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B U S I N E S S L E D G E R

Upon opening a box of cereal the other day, I no-
ticed that the cereal only filled about two-thirds of the
box. The rest of the box was filled by air trapped
inside the liner bag. That didn’t surprise me; it’s a
rare occasion when you find a package is filled to the
brim. It’s actually somewhat defensible — because we
know that some products actually do “settle” inside a
package. Just about all potato chip bags contain the
disclaimer: “Package is sold by weight, not by vol-
ume.”

But what is catching a lot of American consumers
off-guard is that while packages may look the same
from the outside, in many cases there is less product
in the container than before. Adding to consumer
anger is you and I are likely to be paying the same or
even more for the same size — but lighter — box of
goods.

This practice is known as “slack-filling,” and it’s
caught a lot of attention in recent years. A recent
class-action lawsuit by three plaintiffs against con-
sumer-products behemoth Procter & Gamble (which

makes Tide laundry detergent) accused the company
of routinely employing “deceptive packaging contain-
ing excessive empty space to mislead customers into
believing that they were receiving more laundry
detergent than they actually were.” Additionally,
notes class-action website Topclassactions.com, the
Tide lawsuit alleges “the larger packaging used in
Tide products gives P&G more shelf space for their
products, giving their product an advantage in gro-
cery stores.”

“In addition to the allegations of oversized packag-
ing,” noted Topclassactions.com, “the plaintiffs also
took issue with other aspects of the products’ packag-
ing design. The plaintiffs allege “the bottom of the
integrated pour spout ends well below the rim re-
quired for the screw in cap.” They illustrated their
point with photographs, noting, “There is simply no
reason, even with the spigot apparatus, why the liquid
detergent could not be filled to the top of the bottle.”

‘Slack filling’ may mean you’re paying more, get less

Bill 
Moak

CONSUMER WATCH

Consider
alternatives; 
buy cheaper
store brand 
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products, even a

tiny change can
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See Moak, Page 2C
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or a group of Jackson entrepreneurs, busi-
ness is all about giving back, and business
is good. 

Trensek, a technology company special-
izing in creating mobile applications, has
been on the scene less than a year, but the

small company is focused on having a big impact local-
ly. 

“The end game is to make money, but with us, I think
we all have a common goal in mind to show the next gen-
eration that it can be done,” Devin Jones, Trensek’s
chief of innovation and technology, said recently. 

Trensek was started nine months ago by a group of
young, energetic, African-American men from the
Jackson area. They’re backed by IMS Engineers own-
ers John Calhoun and Rod Hill. 

Located in downtown Jackson, Trensek’s building
looks like any other on Amite Street. Once inside, how-
ever, the popping wall colors, the open work spaces, em-
ployees on hoverboards and chain-link fences hung on
the wall create a work space abuzz with creative ener-
gy. 

As a minority in the tech field — African-American
men make up less than 5 percent of the technology
workforce — Jones said he and his team want to show
the world that good things are happening in tech in Mis-
sissippi. Then, they want to take their success and share
it with the upcoming generation. 

“For so long, people thought it couldn’t be done, espe-
cially by us. But yeah, we did it; we’re doing this,” Jones
said. “I’m sure they think it can’t be done. We really
want it to be something these JPS (Jackson Public
School) kids can see. We really, really want to share our
success with them. They have to see it. That is the main 
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Trensek's Devin
Jones, left, and

Meco Stokes are
among the

young, energetic
professionals
who are the

company's
driving force. 

Jackson 
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generation 
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See Startup, Page 6C

‘‘



The Clarion-Ledger 12/17/2015

December 17, 2015 9:43 am (GMT +6:00) / Powered by TECNAVIA

Copy Reduced to 79% from original to fit letter page


‘‘

2C Thursday, December 17, 2015 The Clarion-Ledger

Banner Hall - Exit 100
601/800 366.7619

 (Oxmoor $27.95)Rick Bragg
My Southern Journey
True Stories From the Heart of the South

Harper Lee
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 (Harper Collins, $27.95)
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8:00 - 8:00

Sun
9:00 - 6:00

Holiday Hours

Banner Hall - Exit 100
601/800 366.7619

 (Knopf $24.95)

Celebrating 
40 Years!

Stuart Stevens
The Last Season

Matthew Guinn
The Scribe and The Resurrectionist

 (Norton, $25.95)

SIGNED!SIGNED!

SIGNED!

As a teenager at her first job, Mi-
chelle Buckhalter remarked numerous
times that one day she was going to own
the business.

Those words took on new signif-
icance in February when she purchased
The Trophy Shoppe from Dan and Del-
ma Smith, owners of the business for
the past 22 years. 

“I had always said since I was 16,
‘I’m going to own this place,’ ” Buck-
halter recalled. “It’s a round circle
dream come true.”

In September, Buckhalter moved
The Trophy Shoppe to Jackson Square
Promenade on Terry Road from Apple-
ridge Shopping Center on McFadden
Road, where it was established 30 years
ago in the bowling alley. In recent
years, it had become the center’s lone
tenant. 

“We doubled our size,” Buckhalter
said, “and we’re less than 2 miles from
where we were. We really didn’t move
that far.”

The focus of the business is the same
— trophies, awards and plaques — as it
has been through the years, but tech-
nology makes it possible to engrave on
an even wider number of surfaces,
such as crystal, glass and plastic, she
said. Trophies haven’t really changed
much through the years, although the
use of plastic for trophy toppers has
made them more affordable and al-
lowed for more use of color, she said.

