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VANCOUVER, BRITISH COLUMBIA — Robert Meggy was just 35 years old when he 
purchased a failing Vancouver-based box-manufacturing company. The year was 1982 
and the country was in the midst of a recession. The timing couldn’t have been worse. 

“I had just bought the company and the economy took a nosedive,” says Robert. “I had 
personally guaranteed the rent for two years. I had personally guaranteed the company 
assets, which I had bought way over market value. At one point, I owed more on my 
house than it was worth. It was not a good time.” 

Robert says he lost $15 000 and 7 kilograms in that first month. Five months later, he 
wasn’t sure the company would survive. “The first five months were very bad,” he says, 
“very bad.” 

Total sales for 1982 were $80 000. By 2005, the Great Little Box Company had grown to 
become the largest independent corrugated-sheet plant in western Canada, with $23.4 
million in sales, 170 employees and offices in Vancouver, Victoria, Kelowna and Everett, 
Washington. The company turns out more than 150 000 cardboard boxes a day from a 
140 000 square-foot (13 000 square-metre) manufacturing and warehouse facility. Today, 
the company’s sales for one day are more than the total sales that first year. “We fill more 
orders in an hour now than we did that first month,” says Robert. 

Background 

The Great Little Box Company was originally established in 1981. When Robert Meggy 
and his wife, Margaret, purchased the fledgling company a year later, it was floundering 
and had fallen into receivership. Rather than start from scratch, the Meggys purchased the 
company and all its assets, including the name. “I wanted the Yellow Pages advertising,” 
said Robert. The company had been operating for a year or two before it fell into 
financial troubles, and Robert wanted to take advantage of any and all existing 
promotional opportunities. One of the company’s biggest sources of new customers was 
its ad in the Yellow Pages directory, which had already been published with the 
company’s original phone number. “I remember having to pay the telephone company 
$1400 to pay off the old phone bill so that they would give me the same telephone 
number.” 



Great Little Box Company 
 

2

The Great Little Box Company reopened in April 1982 with three box-making machines 
or “presses,” two machine operators and a sales representative. Robert, a certified 
management accountant (CMA) by training, would pitch in and operate the third press 
when it got busy. “I did everything in the beginning,” says Robert. “From taking orders 
and making sales calls to running one of the machines and shipping out the completed 
jobs.” 

The Great Little Box Company is in the corrugated-packaging industry. Specifically, it 
makes boxes, a complete line of corrugated boxes in all shapes and sizes. “It doesn’t 
matter what you make, it has to go in a box to be shipped,” said Robert. The company 
designs, makes and prints a variety of boxes ranging from very basic stock boxes, such as 
shipping boxes, to custom boxes with detailed artwork and four-colour printing.  About 
80 percent of the Great Little Box Company’s customers are manufacturers. 

In Canada, the corrugated-packaging industry is dominated by a handful of large, 
multinational companies. The Great Little Box Company is the largest regional firm in 
western Canada, and Robert attributes the company’s success to his employees, who are 
committed to providing the company’s customers with good service, quick turnaround 
and on-time delivery. “If you keep your staff happy, they will keep your customers 
happy,” says James Palmer, Vice-President of Sales and Marketing. 

Robert is no stranger to the packaging industry. His first job out of university was with 
Crown Zellerbach’s packaging division in Vancouver. He later worked at a family-owned 
forest-products company where he learned first-hand the value of good management 
practices. “I’d always wanted to own my own business,” said Robert. “I wanted to see if I 
could put into practice what I learned at university.” He said that at first he thought it 
would be easy, but “Having a good understanding of the theory and principles of running 
a business doesn’t quite prepare you for the actual experience,” he says. “I was very, very 
green. I could read financial statements, but that doesn’t prepare you for the day-to-day 
realities.” 

