making consumer-driven healthcare 
decisions, which increases plan utilization. Return on 
investment studies have shown that claims decrease when 
usage increases. When employees routinely seek a doctor’s 
care, conditions that have a chance of becoming severe often 
can be caught early and are more easily treated, lowering the 
total cost of care. n

MAPP’s CAPTIV8 solutions fully integrates employee 
concierge services for its members. To learn more, contact 
Susan Denzio at sdenzio@firstresourceinc.com.



46 | plastics business • 2022 Issue 4

NEWS

Conair Launches 
Moisture Sensor and 
Offers SmartServices® 
Conair, Stamford, Connecticut, launched its Moisture 
Minder™ sensor that detects residual moisture levels 
as low as 10 ppm in a 
broad range of polymers 
at throughput rates of 
20 to 5,000 lbs per hour. 
The sensor is available 
in two models: The M5 
tracks moisture levels in 
the range of 10 to 1,000 
ppm and the M10 tracks 
moisture levels in the 
range of 300 to 3,000 
ppm. In addition, Conair introduced its SmartServices®, 
a unique cloud-based platform that offers the ability to 
connect plastics processing equipment to a single web-
based dashboard. For more information, visit  
www.conairgroup.com.

Aurora Plastics Merges with Enviroplas
Aurora Plastics, LLC, Streetsboro, Ohio, a manufacturer of polymer compounds, announced its merger with Enviroplas Inc. 
(“Enviroplas”), Evansville, Indiana, an engineering compounding business with more than 30 years of growth history.  
The Enviroplas leadership team and employee base will continue in their current roles. For more information, visit  
www.auroraplastics.com.

Progressive Components 
Introduces New Mold 
Standards and ProFile® v4
Progressive Components, Wauconda, Illinois, released new 
standards to improve mold performance, including plate 
sequencing (plate retainers and plate locks), undercut release 
(C-Series UniLifters®), mold handling (RhinoFeet™) and 
mold monitoring (high-temperature mold CounterViews®). 
Additionally, Progressive introduced ProFile® v4, a cloud-
based tracking system designed for OEMs, molders and 
mold builders to organize and track tooling activity. For 
more information, visit www.procomps.com.

Paulson Training Expands Courseware
Injection molders taking the Paulson University online course, the “Technology 
of Injection Molding Level One,” will experience three new lessons, expanding 
the courseware offering from five lessons to eight, as well as 12 new SimTech 
injection molding simulation labs, at no additional cost. This content release auto-
updated to expand the courseware, so current subscribers already have access to 
the new lessons and labs. Designed for entry-level personnel, the course uses 3D 
animations to take subscribers inside the molding process to learn about machine 
operation, mold types, plastic behavior and more. For more information, visit 
www.paulsontraining.com. 
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PCS Introduces CableXChecker®  
and Announces Distribution of MIN-LUBE™ 

PCS Company, Fraser, Michigan, introduced its CableXChecker®, designed to simplify the 
tedious and time-consuming process of testing hot runner cables and wires to diagnose issues. 
It is available in two models: The KTX10121 for testing 12 zones and the KT1285 for testing 5, 
8 and 12 zones. Additionally, PCS announced the distribution of MIN-LUBE™, an advanced 
universal lubrication product designed for extreme high-temperature, high-wear mold and 
die applications and for food and pharmaceutical manufacturing environments. For more 
information, visit www.pcs-company.com.

RJG Releases New Training Course
RJG, Traverse City, Michigan, released its new training course: Graph Interpretation for Injection Molding. The three-day 
course is for technical and non-technical personnel who are associated with production of thermoplastic injection molded 
components. This course provides both classroom-style and hands-on, practical applications that introduce the principles of 
Decoupled Molding® and the curves associated with such processes. For more information, visit www.rjginc.com. 

Stout Acquires Davis & Hosfield 
Stout, Chicago, Illinois, acquired Davis & Hosfield Consulting LLC (Davis & Hosfield), Chicago, Illinois, effective on 
August 16, 2022. The litigation-focused financial and economic consulting firm provided damages analyses and expert 
testimony in matters involving intellectual property, such as patent and trademark infringement. Stout welcomed a team of 17 
professionals, led by principals and co-founders Julie Davis and Mark Hosfield. For more information, visit www.stout.com.

Globeius Distributes 
Mouldpro Descaling Pump

The compact and portable Descaling 
Pump from Mouldpro ApS of 
Ballerup, Denmark, keeps heating 
and cooling circuits on molds and 
molding machines clear of rust and 
limescale deposits. Globeius Inc., 
Miami, Florida, has descaler units 
and solutions, offered in both liquid 
and powder form, in stock and 
ready for delivery throughout North 

America from its warehouse. For more information, visit 
www.globeius.com. 

