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Enabling the Future of Fulfillment 
PACKAGING INNOVATION HOLDS GREAT PROMISE FOR R E T A I L E R S AND 
S U P P L I E R S LOOKING TO O P E R A T E M O R E E F F I C I E N T L Y IN A WORLD OF 

E - C O M M E R C E S U P P L Y CHAIN DISRUPTION >By Mike Troy 

The supply chain upheaval caused by the growth of e-commerce 
has rocked the retail world and there is more to come. A recent 
example of where things are headed on the fulfillment front can be 
seen in the efforts of Parcel Pending, a four year old package man­
agement company that recently launched an outdoor refrigerated 
locker product for rental communities. 

Parcel Pending was founded by Lori Torres, a former real 
estate industry executive whose experience in the rental 
community world allowed her to recognize the growth of 
e-commerce was creating package management challenges for 
apartment complexes. The company's new lockers are cooled 
to between 35 and 44 degrees so food stays fresher longer 
even when shipped with standard dry ice or gel packs used by 
online retailers. 

"When it comes to package delivery, we are in the problem-
solving business," Torres said. "Our new refrigerated lockers are the 
result of listening to our customers and seeing the need to store 
temperature-sensitive goods. These revolutionary new lockers 
allow property managers to focus on the resident, and not spoiled 
food and melting packages." 

Those issues also are being addressed further upstream in the 
supply chain by packaging solutions and fulfillment providers. As 
retailers and brands reimagine their supply chains, UPS and pack­
aging service provider Sealed Air have opened a first-of-its-kind 
Packaging Innovation Center. The 6,000-sq.-ft. facility is located 
in Louisville, Ky, at the UPS Supply Chain Solutions campus near 
the company's massive Worldport global air facility. The center is 
designed to help solve the packaging and shipping challenges of 
e-commerce retailers, and companies in many other industries, by 
maximizing efficiency, minimizing waste, reducing shipping costs, 
and increasing brand affinity. 

"One of the biggest challenges UPS customers have with e-com­
merce, and across other industry segments, is that they struggle to 
create efficiencies and enhance profit margins while still improving 
consumers' perception of their brand," said Alan Gershenhorn, Ex­
ecutive Vice President and Chief Commercial Officer, UPS. "UPS 
customers don't just need supply chain innovation. They also need 
packaging innovation." 

Some of the innovation showcased at the center includes an au­
tomated system that eliminates the need for outer cartons, which 
can reduce dimensional weight by as much as 87 percent and an 
automated right-sizing system that eliminates empty void space in 
each box by as much as 60 percent. 

"The partnership between Sealed Air and UPS allows us to 
combine our decades of expertise and innovation to help our 
customers create those exceptional delivery experiences from the 
point of manufacturing all the way through to the last moment 

of truth in front of the consumer," according to Jerome Peribere, 
President and CEO of Sealed Air, a company best known for its 
Cryovac and Bubble Wrap brands. 

The Packaging Innovation Center is the latest step in a strategic 
partnership between UPS and Sealed Air that began last Novem­
ber. Initially, the partnership gave UPS customers access to package 
engineering expertise and services available at Sealed Air's global 
network of 27 Packaging Application Centers. Those facilities 
provide design, testing, and packaging performance analysis. The 
arrangement also brought Sealed Air into the ecosystem of solu­
tion providers who participate in the UPS Customer Technology 
Program (CTP) that connects businesses vendors of hardware, 
software, peripherals and packaging. 

UPS also operates a Package Design and Test Lab where pack­
ages are tested before they ship to expose them to varying levels of 
temperature, air pressure, shock, compression and vibration. The 
lab can simulate moving a package throughout an entire supply 
chain, creating real world experiences that lead to custom-design 
solutions for specific packaging needs. The testing services are a 
compliment to the packaging options offered through the Sealed 
Air / UPS partnership. 

Brick-and-mortar supply chains designed to move in a 
linear fashion with standard-sized packaging sent from a sup­
plier to a warehouse have been upended by e-commerce. hi the 
model where products shipped from a warehouse to a store to be 
unboxed and place on a shelf, shoppers never see secondary or 
tertiary packaging. In the new e-commerce world, consumers now 
see, touch and need to dispose of packaging more often. As a re­
sult, what consumers think about a brand increasingly starts with 
their experience with a producf s packaging, whether that package 
lands on a doorstep, mail box or refrigerated locker. R L 

A Solving the packaging and shipping challenges of e-commerce retailers is why 
UPS and Sealed Air opened a 6,000-sq.-ft. innovation center in Louisville, Ky. 
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