Financial management 

From the beginning, Robert has paid close attention to financing. He and Margaret took a 
second mortgage out on their house to help purchase the company. Margaret, also an 
accountant, continued to work as a college instructor in the evenings while staying at 
home during the day to raise the couple’s two young children. Her steady income helped 
support the family during the company’s start-up phase.  She and Robert had also done 
very well with real estate investments. “We owned quite a few rental properties,” said 
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Robert. Because of their real estate investments, “The banks were quite happy at the time 
to give me a line of credit, which was bound by personal guarantees.” Another $20 000 
came from family and friends. 

“At the beginning, it was very easy to get financing,” said Robert. “We owned a lot of 
real estate, and the year before, around 1981, real estate prices had doubled. I remember I 
made $1000 a day for a whole year. It was great. I think it helped because we were doing 
so well and the bank was comfortable with what we were doing. Then in 1982 everything 
crashed, but we already had what we wanted, which was the line of credit.” 

They have also practised a strict policy of protecting their cash on-hand by financing any 
equipment purchases through bank loans. “We finance everything we buy because we 
want to make sure we always protect our cash,” said Robert. They also make sure that 
they only use a small portion of their line of credit at any given time, leaving most of it 
available as a cushion in case of emergencies. “We’ve always paid our bills and we’ve 
always watched our cash very closely,” said Robert.  

Sales and marketing 

The first year was tough and the first five months were the toughest. It was 1982 and the 
country was in the middle of a recession. “It was pretty ugly in the beginning,” said 
Robert. “We just weren’t getting any sales. There were some days that we didn’t have 
any orders. We had $8000 in sales the first month, but we lost $15 000. So it was pretty 
ugly there for awhile.” 

By the fall of 1982, Robert had decided he couldn’t continue with the way things were 
going. He approached one of the company’s largest customers and offered them a 
partnership deal. “They were a shipping-supplies firm that bought shipping boxes from 
us, so they were in a similar business,” said Robert. “The idea was that I wanted them to 
buy half the company because I wasn’t doing well and my big problem was sales.” He 
proposed a deal in which he would be responsible for administration and production 
while they would look after sales and marketing. 

The shipping-supplies company jumped at the idea. They had just laid off one of their 
sales representatives so they brought him back to work with Robert full-time. Sales 
turned around almost immediately. “He upped our business 80 percent overnight,” said 
Robert. “It was just what we needed.” That month, the company made money for the first 
time since the Meggys took over. “He was very good at one-to-one selling on the phone. 
He just took our customer list, got on the phone and was very, very good at closing 
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deals.” He brought back many of the old customers who had gone elsewhere when the 
previous company had closed down, and he also handled all new telephone inquiries.  

The experience taught Robert that a good sales and marketing department was essential 
to the company’s success. He already had a couple of sales representatives, but the new 
sales person just happened to be very, very good at what he did. “This changed my 
opinion about sales people completely,” said Robert. “I’m terrible at sales. I just don’t 
have the personality for it. So now I make sure I get very good sales people in place.” 
The proposed partnership with the shipping-supplies firm eventually fell through. “It 
turned out that they just wanted to know more about our business so they could start their 
own box-making company,” said Robert. The shipping-supplies company pulled out, but 
their sales representative decided to stay with the Great Little Box Company. “He wanted 
some shares in the company, so I gave him 20 percent,” said Robert. At that point, the 
company wasn’t worth a lot. A few years later, when the sales representative retired, 
Robert bought the shares back. By then, the company had increased in value. “He ended 
up with quite a good income for quite a few years after that,” said Robert. 

As the company grew, Robert continued to build his sales department. “Eventually we 
got big enough so that I could put a sales manager in,” said Robert. “That was probably 
about five years after we started.” Today, the company has 20 people in its sales and 
marketing department, with sales offices in Vancouver, Kelowna, Victoria and Everett, 
Washington. 

Realizing the immediate results of having a good sales force was a turning point in the 
company’s history and set Robert on a path that has led to the transformation of his 
company from the bottom up. By the end of the first year, the company had stabilized and 
grown to seven employees. With the exception of a break-even year in 1991 and a loss 
during the recession of 2000/2001, Robert says that the company has been profitable 
every year since that money-losing first year. He has managed to grow the company by 
reinvesting those profits back into the company’s operations. 

