Seffotape

THE MARKET

's, adhesive tag
3 BVE ‘.")' L8]

adr

Al are a

iation, :
y independently from

=ity

sive tape market has
an divided into three key cat

ustral Tape mark i

(chain stores, supermarkets

Seliotape” brand has built

Mg Cea N £
demand at the very le
naicr category Poly

ACHIEVEMENTS
Fromits infancy "Sellota

1an adhesive tape marke

proaucts a are place
through a series of que ontrol tests to ensure
quality on a consistent roll to roll basis with complete
traceability ¢ rmateria
In a fierc

2

"Sellotape”
0l although subjected to
N in a dollar criven market b

st two decades, ha

distinguis

bunch is not anly the ability to meet
: ve range o

can offer

HISTORY

Fifty vears &

was partly

d the purchas

nsitive a Sive
alised Industrial, Reta
ialtapes 3
and dive

2 L Ill"‘i\'. :

large numbe

lape and,

Of 5pe

REGD

m ium e
efose TaP
On Dispenser
12mm x 33m

ce

O DIUS VEE
most impor

Ch

y give extr

ound that it did not s
peeled off in clear strips, This
making cellulose film

rved from theword

and the F

) : @ m
From this beginr

ench

Y e
WVWLTL

ia and later in Tasmania was
aistnoution of "Se
xpanded so steadily that
lities in South Mei-

ained in N

dna warenouse

Ael-




Australiav
suburty ir
> of meeting the
ocmmitment to

§

n II-“ L \'
ighly trai

THE PRODUCT
: & introducti

ion of cellule

sphere of Of

n both th
1 Filament
applic

itable for
D='.II.I1‘-|.-._‘
b dis
f paper ;"' ) pl 1S 1|

sphicing ¢

THE BALLOON GOES UP

es during painting or re [L pe
o to protect surtaces 1 damage
ture and aistnibution, then ¢

e while Spec

ntly protec

>lon

ol ~t
Sello

Through all of these products,
':I._.|r1 1 reputation for cons

L, are [~ itation that has beer
; trol and impro
products in ey

ape”

i by "Sellotape” in

1 I permanen 1<n yplication
s where pre
felt tips is

At hign

NON Dy

a pre \hl
Sily removec
a mild solvent without the risk of dame
painted surface. The prote 2 lape w
life: of at least five years under av

iditional adhes
1996 launchec

away from ”1!. trg

" HOY

a move
‘l-".;_n"' ro oE

ange of Australian manufactt
mailing bags branded

‘||'|

an-environment.

rred self-
“Sellobac

2t Australi

an
handis-

1 s0ilec

on thet > of recently laun:

N packaging for Cellulose ar |||

te Invisible T: for the Retail
ce anery market, "Sellotape
ently unveilled ar uct that will 2
ducing the { ‘. ons

Followir 1\]

V genere

PROMOTION
Promotional support and customer linked
NS In conjunction

an |'--‘-'W !L‘d" th

ted press
ay bahind the
v from day one
"has alsore d the impor-

(‘i:‘ff;- advertising, the use of premi

Y with new product launches or
>t or product group requirng
=Nass.
r, promaotions b
ool “Bonus
f 1r|'“|(] extra rolls
aurn

;_1;_1_: J| edtoa F.Jl"'.;ul le
lift in market awa

Inthe rete

ave become a
Packs” or
pro

“Value
popular
g the Ch rhtmnk and Bacl

School periods.
Ir‘-;iu.tsfry Trade Fairs and Re
t_-xhi'n":']r‘ n of

“Sallot

launch ‘.;:J

ates are m :dt".
Innovative and at

S0 Important in the o

ng strategy encol 'r’mi- g the in ‘L'-

reflecting 19 aql ality im age o the

who ch

the

38 ".r‘.zit

ation
1an O

Const
NOW pursues a more
the product as "Austra

Made",

'..a(.‘l [t‘.f ﬁ
=d, Australian

i g

BRANIJ VALUES
s today's consumers are more
> Eer nformed and they tend to be

product clams not backed up by

actual delive
"Sellotape's
\r'\'"\_\‘\ now |

nd reputation built over 50

e firm's asset, resu ting from

ation, "‘3 )|
tting new

yas to rtzt ain e

With pric
ance stangards
and a :

name \

ers

an d
competitiv
they perce
acompel

Things you didn't know about
Sellotape

“Sellotape” has its own entry in the
Oxford Dictionary.

O The annual proeduction of *Sellotape” is
enough to circle Australia 28 times.
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(®) 1.5 million metres of "Sellotape” is sold
n Australia every day. |
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