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Introduction

Tina Ginger
Business & Brand Development Manager
HP IndigeLabels & Packaging

° 25years experience in Packaging
° Labels, Flexible Packaging and Folding Cartons

° 4 year at HP Indigo




Innovation Powered by HP Indigo

]




New opportunities with digital printing
of a wide gamut of metallic colors

Indigas Silver Electrolnk opens
up a wide range of metallic colors
in asingle printing processby
using it as the base layer
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Electrolnk
Fluorescent

Pink

Enables new eye-catching
designs that glow under UV light
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“This was a fantastic opportunity that
| was enthusiastic to bring to my team”

Shawn Werbitt' president
of Pazazz's Label Division
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HP Indigo
Invisible Electrolnks

Printing digitally invisible features
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Visible under Suitable for Adding surprising
common UV light, covert brand covert graphics
without need protection as promotional
for a specialized features features

reader

Enabling covert High Available in blue
process control permanence in and yellow
features indoor lighting
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Multi layered protection on press in one pass

Customize the solution to your customarseds, mix & match numerous solutions

Protected Track &

Covert serialization

Trace

Anticounterfeit®lugn-Play
features

A HPSmartStreanDesigner VDP
antcounterfeit marks

A Offer an®asyentry, costneutral
yet secure package/label

Powerful and unique
authentication

A Marry HP Indigo capabilities of
variable data, covert marking an
special inks portfolio

A Printing serialized codes (numer
1D, 2D) with invisible inks: UV
Yellow/blue or infraced (IR) inks
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Strengthen and protect the
Track & Trace marks

A Print covert marks in a way that
cannot be erased/ destroyed/
blocked

A Simple integration witB party
solution providers
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Deliver high quality pouches in less than 10 days turnaround

Pack Ready Lamination

Reverse/surface print, laminate, inline slit, pouch making
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HPIndigo 20000 Pack Ready laminator +slitter
Reverse/surface print Laminate
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Pack Ready thermal film
Off the Shelf ﬂ'm 'C'eaf PE
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PET (matte, soft touch, etc.)
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Form & Seal
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Pouches

PET/Met-PET/PE
Matte-BOPP/PET/PE
BOPP20/80OPP20
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It allows you to
digitally print
labels' most
commonly used
embellishments
In addition to
new capabilities
never before
possible

Minj
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COating

Digital, variable
spot, tactile, foil, mini
textures and cast & cure




The New Consumer

.




So what is &lillennial ?

Baby Boomer Gen X Millennial Gen Z
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Workforce %

Source: PEW Research Center analysis of md@®yand2017 Current Population Survey



So what i1s &illennial ?

Experience
seekers

create an exciting experience to appeal ...

millennials love experiences !
P Being
Unique

they love having something that is
unavailable to the rest of the world

Green &
Responsible

they value brands / products that
are sustainable or natural or suppor
causes that are important to them

Self

Orientated

Social media
savvy
: . . : individuality & differentiation are
enjoy sharing positive experiences Brand . L
with their social media networks Disloyal important personalization

lower instinctive brand loyalty so
pack design influences decisions




Millennial Generation

Born betweeri 981 and1996
Surpassed Baby Boomers and is now:
Largest population cohort in the United States
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$600 billion

Amount spent by Millennial
shoppers each year in the
United States.
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MILLENNIALS SHARE, LIKE, COMMENT & ADVISE O

B7) 2016 X 6 LE DIET COKE "IT'S MINE" SHRINK WRAP FULL 120z BOTTLES Coca-Cola
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Always A brand is no longer what we tell the consumer i
Connected | {.s what consumers te
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| want somethindJnique
| want arExperience

PutMein the picture

Support Caused care about




1. | want something
Unique




What is HP Smart Stream Mosaic ?

Limitless Unique Products

AHP Algorithm tool which crops, rotates, expands, tints, and mixes artwork
files creating randomized outputs fol@0% unique label each unit.

AThe randomized mosaic design is paired with static artwork such as equity
colors, logos, nutrition facts, and text creating a full packaging concept




The power obnigué

having something that is unavailable to the rest of the world
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The power ofJniqué
MILLENNIALS ARE INDIVIDUALS

‘ Limited-time-only rollout of personalized packaging
has the ability to create unique connections with consumers
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Nutellaspreads all over with HP SmartStream Mosaic

v

designs create

M

unique jars

10X

faster
then traditional
label printing
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A study by MeadWestva@ackaging Matterstevealed that packaging drive6% of purchase decisions,
@nore so than TV ads, online reviews, and recommendations from friends.
Nutellas limited edition campaign started in Italy whénaillion unique jars were produced.
The jars sold out ihmonths-time.
The campaign continued to France, Germany, Israel and other European countries.

@ he idea behind the campaign is There is only one ME



1. You supply the basic
elements and define rules

Elementl

Element2

Copyright HP Inc. 2018

From the creators of HP Mosaic, meet the new:

HP SmartStream Collage
The power ofJniqué

2. HP Collage automatically creates large
numbers of variations

Tarjen Tarjen Tarjen

DAILY MOISTURE DAILY MOISTURE DAILY MOISTURE
Soothing apple Soothing apple Soothing soole




You provide basic elements, HP Collage creates virtually unlimited variatia

° Each variation remains unique, and at the same time, tied of the@samly
° Collage enables brands to retain maximum control of their visual identity




Copyright HP In2018
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King of Popg Halloween Edition
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CHEESECAX CHEESECAI
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allow consumers to tailor their experience of products to their own unigue preference
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Oreoexpand<Colorfilled campaign to include APJ market Mondelez,
and includes Chinesecemmerce giant Alibaba =
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OreoColorfilledt THE RESULTS JMondelez,

ORES

USA:
A 12%consumption growth during launch month arf durind™ month.

A 2%category share growth and Twitter following more ttrgpledin the

four-month launch period






3 PutMeln

the picture




PutMein the Picture!




Tangbelieves that all family moments deserve to be @ JMondelez,
eternalized, and shared. Put Me In the Picture!




4. SupporCauseshat align with my beliefs




Purchasing
Habits by
Generation in
Social Causes

Almost half of the
consumer population
of the Millennials
generation is willing
to research, purchase,
and interact with a
brand through
common social causes

Ways in Which US Internet Users Would Change Their
Purchasing Behavior to Support Causes, by
Generation, Feb 2017

% of respondents in each group

Would be willing to pay more for products

32%
15%

Would be willing to spend time researching brands to see what
causes they support

45%
39%
37%
Would be willing to sacrifice on the quality of the products
30%

21%
6%

Nothing, don’'t think about what causes brands support when |
purchase

12%
29%
49%

B Millennials (18-34) B Gen X (35-54) [ Baby boomers (55+)

Source: Toluna as cited in Adweek, March 12, 2017







