


In 1977, Guy Kitchens saw the potential in a small Madison,
Indiana plastics molding company. The company was strug-
gling, the equipment was outdated and its customer base was
small. And yet, the company had built a name for quality
work in the beverage stirrer product line that it molded and
decorated for local restaurants. Kitchens and another partner
took the leap, assuming a quarter of a million dollars of debt
to establish Royer Corporation. Still struggling a year later,
Kitchens received a direct phone call from Bill Harrah, owner
of Harrah’s Casino in Las Vegas. Harrah was unhappy with his
current supplier and asked Kitchens to manufacturer custom
cocktail stirrers for the drinks he served in his casino. This
was the turning point and soon, Royer was manufacturing
products for the hospitality industry throughout the United
States and worldwide.

Building on Hospitality

Roger Williams, the current president of Royer, was Kitchens’
brother-in-law. Williams was an electrical contractor, running
a successful business in another state. He joined the board of
directors for Royer in 1989, but had little to do with the opera-
tion of the business until 1999. Kitchens convinced Williams
to move to Indiana and, when Kitchens passed away in 2000,
Williams assumed control of the plastics company.

At the time, Royer was producing beverage stirrers and food
picks for most of the major casinos in Las Vegas and Atlantic
City. Walt Disney World was a customer, as were several major
resorts. Name badges also were a common sight on the pro-
duction line, with customers like Choice Hotels, Burger King
and Applebee’s.

Today, Royer Corp. has expanded its reach into the airline and
cosmetics industries. Seventy-one employees run three eight-
hour shifts, Monday through Friday. Annually, the company
molds and decorates approximately 300 million parts, with
an emphasis on beverage stirrers, food picks, meat markers,
name badges and plastics disposables for the cosmetic, food
and bakery industries.

With 16 injection molding presses, primarily in the 200-ton
range, Royer is well-equipped to handle multiple projects.
However, it’s the decorating operations that add complexity.
“We have several types of hot stamping presses, screen printing
equipment - both single station and automatic, pad printers
and digital printers,” explained Diane Amos, vice president
of product development. Hot stamping is a large part of the
operation, and Royer has eight roll-on hot stampers and three
vertical hot stamping presses. With most of the company’s
decorated products, foil is rolled-on to the raised and molded
surface; however, certain detailed work must be accomplished
with traditional vertical presses. With 60-70 percent of its parts
decorated with foils, efficiency is very important, so Royer has
modified much of its hot stamping equipment to run in-line to

improve both speed and production flow. Regulatory compli-
ance also isimportant, since many of its molded and decorated
products are used in food applications, so Royer works with its
vendors to ensure the foils and coatings used meet standards
in the U.S., Canada and Europe.

Keeping Up with Customer Demands

The economic downturn has put pressure on many decorators
to assess their operations for efficiencies that both impact the
financial bottom line and meet customers’ demands for a ‘just
in time’ product. Royer has met that pressure with an emphasis
on continuous improvement and a deliberate move to automate
much of its processes. “We've tried to streamline our operation
to improve the flow of materials and finished product through
the plant,” explained Williams. “We’ve positioned our injec-
tion molding machines to be more efficient in getting product
in and out.”

The company also has improved its internal communications
and upgraded its work order paperwork and work flow software.
“Our niche is speed-to-market and communication is really
big,” said Williams. “Each department needs to know what
we're trying to do here because we have a very quick turnaround
on our products.” To manage the communication needs, each
department ‘huddles’ every day, on every shift, to go over what
happened the day before and discuss the day’s priorities.

“We've searched for software for managing work flows,” said
Amos, “but our company is so unique in the products we make
and how things are manufactured that we have to create our
own. It’s been a continuous process, adding different modules
to accommodate our needs.”

Due to the nature of its product, additional challenges exist
for Royer. External communications - those between Royer
and its customers or potential customers - must be fast and
efficient as well. Royer has a strong internet presence, which
has increased sales, created a familiarity with customers and
provided a quicker method for communication. “Perhaps 5-10
percent of our sales are coming through the internet right now,”
explained Pat Berry, executive vice president of sales, “although
we’re in the process of upgrading our e-business methods. That
includes the ability for our customers to complete reorders
quickly online.”

