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PURPOSE OF CALL

Present Phase 1 Deliverables for the
Jabil Packaging Solutions Messaging
& Positioning Project



TODAY’S AGENDA

Review Process
Review Key Learnings
Present:

- Brand Story
- Mission Statement
- Vision Statement
- Positioning Statement
- Core Values
- Taglines



THE CHALLENGE

Jabil Packaging Solutions looks to leverage third party 
research and the results of a Long-Term Planning process
to develop positioning and messaging statements. 

This will shape the copy and design templates the internal 
marketing communications team will use to create content
that will help recreate the company’s brand.



HOMEWORK

Review 3rd Party Research
Review LTP Documentation
Key Personnel Interviews
Review Competitive Messaging
Visit Blue Sky



Brenda

“We have the ability to be something so incredibly 
different than any other company can be in packaging 
because of our electronics capabilities. No one else has 
what Jabil can offer JPS in creating electronic 
manufacturing solutions.”



Brenda

“The future of the business will be the development of 
platforms that address market needs on a holistic level, 
which will allow us to own more IP so that we can leverage 
our solutions across multiple customers without giving 
away the core IP.”



Brenda

“Today, we need to be the best at consumables and 
durables. We need to keep building platforms that 
support that story. But, we are still an injection molder
of core, rigid packaging and a darn good durable
goods manufacturer.”



Brenda

“We are proactively going to customers and sharing
insights into trends. Developing ideas together. This is 
powerful. It shows we are taking a leadership role
in packaging.”



Brenda

“We maximize relationships with all of the groups
pulling ideas together to create solutions resulting
from a total team effort.”



Brenda

“Brands can connect better with their consumers     
through the use of technology to gain consumer-specific    
insights and technology.”



Brenda

“Our customers don’t have a lot of insight into
what end users are doing and what motivates 
purchases.”



Brenda

“Sustainability is very important everywhere, but 
especially in Europe. Creating intellectual property
that will address single-use plastics will resonate
very well here.”



Brenda

“It is exciting to be a part of the team creating
the company’s message – just as it is planning
its evolution.” 



Brenda

“A lot of the building blocks that will make this
company great are in place.”



Brenda

“The pillars of Jabil are: accelerated innovation, 
engineering excellence, manufacturing agility, supply 
chain orchestration and empowered experts.”



WHAT’S GOING ON TODAY?

§ Changing Business Challenges
- Market, Technology, Customer

§ Changing Customer Realities
- Complexity at an all-time high
- Transformational innovation a must
- Time-to-market is vital

§ Jabil Packaging Solutions Undergoing Transformation
- Leadership, Culture, Vision



SITUATION

§ “We have the ability to be something so incredibly different than any other 
company can be in packaging because of our electronics capabilities. No one
else has what Jabil can offer JPS in creating electronic manufacturing solutions. 
This is a huge advantage for us.”

§ “Customers have changed the way they shop. Brands don’t control the store footprint anymore.
We used to know about changes in packaging 2 to 3 years in advance. Now, change happens
in a matter of weeks. A global brand can be unseated by an upstart very quickly. Old, stodgy,
slow moving brands have to learn to move much more quickly or lose.”

§ “Today, we need to be the best at consumables and durables. We need to keep 
building platforms that support that story. But, we are still an injection molder
of core, rigid packaging and a darn good durable goods manufacturer.”



SITUATION

§ “We are shifting our approach to bringing solutions to our customers. Provide them with 
insights about the market, how it’s moving, where it is going. Here are some things that ‘general 
consumers’ are complaining about and looking for, and what problem they want solved. We can give 
solutions to choose from to solve those challenges.”

§ “The overall ability to communicate ‘we can do all of this’? Potential customers will be excited about 
it. It will come down to if they trust what we’re saying. We have to be able to communicate that we 
aren’t just a packaging company that popped up overnight. There’s a history, and there is a company 
behind us that is wanting to invest in and support us in this growth.”

