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Follow @CanTechIntl for your daily news updates WORLD: NEWS & VIEWS

INX ADDRESSES COVID-19 SUPPLY CHAIN IMPACT AND CUSTOMER CONCERNS
INX International Ink has issued an update 
stating that it continues to work hard to 
ensure that the supply of its products to 
customers remain constant and secure while 
the company manages through the global 
Covid-19 situation.

Considering the urgency around the 
coronavirus and the potential supply 
chain impact, INX International has devel-
oped responses to some frequently asked 
questions to keep customers informed of the 
situation, which are as follows:

Q: Do you source any materials from 
China or other high-risk regions of the 
world?
With global manufacturing in place, we 
source materials from all over the world. We 
are proactively communicating with suppliers 
in China to secure supply and understand 
inventory levels. All of our vendors’ facilities 
are operational, and we continue to manage 
orders with them and make sure the logistics 
processes are in place to ship on time and 
avoid a supply disruption.

Q: Is there a possibility raw material 
used from China can be contaminated?
It is our understanding that in the rare chance 
raw materials were to be contaminated by the 
virus, it is not active after it has been on the 
surface for several hours. Our raw materials 
from China are shipped via ocean freight, 
which takes two months for delivery. Based 
on this information, we are confident saying 
our raw materials are free of virus.

Q: Have you assessed the risk of 
disruption to the coronavirus outbreak?
The spread of the coronavirus is unpredicta-
ble and global at this point. We manage risk 

on a regular basis and have even heightened 
the awareness as the outbreak is very fluid 
and continues to spread. All of our major 
manufacturing locations maintain emergency 
contingency plans that address all poten-
tial disruptions that might occur. We are 
constantly assessing our global capabilities 
and capacities in order to meet customer 
demands in the event other regions have 
disruptions in their manufacturing.

Q: Do you anticipate any disruption to         
supply or any delay to supply?
At this point in time we remain confident in 
our ability to maintain supply to our custom-
ers as we have done in the past. The situation 
can change at any time, so it remains critical 
that we continue to manage our supply chain 
in an effective manner. We engage in con-
stant, daily communication with our global 
supply base.

Q: What specific materials do you have 
that come from China and how much 
inventory do you have?
Our raw materials from China are mainly 
various pigments and photoinitiators. The 
vendors involved maintain inventory in US 
warehouses of 60-90 days. In addition, our 
facilities increased inventories to 90 days 
or more when the crisis started. Since then, 
all China vendors reopened their factories 
and the pipeline is being filled. We remain 
confident at this time that we will be able to 
fulfill customer needs. For specific questions 
about your materials, please follow up with 
your regional supply chain contact.

Q: What are you doing for the safety and 
well-being of your customers, business 
partners and employees?

Alupro appoints Prova 
to champion aluminium 
packaging benefits

Alupro has appointed cleantech and environ-
mental communications consultancy, Prova, 
to manage its external public relations activ-
ities. The agreement will see Prova deliver a 
powerful campaign to champion the benefits 
of aluminium packaging.

Partnering with Prova will help Alupro to 
maintain its position as the sought-after 
authority of the sector and position aluminium 
positively in the national packaging debate, as 
well as build strong links with the metal pack-
aging sector to stimulate the UK’s collection 
infrastructure.

Bev Burnham, head of marketing & 
communications at Alupro, commented: 
“Aluminium is a true packaging champion. It 
has an intrinsically high value, can be recy-
cled indefinitely and contributes to a perfectly 
circular economy.

“With climate change and sustainability con-
tinuing to hit the headlines across mainstream 
media, we wanted to champion the numer-
ous benefits of aluminium packaging and 
celebrate its circularity. Partnering with Prova 
will help us to increase our voice and influence 
behavioural change – a key priority in the 
midst of government consultations regarding 
packaging and collections.”

UK announces plastic packaging tax
As part of the UK’s Budget 2020 (the first 
under Boris Johnson’s government), the gov-
ernment has announced the introduction of a 
tax on plastic packaging containing less than 
30% recycled content.

