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I am once again indebted to the Judges for the hard work they 
put in to arrive at their decisions. This is no easy task as we 
ask them to look in detail at all cartons and also they are lis-
tening to advice from our carton packaging expert Peter Klein 
Sprokkelhorst to ensure that the benefits of all entries are fully 
understood and evaluated by the Judges. I therefore offer my 
sincere thanks on behalf of both Pro Carton and ECMA who 
jointly sponsor these awards, to Satkar Gidda the Chairman of 
the Judging panel, Pascal van Beek and Burgunde Uhlig for all 
their difficult judgements and also to Peter for his knowledge 
and advice to the Judges. 

I also wish to thank all those companies who entered. This year 
we had entries from fifteen countries which is higher than in 
any previous award and, with the difficult markets in which car-
ton manufacturers have been operating, I am grateful to all the 
companies who entered for taking the time and trouble to do 
so and for displaying such excellent entries.

Sadly the entry level in the pharmaceutical category was very 
low this year and with no entries that stood out against the 
judging criteria, the Judges felt that they could make no award 
this year.

Entry levels in all other categories met expectations and as you 
will see in the following pages, the winners demonstrate true 
innovation, flair and excellence. Many of the decisions made 
by the Judges were very closely run and it was only after much 
discussion that final agreement was reached.

Another most encouraging facet of this year’s awards was the 
number of entries that clearly demonstrated the sustainability 
characteristics of their entries. Many cartons had been designed 
specifically to replace other materials or to use less material so 
that the products can now be packed in a more sustainable 
way. This is a very welcome development that is gathering pace 
all the time and more and more packaging users and specifiers 
are seeing the benefits to their businesses of moving to carton 
packaging. 

Again my thanks to all the companies who entered and my con-
gratulations to all the winners. I very much hope you enjoy look-
ing through this booklet and, as in previous years, all the win-
ners, finalists an all other entries can be seen on our dedicated 
website at www.cartonawards.com.

 

Richard Dalgleish
Zurich September 2010

It was no great surprise that, with all the economic turmoil that has been 
affecting markets recently, the number of entries we received this year was 
lower than in the previous two years. With less new products being launched 
and lower investment levels I am sure that fewer new developments have 
been done. However, it was very encouraging to see that whilst the number 
of entries may have reduced somewhat, the overall quality of the entries 
had not and once again the initial impact of seeing about 100 cartons on 
display for the Judges was truly gratifying. New ideas, new shapes, changes 
of use, better runnability on packaging machines – all these elements were 
on display and once again the Judges had some difficulty in selecting the 
winners from the impressive display.

Introduction
by
Richard Dalgleish
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A small reduction in entries this year turned out to be irrelevant 
as the quality of cartons submitted was equal to and possible 
even better than in 2009.

One way of recognising the quality of entries is to see the Judg-
es split on their view of a winner and shortlist. This happened 
in a number of categories and there ensued a debate as to the 
individual merits of each carton shortlisted.

As has been stated before, the best cartons are not necessarily 
the most complex. Simplicity of construction, consumer appeal, 
consumer interaction, on-shelf impact and ease of manufacture 
are just some of the factors that we consider. Equally, whilst pre-
mium packs are often impressive, we have to look beyond that 
and determine the individual qualities of each carton regardless 
of the value of the product it contains.

Those cartons that were fully thought through with graphics 
were most impressive as it showed that an integrated graphic 
and structural design can be extremely powerful as a piece of 
brand communication. Cartons that on the face of it were ex-
tremely eye catching, became even more impressive in the hand 
and more so when we de-constructed them to get a better un-
derstanding of the idea behind each one.

The global economy has once again been rightly mentioned and 
this has led to some brand owners to shift from other materials 
to carton board for various efficiencies or to reduce the amount 
of carton board used. However it should not be forgotten and 
should be coupled with the trend of consumers demanding 
more sustainable packaging – it also makes brand owners look 
good in the eyes of their consumers. These consumers are very 
much aware of the impact of packaging on the environment 
and the carton industry is best placed to deal with this demand.