Amco Polymers  
to Distribute  
Celanese Products
Amco Polymers, Orlando, Florida, has been selected 
as the North American distributor for Celanese 
Santoprene® TPV and Geolast® TPV. Santoprene® TPV 
simplifies manufacturing to result in total system cost 
reductions, as well as weight reduction through part 
redesign, in-process recycling during the conversion 
phase and the potential for recycling at the end of life. 
Amco Polymers currently is accepting orders for the 
Santoprene® TPV and Geolast® TPV portfolio, with 
fulfillment beginning on January 1, 2023. For more 
information, visit www.amcopolymers.com. n
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【集團品牌標誌】
大東樹脂化學股份有限公司識別形象經過整體性的完整
企劃-定位，才能將其精神與理念以系統化的象徵性符
號對外傳播。導入集團品牌識別系統能迅速塑造獨特的
形象與文化，而集團品牌標誌乃識別系統之主軸，其為
未來品牌價值累積及保護之要件，明示大東的經營理
念、精神內涵、產品功能，及服務特色的傳播工具。

設計理念︰
集團標誌傳達了公司的對外形象與
號，更能加深客戶對公司的認知。
為因應公司組織體改變、增加產品線及新的經營理念和
使命，特將意義重新探討，希望找出涵蓋過去、順應
事、掌握未來的大東品牌形象精神之依據。

FOCUS

by Maggie Taylor, writer, Plastics Business

Employee Benefits: Rising Costs 
vs. Necessary Incentives

Employers in virtually every industry are struggling to 
attract and retain high-quality employees. Large and 
small businesses alike are scrambling to overhaul their 

wage and benefit structures to remain competitive in a highly 
volatile employment market. Many companies have found 
themselves locked in constant competition with other local 
businesses over a singular pool of employees and workers. 
Leaders and human resources professionals in the plastics 
and rubber industries are experimenting with a variety of 
solutions and changes to deal with these ongoing challenges.

A primary struggle for many manufacturing companies is 
the challenge of offering a competitive rate. In the Detroit 
area, for example, multiple Amazon facilities and the “Big 3” 
automotive manufacturers are major competitors, especially 
for smaller companies and tier suppliers.

“Now that the larger companies are back in production, they’re 
making offers to our employees that we can’t compete with. 
One of the Big 3 has taken three of our people in the last two 
months,” said Audra Kimbel, human resource manager for 
PolyFlex Products, Inc. “Those were key positions for us. 
We’ve been able to backfill them, but you’ve got to start the 
training all over again. A leadership change does bring a fresh 
perspective, but when it comes all at once, it doesn’t give you 
a whole lot of time to adapt.”

Most businesses have raised pay rates multiple times over 
the past two years in an attempt to remain competitive. 
Suzie Thomas, accounts payable, reported that Eclipse 
Mold, Inc. has implemented three substantial wage increases 
since 2019, anywhere from two to four dollars. And those 
changes have applied to long-term employees as well as new 

hires, though the exact rate – within a specified range – is 
determined by seniority and good standing. The company 
is currently exploring what a wage ceiling might look like 
for long-term employees. “It’s hard because there’s a point 
where they’ll cap out. We haven’t done that yet,” said 
Thomas.

PolyFlex Products also has changed its pay rates to $15 per 
hour for general labor and adjusted its policy for paying 
temporary employees. The company paid a higher rate of 
$16.50 to temporary employees but offered a slightly lower 
rate of $15 for a full-time role, with the promise of a one-
dollar raise at the 90 day mark, pending good performance. 
PolyFlex Products tested this strategy on five employees 
from temp agencies and have retained all five.

However, there’s risk involved when hiring temporary 
employees. “Temp employees outshine regular employees 
until they get hired,” said Kimbel. “Suddenly, they’re missing 
days or being unsafe or having problems on the floor with 
other people. That’s always a risk you take. So, we’re trying 
to work out the kinks right now.”

Many companies are struggling to balance wage increases 
against the overall rising costs of doing business. “Obviously, 
with everything else going up, so are our costs,” said Thomas. 
“It’s been a struggle. The price of materials is going up. 
We’ve gotten quite a few new jobs in, which we’re quoting 
differently. And we’re negotiating new terms and new prices 
with long-term customers, but it’s a slow process.”
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大東樹脂化學股份有限公司識別形象經過整體性的完整
企劃-定位，才能將其精神與理念以系統化的象徵性符
號對外傳播。導入集團品牌識別系統能迅速塑造獨特的
形象與文化，而集團品牌標誌乃識別系統之主軸，其為
未來品牌價值累積及保護之要件，明示大東的經營理
念、精神內涵、產品功能，及服務特色的傳播工具。
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號，更能加深客戶對公司的認知。
為因應公司組織體改變、增加產品線及新的經營理念和
使命，特將意義重新探討，希望找出涵蓋過去、順應時
事、掌握未來的大東品牌形象精神之依據。
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From financial consulting to digital strategy, we help 
clients see and solve with unconventional clarity. 
Visit wipfli.com/manufacturing.

Businesses also are being forced to consider their employees’ 
expenses in their calculations. “I started tracking daycare 
expenses, fuel costs and food prices back in March,” said 
Kimbel. According to her research and records, the cost of 
sending a single three-year-old child to daycare in the Detroit 
area, the 14th largest metropolitan area in the United States, is 
around $340 per week. For some employees, childcare costs 
account for their entire paycheck – or more. “Their money 
is going to daycare,” said Kimbel. “They’re not earning 
anything. They’re losing more money. That has become more 
of a reality that we haven’t addressed yet.”

