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There are some people who describe the label 
manufacturing process as simply “putting ink on 
paper.” Of course, converters and other industry 
professionals know there’s quite a bit more to it 
than that. But if you’re one to use this explanation, 
breaking the process down into the simplest of 
terms, then, by definition, ink plays a significant 
role in label production. And it truly does.  Ink 
World magazine, a sister publication to L&NW, 
estimates that North American ink industry sales 
were worth approximately $5 billion in 2014. “Of 
that, packaging inks accounted for more than $2 
billion in value, led by water-based flexo inks,” 
says David Savastano, editor of Ink World. “Pack-
aging, UV and digital inks are the three main 
growth areas for ink manufacturers, and are the 
leading ink technologies in the label and narrow 
web printing market. As a result, label and narrow 
web ink sales are growing by more than 5%.”

Flint Group Narrow Web
“Ink development is a continuous effort 
to improve value,” states Deanna 
Klemesrud, Flint Group’s global 
marketing manager, Packag-
ing and Narrow Web. “The 
root cause for ink devel-
opment has many 
different shapes and 
forms, but the 
common denomina-
tor of all is to create a 
value for the user. As 
an example of the 
above, Flint Group 
recently introduced 
CombiWhite C3. Jennif-
er Joyce, global product 
director, Narrow Web, 
explains, “A classification 
and labeling change led by 
REACH resulted in Flint Group, 
as a responsible supplier, decid-
ing we could no longer use 
N-vinyl caprolactam (NVC, CAS 
number 2235-00-9), in any of our 
products. While EuPia have initiated a 

prolonged substation process until March 2015, 
we are pleased to announce we are ready with 
re-fomulation work and have had 15 clients using 
the new product for well over five months; further-
more, we have not had one single negative 
report from any of these tests. We are very 
pleased with the results.”

Other Flint Group developments are more a result 
of listening to printers’ pain points and trying to do 
something that will result in improved perfor-
mance.  “Recently we have been working with a 
few printers who want to run flexible packaging 
on narrow web presses,” Klemesrud says. “This has 
resulted in a couple of new ink types that will be 
introduced to the market during quarter one. 

INX International Ink Co.

INX International offers the flexo label industry its 
AquaTech ION series of inks. Part of the AquaTech 
line is the ION-T Thermal series, used for a wide 
range of thermal laser printers and represents 
advancement for thermal label printing. The ION 
PlusT series, specifically designed for printers using 
higher line anilox rolls up to 1,500 lines, offers 
outstanding color strength, high heat resistance 
and excellent transfer. It also provides, according 
to INX, superior stability at a wide range of press 
speeds. It is intended for use on substrates such as 
thermal label, semi-gloss, EDP and treated foils.

The ION Film Glow & Sheen Metallic series prints on 
most prime label, semi-gloss and EDP substrates, 
as well as most treated films and foils. INX says it 
features brilliant colors, superior strength and 
outstanding stability at different press speeds, in 
addition to excellent transfer and fast drying 
capabilities. These inks also sport excellent adhe-
sion to various non-porous substrates.

Sun Chemical
Sun Chemical offers a full range of inks, coating, 
consumables, cleaners and plates of the latest 
technologies for all printing processes used across 
the label market. Some highlights of the latest 
offerings are in the area of opaque white inks. 
These include UV screen inks allowing for 
increased production speeds, UV flexo inks with 
industry leading opacity, such as Solarflex Neutron 
White, and versatile products such as Solarflex 
Platinum White that can be run flexo or screen are 
just a few.  Sun Chemical also offers a range of 
products for recyclable label applications with 
SunCure UV flexo ink and UV coating packages 
that pass the standards set by the APR. If low 
migration is required, Sun Chemical’s offerings in 
the area of sheetfed (SunPak LMQ), UV flexo 
(Solaris Max D LO/LE and Solarflex LM), UV offset 
(SunCure FLM) and coatings and consumables 
should provide the performance and assurance 
required. www.sunchemical.com

Environmental Inks
Environmental Inks (EIC), a member of the Siegw-
erk Group, recently introduced its UV LED printing 
inks for narrow web shrink sleeve applications. The 
company’s SAS UV LED ink for the shrink sleeve 
market has the ability to generate adhesion at 
higher press speeds – a key advantage for UV 
printers vying to compete for mid- and longer run 
jobs. The SAS UV LED porfolio, while dedicated to 
shrink film printing, is also versatile enough for 
lamination printing and standard prime labeling 
applications. The product features fast curing 
(realized at 750 fpm), heat control for thin gauge 
film, and low odor. Higher speed whites and 
dense-curing black are available.

Source L & NW April 2015

CHINA TO BECOME WORLD’S 
LARGEST RETAIL MARKET BY 2018

RETAIL PRIVATE LABEL VALUE SHARE LOWEST IN CHINA 

Although China retail’s growth rate has fallen from 
a peak of 15.6% in 2009 and is slowing, China 
remains irresistible to global retail chains. China is 
expected to have average annual retail volume 
growth of 8.7% in 2015 & 2016. By 2018, it will be the 
world’s biggest retail market in the world.

The total retail sales of China consumer goods 
reached 2,580.1 billion yuan ($414 billion), up by 
11.9% year-on-year according to National Bureau 
of Statistics of China in 2014. Further, online 
shopping value accounted for 10.7% of total retail 
value in China.

Besides, in the first two months of 2015, China 
online retail sales of goods was 399.1 billion yuan, 
increased 47.4%, accounting for 8.3 percent of the 
total retail sales of consumer goods. Such great 

success in China’s retail market is partly due to its 
rapid development in e-commerce market 
nowadays. China is becoming increasingly 
acquisitive in the food and drinks sectors. In the first 
half of 2014, food and drink deals accounted for 
17% of total Chinese outbound M&A activity.