Satkar Gidda
London September 2010

Satkar Gidda 
Siebert Head

Pascal van Beek 
Unilever

Burgunde Uhlig 
Brigitte Magazine

SPECIAL ADVISOR 
TO THE JURY

Peter Klein 
Sprokkelhorst

chairman of the jury
comments from
satkar gidda The jury
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Finalists

official name of entry: 
Eoipso Verkaufsverpackung  
mit Magnetverschluss

carton producer: 
Chesapeake Stuttgart GmbH 

cartonboard manufacturer: 
Gmund

official name of entry: 
Cofanetto Riserva Lunelli

carton producer: 
Pusterla 1880 Spa 

cartonboard manufacturer: 
Gmund

official name of entry: 
Multipackung für nicht  
etikettierte Bierflaschen

carton producer: 
Van Genechten Packaging 

cartonboard manufacturer: 
Korsnäs
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official name of entry: 
Welcome Home

carton producer: 
Van Genechten Packaging 

cartonboard manufacturer: 
Unspecified

official name of entry: 
Xmas tree gift box range

carton producer: 
FIrstan Ltd

cartonboard manufacturer: 
Korsnäs 
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official name of entry: 
French Fries take & go holder

carton producer: 
Istragrafika d.d. Croatia 

cartonboard manufacturer: 
Mayr Melnhof Karton

official name of entry: 
My Müsli Porridge

carton producer: 
Smurfit Kappa Baden 
Packaging GmbH 

cartonboard manufacturer: 
Smurfit Kappa Baden Karton
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official name of entry: 
Faltschachtel mit integriertem
Stegeinsatz, abnehmbarer Klapparte

carton producer: 
Karl Knauer KG (COPACO) 

cartonboard manufacturer: 
Korsnäs

official name of entry: 
Verpackung Portugal Spezial

carton producer: 
Schelling AG 

cartonboard manufacturer: 
Stora Enso
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official name of entry: 
Plopper

carton producer: 
Acket drukkerij kartonage bv 

cartonboard manufacturer: 
Iggesund







Premiere
Wine packaging with new silhouette 

The “Vernissage” wine packaging has already been launched 
on the Swedish market in April 2008 – in a square bag-in-box 
system. The target group was consumers of white wine, which 
in Sweden are mostly women aged over 25. The packaging was 
attractive and elegant, created in white and gold – impressive, 
but conventional.

The owner of the brand, Takis Soldatos, and graphic designer 
Sofia Blomberg had had for a while the idea of designing and 
launching a very special bag for female consumers. Together 
with their packaging supplier BoxMarche they examined 
the technical possibilities for such an innovative solution and 
designed a completely new bag-in-box in the shape of a 
handbag. The amazing thing: production of the new packaging 
is as simple as for the old one, only filling requires slightly more 
effort.

The new “Vernissage” was launched at the beginning of 2010 
– with fantastic success. Up to July, sales had increased by 500 
per cent! And that certainly sounds like more to come. In the 
autumn the new packaging will be launched on the German 
market, line extensions with red and rosé wine are planned, and 
extending the successful concept is also being worked on. 

Jury Comments
The “bag in box” wine system has been around for about  
30 years, but this was the first time the Jury members had seen 
such an innovative design in this market. Most of the boxes 
used are rectangular and this striking shape allied to excellent 
graphics took the wine box to a new level which they felt also 
would appeal to women far more than conventional boxes.  
It was also felt that this would be a great gift and on the shelf 
would almost guarantee attention. Shaped like a handbag the 
Judges said that this almost redefined this packaging as a “bag 
in bag”!

official name of the entry:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Vernissage Purse 
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Boxmarche spa 
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Oenoforos 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Bianco Kraft Patinato CKB 250 gm2 
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Stora Enso
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Times are a-changing 
Cartonboard instead of metal 

The objective was both clear and challenging - A high quality 
folding carton which offers all the advantages of tin-plate 
packaging. The Chesapeake design team developed a solution 
perfectly suited for confectionery. Nonetheless, it was not easy 
to find a leading confectioner willing to commit to this new 
idea. Finally, an “innovation day” convinced Cadbury.
 
But the road to success was a long one. Following extensive 
tests, a cartonboard suitable for this application was selected. 
Then a cost-effective solution to machine erect the cartons had 
to be found to produce the relatively small runs for the first sales 
trials at a leading UK retailer.
 
As volumes increased, a larger development team at Chesapeake 
took on the task to ensure that the relatively thick cartonboard 
could be glued cost effectively. From a graphic point of view the 
decision was taken to go for a combination of matt and gloss 
varnish. A third varnish was also applied to provide non slip 
properties so the packs would not move on the pallet during 
transportation. All varnishes had to pass Cadbury’s stringent 
taint & odour standards.
 

