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Packaging - the real
star of the show

s many of you will know, Tom O’Reilly is no longer the editor of
Mediapack, but, having joined MPEG LA, he has not left the optical media
industry completely and we wish him the very best in his new role.

So now you have a new editor, though I hope I am not being too bold by say-
ing that my face — or at least my name — will be familiar to many of you. I have
been a part of the One to One fold for some considerable time now, having orig-
inally started as a staff writer there many years ago. I have continued to work
with the team over the years, and I am delighted to be the new editor of Mediapack.

But enough about me — what about you? Magazine information should be a two-way flow, so please avail
yourselves of the opportunity to help shape this magazine — all news, views, ideas and constructive criticism
will be welcomed and will be given the appropriate column inches. Even gripes will be listened to sympathet-
ically, though they may not always see their way into print.

Don’t tell colleagues working in other facets of the optical disc arena, but I have always thought of pack-
aging as the glamorous face of the industry. It’s what gets the consumers to buy products: content can be as
good as it likes but it still has to have that eye-catching, gut-grabbing, “Wow, I have to have that!” appeal. Still,
a disc’s case should never be a triumph of form over function, and another crucial element of packaging is
security — something that is never far from the thoughts of content owners and retailers.

Which means that all of you reading this magazine (and, I hope, contributing to it one way or another) are
the real stars of the show. You are all involved somehow in protecting content and sparking demand for more
— making media safe, sound and sexy. So keep those innovations coming, and — just as important — help us
here at Mediapack to get the news of them out to everyone who should know what is happening in the world
of media packaging.

Elizabeth Toppin, Editor
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