§ “From a packaging standpoint people don’t know Jabil. They’d recognize the name Nypro,
but then they’ll think contract manufacturing and core packaging, not the addition of devices, 
software and everything else.”



SITUATION

§ “I’m also trying to make time to think strategically during the day. I came into an
established technology team with a global presence. Great talent in place. Passionate
people. We are trying to assess what we’ve got and how we can take that and make it 
scalable, so we can grow this business.”

§ “The tech team relationship with customers is facilitated through each business unit, but we
also have a peer-to-peer connection that makes us more accessible to a client. It helps nurture
that collaborative process.”

§ “I was really surprised that everyone was about ALIGNMENT. Everyone fully committed,
‘Yes, we have some problems going on, but we all know that this is the direction we need
to go – And, whatever you need to make that happen, we are all on board.’ Each individual
shared the same thoughts which amazed me.”



SITUATION

§ “There is a real big respect for the people now. They may have hit a tipping point in the
past that caused a lot of people to leave and by acknowledging that turned things around. 
There is an inherent trust. This is a very empowering environment.”

§ “Packaging engineers and marketers view us as very favorable in terms of easy to work with,
flexible delivery of unique designs that they’ve requested, but they still don’t view us as bringing 
solutions to the table.” 



SITUATION

§ “In our relationships, we want to reach everyone essential on the customer side.
That includes marketing, tech and brand management. We try to maximize these 
relationships with all these groups, pulling ideas together to create solutions
resulting from a total team effort.”

§ “We have the people who know how to take us to a better place. We just have to unify everyone 
on the vision. Where JPS may have been lacking in leadership before, it now has it. That will 
help people internally and externally believe things are going to get better.”

§ “Despite being acquired by Jabil in 2015, in Europe some people still see us as Plasticos.
They may still see us a responsive an innovative, but our culture shifted a little bit. We’ve lost
some of that identity over the succeeding years. Now, we are fighting to get that back.”

§ “In the US, we face the same challenge. We acquired Nypro in 2013. There has been much
more turnover there – which adds to the challenge of maintaining our presence and identity
with customers.” 



VISION

§ “JPS needs to get started on new platforms that provide solutions to our customers that keep 
them ahead of the game. We can longer afford to act like just a packaging company. We are 
also an electronics company. That advantage can help us stand out. To make every other packaging 
look old. We are fresh, nimble, innovative. We are faster to react. We have the ability to create 
something noticeably different than what our competitors can do.”

§ “The idea of creating new products from scratch is a new concept for Jabil in as we’ve
been very focused on the custom side of the business. So, my ultimate job is to bring in
a market-focused organization to the table.”

§ “To be able to go to market and say that we are a trusted packaging source at the core which we are, 
but now we’re bringing along these other elements, and by the way, you can trust us because of the 
history of the company – that’s the key to be successful in terms of messaging moving forward.”



VISION

§ “We are going through some fundamental changes at JPS. We were a custom injection molder.
It was our identity. Customers asked us to produce a widget. We estimated a cost, created a mold 
and got it done. Now, we are transitioning to new product and platform innovations. We are looking 
into ways to develop new capabilities that are meaningful to our clients. Efficient for us and
profitable for us.”

§ “It is to be the most technologically advanced and trusted manufacturing provider.”

§ “I want our customers to see us as technology experts and creative leaders in packaging and
devices, software development, too, when it comes to smart packaging. We want them to have 
a high degree of confidence in us to be the high integrity, trusted advisor. Delivering on what 
we say we are going to do.”



VISION

§ “As we go to market, we can do all three and bring a packaged deal to them – ‘We solve everything’. 
Or, go after just core packaging (product designers, marketers). So as I look at the markets, there are 
certain drivers that have me looking at all three sectors and solutions. I see a lot of opportunity in the 
core, based on past experience and that there are a lot of low-hanging fruit that we can target.”