Four hurdles had to be overcome, and the results proved more 
than positive:
•	Marketing: an attractive carton, which  

demonstrates pack differentiation
•	 Cost calculation: significant savings,  

without compromising brand values
•	 Technology: an innovation, aligned with  

Cadbury’s initiative “Purple Goes Green” 
•	 Production: substantial reductions in pallet costs 

Jury Comments
The jury were very impressed with this entry that showed how 
cartons can replace other packaging materials to give an envi-
ronmental benefit. This is a major confectionery line and the 
pack has been converted into cartonboard from metal and in 
doing this the Brand Owner has linked his house colour, purple, 
and the environmental benefits of the change by using the slo-
gan “purple goes green”. The overall design is similar to the 
previous package and so it will retain its impact on the shelf but 
now by promoting the benefits of using a renewable and easily 
recyclable material it offers consumers a more environmentally 
suitable pack. 

official name of the entry:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Cadbury Roses Tin Replacements
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Chesapeake Branded Packaging
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Cadburys 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Invercote Duo
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Iggesund
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Profile 
A valuable look and perfect logistics 

The briefing was extensive: type of fragrance, target group, 
visual requirements and the marketing concept were clearly 
defined. A comprehensive project meeting included the design 
agency, confectionary contractor, carton manufacturer, glass 
supplier, nozzle manufacturer and the customer. An ideal 
starting point for Edelmann to convert the “robust” brand 
image into an integrated overall concept.

The packaging series for Fragrance Men and Women had an 
extremely sturdy appearance. Base, lid and collar are reinforced 
by doubling the material, giving the strength of a rigid box. The 
packaging is supplied flat and pre-glued to save on transport 
and storage costs: the individual components can be erected, 
folded and assembled without further glueing. This variable 
concept makes it possible for different sizes of bottles (Men and 
Women) to use the same outer packaging.

The design of the carton mirrors the bottle. Bottle and packaging 
are rectangular and have a robust look, with a recessed surface 
on the front which displays the Marc O`Polo label. The carton is 
printed and the interior components embossed with a lined 
structure (black for Men, white for Women), giving a pleasant feel.

The new carton was well accepted – both by their own Marc 
O`Polo shops as well as by the perfumeries. Not really surprising: 
it stands out well from other products on the shelf. 

Jury Comments
The Judges were very impressed with these cartons as they 
looked sophisticated, smart and would be highly appealing on 
the shelf in a market that is crowded with excellent packaging. 
The comparative simplicity of the look hid the complexity of the 
design and the cut out panel on the front gave a depth that was 
very appealing. The carton also suited the bottle inside so giving 
a fully coherent image to the consumer. The graphics were not 
complex yet truly effective and the overall impression was one 
of quality and elegance.

official name of the entry:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � Marc O’Polo Fragrance Men and Women
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Carl Edelmann GmbH
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Beauty Brands International 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � UZ 1 350 g/m2 Delos Satin
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Papeteries Canson SAS
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Wine in a basket 
Wine cartons as sales aids 

Selling wine has changed considerably in the past few years 
and the wine market is hotly contested. The retailers demand 
easier handling of packaging in their stores. But wine cartons 
must also appeal to the consumer visually, give information and 
be convincing. The packaging must be easy to erect at the POS, 
easy to open and easy to carry.

A & R Carton discovered the need for innovation and launched 
an internal competition among its designers in 2008. This 
resulted in the creation of the Vino-basket to hold six bottles 
of wine, similar to the open basket carriers used for beer in the 
US. The shape of the basket lends an attractive appearance. The 
well-positioned grip allows the basket to be carried comfortably, 
even with heavy wine bottles. The pre-glued lid offers protection 
against removal and additional stability.

WG Lehrensteinsfeld, a medium-sized vintner in Baden-Württemberg, 
immediately showed great interest in the carton with its high 
presentation potential. The simple handling of the Vino-basket, 
which is supplied pre-glued, was yet another advantage. The 
graphic design reflects the company colours (red, gold and 
black) and rounds off the harmonious overall look.

The concept is still in its early days. At the end of March this 
year, WG Lehrensteinsfeld presented the Vino-basket at the 
ProWein Fair in Düsseldorf. The trade showed great interest.