Also, since some of the company’s products are targeted to-
ward children, the production and decoration of those items
are guided by the recent CPSIA (Consumer Product Safety
Improvement Act) regulations. Beginning with product pro-
totyping, there are rigorous standards that must be met and
documented. “We try to have all of our toys meet standards
for all ages,” said Amos. “That reduces the steps we have to
take internally and simplifies marketing and packaging for
our customers.”
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Royer also must manage the client expectations created by the
increased consumer awareness of environmental issues over the
past several years. “We have always used recyclable plastic. We of-
fer biodegradable promotional plastic products which provide an
earth-friendly alternative to our clients, while maintaining the same
wide variety of custom designs and colors,” Williams explained.

Royer uses a special plastics additive in its biodegradable molded
products that degrades completely under normal landfill condi-
tions. No special processing is required. “We're in the early stages
of it,” said Berry, “but we've looked at a lot of different materials
and we're impressed with this additive.” Berry admits that there’s
still a significant price difference between biodegradable and
non-degradable plastics, but Royer is committed to making the
alternative available for its customers.

Stirring Up the Industry

The highly-competitive hospitality industry demands differentia-
tion, so Royer always is pushing to find new decorating techniques
that will help its customers stand out. “We’ve recently found a com-
pany that can take our product and do a chrome coating,” Amos
explained. “We molded a stirrer in an off color and sent it to be
chrome-plated. It’s pretty extraordinary - the product looks terrific.”
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Employees at Royer Corp. work with the company's
large flat bed digital printer.

“Of course, we silk screened our products,” said Amos, as she
talked about the evolution of decorating at Royer. “And then
we went into pad printing, and now we’re into digital printing.
Customer demands have dictated our switch to digital - the
multiple colors, reduced costs of decorating and the speed of
process.”

The hospitality industry is heavily reliant on name recogni-
tion, so the majority of products molded and decorated at
Royer include customer logos, many of which require multiple
colors. “We're really hard to beat domestically, but the offshore
competition was justimmense. We were struggling with multi-
colors with our pad printing and silk screening, so the digital
printing has been fantastic for us.”

“Our customers and our marketplace pushed us into multiple
color arts,” Berry said. “They were demanding more color on
their products, and we had to find a more efficient, less costly
way to do it.”

“We attended the tradeshows and got our first glimpse of the
digital printers,” said Amos. “What we saw excited us. The
equipment could decorate product that was two inches thick,
and we have one piece of equipment that can print up to 10
inches thick, which gives us a lot of flexibility.”

The personalization that is possible, reduced costs associated
with multiple colors and simplified process has been applied
to a blend of both high-volume and smaller-volume custom
work. “It’s made us rethink our minimum quantities,” Berry
explained. “In addition, we’re looking at introducing some
styles that we haven’t used in years because we can do smaller
volume with in-house stock designs. We can do more complex
designs quickly and efficiently.”



There have been some challenges in
adapting the new technology. “There’s a
learning curve,” said Williams. “Even the
manufacturers are still figuring it out, and
adjusting the technology to fit our product
was a struggle in the beginning, but we
figured that out.”

At the end of the day, customers are looking
for more complex product with more colors
and more elaborate decoration. To stay head
of customer demands, Royer will continue
to invest in the newest technologies, build-
ing automation into its production pro-
cesses to increase its efficiency and speed.
“Adding the digital printing equipment
was a strong step forward for us,” Williams
stated. “It’s opening up new avenues, and
allowing us to surprise our customers with
the options we can now offer.”

As the new year progresses, Royer Corpo-
ration will be exploring new distribution
channels, avenues for decorating paper

Roger Williams, Royer Corp. president

products in the food service
industry and methods of
increasing manufactur-
ing efficiencies. “We have
a strong core competency
within our product lines,
and that’s due to our em-
ployees and the capabilities
they bring to our opera-
tion,” Williams said.

In the past 30 years, Royer
has evolved from a small
injection molder with
bleak prospects into a ma-
jor player in the hospitality
industry. “We're a fast and
flexible organization now,”
explained Williams, “and
we're offering our customers
the most economical solu-
tion for their product needs
without sacrificing quality
or function.” &

Hot Stamping Products.

Webtech can deliver all your hot stamping foil needs!

Complete Line of Hot Stamping Foil Products: Woodgrains, Metallics, Pigments, Holograms and Heat Transfers

WEBTECH, INC.

WWW. WEBTECH-HTS.COM

108 North Gold Drive Robbinsville * New Jersey * 08691 « Phone: (609) 259-2800 « Fax (609) 259-9311

Jan/Feb 2011 www.plasticsdecorating.com 9