§ “We have to change the way we work in order to grow in a sustainable manner. To take the 
organization to a higher level, we have to undergo this refresh. We don’t want to be the guys
that just ‘shoot-and-ship’ parts. Without Brenda’s vision, we would still be doing the same ol’
same ol’. That’s where customers say what they want and we just go and do it.”



VISION

§ “The next year presents a tremendous opportunity for JPS. When you think about the
future of our company and how our combined resources fit the changing needs in the 
marketplace you can see we have a very open door to leverage our technology and
create scalable solutions for our customers that will lead to great growth for us.”

§ “There is a lot of good stuff happening. Jabil as an organization is looking to us as a very important 
part of its growth strategy. So, we know we have corporate support to pursue a vision for our 
company within the larger organization. Our impact can be very profound.”

§ “One of the most important things that will come out of this process is the creation of tech platforms. 
That is really big. You look at sustainability. It’s huge. All of our customers want to be 100% reusable 
by 2025. We have an opportunity to lead here by establishing a leadership position by defining best 
practices in how to source and supply the best materials and apply them to the best designs as 
regards sustainability.”



TECHNOLOGY & OFFERINGS

§ “To many, we probably appear to have lost our swagger. Customers used to
be wowed by our capabilities and processes. We’ve lost that. We can get it
back by establishing new technologies, presenting new ideas. We can build 
confidence that we can lead our customers again.”

§ “Then there’s developing something new. We have to bring new technology to the market. 
Demonstrate our creativity by creating features in packaging and devices that shows what
we can do for them. That’s what will make us believable.”

§ “In pockets, we’ve been able to prove that through our work with Radius and at Blue Sky.
We want them to see us as a manufacturing solutions provider. To lead them on ideas
like smart packaging. To connect to electronics. To show them a better way to connect
to Amazon.”



TECHNOLOGY & OFFERINGS

§ “We can do simple containers – and I’m always thinking about how devices and digital connect 
together. We have modules and sensors that do weight and time of flight. So we can put that in a
dog food container – simple pail. Kitty litter pails, Storage of baby wipes that counts the use of each 
wipe. Simple devices with simple control boards, not one has that programming.”

§ “We collaborate. With Nypro and Plasticos, we have a tremendous heritage of working
directly and closely with our customers to develop solutions. This will be increasingly 
important as we bring the story together under JPS.”

§ “We have a very good understanding of evolving technologies. In fact, I think more of our
customers would use us for their more complex problems because we have better answers.”



ADVANTAGES

§ “We have to make customers aware of why it is important that we bring 
electronic, mechanical design expertise to complex products that result in 
sophisticated solutions. That message really resonates with the companies
that are not so up on electronics.”

§ “Brands can connect better with their consumers. Through use of the technology, they can gain 
consumer-specific research and insights through the use. Frequency of use and purchase habits, 
abrupt changes – send a coupon to a consumer who once was a regular product user and 
uncharacteristically decreases their use of a particular product.”

§ “We can help them create new ways to innovate to attract consumers through new
platforms, such as auto-replenishment and data recovery services. We can deliver a
larger advantage in the durable-consumable application.”

§ “JPS’s data offering is kind of like a social network – the more people use it, the more valuable
it is to use it. Our customer owns the data but we manage it. JPS uses the data to improve the 
product.”



CHALLENGES

§ “The reality is that how the package looks isn’t nearly as important as it used
to be. It’s how we enable consumers to access product. Measure their usage. 
Gather data. Do the things that enable our customers to create packaging that 
makes life easier. That doesn’t lessen the importance of our core packaging 
business. But, we have to continue that excellence while we keep an eye on
the future – and the future is coming fast.”

§ “Our customers have started losing market share to start ups. Consumers have more choices.
They are changing the way they shop. They are doing their homework online. They are buying
online. And, while we know what is happening, we are all still working to learn how and why this is 
happening and what the true impact is. Amazon has created a void in market data for our customers. 
They are selling through Amazon now, so they have lost access to which customers are buying 
products and where they are buying them.”



