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HOWARD KIRSCHENBAUM 
Vice President, Sales 
Trinity Plastics 

Chairman of the Board of Directors, PLMA 

MARCH 20, 2015 – SCOTTSDALE, AZ – First, I want to express sincere 
appreciation to the nominating committee as well as to the entire board of directors, 
and the membership. 

The honor of serving as Chairman of PLMA over the past year has taught me a great 
deal, and I look forward to serving another year and putting to use what I’ve learned 
for the good of the members and the industry. 

Of course, I would not be standing here to pledge my efforts on behalf of the 
organization if not for the solid support and backing of my company, Trinity Plastics 
and my parent company Inteplast. 

Having just come from Boston, it’s especially pleasing to join you here in Scottsdale 
and say – on behalf of the Board of Directors – welcome to PLMA’s 2015 Annual 
Meeting and Leadership Conference. 

Coming together here in the peaceful Southwest to “Meet the Retailers” is a welcome 
change. 

But more to the point: The program that’s been prepared for us over the next two 
days is designed to accomplish two things. 

First, there’s broad knowledge and analysis of industry issues and trends, including a 
session that’s dedicated to skills for improving your sales results with every single 
customer you call on. 

Then – at least as important – you’ll also be drilling down to some very specific 
insights into two retailers to deepen your understanding of how your individual 
customers go to market, and the role that private brands and suppliers play in their 
overall retail strategies. 

We’ll hear from Wegmans and Topco – two companies that have long-established 
reputations for leadership in the markets they serve, and whose track record for 
offering “best-in-class” store brands programs is undisputed. 

Of course the program also allows time for renewing relationships with longtime 
colleagues and hopefully welcoming a few new friends who perhaps are attending 
this conference for their first time in the hope of getting to know their industry a 
little better. 

For every company and individual whose livelihood is staked to the success of 
retailers’ brands – and no doubt it applies to everyone gathered here – involvement 
with PLMA presents opportunities that go well beyond a booth space at the annual 
trade show. 
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To put it in the most basic terms: 
The more you put into the association, the more you get out of it… 

And – I venture to add:  
The more your customers and your company can gain as well, when you serve as 
the link for them to a larger whole. 

As you become better acquainted with the valuable activities and services that your 
association membership supports, it becomes clear that there are multiple platforms 
for developing insights that lead to more positive communications and engagement 
with retailers, and to more productive relationships with your peers in all sectors of 
the private label industry. 

When you invest in attending PLMA gatherings and conferences throughout the year 
– this one, for example, or the Washington Conference in late September – you gain 
ongoing access to information on challenges to your business, along with intelligent 
analysis of markets and retail strategies, best practices, store brands successes and 
so much more. 

Add to this the growing number of online resources, industry research, and 
programs that are specifically created to answer the educational, training and 
planning needs of retailers and member manufacturers. 

There’s another dimension of membership available as well for those who commit to 
serve the industry by volunteering their time to serve on a committee for the PLMA 
board of directors, or as a member of the board itself. 

That’s where you discover, as you begin to participate in helping shape the destiny of 
your association, that you – as just one individual – can have a vital role in 
expanding the scope of the industry itself. 

As I go about the everyday task of trying to grow my categories and business for my 
company, what I consider to be a continual source of inspiration in the world of store 
brands is that there are at least as many different ways of going to market as there 
are retailers and suppliers. 

And that’s why a handshake and exchange of business cards followed by a sales call 
are not nearly enough to open the doors of opportunity, regardless of how great your 
product is, your price or even your reputation. 

The keys that open those doors are: 

 listening to what the customers are telling you; 

 demonstrating that you possess a nuanced understanding of the market and 
their objectives, the competitive environment and your own capabilities; 

 and finally leveraging that resourcefulness to engage the customer where they 
are, rather than where you think they ought to be. 

That’s what “Meet the Retailers” means to me. 

I hope your engagement with PLMA in the coming days as well as the year ahead will 
help you to do just that. 

Thank you. 