Jury Comments
Whilst the Judges had seen similar types of packaging for wine 
before, this was they felt, an interesting and sophisticated de-
velopment. The additional piece of cartonboard that slides over 
the top of the bottles not only gives additional strength which 
is essential for such a heavy pack – 6 x 75 centilitre bottles - but 
also gives a much better opportunity for additional graphics to 
help promote and sell the product. On shelf impact would be 
high and the pack can be used after initial use either for storage 
or even as a carrier to dispose of old bottles.

official name of the entry:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Vino-Basket
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � A&R Carton Bremen GmbH
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Weingärtnergenossenschaft Lehrensteinsfeld e.G. 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � 425 gm2 Korsnäs Carry
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Korsnäs
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Pure pleasure 
Re-positioning of a traditional product 

“Hüppen” – a sort of waffle roll – have been available in 
Switzerland for over two hundred years. The “Gottlieber 
Hüppenmanufaktur“ looked for new ideas to attract new 
target groups for this traditional specialty. Design for the re-
branding was created by the agency Packthis, the new carton 
was supplied by the proven partner PAWI Packaging, who have 
excellent references as a specialist for chocolates. 

The customer used PAWI as a “sparring partner” for the 
development of the packaging: PAWI Packaging fulfilled the 
design requirements for materials, construction as well as 
finishing according to the customer’s specifications. The result: 
the exclusive “Premium” product line. 
 
The carton with its hinged lid and interior hollow wall is the 
same for all three Premium waffle varieties. Differentiation is via 
a box sleeve which closes the hinged lid and shows the waffle 
variety, both visually and in print. The brown carton imparts a 

warm and elegant aura. After removing the sleeve, the carton 
can be opened both ways, like a book. On the inside of the 
book lid one can read about the company’s history. The Hüppen 
waffle rolls are positioned next to each other and protected by 
fine tissue paper in a hollow wall box.

The packaging was well received by the market and additional 
production has commenced.

Jury Comments
A truly elegant pack that reflects perfectly the high quality of 
the contents. Whilst it looks initially deceptively simple, the at-
tention to detail caught the Judges’ eye. The gold line on the 
box itself is used also on the slip over cover and after the slip 
cover has been removed the box can be used elegantly on a 
table to dispense the chocolates which are packed themselves 
so that they continue with the gold and brown theme of the 
main package. A good design for gifting with the carton giving 
a clear indication of a quality product. 

official name of the entry:�Insprirerende Premiumverpackung für Hüppen-Spezialitäten
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � PAWI Verpackungen AG
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Gottlieber Spezialitäten AG
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Keaykolor
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Arjo Wiggins
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Appealing 
Multifunctional display technology 

For their POS activities, the customer wanted an inexpensive, 
attractive, conspicuous, sturdy yet small dispenser, which was 
to encourage consumers to purchase the mini cigarillos. The 
original briefing had envisaged a single tower for only one 
product, but the prototype produced jointly by the Gantenbein 
and Balcart companies was so well received by the customer, 
that the presentation of up to three brands was made possible.

The list of requirements for the display packaging was defined 
to include
•	 assembly and filling was to be easy,
•	 they should be stable and not fall over, 
•	 they should not be ripped after opening the front (hence only 

a small tear perforation), 
•	 the towers had to be refillable (top loader),
•	 the sequence of towers was to be optional, 
•	 3, 2 or only 1 tower could be placed (hence perforation at base)
•	 the retailer can see immediately how many packs are still in 

the tower (viewing slit at rear), 
•	 the information brochure was easy to access and remove 

(hence a hinged dispenser) 
 

As all these details had to perform perfectly in the market, there 
were a number of tests and prototypes. In the final development 
stage, the packaging went to the graphic designer, who 
designed the surfaces, and then to the printers. The market 
success proved the design team right. 

Jury Comments
The entry stood out amongst the other entries in the category. 
The Judges felt that a great deal of thought had been put into 
it to make it as versatile as possible. It could be displayed as a 
three section display but also simple perforations allowed it to 
be separated into either a two piece or one piece display. It was 
also thought to be clever to have included a holder on the back 
that allowed the display of individual cigars. The pack was also 
designed to be refilled easily which makes it very user friendly 
at the point of sale. 

official name of the entry:�� � � � � � � � � � � � � � � � � � Davidoff carton dispenser for Mini Cigarillos
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Gantenbein AG
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Oettinger Imex AG 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Zellulosekarton GC1, 330 gm2
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � M-real
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Harmony 
Completely new tea logistics via Internet 

Nestlé are launching a new capsule system for tea lovers. The 
product “Special.T” stands for ultimate quality and convenience, 
precisely the values that the tray and carton packaging made by 
Limmatdruck/Zeiler convey: simply exquisite. 