CHALLENGES

§ “The sensory experience of a package on a store shelf is completely different than packaging for
e-commerce. Romance packaging is important for regular retail packaging (it seduces the user) –
but not so much for e-comm. For example, you don’t need a window to see the product for
e-commerce, because the product photography is available online. Also, clamshell packaging,
which is used to hang products in stores, is great for retail, but unnecessary and kind of a pain
for e-comm.”

§ “We cannot lose focus on our core business. And, we have at times. We started getting
very excited about the opportunities in getting consumer devices off the ground that enable
auto-replenishment and we lost track of the traditional stuff we are still very good at.”

§ “We are one of the only companies in the world that can deliver consumable-durable solutions.
That message needs to be front and center. At the same time, we still need to focus on connectivity 
because most competitors don’t have that capability.”



CULTURE

§ “We are creating a culture based on high performance. High performance in
our people, our products, our processes and our ideas. There is nothing mediocre 
about what we do, what we make and how we make it. We will be the best-in-class 
in all aspects of our business.”

§ “We are going to leverage our core packaging capability as we tell our story. Before, we were 
led by EMS people not packaging people. We lost our edge. Now, we have core and rigid packaging 
people leading us. They know what they are doing and are building a business model that the entire 
team can buy into.”

§ “We are looking to create a culture that is very employee centric. That holds everyone to high 
standards but empowers them. And, maybe most importantly, encourages each person to 
support everyone else. You know, take the noise out of their day, so they are not overwhelmed. Let 
them know they are not alone. This is very important to creating a collaborative, supportive culture 
that helps us all work in each other’s – and the clients’ – best interests.”



CULTURE

§ “We are building a really great team at JPS. We’ve made significant changes in leadership
and key roles that build on the solid core we kept. This team is energized. We’re on the same 
page for our vision. And, we all want to play a personal role in seeing that we accomplish the 
goals we are setting in front of us.”

§ “I’m really excited. I’m so surprised how everyone is so aligned – I don’t think I’ve ever seen a
team so aligned.”



OTHER POSITIONING

§ ProAmpac/Gateway: “We Collaborate So You Succeed.”
§ Berry: “Advancing Together.” (re: RPC acquisition)
§ Silgan: “Packaging Excellence.”
§ Consolidated Container: “Customer-Centric Packaging Solutions” and “Always Made Right™.”
§ Amcor (acquired Bemis): “Wherever You Are, We Can Help.” 
§ Sonoco: “Better Packaging. Better Life.”
§ Flextronics: “Sketch-to-Scale™ Solutions Provider” and “Dream Big. Scale Globally.”
§ Hayco: “Partnership Innovation Excellence.”
§ Zobele: “Smart Solutions for an Easy Life.”





BRAND STORY



At Jabil Packaging Solutions,
we envision ways to present brands that are far different than others can conceive.

When it comes to innovating newer and better ways to execute core packaging, add functionality
and connect data – we dream. We take chances. We try harder.

We help brands create core packaging that makes life easier for consumers. That capitalizes on trends.
Pushes technology. Optimizes value for our customers and maximizes market share.

Part of a global leader in the electronics industry, we have the unique ability to navigate complex challenges
from an electronics perspective. We integrate smart technology with traditional packaging to help brands create

new ways to attract consumers through platforms, such as auto-replenishment and data recovery services. 

We have created a culture that empowers our people to make us best-in-class in everything we do with
everything we have. We are aligned in our vision to be the most technologically-advanced and trusted manufacturing 

solutions provider in the packaging world. We trust each other. We are committed to creating long-term, 
mutually-beneficial relationships. We have the courage to take chances. We will always do what is right.

Imagine. 200,000 employees. Connected through 100 facilities in 29 countries – all working for you.

Thinking. Sharing. Creating packaging that will make you noticeably different.

That is Jabil Packaging Solutions.