“After that first year, we grew pretty steadily every year,” said Robert. “We were 
growing very strongly, maybe 20 or 30 percent a year, way more than the average 
company.” When the recession of 1991 hit, the company’s growth slowed, but it didn’t 
stop. “We were still growing, but instead of growing 20 percent a year, we might have 
slowed down to one or two percent at the worst. The recession wasn’t all that bad for us 
then. We didn’t lay off anybody; it just slowed our growth for a couple of years.” 
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Robert recognized that the key to controllable growth was paying rigorous attention to 
financial details and delegating while you’re still small. “I know by the hour what orders 
are, what sales are and what percentages we’re making on them,” he said, pointing out 
that financial management is simply a matter of knowing your costs cold, and you don’t 
have to be an accountant to do that. “I used to summarize costs by the day. By hand. If 
you’re not looking at financial statements at least monthly, you’re headed for trouble.” 

As for the importance of delegating, his positive experience with hiring the right sales 
person reinforced his belief that a well-trained, highly-motivated and committed 
workforce was essential to ensuring long-term profitability. “I see it so often,” he says. 
“Businesses get to a certain point and they start losing money because the owner can no 
longer control what’s going on. Some people can’t delegate because they don’t hire 
people that are good enough. Everybody who works for me has to know their job much 
better than I’ll ever know it.” On the other hand, some people don’t want the added 
responsibility. “One of the worst things you can do is to promote someone beyond their 
abilities,” says Robert.  

Lacking the economies of scale available to the larger manufacturers, the Great Little 
Box Company focussed on speed and customer service as a way to differentiate itself 
from the competition. The fact that they were small in relation to the marketplace gave 
them a definite competitive advantage. “We were surrounded by dinosaurs,” said Robert. 
“Our main competitors were very large and very slow. We used to get our orders out 
before they got their quotes out. They used to control the marketplace, so they just went 
by the way they used to do things.” Which meant six-week delivery times. But times 
were changing, and smaller sheet plants like Meggy’s were able to turn orders around 
much more quickly than their larger competitors. “We have about five-day delivery now, 
but we want to be less than that,” said Robert. The larger plants have also speeded up and 
cut their delivery times down to two weeks or less.  

Robert recognized that providing on-time delivery and excellent service required much 
more than having the latest tools and equipment. “They’re only as successful as the 
people employing them,” he says. “A good employee will bring you back three times 
their salary. A poor employee can cost you that, and more,” said Robert. “It’s very 
expensive to lose someone — it can cost anywhere between $50 000 and $100 000 per 
person. You especially can’t afford to lose anyone when you’re growing.” 

Almost from the very beginning, Robert began the process of putting in place a system 
that would support his belief that the company’s greatest assets are its people. 
“Everything we do has to be by people who are well-motivated. I see it in the bottom line 
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for us. Turnover is very low. If you’ve got people who enjoy working together, they don’t 
leave.”  

Robert’s “people first” approach included improving teamwork and boosting morale by 
applying the principles of open-book management, supported by a solid human relations 
strategy and program. For the program to work, it must be firmly embedded in the 
company’s organizational structure and not be left to chance. 

Teamwork 

Robert believes that building teamwork improves the bottom line and is essential to 
attracting and retaining good employees. As people work better together and understand 
each other’s jobs, there are fewer mistakes and more efficiencies.  

In the beginning, with only three employees and himself, building teamwork was as 
simple as instituting a golf tournament and a Christmas party. There were only four 
employees at that first golf tournament and the Christmas party consisted of a single table 
at a restaurant. In June 2005, the company celebrated its 23rd annual staff golf 
tournament with 83 people participating in the day-long event, capped off with a buffet 
dinner for employees and their spouses. At the Christmas party in 2004, 225 employees 
and their spouses attended, sitting at pre-arranged tables to ensure a good mix of office 
and plant staff. The company also rents a hall and hosts a Christmas party and lunch for 
employees’ children, complete with a volunteer Santa and elves. Robert prides himself on 
knowing the name of every employee’s child and personally does all the shopping for the 
gifts.  