Recruitment professionals have experimented with a variety 
of additional benefits to incentivize new hires – with mixed 
results. “A lot of entry-level people have state benefits,” said 
Thomas. “Benefits are not a high priority for people in my 
area. More paid time off would be the only benefit that would 
actually attract people.”

Different types of cash incentives have proven to be slightly 
more effective, though the results are not dramatic. PolyFlex 
Products began offering a $500 bonus to any employee who 
referred a new hire who stayed on for at least 90 days. “We 
thought it would have more of an impact,” said Kimbel. But 
some employees have taken advantage of the program. “One 
guy has referred four people,” she said.

Some companies have implemented more flexible work-
from-home policies. But for some roles, that benefit is 
irrelevant. “People on the floor have to be here,” said Kimbel. 
“They can’t work from home.” Kimbel shared that PolyFlex 
Products is exploring the possibility of a program to help 
employees offset the rising costs of fuel. The program would 
award a weekly “appreciation allowance” to employees who 
worked their full schedule, at least until gas prices drop 
below four dollars per gallon.

Gas prices are not the only transportation barrier affecting 
recruitment. Many major public transportation providers 

are experiencing similar hiring struggles and have cut back 
on routes due to a driver shortage. In the Detroit area in 
particular, this has led to a gap in the bus schedule that affects 
second-shift workers.

“That’s a huge issue for us right now,” said Thomas. “People 
are saying, ‘I can’t do second shift because I can’t get 
home.’” Thomas has been working directly with the local 
transit authority to add a bus stop that would accommodate 
second shift, but until more drivers are available, the problem 
remains. “If they don’t have anyone to drive a bus, they  
can’t get home,” she added.

PolyFlex Products has offered two solutions to the issue: a 
partially funded carpool program and flexible scheduling.

Commute with Enterprise is a program that groups employees 
by zip code or other criteria to share a vehicle for commuting 
purposes. Thanks to reimbursements from the Michigan 
Department of Transportation (MDOT), the cost of Commute 
with Enterprise is $120 per month for PolyFlex employees. 
That payment includes a vehicle, regular scheduled vehicle 
maintenance and a gas card. The employees in the pool can 
share the vehicle for regular errands as well, such as grocery 
shopping and healthcare appointments.

However, the program hasn’t attracted much interest. “So 
far, just one person has taken me up on it, and he wound 

Even a small advantage over 
local competitors can make 
a difference in a business’s 
ability to retain its employees 
and hire new ones.
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up having to resign,” said Kimbel. “I brought it up in a 
meeting, asking people to compare it to their car payment. 
You could be making money by following through with this 
program. But people just didn’t want others to know where 
they lived.”

Flexible scheduling has proven to be an effective solution 
under some circumstances. Many companies offer staggered 
start times, shorter shifts, swing shifts and other creative 
solutions so that employees can catch a bus or use a shared 
family car.

Eclipse Mold has begun offering part-time, four-hour shift 
options for the first time. “We’ve never done that before,” 
said Thomas. “We’ve always had very strict eight-to-four 
shifts. But now, if someone wants to four hours or six hours, 
I’m saying, ‘Let’s see what we can do.’”

PolyFlex Products also has seen positive results from 
offering more flexibility. “We have had such a great review 
on that,” said Kimbel. Some employees have adjusted their 
shifts to start earlier or later based on bus schedules and 
their families’ needs. According to Kimbel, these flexible 
options have contributed to employee retention. The 

staggered schedules also have led to better coverage for 
truck pickups.

While these flexible and creative solutions may not yield 
dramatic results, the outcomes can be positive. Even a small 
advantage over local competitors can make a difference in a 
business’s ability to retain its employees and hire new ones. 
In any case, refusing to stray from traditional methods of 
hiring and doing business doesn’t appear to be the appropriate 
strategy for successful recruitment.

Remaining open to change and fresh thinking can help 
manufacturing industry leaders weather the ongoing 
challenges of the labor shortage so they can maintain progress 
toward their business goals. n
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SALES

by Lewis Yasenchak, senior plastics consultant, P&Y Management Resources

Applying TQM to Sales

On March 7, 2022, 175 countries unanimously agreed 
on a United Nations framework to fight global 
plastic pollution from cradle to grave. For contract 

manufacturers supplying plastic products to OEMS and end 
users, that framework signals a change in how the industry 
needs to do business. For salespeople, it waves a big red flag.

While reducing plastic pollution doesn’t directly correlate 
to eliminating plastic products, it does get some OEMs and 
end users thinking about alternative materials. Where can 
the worried salesperson turn to keep his or her sales pipeline 
from eroding? The answer may be in extreme customer 
satisfaction, brought about by the application of Total 
Quality Management (TQM).

TQM is a continuous, circular process that always begins and 
ends with end users who communicate with salespeople. The 
performance of salespeople, sales offices and, to some extent, 
the entire sales function typically is measured by customer 
satisfaction and bottom-line profit. When quality processes 
are missing, an awful lot can go wrong in the sales department. 

On the flipside, it's amazing how much can be accomplished 
when TQM finally reaches the sales department. Bringing 
total quality to sales applies the principles and techniques of 
total quality management to sales processes. It brings total 
quality management to the realities of daily operations. 