“Jabil Packaging Solutions is evolving the way the world’s leading brands 
are packaged. We compel consumers to connect with our customers’ 

brands – enhancing the user experience and increasing profits.”

A mission statement explains our reason for being and what we do.



“To be the most technologically-advanced and trusted
manufacturing solutions provider in the packaging world.”

A vision statement defines our reason for being.



“Jabil Packaging Solutions is the only company in the world that can 
bring electronics and plastics injection molding together into intelligent 
ecosystems that will change the way consumers use packages in their 

homes and businesses, and how CPGs gather that data.”

Positioning statements explain how we are different from our competition.

OVERALL



“Premium brands trust Jabil Packaging Solutions to engineer
the most complex challenges for high-volume applications.”

Positioning statements explain how we are different from our competition.

CORE PACKAGING



Positioning statements explain how we are different from our competition.

“Jabil Packaging Solutions leverages extensive experience in complex 
consumable-durable projects to deliver superior turnkey component, 

assembly, supply chain and electronic solutions.”

DEVICE 



Positioning statements explain how we are different from our competition.

“Bringing electronics and plastics injection molding together into 
intelligent ecosystems that will change the way consumers use packages 
in their homes and businesses – and how brands collect consumer data.”

DIGITAL



INHERENT TRUST: We are completely transparent, internally and externally.

COURAGE: Dare to take chances. To speak up. To be YOU.

ONE TEAM: We are aligned. We collaborate. We support ideas – even the wild ones. We share challenges.

COMMITMENT: Believe in the vision. Support each other. Drive high performance. Create long-term, 
mutually-beneficial relationships.

DO WHAT IS RIGHT: Integrity. Fairness. Decency.

Others we considered: Openness, Greatness, Genuine, Performance, Winning, Unity

Defining the foundational attributes for the standards of behavior
and performance we want in our culture.



BRAND TONE



Brand TONE
Jabil Packaging Solutions has set a high bar for itself. We want to be known as the world’s most
technologically-advanced and trusted manufacturing solutions provider in the packaging world.

It’s a bold goal.

We do not have high brand equity. We have some challenges to tackle. We are just getting started
down a path we believe will take us to leadership positions in our industry.

Nonetheless, it is our goal. And, it is achievable.

We have the talent, the resources and the technology to deliver core packaging excellence to the world,
while also innovating fresh ways to package brands. We are backed by Jabil, a $25 billion corporation.

We have the right team in place. With the right experience. Best-in-class . . .  everything.

We are not afraid to make mistakes. We learn from them. Learning makes us better for ourselves and our customers.

As a result, we have confidence we will achieve our goal.

So, our narrative – in words and imagery – will focus on confidence. Not arrogance. Just the core
idea that ‘we got this’. It will emphasize innovation. Collaboration with our customers. It will talk about one

team, in alignment, working toward creative packaging solutions that will help our customers take back
market share and drive repeat business.



TAGLINE OPTIONS



RETHINK WHAT’S POSSIBLE.

Our connection to Jabil affords us the opportunity
to explore a much grander scale of solutions for your

brand package.



INTELLIGENT. PACKAGING. SOLUTIONS.

Speaks to smart technologies. Can also address our proactive
approach of going to customers with research-based solutions

for packaging on any level.



CONNECTED AT OUR CORE.

This tagline shouts out to our core packaging capabilities.
But, it also reflects our core values, technologies and relationships.
It speaks to our connection to Jabil. And, it speaks to how we can

connect device and digital solutions to our core products.



PACKAGING TRANSFORMED.

We are transforming the way companies look at packaging –
at the same time, we are transforming our own company.



NEXT STEPS

Get General Agreement All Statements are on Track
Schedule Edit Due Date From Team
Set Creative Desires for 8/6 LTP Meeting (Road Shows?)
Schedule Phase 2 Deliverable Presentation Date
Confirm Desired Deliverables for Phase 2