Employees are encouraged to attend company social functions. Robert says the majority 
of those who do not attend are less likely to stay on and usually leave during their first 
year. “If they don’t go to social events, it usually means they’re not interested in the 
people they work with — and if you’re not interested in that, you’re not interested in the 
company — because people make up the company,” says Robert. “Think of how much 
time you spend at work in any given week,” he says. “Often, you are seeing more of the 
people you work with than your own family, so it’s important to develop your 
relationships there.” 

He organizes as many events as possible, from annual trips to bowling nights, running, 
squash groups and lunchtime barbecues. “Everybody has to enjoy going to work, 
including me,” he says. “I’m the one who has to portray being positive. If I don’t, it goes 
all the way down the line.” 
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The “open-book” process 

The Great Little Box Company’s program is designed to involve everyone in the 
company’s success through a process of regularly sharing information and 
acknowledging employee contributions.  Every month, the company shares its corporate 
and financial information with all employees. When he first introduced the concept, 
Robert says he had to spend some time showing everyone what an income sheet and a 
balance sheet were, and explain income-to-debt ratios. “Finance 101” he says, and he 
continues to make sure that everyone understands the financials. 

The monthly meetings are arranged at two convenient times to accommodate the 
schedules of both office and plant employees. At those meetings, the monthly figures are 
presented on an overhead screen and Robert explains the reasons for the results. The 
meetings ensure that everyone knows how the company is faring and what can be done to 
improve things. “A company goes broke and usually the most surprised people are the 
employees. If they had known what was going on in the first place, it probably never 
would have happened,” he says. When there is a profit, the share for each employee is 
included in their next paycheque. 

The monthly meetings also allow a forum for input and for recognizing and rewarding 
employees for their efforts. “It’s important to share the financials with everyone,” says 
Robert. “It makes people feel more a part of the company. It’s so easy and, frankly, I’ve 
never seen a downside. It instills a sense of trust. Regardless of whether the news is good 
or bad, people want to know and, ultimately, will try harder to make the company more 
profitable.” 

Besides, says Robert, “We want employees to run the company like their own business.” 

Corrie Vugteveen, Great Little Box Company Costing Analyst and Account Manager, 
says that the meetings make her feel part of the company. “And because we know what’s 
going on, we’re better able to contribute to its growth.” Customer-Service Representative 
Sandra Fung says that the willingness to share financial information shows that the 
company “is not trying to hide anything. If we have been profitable that month, it makes 
me feel good to learn that I have contributed to that.” 

 “Everyone works together to reach the same target,” says Maintenance Manager Philip 
Lim, who has been with the Great Little Box Company for 14 years. “The company cares 
about the employees and, in turn, the employees care about the company.” 
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Profit sharing 

 “I’ve always believed in profit sharing,” says Robert. “We’ve had it from the very 
beginning.” The company pays out 15 percent of its profits on a monthly basis, divided 
equally among all eligible part-time and full-time employees. All employees receive the 
same amount, regardless of their position or wage rate. Robert believes that every single 
person in the company contributes equally to its success. “When it comes to teamwork, 
everyone is equal here,” says Robert. “The truck drivers, the controller, office staff, plant 
supervisor — everybody gets the same amount.” 

Following presentation of the financial information, if the company has made money that 
month employees receive their share in their next paycheque. “I believe that the more 
immediate the better for recognizing employees’ contribution to the company’s success,” 
says Robert. From March 2002 to June 2005 (the most recent period for which data were 
available at the time of writing), the Great Little Box Company paid out profit sharing for 
40 consecutive months, averaging $200 to $300 per employee per month. 