Many in sales do not understand fully the effects of errors 
in their communications to others. An assessment of several 
field sales offices verified that most frequent cause of rework 
on the production floor is order entry – typically, a function 
of the sales team.

The second leading cause of rework is late shipments 
(arguably not a sales responsibility), but close on its heels are 
end-user complaints and proposal errors. Sales staff either 
enter orders quickly to receive booking credits as quickly 
as possible or procrastinate entering orders until the time is 
right or available. In either case, salespeople may overlook 
errors and omissions in the order, thinking they can be 
corrected or added later with change notices.

Perhaps their haste and carelessness are somewhat justified. 
Salespeople typically enter orders through a faceless 
computer and then have only the foggiest notion of the process 
after that. Without sales representation in the quoting office, 

on the production floor and in customer service, salespeople 
find it extremely difficult to view the business as a unified 
whole in any but the most cursory ways.
Yet these errors can significantly erode profitability and 
customer satisfaction. Fixing the errors changes the process 
and initiates a chain of wasted money and effort that can 
consume up to 30% of an operating budget and staff hours, 
reducing profits and productivity accordingly.

The solution is in bringing the entire company supply chain 
together to solve problems, standardize processes and meet 
the demands of customers and regulatory agencies. This 
includes:
• Effective planning, communicating, managing and 

supporting sales and production operations to drive safe, 
profitable and sustainable growth.

• Initiating plans and processes to minimize manufacturing 
costs through effective utilization of resources.

• Effectively leading, mentoring and developing both sales 
and manufacturing teams.

• Providing quality and labor relations and compliance 
services to verify the company meets current 
obligations. Safety is a Quality issue.

This is a high-level task and requires a position of leadership 
that reports directly to the company president and maintains 
accountability for financial performance and customer 
satisfaction through defined quality systems. Total quality 
management starts and ends with an organization’s 
customers. It is driven by their real and actual needs and 
wants, which are – or should be – communicated throughout 
the organization by the salespeople, with a primary focus on 
taking the product from cradle to grave. n

Lewis Yasenchak is the owner/founder of P&Y Management 
Resources. A former lead ISO auditor, he works as a consultant 
with small to medium-sized plastics processors and other 
precision manufacturers to help them implement “Quality 
at the Source” rather than catching mistakes once made. 
Yasenchak offers an online program to address workforce 
skills gaps and teach the true cost of inefficient TQM.

More information: 706.694.2977 or lewis.yasenchak@
windstream.net
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by Chris Kuehl, managing director, Armada Corporate Intelligence

What to Make of Recession Angst

I really don’t want to be a media basher – really, I don’t. 
I understand that this is a tough task and that those in 
the media are trying to explain very complicated issues 

in a sound bite or two. I never know where blame lies – on 
the consumers who seem to have the attention span of a 
gnat or the media outlets that don’t try to stretch people’s 
understanding. It has long been an adage that “if it bleeds, 
it leads,” a reference to the tendency to go for maximum 
drama.

The same issue affects the coverage of the economy. The 
behavior of over 320 million US consumers, 31.6 million 
small businesses and 32.6 million total businesses is 
immensely difficult to assess, much less predict. It is quite 
impossible to lump all of these actors into one bucket, but 
yet we try. Is every industry suffering from the recession? Is 
every person facing economic ruin? Of course not. The fact 
is the US never experiences a 100% boom or bust – there 
always are those that buck the trend.

In the last several months, I have been on the road at a 
feverish pace. I have spoken to a dazzling assortment of 
industry groups, and everyone has had a different experience 
in the last few years. There was the Casket and Funeral 
Supply Association, whose members had a very good year 
in 2020. The self storage industry boomed in 2021. The 
automotive sector has been seeing solid growth as demand 
has outstripped supply. Machinery producers have not 
been so lucky, and now there is a slump underway as far as 
production of memory chips. And the bloom is off the rose 
for the virtual workplace.

Fortunes rise and fall fast in a complex economy such as 
that in the US. It perhaps would be simpler if the threat of 
recession was universal and everybody could just assume 
they will have to hunker down and endure, but the reality is 
that many sectors will survive and even thrive in the midst 
of a downturn. What does this mean for the overall plastics 
community?

Driving the Downturn
The first task is to understand what is driving the downturn. 
The immediate cause of the slowdown has been the residual 
impacts from the two “Black Swan” events that have 
dominated strategy since the start of 2020. The global 
COVID-19 shutdown was a major mistake as nobody really 
understood the implications of such a massive economic 
blow. It was not supposed to last more than a few weeks but 
dragged on for nearly two years. That Black Swan crushed 
the supply chain and there has yet to be a recovery. This 
triggered a “cost-push” type of inflation, and the central 
banks are ill-equipped to deal with that kind of inflation.

The second Black Swan was the Russian invasion of Ukraine. 
Again, this was not supposed to be the long, drawn-out 
ordeal it has become as most assumed Ukraine would fall 
quickly and the world would figure out how to work with 
Russia again. The oil crisis combined with the food crisis 
to drive prices very high – unpredictably high. The inflation 
surge forced central banks to unleash the only tool they have 
– higher interest rates. This is despite the fact that bankers 
do not have much faith in the ability of the higher rates to 
calm this kind of inflation in the short term.

