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onsumer packaged goods manufac-
turers are thinking outside the
box—outside the can, the jar
and the bottle, too—when it
comes to developing, marketing
and distributing their products. That's a necessity, given
today’s rapidly changing retail landscape. Supermarkets
continue to stagnate in market share, as other formats,

L‘\]]L'L'i;l“_\' supercenters, drug stores, dollar stores and

even office supply stores, take off, grabbing more
pennies from the consumer’s dollar.
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