The tax will come into force in April 2022 
and will be set at £200 per tonne.

Chancellor Rishi Sunak has stated that the 
tax “will increase the use of recycled plastic in 
packaging by 40% – equal to carbon savings 
of nearly 200,000 tonnes.”

Elsewhere, the Treasury announced 
£700,000 to develop IT capability to 
administer the future Extended Producer 

Responsibility scheme for packaging.
The chancellor also unveiled plans to 

remove the tax relief on ‘polluting’ red diesel 
– meaning an increase in costs for many 
using heavy machinery in the waste and 
recycling sector.

INX management teams are continually mon-
itoring the situation and are committed to 
take appropriate actions for the safety of 
our employees, vendors, suppliers and oth-
ers dealing with our products or person-
nel. Consequently, we have instituted travel, 
meeting, delivery and shipment policies to 
best address concerns based on our current 
knowledge. 

These policies include company-wide work-
place prevention initiatives, travel and meet-
ing restrictions, and educational initiatives. 
Rules and laws may differ in countries outside 
the US, and we are working with all our world-
wide personnel to assure best practices and 
compliance everywhere.
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Installing was relatively pain-free; a team wired in 
the panels across the site and we have a dashboard 
in on our factory floor that shows us how much 
power we’re generating from the solar farm on the 
roof.  Maintenance has also been straightforward 
and the panels have not required any cleaning since 
their installation. We have had only one or two 
repaired through simple wear and tear.  
   As packaging manufacturers, suppliers and stock-
ists, we know how important it is to show that we 
are actively looking for ways to reduce our carbon 
footprint. I’m pretty sure that this will become a key 
metric in the procurement process, if  isn’t already. 
Laura Fernandez, packaging technologist at Marks 
& Spencer, says the company is already looking at 
ways that they can rate suppliers against factors 
such as their use of  renewable energy. 

We know from our own customers that they are 
looking for packaging materials with heightened 
environmental credentials. Every piece of  metal 
packaging produced by our factory is produced 
with machinery powered by the solar farm.  

We share our environmental policy and we 
know that our solar farm gives confidence to our                 
customers. It’s also important to our customers’ 
customers, everyday consumers, who are looking 
for greener alternatives and want to physically see 
how a piece of  packaging is pulling its weight.

There couldn’t be a greater reason to adopt solar 
energy – simply greener packaging.  CT

PWilkinson Containers is covering every flat 
roof  on our factory site in Bermondsey, 
where we’ve been based for over 40 years. 
We are a packaging stockist and provide 

materials to businesses large and small worldwide 
and are the only independent can makers left in 
the capital. As early adopters of  solar energy, our 
site is one of  the largest solar farms in the heart of  
London. 

In 2017, The Telegraph reported that London 
was seriously lagging in its deployment of  solar 
energy. The capital was making a slim contribu-
tion to the total installed photovoltaic capacity for 
England, Wales and Scotland estimated by the 
Ofgem feed-in tariff  report for 2016 at 3,609 mega-
watts from almost 748,000 installations.  Regionally 
the area provided just 2.25 per cent of  Great 
Britain’s overall photovoltaic (PV) capacity. 

There are lots of  reasons for the slow take up 
– the structural complexities of  the capital, a fluc-
tuating population and different types of  property 
ownership all play a factor. 

But as Holly Walton, business solutions develop-
ment manager at E.ON UK observes, we may be 
approaching a new solar revolution: “Any organ-
isation with the long-term view that low-cost, 
carbon-free energy is important to them or their 
customers should consider solar power as a way of  
achieving their aims.” 

THE CASE FOR SOLAR MANUFACTURING 
We’ve been based on our site in the centre of  
London for over four decades; it’s our heritage 
and we certainly don’t have any plans to move the 
family business. In this sense, solar panels were a 
no-brainer -they were an investment into our own 
sustainable future.  