Schools and sports teams are The
Trophy Shoppe’s main clients, but the
business has broadened its general
appeal by stocking numerous plaques
such as Husband of the Year and Moth-
er of the Year and corporate gifts such
as barbecue sets that can be engraved,
she said.

May is always the busiest month,
when schools schedule end-of-year
programs and sports teams wind up
their seasons, she said. The Trophy
Shoppe annually schedules a half-off
sale in March to encourage sales.

During the holiday season, business
has been brisk for engraving on Yeti
Rambler Tumblers, which are hot gifts
this year, she said. “Anyone can bring
something to us, and we’ll see if it can
be engraved,” she said.

Buckhalter, who was a stay-at-home
mom for 12 years, said that with the
purchase of the business she ensured
her two children, who are ages 13 and
15, will always have summer jobs. Her
husband, David Buckhalter, works in
the business as do her parents, Daphne
and David Shaw. “My family plays a big
part in this,” she said.

Often asked what to do with trophies

no longer needed, Buckhalter recom-
mends donating them to a Boys & Girls
Club or a program for youth that could
reuse them. “They can be repurposed
and re-engraved and will look good,”
she said.

The Trophy Shoppe is open from 10
a.m. to 5 p.m. Monday through Thurs-
day and 10 a.m. to 2 p.m. Friday. For
more information, call (601) 373-0320.

Contact Nell Luter Floyd at nell-
floyd@bellsouth.net.

Trophy Shoppe relocates
to site in Jackson Square
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Michelle Buckhalter, owner of The Trophy Shoppe, stands in her store that was recently relocated to Jackson Square Promenade.

Nell Luter
Floyd
RETAIL

Move helps double size 
of business, which offers 
a wide array of awards
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The Trophy Shoppe recently relocated from Apple Ridge Shopping Center to Jackson Square
Promenade.

“I had always said since I

was 16, ‘I’m going to own

this place.’ It’s a round

circle dream come true.”

MICHELLE BUCKHALTER
THE TROPHY SHOPPE OWNER

Also discussed was
the transparent strip
alongside the handle,
which indicates how
much product is left. By
strategically placing the
strip lower down the
bottle, consumers can’t
see that the product
doesn’t even come close
to filling the bottle. “This
is a conscious effort
intended to mislead the
consumer,” Topclassac-
tions.com noted, “as the

Defendants knowingly
and deliberately chose to
add a transparent strip
that would not allow
consumers to see the
significant amount of
empty space toward the
top of the container.”

If you don’t think it
affects a company’s bot-
tom line to reduce the
amount of laundry de-
tergent by a few ounces,
think again. When deal-
ing with the huge vol-
umes of consumer-prod-
ucts, even a tiny change
can mean profit or loss.
In this intensely compet-
itive environment, many
companies so fear rais-

ing prices that they have
sought to save money
however they can. But
some advocates claim
they’ve crossed the line
when they engage in
slack-filling practices.

P&G settled an
$850,000 lawsuit earlier
this year in California in
which consumers ac-
cused the company of
using false bottoms in
their jars of Olay mois-
turizer to make it appear
there was more product
in the jar than there actu-
ally was. P&G is not
alone when it comes to
this issue, however; pre-
viously, advocates have

accused numerous com-
panies of similar tactics,
including The Clorox Co.,
Unilever and McCormick
& Co. Inc.

Drugstore chain CVS
paid a $225,000 fine last
year for alleged vio-
lations of California
slack-fill laws.

In a June story head-
lined “How Do Compa-
nies Quietly Raise
Prices? They Do This,”
the Wall Street Journal
noted, for example, that
4-ounce boxes of McCor-
mick’s Black Pepper
were quietly replaced
with 3-ounce boxes,
which looked nearly
identical. (That’s 25 per-
cent less product for
about the same price.)

Usually, when a com-
pany is accused of such
nefarious practices, they
will argue (often con-
vincingly) that slack fill
is necessary to protect
the products inside; to
deter theft (that’s why

CDs are sold with those
infuriating plastic
frames); or to allow for
proper use of the prod-
uct. For example, micro-
wave popcorn packages
must have extra space to
accommodate the expan-
sion of the popcorn once
it’s heated. These expla-
nations make it difficult
for regulators to go after
companies for using the
“slack-fill” tactic. In fact,
the federal regulations
concerning slack-filling
give six exceptions
which would exclude a
company from being
called deceptive; some
states are even more
lenient.

But while this battle
rages on among indus-
tries, regulators and
armies of lawyers, con-
sumers may feel they’ve
been left in the cold when
trying to make the wisest
use of their dollars. So,
here are a few ways you
can make sure you’re not

being led down the prim-
rose path:
1. Compare unit prices.
Unit pricing allows you
to compare products by
weight, by number or by
some characteristic
shared among brands.
For example, toilet paper
might have a unit price
per sheet; bags of dog
food have a unit price per
pound. That way, you’re
comparing apples to
apples. Most retailers
have a unit price on the
shelf, allowing you to
make a fair comparison.
2. Pay attention to
weights and volumes.
We’re all creatures of
habit, and some of us are
intensely brand-loyal
when it comes to certain
things. We’re more likely
to just grab that familiar
jar of peanut butter and
less likely to notice the
weight on the jar has
decreased.
3. Use store brands. Of
course, many of us
wouldn’t dream of using
a store-brand peanut
butter or soft drinks. But
often, they are virtually
indistinguishable from
the branded product.
And, without the expense
required to maintain a
brand in the market-
place, it’s a better deal
for you. Of course (as we
saw with the CVS law-
suit), it’s not a total solu-
tion; still, you’re likely to
be paying less in the first
place. 

Contact Bill Moak at
moakconsumer@gmail.
com.
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