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Paul Zaidins is shown at the
Hawaiian Falls Waterpark in
Roanoke, Texas, one of many
American Locker locations
around the globe.
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The Key to Globalization
AMERICAN LOCKER LOCKS IN ON LOCALIZATION

veryone recognizes the
orange locker key from
trips to theme parks,
water parks, ski resorts,
and swimming pools.
The iconic plastic orangecapped key and lock
system has provided
customers a sense of
peace for more than
50 of the 80 years that
American Locker has been in business.
Paul Zaidins (’90 accounting), CEO of
American Locker, brought the company
back from the brink after losing a contract
with the United States Postal Service that
accounted for 70 percent of their revenue
in 2006.
Zaidins notes that American Locker was
“losing money and their records were in
such bad shape that they could not be
audited.”
“Under my leadership, we hired a staff
that cleaned up our accounting and got our
financial statement filings back on time,”
he says. He started as controller in 2006,
was promoted to CFO in 2007, and then

stores while shopping. Many people there
do not have cars and do not have a place
to keep other bags when making multiple
retail stops. It is a cultural market need
that one might not consider coming from
the United States.
With foreign offices in Canada and Hong
Kong and customers in Canada, Chile,
Greece, Hong Kong, India, Israel, Mexico,
Peru, the United Kingdom, and the United
States, the company is truly global.
However, all of the products are made in
the United States.
“We spend a lot of time speaking with
customers and potential customers about
the trend of localization. Localization is
the trend where companies are moving
manufacturing of products to the region of
the world where the product will be sold,”
he says. “This means the manufacturing of
many products are moving back to America
from Asia, which will help create millions of
U.S. jobs over the next five years.”
Many products still make sense
to manufacture in Asia. However, a
number of sectors are poised to return
to the United States for manufacturing—

“Localization is the trend where companies are
moving manufacturing of products to the region
of the world where the product will be sold.”
Paul Zaidins (‘90 management)
became president and COO in 2008. He
took the reigns as CEO in 2011.
Surprisingly, American Locker did not
have any intellectual property protection
for their brand until he took on the issue.
They now have trademarks on the style,
design, and color of the key.
People in the United States associate
the lockers with the company’s
amusement and recreation clients such
as Walt Disney World, Disneyland, Sea
World, Breckenridge, Keystone, Mammoth
Mountain, and Highland Hills Waterworld.
However, in Chile, people think of grocery
stores, where American Locker has more
than 40,000 lockers. There, customers can
securely keep their purchases from other

transportation goods, computers and
electronics, fabricated metal products,
machinery, plastics and rubber, appliances
and electrical equipment, and furniture.
“American Locker has begun building a
contract manufacturing business to take
advantage of this [localization] trend. We
recently relocated to a 100,000 squarefoot state-of-the-art metal fabrication
facility at the Dallas Fort Worth Airport.
This allows us to provide our customers
with more customization choices and
faster delivery at a competitive fully landed
cost. We have begun providing contract
manufacturing services to several Fortune
1000 companies.”

Keeping it “local” holds another
meaning for Zaidins. As a Boulder native,
Zaidins’ father was a professor of physics
at CU. When it came time for Zaidins to
choose a college, the local university made
sense—he not only wanted to stay in the
area but also was interested in learning
more about business.
“When I was at CU, ethics education
was just starting to be emphasized. The
ethics education helped provide me with
a good foundation for guiding me through
ethical challenges I would face later in my
career. I remember one professor asking
would you do something if you knew your
mother would read about it in tomorrow’s
paper? I have relied on that advice many
times during my career. Business school
taught me to think and solve problems
using a common sense approach,
knowing that the easiest answer is usually
the right answer.”
And while Zaidins is grateful to CU
for first introducing him to business
principles and practices, he’s quick to
credit the school with another life-altering
introduction. He met his wife, Sharon
(’89 business) at CU, and the two will
celebrate their 20th anniversary this year.
After graduating from CU, Zaidins took
a position with Arthur Andersen in Dallas,
where he remained for three years.
“I was very fortunate to start at a name
brand firm that allowed me to learn from
some of the best and brightest minds
in industry. My time at Andersen taught
me the importance of selling in business
success.”
Zaidins left Andersen and took a position
with one of his manufacturing clients.
This ultimately became his first crack at
working to “turn around” a business—
experience he’d draw on again with
American Locker. Eventually that company
was sold to a private equity firm. Zaidins
spent the next seven years of his career
in middle market investment banking
and chocolate. He supported Sharon as
she built two successful Rocky Mountain
Chocolate Factory franchises (both were
sold in October 2007).
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