Effect on Industry
The second task is, in many ways, more important. How 
will this recession or downturn effect the industry that one 
engages in? This is far harder to predict. The surge in demand 
for vehicles has been a combination of pent-up demand 
and supply chain shortage. Sooner or later, the demand is 
satisfied and/or the supply chain catches up, but few know 
when this will take place.

The recent surge in aerospace has been triggered by the 
return of the passenger. Airlines have seen fares hike due 
to fuel costs, but this has not slowed the traveler – and now, 
even the business traveler is back. In contrast, the demand 

It perhaps would be simpler 
if the threat of recession was 
universal and everybody could 
just assume they will have to 
hunker down and endure, but 
the reality is that many sectors 
will survive and even thrive in 
the midst of a downturn.
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for virtual interaction has been fading and along with that 
comes a reduction in demand for what powers Zoom and 
the other video communication models. As single-family 
housing demand declines in the face of higher mortgages 
and higher prices, the demand for multi-family units 
expands as there still is a shortage of over 5,000,000 homes. 
Expanded multi-family demand means expanded demand 
for appliances and all the other elements of an apartment 
(from lumber and fittings to textiles and plumbing). And so it 
goes. Every day brings some depressing news for one sector 
of the economy and more encouraging news for another. 

Recession Projections
There is a third area of interest and concern, of course. How 
deep and how long? The truth of the matter is that most 
companies and individuals can handle a short and shallow 
recession or downturn. The majority of businesses have 
enough in reserve to get through a brief period and most 
consumers have a pad as well. This certainly is not the 
case for every business or person. Those making less than 
$50,000 are vulnerable almost immediately, with little in the 
way of savings and living from paycheck to paycheck. Most 
will have to dip into their credit cards right away. This group 
only recently had been digging out of the 2020 recession and 
the same can be said for the business community. How long 
does this economic stress last?

The projections for GDP growth tell a somewhat encouraging 
story. The year started with two straight quarters of negative 
GDP growth (down by 1.6% in Q1 and down by 0.6% in Q2). 
These were not crushing levels but hardly encouraging. This 
quarter, the estimate is calling for extremely minor growth 
(perhaps no more than 0.3%). That will be followed by 
another negative quarter in Q4 (down by perhaps 0.5%), and 
most expect that trend to continue into Q1 of next year with 
another decline of 0.5%. This is a pretty miserable stretch 
and definitely shows that 2022 was a bad economic year.

The good news is that the pattern is set to shift after Q1 2023. 
The estimate for Q2 is growth at 0.5%, Q3 is at 2.0% and 
by Q4, the rate is back to 3.0%, which is slightly above the 
normal rate of growth over the last 20 years (2.5%). If this 
plays out as expected, the result is a year-long downturn that 
starts to reverse early in 2023.

Holiday Spending Impacts
There is one major factor that will have a great deal to do with 
the pace of growth for this year and 2023. There are multiple 
factors to be concerned with (supply chain recovery, oil prices, 
threats from Russia and China and so on), but one will play a 
role right away and the impact extends well into 2023. 

There still is $3.5 trillion in excess savings in the hands of 
the consumer, and nobody is quite sure where that cash will 
go and when. If much of it is spent this holiday season, the 
prospects improve greatly for growth in Q4 2022 and Q1 
2023. If that money is held onto by worried consumers trying 
to prepare for a slowdown next year, the recovery expected 
in 2023 may be delayed. The economists are pleading with 
consumers to spend like crazy, rack up their credit cards and 
strive to live far beyond their means. That way the consumer 
spends the economy right out of recession. For the most 
obvious of reasons, the majority of consumers will resist 
that urge – but if consumers spend like past holidays, the 
economy may start a rebound soon. n

Chris Kuehl is managing director of Armada Corporate 
Intelligence. Armada executives function as trusted strategic 
advisers to business executives, merging fundamental roots 
in corporate intelligence gathering, economic forecasting 
and strategy development. Armada focuses on the market 
forces bearing down on organizations.

More information: www.armada-intel.com
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SOLUTIONS

by Greg Kozera, director of marketing and sales, Shale Crescent USA

US is More Profitable Than China 
for Plastics-Based Manufacturing

A new study by Shale 
Crescent USA and Jobs 
Ohio directly shows 

the United States is the most 
profitable place to manufacture 
plastics products. For the past 
four decades, US manufacturers 
have migrated overseas to China 
primarily due to cheaper foreign 
labor and a decreasing US energy 
supply. Times have changed. The 
US now leads the world in natural 
gas production by a vast amount. 
For example, if the Shale Crescent 
USA region – Ohio, Pennsylvania 
and West Virginia – were a 
country, it would rank as the third 
largest natural gas producer in the 
world, only behind the rest of the 
United States at No. 1 and Russia 
at No. 2. 

The long-held belief – it is cheaper to import plastic-based 
manufactured goods – is no longer true. The forces and 
trends that led to offshoring US manufacturing operations 
have reversed course and now are favoring domestic 
production. China has lost its manufacturing competitive 
advantage and the annual $25 billion of exported plastics-
based goods from China represents a vulnerable and 
accessible market share opportunity for US operations. 