Information sharing 

In addition to sharing corporate goals and financial information at the monthly company-
wide staff meetings, daily production meetings and weekly departmental meetings ensure 
there is a steady flow of communication with plenty of opportunities for employees to ask 
questions, provide input and receive feedback.  

Robert sets the tone by making a point of meeting with everyone in the company twice a 
year, in small groups of 10 or 12 people. “You can’t have any more than that or it loses 
the original intent, which was to give everyone an opportunity to meet with Robert one-
on-one,” says Jacqueline Simpson, Marketing and Communications Manager.  

During the small group sessions, Robert provides a “state-of-the-nation” report on the 
economic outlook and the company’s direction, the “bigger picture stuff that doesn’t 
come up at the monthly staff meetings,” says Jacqueline. That’s followed by discussion 
on key issues such as quality, safety or production. The meeting is then opened up for 
questions and feedback. 

“People take these meetings very seriously,” says Jacqueline. “They feel comfortable 
enough to ask him very tough questions. Over time, Robert has created a level of trust 
between him and his staff that allows people to speak freely. He truly believes in being 
open and honest. People know there won’t be any negative repercussions and they’ll get 
answers to their questions.” 
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Recognition and rewards 

The company puts a primary focus on recognizing employees’ professional and personal 
achievements. Employees are asked to complete an employee-satisfaction survey every 
year and the results are always the same: “What people want, more than anything else, is 
recognition and appreciation for their efforts,” says Robert. Communication is next. 
“People want to feel appreciated and want to know what’s going on.” Wages are ranked 
further down on the list. “Money is secondary if you’re paid fairly,” said Robert. He says 
that although the company’s pay scale is about average, they put a lot of emphasis on 
incentives, profit sharing and recognition programs. “We work very hard to acknowledge 
people’s contributions. Otherwise, you just don’t feel part of the company.” 

Recognition is immediate and takes many forms, from informal lunches to more formal 
company celebrations. The company has instituted a variety of company-wide and 
departmental programs to reward and recognize employees. The monthly staff meetings 
serve as a central gathering place for publicly acknowledging employees in front of their 
peers and congratulating them on their achievements in a particular area. The following 
outlines some of the programs. 

Award of Excellence — Employees nominate one another through a Board of 
Excellence that recognizes employees who go “above and beyond” the call of 
duty for customers and the company. All nominees are acknowledged at the 
monthly meeting in front of the company’s entire staff, with each nominee 
receiving a small gift. The Award of Excellence winner receives a gift certificate, 
a company vest and use of a reserved parking spot every day for the next month, 
personalized with their name and located prominently near the front entrance. 
Each year, all monthly Award of Excellence winners and their spouses are invited 
to a dinner in their honour, hosted by Robert and his wife, Margaret. In 2004, one 
of the monthly winners was acknowledged for answering and fulfilling a 
customer’s rush order on a weekend using her own vehicle to deliver the 
customer’s goods, which required four trips. 

Idea Recognition Program — This program recognizes employees with a 
monetary award for submitting an idea to help resolve a problem or improve a 
work process. Any and all ideas are acknowledged. Employees discuss the ideas 
at their monthly staff meetings and decide which ones to implement. If an 
employee’s idea turns into an action, he or she receives a percentage of the cost 
savings. As of October 2004, employee ideas submitted have resulted in 
cumulative savings to the company of more than $500 000. One such innovative 
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idea came from an employee in the maintenance department. He suggested 
changing the way the company ordered its raw material, resulting in a substantial 
cost savings. He received $1000 for his idea and was acknowledged at the 
monthly staff meeting. 

Milestone Celebrations — Employee commitment is acknowledged through 
various celebrations recognizing the years of service an employee has put in, from 
5 years to 20-plus years, and through retirement lunches.  

BOX Event (Big Outrageous eXtravaganza) — The company sets two goals 
when budgeting — a realistic one and an extraordinary though attainable one, 
called the “stretch goal.” If the company meets or exceeds its overall profit target 
or “stretch goal” for the year, then Robert takes all employees on an all-expenses-
paid trip to an exciting destination. In the past, this has included four trips to Las 
Vegas and one to an all-inclusive resort in Puerto Vallarta, Mexico.  