The packaging consists of a carton with two trays containing 
five capsules each. The openings which hold the drop-shaped 
tea capsules in the tray, have a newly developed, specially 
stamped wave shape. The trays offer perfect protection during 
logistics and transport – especially important as the product is 
shipped via mail. The inks and varnishes used are low-migration 
and odourless and comply with the new strict Swiss consumer 
products regulations.

Handling of the packaging is extremely simple. The pack is 
opened via a tear perforation and thus incorporates a tamper-
proof guarantee. The product was launched this year in France 
and western Switzerland, followed by other countries, such 
as Germany and Italy. Limmatdruck/Zeiler not only developed 
the carton and tray, but also helped with the graphic design, 
outer packaging (transport packaging) and with packaging 
technology. All inks and varnishes are low-migration and 
odourless.

Jury Comments
This new entry to the market had impact. The overall design 
and look was attractive and when opened the interior fitments 
were well made to hold the individual “pods” of tea. They were 
shaped as small drawers and so could easily be pulled out to get 
the “pod” and so the Jury felt that consumers would like the 
intuitive way this worked and that it would be well received. The 
design meant that the carton was easy to fill and the graphical 
design would attract attention at the point of sale. 

official name of the entry:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Special. T by Nestlé
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Limmatdruck/ Zeiler (COPACO)
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Nestlé Suisse SA / Nestlé Special.T 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Ibis 300 gm2
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Buchmann GmbH
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Prestige 
Ultimate performance in compact design 

The makers of prestigious cameras, Leica, have launched for the 
first time a compact camera, “Made in Germany”. To reflect the 
high quality product, the carton team of the STI Group developed 
a prestigious case-like box in close co-operation with Leica 
“The customer wanted to show off his new camera proudly to 
family and friends in the newly developed packaging”. Overall, 
development took over one year. 

The matt black box purposely sets it apart from the conventional 
deep-drawn components and styrofoam inserts to reflect the 
value of the camera. It offers a high degree of convenience 
and at the same time serves to contain the product and its 
accessories. The contents are arranged over three levels: the 
upper part of the box is for the camera and the hard case, the 
middle drawer section offers room for the operating manual 
and further product information. The bottom drawer is reserved 
for cables and other accessories.

Fine cord strings are integrated to open the individual sections, 
and integrated magnets make sure the box is shut properly. The 
black printed carton is finished with a special scratch-resistant 
matt cellophane, tested specifically by STI for this purpose, 
and offers good grip and scratch resistance. This way the 
quality product is given permanent protection in a high quality 
packaging solution.

Jury Comments
This winner was summed up as a quality package for a quality 
product. Not only did the carton look good with its understated 
design but it was also supremely practical as it held and displayed 
the camera well but also contained two generous drawers that 
were designed specifically to hold the instruction manual and 
also the various cables and attachments that are necessary. The 
simplicity of the graphics and colours used enhanced the appeal 
of the carton and gave an immediate impression that this was 
a quality product so demonstrating that cartons, well designed 
and made, can demonstrate quality effectively.

official name of the entry:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Schatullenbox 
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � STI Group 
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Leica Camera AG 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � GD 2 - 230 gm2 auf F-Welle 
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Mayr-Melnhof/ Kolb 
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New dimensions 
Sustainability in logistics, presentation and 
environmental protection 

The new movie series “Shrek” gave McDonalds the idea of 
packing 3-D glasses into their traditional “Happy-Meal“ boxes. The 
briefing for the packaging was close to a “Mission Impossible” 
– the integration of 3-D glasses into a Happy Meal box without 
affecting handling in the restaurant. It became even worse: the 
Van Genechten company had to agree to a lead time of 8 weeks 
for the production of 12 million cartons.

The concept was created within just one week: a “Happy Meal” 
box with integrated glasses and a new, patented production 
method. The requirements were extremely complex. As the 
glasses were to be used by children, they had to be easy to 
handle. The lenses had to be suitable for direct contact with 
foodstuffs, as well as offering transmittance values suitable for 
computer screens and printed cartons. All health and safety 
regulations had to be complied with to ensure approval as a toy.

The results were better than purchasing ready-made 3-D glasses 
in every respect: ease of handling was absolutely convincing. 
The lenses consist of a thin acetate film and can be recycled with 
the paper and are thus fully biodegradable. To allow printing 
on both sides, the lenses are sandwiched between two layers 
of carton.

Instructions are not necessary and the future is assured: with 
this new invention, glasses can be integrated into any type of 
carton at very low cost. 