Resin Availability and Transportation  
Drive Costs
Feedstock/resin, energy and transportation are the largest 
cost drivers of globally produced plastic-based goods. 
Proximity to low-cost raw materials coupled with direct 
access to consumer markets provides US manufacturers 
with significant cost advantages over China-based 
competitors who must import raw materials and export 
finished goods. The elimination of trans-continental 
supply chains results in cost savings that magnify a 
competitive advantage. This paradigm shift favoring US 
operations has accelerated over the past decade. These 
changes are fundamental, long term and will continue for 
the foreseeable future.

 
The US Shale Gas revolution resulted in low-cost natural gas 
and natural gas liquids, which are used to produce plastic 
resin. Ohio, West Virginia and Pennsylvania combined now 
produce over one-third of US natural gas supply and over 
one and a half times more natural gas than the entire country 
of China. China is energy deficient and is reliant on global 
supply chains to either import plastic resin or produce resin 
from much costlier oil-based Naphtha. 

Just west of Pittsburgh, Pennsylvania, Shell Chemicals’ 
world-scale ethylene cracker with a capacity of producing 
3.5 billion pounds of polyethylene resin is close to start 
up. Local plastics manufacturing operations will enjoy the 
benefit of regionally sourced resin eliminating long and 
costly logistics. This local supply will translate to premium 
services including shorter transit times, decreased working 
capital, greater feedstock flexibility and other cost-saving 
factors. According to IHSMarkit, over 70% of today’s 
polyethylene and polypropylene demand remains within a 
day’s drive of the Ohio River Valley.

A nonprofit in Ohio was founded six years ago by a group 
of industry and community leaders to attract high-wage 
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manufacturing jobs. No longer the rust belt region, the 
organization has branded the Ohio River Valley states of 
Ohio, Pennsylvania and West Virginia as the Shale Crescent 
USA. 

The region is unique for manufacturers. It is the only place 
in the world at scale where a company can build on top of 
its energy and feedstock and in the middle of its customers 
thus eliminating unnecessary transportation – 50% of the 
US population is within a day’s drive. 

With the new US energy advantage, advancement in 
manufacturing technologies and steady Chinese wage rate 
increases, China’s hold on low manufacturing costs has 
evaporated. Manufacturing in these Ohio River Valley states 
is not only more profitable, but it is also more sustainable 
because the energy, feedstock and consumers are here. The 
carbon footprint of shipping products and the Middle East 
oil required to manufacture them in China halfway around 
the world is eliminated. Container costs are still over triple 
pre-pandemic costs. 

One manufacturer the organization has been working with 
couldn’t get its feedstock from China during the pandemic. 

The manufacturer replaced it with suppliers in the region. 
Now 100% of its feedstock and sales are regional. This 
has dramatically reduced transportation and raw material 
costs. The manufacturer added two production lines and is 
adding two more in 2023. In addition, the manufacturer has 
dramatically reduced its carbon footprint and eliminated 
pollutants associated with ocean shipping. 

US manufacturers now have a generational opportunity to 
increase market share, profitability and reliability. They 
can also reduce their carbon footprint, be more sustainable 
and lower costs. Will US companies take advantage of the 
energy under their feet? n

Greg Kozera is the director of marketing and sales for 
Shale Crescent USA. He is a professional engineer with a 
master’s in environmental engineering and over 40 years of 
experience in the energy industry. Kozera is a leadership 
expert, high school soccer coach, professional speaker and 
the author of four books and numerous published articles.  
© 2022 Shale Crescent USA

More information: gkozera@shalecrescentusa.com or  
www.shalecrescentusa.com
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by Michael Benson, managing director, Stout 

Strategic Alternatives:  
Insights on Ownership Transitions

One of the key decisions a business owner will face 
is when and how to address a major ownership 
transition. Owners facing this decision may find 

that their interests begin to diverge from the interests of 
the company and will need to weigh the importance of 
generating liquidity and maximizing the valuation of the 
business against other considerations, such as business 
continuity and continued investments in the business.

This article will cover the concept of corporate and 
shareholder objectives, which when unaligned can lead to 
the need for some form of a transaction. In addition, it will 
present a variety of strategic alternatives to consider when 
striving to satisfy all relevant stakeholders in a transaction.
 
Corporate and Shareholder Objectives
While considering an ownership transition, there is a need 
for business owners to recognize corporate objectives and 
shareholder objectives as distinct from one another.

Balancing the company’s valuation, business continuity and other 
considerations as ownership shifts

Corporate objectives consist of what the management 
team and employees of the business want: A competitive 
position through acquisitions and/or internal growth, access 
to capital, financial flexibility and maximized shareholder 
value.

Shareholder objectives, overlapping but distinct from 
corporate objectives, tend to consist of minimized dilution, 
an acceptable risk/return profile, liquidity and a maximized 
shareholder value.

The potential conflicts between these two may become 
evident as ownership ages. At the genesis of a company, 
a younger business owner typically has an appetite for 
growth and a higher tolerance for risk-taking. Liquidity is 
less important, the company has a seemingly infinite time 
horizon and the owner is not planning to take capital out 
of the business in the near term. These dynamics keep 
corporate and shareholder objectives aligned.

