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Balance: A personal touch helps with social 
media. So does knowing when to be quiet
S ocial media can be a 

cesspool. It can also 
be an open line of com-
munication directly 

between customers and compa-
nies. It all depends on how you 
use it. Used well, companies 
can convert social media shares 
into free advertising. Highlight-
ing employees and work-related 
perks can help attract talent. 
Use it poorly, and you can turn 
off that same talent or those 
same customers.

It’s all about balance. Just as 
Mom told you to eat your veg-
etables and not just dessert, 
it’s important to generate a mix 
of content when posting about 
your company. And when pick-
ing who to follow, it’s important 
to be open to different view-
points.

This is our third special re-
port on social media in the plas-
tics industry. (We try to avoid 

d u p l i c a t i n g 
past indi-
viduals and 
c o m p a n i e s 
on the list.) 
When going 
through the 
list of suggest-
ed accounts 
to follow from 
both PN staff 
and readers, 
we try to em-
phasize those 
that stand 

out. Typically, those accounts 
feature a personal take on busi-
ness, shine a light on employ-
ees or celebrate connections to 
the community.

There are a lot of accounts 
out there that mostly consist 
of reposts of content from else-
where. There are also accounts 
that haven’t been updated in 
months or even years. I’ve run 
across more than a few that 

have one post from several 
years ago — from organizations 
that I know are very active in 
the industry elsewhere.

It’s not surprising that Linke-
dIn is the most popular plat-
form for the industry. Plastics 
News’ Sarah Kominek has cov-
erage elsewhere in this issue 
about companies embracing 
alternative social media plat-
forms such as TikTok where 
they can connect with a differ-
ent audience.

The social media accounts we 
mention in this week’s report 
are just a slice of what’s out 
there, obviously, but there are a 
lot more to explore.

I’d suggest to begin by mixing 
things up. Make sure you don’t 
follow just companies that are 
in the same business as you. If 

you’re a maker of blow molded 
packaging, then be sure to see 
what thermoformers and injec-
tion molders are up to. Perhaps 
you have common problems 
you can learn from. Or maybe 
they’re getting into a line that 
you supplied previously.

Follow groups with a differ-
ent point of view from you. If 
you follow plastics industry 
supporter Chris DeArmitt, con-
sider following someone like Ju-
dith Enck or Jan Dell — both of 
them involved in environmental 
issues but from a very differ-
ent perspective. Add both the 
Plastics Industry Association 
and Greenpeace or Oceana to 
balance out what each group is 
saying.

That’s not to say that you 
have to agree with them. And 

you definitely don’t need to 
argue with them. Think of it as 
opposition research so you can 
keep up with what arguments 
may be used against the indus-
try. (With the caveat that some-
times, for your mental health, 
you’ve got to mute people ev-
ery once in a while. Heck, I have 
family members I love but need 
to mute on occasion.)

Social media isn’t just a tool 
to get your message out; it’s 
also a stream to bring in new 
information. But if you’re only 
hearing familiar echoes from 
friends in the industry who 
think like you do, then you’re 
probably missing out.

Rhoda Miel is Plastics News’ 
managing editor. Follow her on 
Twitter @PNRhodaMiel.
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With the skilled workforce of 
baby boomers leaving the man-
ufacturing industry, there is a 
knowledge gap that is not being 
handed down but instead re-
placed with newer technologies 
such as 3D printers and com-
puter-aided design.

The next generation is less 
likely to be involved in tool and 
die machine shop manufactur-
ing, which involves understand-
ing cutting tools, metallurgy, 
speeds and feeds, setting up 
CNC, and running fabrication 
equipment. Fortunately, 3D 
printing has come along, and 
the computer-aided design 
functionality is now part of en-
gineering courses at schools, 
making it more accessible to 
younger generations. However, 
the skills of machinists are not 
as broad as they used to be, 
which is a problem for tool and 
die and mold makers.

While there are advanced 
manufacturing programs at 

community colleges and voca-
tional schools that teach the 
fundamentals of being a ma-
chinist, the employer has to 
do the rest. According to the 
National Tooling and Machining 
Association, the skills gap is a 
significant concern for the in-
dustry, and it is estimated that 
3.5 million manufacturing jobs 
will be available by 2025, but 
only 1.5 million workers will be 
qualified to fill them. 

The need to have people com-
ing up through the ranks get-
ting trained is essential to have 
a deeper bench. The pay rates 
have also changed a lot due to 
the rising cost of manufactur-
ing.

Can we still engage boomers 
as consultants once they retire 
and age out? Firsthand expe-
rience suggests it is difficult. 
An employee who retired at 70 
tried to teach a class at the lo-
cal vocational school but found 
that the students weren’t inter-

ested and didn’t have enough 
math proficiency. With boom-
ers aging out, there will be a 
lag time for younger workers to 
catch up. An article by Forbes
reinforces this situation, sug-
gesting that younger workers 
may not be interested in work-
ing with older consultants, and 
the older workers themselves 
may be reluctant to work in a 
consulting role. 

Businesses need to assess 
whether this will have a short-
term or long-term economic 
impact. Small manufacturing 
companies will be dispropor-
tionately affected. Fewer people 
want the headaches of owning 
and running businesses and the 
broad technical requirements 
of running a business in manu-
facturing.

The manufacturing industry 
must find ways to replace the 
knowledge and skills that will 
be lost and encourage younger 
generations to become involved 

in hands-on 
tool and die 
machine shop 
m a n u f a c t u r -
ing to ensure 
there is no 
lag time in the 
skill levels of 
the workforce.

In the near 
future, new 
technologies 
will not com-
pletely sup-
plant tradi-
tional legacy 
ones. The lack 
of a skilled 
workforce is 
a problem 
that must be 
addressed to 
keep manufac-
turing busi-
nesses run-
ning smoothly, 

especially small manufacturing 
companies.

How will boomers exiting the workforce impact business?
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