Incentive programs 

Along with recognizing and celebrating employees’ individual contributions and 
achievements, the Great Little Box Company has developed a compensation package that 
links incentives to the company’s overall business goals and objectives. Incentives have 
been established for each department (sales, customer service, design and production) 
and are paid out weekly, monthly and quarterly, depending on the objective.  

Performance management 

Profit sharing, rewards and recognition programs, compensation packages and incentives, 
the BOX event — all are part of an integrated performance-management system that is 
tied into the company’s overall goals and objectives. At the beginning of each year, the 
Great Little Box Company develops an annual plan that establishes sales goals, identifies 
business opportunities and sets the focus for the coming year. In 2004, for example, the 
overall focus was on quality. The annual plan is then extended to establish a longer term, 
three-year plan based on sales forecasts. 

Throughout the year, strategic planning meetings are held every two months where 
employees representing each department review the plan, measure progress on key 
objectives, share ideas on changes and improvements, and make any adjustments 
required. All employees are involved in providing input into the strategic planning 
process through weekly departmental meetings, monthly staff meetings and the bi-annual 
small group meetings with company president Robert Meggy.  
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Establishing clear goals and objectives allows the company to measure its progress on a 
regular basis, and makes it easier for employees to measure their own performance and 
see how they contribute to helping the company achieve its goals. 

“This is the reason why, in our annual employee questionnaires, the highest rated 
question is always, ‘Do you care about the future of the company?’” says Robert. The 
employee satisfaction survey is loaded with more than 50 questions designed to get at 
critical information, such as what employees want most and what they think of their 
salary. 

At the beginning of each year, employees meet with their immediate supervisor to 
establish individual performance goals and expectations. One-on-one performance 
reviews are held every quarter where the employee sits down with their supervisor to 
review how well they met the quarterly goals and establish goals for the next quarter. It’s 
also mandatory that the supervisor ask the employee what they can do to help and, in 
turn, what the supervisor can do to improve their own performance.  

 “We measure everything,” he says. “We want to know exactly where we are and how we 
can improve.” For example, the company makes a point of tracking errors each month. A 
few years ago, Robert came up with a reward system for reducing errors. That first year, 
plant errors were reduced by 60 percent and customer service errors by 80 percent. “They 
came up with their own idea of double-checking each other’s work,” he says. “The peer 
pressure aspect is great. No one wants to mess up.” 

Similarly, the company reduced Workers Compensation Board claims by 90 percent by 
encouraging employees to be more careful around the plant and to provide warnings to 
their fellow workers in situations that could lead to an accident. With every claim free 
month, the company treats everyone to a lunch. 

Robert’s commitment to measurement and performance management was particularly 
useful during the recession that hit at the beginning of 2000. In 1997, the company had 
developed a plan to double its size in three years. By 2000, they were doing “very nicely” 
said Robert. “We were about 80 percent there when, all of a sudden, things were getting 
very bad. We were losing close to $100 000 a month in early 2001.” He brought together 
the management team and representatives from every department to hammer out a plan 
for cutting costs and growing sales. “Because we needed to do both at the same time,” he 
said. As a result, the company began turning around very quickly. “We didn’t have to lay 
anybody off,” said Robert. He says they made sure they kept people on, even though it 
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may have meant temporarily reassigning them from production to plant maintenance or 
equipment repairs during the slower periods. 

“In a few months, we really started turning around because we had a whole series of 
initiatives we were carrying out to change things,” said Robert, initiatives ranging from 
developing a more aggressive sales strategy to cutting costs, getting better pricing on 
supplies and streamlining their hiring practices. “When we were growing, we were 
always adding people before we needed them, because we wanted to make sure they were 
well trained.” When sales began to drop, they decided to put a freeze on hiring new 
people until the economy improved. 