Figure 1. Timing considerations
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However, as owners age, they may become more risk averse, 
even seeking to take capital out of the business as they plan 
for retirement. This can lead to conflict when a company’s 
management team desires aggressive growth, but older 
ownership is hesitant to take risks such as large acquisitions 
or significant capital investments.

As more people become involved, the process of aligning 
corporate and shareholder objectives becomes more difficult. 
More stakeholders mean more complexity in aligning 
objectives, which can be compounded when ownership 
is family and personalities or rivalries threaten objective 
decision-making.

Timing an Ownership Transition
Ultimately, a combination of external and company-specific 
factors determines the right time for an ownership transition.
External factors include economic conditions, the strength 
of both the M&A and end market, and industry cycle 
timing. Company-specific factors consist of the company’s 
performance, corporate objectives/opportunities, and the 
shareholders’ timing and risk profile. Figure 1 illustrates 
how these external and company-specific factors can align 
– or not align – to influence transition timing.

The goal for owners is to look ahead for as much alignment 
between these factors as possible, leading to a maximization 
of both value and opportunity for a company sale.

Shareholder/Stakeholder Considerations
Understanding the profile of a company’s shareholders and 
stakeholders will determine which strategic alternative is 
best. These considerations include the shareholders’ risk 
tolerance, the strength of the management team, the role 
of the family in the business and the seller’s openness to 
operational changes the buyer will make. Additional factors 
consist of the shareholder/stakeholder timing to exit, the 
importance of maximizing company value and how quickly 
sellers want their money.

Maximizing value in an individual- or member-owned 
company sale often plays less of a role than expected. The 
price paid for the deal often will be between a quarter 
million and a million dollars lower than maximum value 
because of other factors, such as the next owner’s plans for 
the company.

Examining Strategic Alternatives  
for an Ownership Transition
As shown in Figure 2, the range of strategic alternatives 
includes an ESOP transaction, unsponsored and sponsored 
management buyouts, and sales to private equity or strategic 
buyers. Each alternative offers advantages and drawbacks.

ESOP Transaction
In an employee stock ownership plan (ESOP) transaction, an 
ESOP trust is formed and borrows debt to purchase shares 
over time from shareholders. Because a company only can 
handle so much leverage, this usually is done in three stages 
of four- to five-year tranches. A third of the business is 
bought, and once the debt is paid off (likely in four to five 
years), the next third is purchased, and so on.

This allows ownership of the business to be transferred to 
employees over time and often causes employees to feel 
rewarded for their work. An additional advantage of an 
ESOP structure is that the ESOP trust is tax-exempt so 
effectively the company does not pay taxes.

However, an ESOP transaction can lead to limited liquidity 
at the sale since ownership typically is going to get only a 
third of the business value at closing. Plus, the debt used to 
acquire the company alternately could have been deployed 
for growth. Additionally, such a transaction typically 
doesn’t maximize value, and the previous owners must be 
careful to not overvalue the business as it is being sold to 
the employees.
 
Unsponsored Management Buyout
In an unsponsored management buyout, ownership of the 
business is transferred to the management team without 
any outside equity. The purchase usually is undertaken 
through a combination of management equity (any money 
that management is able to invest personally), third-party 
financing (such as bank financing) and a seller note (which 
essentially is money owed to the former owner that is repaid 
over time).

This approach allows for business continuity, as there is very 
little disruption to business operations. However, the seller 

More stakeholders mean 
more complexity in aligning 
objectives, which can be 
compounded when ownership 
is family and personalities or 
rivalries threaten objective 
decision-making.
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is not realizing much liquidity at the point of sale and retains 
a significant amount of risk exposure since the seller will be 
paid back over an extended period.

Sponsored Management Buyout
A sponsored management buyout occurs when private 
equity purchases ownership in the company. Management 
still is able to retain ownership but only as much as they are 
able to contribute in equity. Many times, private equity will 
offer equity incentive plans, allowing management to earn 
additional equity over time.

A sponsored management buyout allows for a higher near-
term valuation and the potential for complete liquidity, 
depending on the percentage the private equity firm and 
management team can acquire.

Depending on the situation, though, the timeline of the sale 
can be a disadvantage. Private equity may need a longer 
transition period, especially if the selling shareholder is 
important to the business. This transition may take 12 
months, and in some cases, even 24.

Sale to Private Equity
In a sale to private equity, the degree of alignment between 
management and the buyer largely will determine the 
success of an ownership transition. In any buyout, there will 
be complications if management is not aligned with the new 
ownership.

Advantages of a sale to private equity include the potential for 
partial or complete liquidity and the ability for the owner to 

Figure 2. Strategic alternatives

maintain an ownership stake. Shareholders can pursue future 
goals with the help of a capital partner. However, the transition 
can take at least 12 to 18 months, and there is the possibility 
of significant operational changes being made to the company.

Sale to Strategic Buyer
A sale to a strategic buyer is the most straightforward, as the 
buyer acquires the company outright. This leads to a high 
near-term valuation, the potential for complete liquidity and 
little to no risk to shareholders while offering a very short 
transition period. However, owners receive no exposure to 
any future upside in the company.

In addition, since these often are sales to competitors (though 
not always), there is high potential for significant changes 
being made to the company following the transaction.