Jury Comments
The Judges were amazed how the design of this carton had 
been done to offer a pair of 3D glasses that were fully integrat-
ed into the pack. This is a high volume product and by design-
ing this clever carton from a single piece of board that includes 
the glasses, it ensures that it can be manufactured and used in 
high quantities and at high speed. The glasses can be simply 
and easily removed from the carton using the perforation and 
so the pack is also very user friendly. In summary and excellent 
packaging solution.

official name of the entry:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Happy Meal 3D
carton producer:� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Van Genechten Packaging
Brand owner:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Havi Global Solutions 
Cartonboard grade:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Topcolor 
Cartonboard manufacturer:�� � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � Mayr-Melnhof
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AR Carton Kuban

Gantenbein AG

rlc | packaging group

Chesapeake Branded Packaging

Mayr-Melnhof Packaging  
International GmbH

AR Carton Kuban

Smurfit Kappa Zedek BV

A&R Carton Oy

Chesapeake Branded Packaging

Mayr-Melnhof Packaging  
International GmbH

AR Carton Kuban

Smurfit Kappa Zedek BV 

Papierwerk Landshut  
Mittler GmbH & Co. KG

A&R Carton Bremen GmbH

Mayr-Melnhof Packaging  
International GmbH

Schut Hoes Cartons bv

A&R Carton AB

Chesapeake Branded Packaging

Mayr-Melnhof Packaging  
International GmbH

Mayr-Melnhof Packaging  
International GmbH



Mayr-Melnhof Packaging  
International GmbH

Mayr-Melnhof Packaging  
International GmbH

A&R Carton - Werk Frankfurt

Acket drukkerij kartonnage bv

Limmatdruck/ Zeiler (COPACO)

Mayr-Melnhof Packaging  
International GmbH

Mayr-Melnhof Packaging  
International GmbH

topac GmbH

Model PrimePac AG

Limmatdruck/ Zeiler (COPACO)

Mayr-Melnhof Packaging  
International GmbH

A.C. Schmidt A/S

GPP Industrie Grafiche Spa

Model PrimePac AG

STI Group

Mayr-Melnhof Packaging  
International GmbH

Van Eerd b.v.

STI Group

STI Group

Venk Ofset Ltd.



Chesapeake Stuttgart GmbH

Carl Edelmann GmbH

Carl Edelmann GmbH

Firstan Limited

Alzamora Packaging S.A.

colordruck Baiersbronn  
W. Mack GmbH & Co. KG

Carl Edelmann GmbH

PAWI Verpackungen AG, Schweiz

Firstan Limited

Styl. S. Koskinidis S.A.

STI Group

Edelmann Group

Höhn Displays + Verpackungen GmbH

Mayr-Melnhof Packaging  
International GmbH

STI Group

Edelmann Group

Carl Edelmann GmbH

STI Group

Nampak Cartons B.V. Hoogerheide

August Faller KG



Fratelli Roda SA

Schelling AG, Oensingen

Lucaprint s.p.a.

Aug. Heinrigs Druck +  
Verpackung GmbH & Co. KG

Karl Knauer KG (COPACO)

Schelling AG, Oensingen

Schelling AG, Oensingen

Lucaprint s.p.a.

Aug. Heinrigs Druck +  
Verpackung GmbH & Co. KG

Karl Knauer KG (COPACO)

Schelling AG, Oensingen

Schelling AG, Oensingen

Lucaprint s.p.a.

Aug. Heinrigs Druck +  
Verpackung GmbH & Co. KG

Van Genechten Packaging

Schelling AG, Oensingen

BOXMARCHE spa

Lucaprint s.p.a.

Karl Knauer KG (COPACO)

Van Genechten Packaging



Van Genechten Packaging

Pusterla 1880 Spa

Istragrafika d.d. Croatia

Smurfit Kappa Baden Packaging GmbH

CD Cartondruck AG

Van Genechten Packaging

August Faller KG

Smurfit Kappa Baden Packaging GmbH

Smurfit Kappa Baden Packaging GmbH

CD Cartondruck AG

Van Genechten Packaging

Stora Enso Oyj

Smurfit Kappa Baden Packaging GmbH

CD Cartondruck AG

A&R Carton - Werk Frankfurt

Van Genechten Packaging

Istragrafika d.d. Croatia

Smurfit Kappa Baden Packaging GmbH

CD Cartondruck AG



www.procarton.com
info@procarton.com

www.ecma.org
mail@ecma.org
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All photos, text and PDF for download in English, German,
French, Italian and Spanish on www.procarton.com 