In the first two months of 2015, the total retail sales 
of China consumer goods reached RMB4,799.3 
billion (US$777.50 billion), up by 10.7% year-on-year 
according to National Bureau of Statistics of 
China.  In the first two months of 2015, the national 
online retail sales of goods and services was 475.1 
billion yuan, increased 44.6% year-on-year. Of 
which, the online retail sales of goods was 399.1 
billion yuan, increased 47.4%, accounting for 8.3 
percent of the total retail sales of consumer goods; 
the online retail sales of services was 76.0 billion 
yuan, increased 31.4%.

ASIA RETAIL SALES VOLUME GROWTH (%)
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0.4%
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5.0%
0.4%
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4.3%
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2.4%
2.8%
2.7%
3.4%
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2017

2.2%
7.9%
1.3%
6.6%
5.0%
0.8%
4.8%
2.5%
4.3%
5.5%
2.9%
2.9%
2.3%
4.3%
6.5%

2018

China Retail Market

Private-label share is 5% or less in markets such as China, India and Brazil according to a Nielsen survey 
and there does appear to be a ceiling for growth while in the most developed European store-brand 
markets, private-label share has remained around 45% for the past 10 years. Private label growth has 
been slow. Value share is highest in Singapore (8.1%), Hong Kong (5.1%), India (4.5%) and Taiwan (3.1%) 
and lowest in China (1.3%), Thailand (0.8%) and Indonesia (0.6%).
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CHINA ONLINE RETAIL MARKET GROWS 
3 TIMES FASTER THAN RETAIL MARKET

China, as the biggest digital market in the world, 
its online retail market keeps growth with an 
increase of 25% YoY, estimated by Bain & 
Company. And, the growth rate of China online 
B2C retail market is 3 times higher than overall 
China retail market. By 2018, half of the revenue 
of China online retail market will come from tier-3 
& lower cities.

The total retail sales of consumer goods reached 
2,396.7 billion yuan (US$390.15 billion) in China in 
October 2014 while online retail sales exceeded 
1.8 trillion Yuan, 9.64% of total retail from January 
to September 2014. From 2010, the penetration 
rate of major online products is increasing. For 
example, in 2013, penetration rate of consumer 
electronic product increased to 20% and of 
clothing increased to 18%. Such products’ rapid 
growth in penetration rate is mainly due to 

Chinese consumers’ great passion for 
e-commerce market as well as efficient online 
payment methods.

In 2013, China was the biggest online market in 
the world and it is expected to lead mobile 
e-commerce market in 2014. As of June 2014, 
China internet users exceeded 632 million, of 
which 527 million were mobile phone internet 
users. Over 80% Chinese online shoppers shopped 
at least once on smartphones in 2013 and 20% of 
them do mobile online shopping every week.  
China sees the highest intent for both 
online-shopping and online-purchase for 
categories including clothing, cosmetics, 
personal care, toys and alcohol drinks according 
to the research of Nilsen. Further, Chinese 
post-90s are more willing to spend and they tend 
to favor mobile shopping and use mobile 
payment.

In Q3 2014, total transaction value of China 
third-party online payment market exceeded 
RMB2,015.43 billion (US$328.1 billion). In 2013, top 
third-party online payment provider—Alipay’s 
transaction value exceeded RMB3.5 trillion 

(US$0.57 trillion), which was nearly the 3 times 
more than the transaction value of PayPal. Alipay 
Wallet is the most popular mobile payment app 
by MAUs, followed by Tenpay, Bestpay, Alipay 
and Lakala in September 2014 in China.

EFFICIENT ONLINE PAYMENT METHODS

E-COMMERCE TO ACCOUNT FOR 18% 
OF CHINA’S TOTAL RETAIL SALES IN 2018

Morgan Stanley estimates online spending per 
user in China is going to reach US$1,880 by 2018, 
from US$1,040 in 2013. And, China’s e-commerce 
industry will account for 18% of the total retail 
sales in 2018, up from 8% in 2013. 

Morgan Stanley expects e-commerce to 
contribute 30-40% of incremental retail sales 
annually in the same period, becoming one of 
the key drivers in China’s US$3 trillion 
consumption market. GMV of China 

E-commerce increased 21.3% last year to 9.9 
trillion yuan (USD 1.63 trillion), according to 
iResearch. The growth is expected to slow down 
in coming years, but the e-commerce market will 
reach 21.6 trillion yuan (USD 3.53 trillion) in 2017.

Among the segments of China e-commerce 
market, SME’s B2B was still the largest part; the 
GMV of SEM’s B2B was predicted to hit 12.4 trillion 
yuan (USD 2.03 trillion) in 2017, with compound 
growth rate of 25%. 

CIW
CHINA EXPRESS MARKET

The Number of Package (Billion)

China Internet Watch
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In terms of China logistics market, there was 9.2 billion packages 
delivered in 2013. The average number of daily delivered packages of six 
logistics companies in China (SF Express,STO Express, YTO Express, Yunda 

Express, ZTO Express, TTK Express) were over one million. With the 
investment of logistics companies, online retailers can delivery their 

packages to tier-1 & 2 & 3 cities in 2 days and lower tier cities in 4 days.
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In terms of China logistics market, there was 9.2 billion packages 
delivered in 2013. The average number of daily delivered packages of six 
logistics companies in China (SF Express,STO Express, YTO Express, Yunda 

Express, ZTO Express, TTK Express) were over one million. With the 
investment of logistics companies, online retailers can delivery their 

packages to tier-1 & 2 & 3 cities in 2 days and lower tier cities in 4 days.