Owners may fear sales to strategic buyers, especially 
competitors, since it introduces the possibility of current 
management being removed or significantly restructured. 
It’s not always the case, but addressing this topic can require 
strong alignment between buyer and seller.

In the end, both private equity and strategic buyers are 
looking for good, talented people. If a company has a strong 
management team that is leading with strategic intent, 
maintaining a strong culture and taking on risk, the buyer 
of that business is going to want that management team to 
remain.

Business owners face a wide variety of strategic alternatives 
when it comes to transitioning their company to new 
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ownership. Corporate considerations, such as a desire for 
growth and capacity to take on debt, interact with shareholder 
considerations, such as timeline or liquidity concerns and 
whether the outcome of the transition will have a significant 
impact on the future of the company and its employees.

Business owners who see such a decision coming down the 
pipeline, even several years away, would do well to begin 
planning to ensure they have the time to identify and execute 
the ideal strategic alternative for their specific situation. n

Stout is a trade name for Stout Risius Ross, LLC, Stout 
Advisors SA, Stout Bluepeak Asia Ltd., Stout GmbH, MB e 
Associati S.r.l., Stout Park Ltd, and Stout Capital, LLC, a 
FINRA-registered broker-dealer and SIPC member firm. 
The terms “Stout” or the “firm” refer to one or more of these 
legally separate and independent advisory practices.

Michael Benson is a managing director in the Investment 
Banking group at Stout. He is responsible for the execution 
of investment banking transactions which include mergers, 
acquisitions, divestitures and the private placement of 
senior debt, subordinated debt and equity securities. 
Benson has been involved in the successful completion of 
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transactions for companies ranging from privately held, 
middle market companies to large multinational, publicly 
traded corporations. Additionally, he has been involved in 
restructuring projects, which range from providing strategic 
advisory services to underperforming companies to the sale 
and liquidation of companies both in and out of bankruptcy.

More information: www.stout.com/about
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I Put the “Pro” in Procrastinate
by Dianna Brodine, vice president, editorial, Plastics Business

It’s 6:56 p.m. I started this article much earlier this afternoon. Well, I opened a new document in 
Microsoft Word, wrote the title, made sure my byline looked good…

And then time got away from me. The office phone wouldn’t stop ringing, there were questions about 
the contract for an upcoming event and we added four pages to this magazine, which required some 
rearranging. Then there was a text from one of my daughters, I remembered to call the bank and I talked 
my coworkers into volunteering at a community event later this week. When I finally re-opened the tab for 
this article, it was time to go home. Deadlines, however, wait for no woman, so here I am with a laptop on 
my legs while a football game plays on the tv in the background. The topic for this page seemed obvious.

In this issue’s Booklist, I’ve (finally) organized three books about why we procrastinate and what we can 
do about it. I hope you make the time to pick one up. Oh… and don’t forget to call the bank.

Immediate Action: A 7-Day Plan to 
Overcome Procrastination and Regain  
Your Motivation
Author: Thibaut Meurisse
Published: July 7, 2021

Even the most productive people 
procrastinate. But if you find yourself 
procrastinating more than is good for you, 
it might be time to do something about 
it. In this short practical guide, you’ll 
discover how to deal with procrastination 
more effectively. More specifically, learn 
how to pinpoint the precise reasons you 

procrastinate (it’s not always what you think); develop a 
simple action plan to overcome your natural tendency to 
procrastinate; eliminate distractions and build laser-sharp 
focus, and much more. You’ll be provided with simple 
exercises to help you understand procrastination better and 
overcome it. At the end of the seven days, you’ll be equipped 
with a simple yet effective system to help you complete your 
most important tasks.

Eat That Frog!: 21 Great Ways to Stop 
Procrastinating and Get More Done  
in Less Time
Author: Brian Tracy
Published: April 17, 2017

There just isn't enough time for everything on our to-do list 
– and there never will be. Successful people don't try to do 
everything. They learn to focus on the most important tasks 
and make sure those get done. They eat their frogs. 

There’s an old saying that if the first thing 
you do each morning is eat a live frog, 
you’ll have the satisfaction of knowing 
you’re done with the worst thing you’ll 
have to do all day. For Tracy, eating a 
frog is a metaphor for tackling your most 
challenging task. Eat That Frog! shows 
you how to organize each day so you 
can zero in on these critical tasks and 

accomplish them efficiently and effectively.

The Science of Getting Started: How to 
Beat Procrastination, Summon Productivity, 
and Stop Self-Sabotage
Author: Patrick King
Published: May 18, 2019

The Science of Getting Started is a deep 
dive into our tendency to push things 
until the last minute possible. It uncovers 
the biological and evolutionary science 
behind procrastination, and how we can 
beat these instinctual drives to triumph in 
our career and personal life. Best of all, it’s 
a book of scientific solutions boiled down 
to everyday usefulness. King’s writing 

draws of a variety of sources, from scientific research, 
academic experience, coaching, and real-life experience. 
He’ll provide a scientific and biological overview of your 
procrastination habit; warning signs to monitor your 
work ethic; psychological tactics to trigger your brain to 
productivity; how to structure and schedule your life to 
safeguard against procrastination and more. n

BOOKLIST
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