The majority of losses were with the Great Little Box Company’s sister company in 
Everett, Washington, which was established in 1998. “The U.S. lost money, but the 
Canadian operations were fine,” said Robert. Despite the economic downturn, Robert 
said he never considered shutting down the U.S. office. “Recessions come and go, but we 
invested in the U.S. for the long term,” he said. “We want to grow and there’s a potential 
to double or even triple our business there.” He estimated that the manufacturing sector in 
the Seattle–Bellingham corridor was at least three to five times the size of British 
Columbia’s manufacturing sector. “We have a big marketplace literally on our doorstep,” 
he said. “It’s an excellent opportunity for our long-term growth.” 

Future plans 

Over the past few years, staff turnover has dropped to less than 5 percent a year, Workers 
Compensation Board claims have been reduced and on-time performance is up to a 
consistent 99 percent. The Great Little Box Company has experienced a healthy 39 
percent increase in sales, up from $16.8 million in 2001 to $23.3 million in 2004. And it’s 
still growing. Last year, the Great Little Box Company purchased 10 acres (4 hectares) in 
an industrial park along the Fraser River in south Vancouver, and is in the process of 
building a 250 000 square-foot (23 225 square-metre) facility slated for completion in the 
spring of 2006. The new building, roughly the size of four football fields, will be one of 
the largest manufacturing plants built in British Columbia in 2005.  

The new plant comes at just the right time. “We’re really jammed here,” said Robert. The 
lack of space has restricted their ability to add new equipment, which would allow them 
to expand into new product lines. “We’re growing 50 percent a year in Everett, 
Washington, which is pretty aggressive growth,” said Robert. “In Kelowna, our sales are 
up about 30 or 40 percent over last year. It’s a little more difficult in Vancouver because 
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the market is older and more established, but we’re up about 10 or 12 percent here.” 
They’re also exploring the possibility of opening up a sales office in Calgary.  

The expansion will allow the company to strengthen its competitive position by offering 
a broader range of products, including more sophisticated graphics and printing, and by 
diversifying into related product lines, such as packaging supplies and materials. “We’ve 
got such a good sales force and a good marketing department, so we can really promote a 
variety of related products,” said Robert. They also have an existing base of 12 000 
customers. “And most of those companies use other types of packaging materials.” 

The expansion has been financed through a combination of bank loans, real estate 
investments, shrewd negotiations and good timing. Ten years ago, Robert purchased the 
building that the existing plant is in. Until then, they had always leased, but “Building 
prices were very low at the time, and rents were fairly high,” said Robert. “It was actually 
cheaper to buy a building than to rent. Plus, I was looking to invest for the long term — I 
figured this was going to be my retirement.” 

As it turned out, Robert’s retirement plans became expansion plans. They started selling 
the building more than a year before they were ready to move and did “very, very well on 
it,” said Robert. The timing was right. “It was a good market for buildings and we made 
millions of dollars — enough for the down payment on the land for the new plant.” 
Planning for the long term, Robert negotiated generous payment terms. “It must have 
been the best part of a year before we actually had to pay for the property,” he said. By 
then, the property had already increased in value by about $1.5 million. “So we did very 
well on it. We’ve probably got 50 percent equity in it already, so for us that’s very nice.” 
Looking back, Robert said that buying his own building was one of the best decisions 
he’s made. “When you own your own building, you’ve got a guaranteed tenant — 
yourself. As long as you’ve got the down payment, you can’t lose,” he said. “You’re 
protected for the long term because the building will go up in value.” 

True to Robert’s commitment to fostering a strong team spirit, the new facility will 
feature patios and a park overlooking the river, a gym and a spacious lunchroom. Its 
horseshoe-shaped design ensures that everyone will have a window, unlike the 
company’s current location. “What’s holding us back now is our lack of space,” said 
Robert. The new building will allow them to acquire new equipment and add new 
product lines that will help position them for continued growth.  
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