Solar panels generate energy all day and even 
overnight if  there’s a bright, full moon. This powers 
our entire site – our can making factory, warehouse 
and offices. Of  course, during peak times, we do 
also draw from the National Grid.  However, our 
solar farm literally powers everything – our whole 
electricity usage, whether it’s recharging a laptop; 
a hybrid car; e-bikes; forklifts; machinery on the 
manufacturing line; or charging phones and boiling 
the kettle at lunchtime. 

In 2010, P Wilkinson Containers and William Say Co. 
opted to install solar panels. Stu Wilkinson reports
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COMMENT 

Why we became London 
solar manufacturing pioneers 
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RecyCan, used packages from households are 
detinned and melted back down into raw steel at 
the steel mill. A sophisticated system is then used 
to turn this back into tinplate, which can be used to 
manufacture new cans. 

“In other words, RecyCan is an additional 
method that represents an alternative to proven                 
sustainable steel packaging recycling at the steel 
mill. Both recycling concepts are characterised by a 
closed material cycle that allows for the recovery of  
valuable primary resources. In both cases, the result 
is nearly complete recycling of  the steel packaging 
material.”

A privately-owned company, it is                                           
headquartered in Thun, Switzerland. The group                                           
produces high-quality metal and plastic packaging 
in six locations: Hoffmann tins in Switzerland and 
Holland; Polyfoil and plastic tubes with Neopacin 

RecyCan is actually a co-development 
between Thyssenkrupp Rasselstein 
GmbH and Hoffmann Neopac,  the 
outcome of  a pilot project. Hoffmann 

wanted to make new food cans from used cans with 
the steel from household packaging. Tinplate man-
ufacturer Thyssenkrupp Rasselstein teamed up and 
together they built a concept for the RecyCan. This 
is a pilot project in which 100 per cent of  the steel 
for packaging is reused in can manufacturing.

“At the request of  one of  our customers, a 
concept has arisen through collaboration with 
one of  our longstanding partners, Thyssenkrupp 
Rasselstein GmbH, where steel scrap from the dual 
systems, such as cans, crown corks or twist-off  clo-
sures, is turned into a new food can,” explains Mark 
Aegler, CEO of  Hoffmann Neopac. “This addition 
to our range of  cans is very appealing, especially for 
customers that value sustainability. 

“RecyCan is currently a novelty, not only because 
it is an innovation but also because it is only           
available in small quantities to begin with. It allows 
our customers to have an attractive unique selling 
point for their products.

“In Europe, North America and other major 
markets, metal tins are synonymous with sustain-
ability as they are recycled in well-established 
recycling streams,” says Mark Aegler, CEO of  
Hoffmann Neopac AG.

“The RecyCan line of  products takes eco-           
consciousness to the next level by achieving full 
circularity – completely recycled products that can 
continue to be recycled. And of  course, these envi-
ronmental benefits are achieved without sacrificing 
product protection or branding aesthetics.”

THE PILOT
On the Thyssenkrupp Rasselstein side,  the pilot 
project is also a success. Dr. Peter Biele, CEO 
of  Thyssenkrupp Rasselstein GmbH, says: “For 

At the end of February 2020, Interpack was still on and Hoffmann had still 
planned to introduce RecyCan Recycled steel-based Tinplate Packaging at the 
show. CanTech shared the preview of this innovation at the time. Now that the 
show is postponed, Dominique Huret takes a deeper look at this development
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RecyCan: pushing recycling’s 
boundaries to the limit

Dr. Peter Biele, CEO of  
Thyssenkrupp Rasselstein GmbH
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The Coronavirus outbreak is bring-
ing challenging times for all of  us, 
wherever we are in the world, and 
we hope everyone is keeping safe and 

well under the circumstances. Here at CanTech 
International, the team is now working from home, 
but for us that means business as usual as we 
are all set up. How is the rest of  the industry                  
adapting? 

As a publication we’ve reached out to the 
industry, but the short answer is, it’s impossible 
to predict the scale of  the challenge facing the                                                                        
industry and how best to cope with supply chain 
issues. At this early stage, we’ve provided a round-
up of  potential challenges and strategies the 
industry is putting in place.

A CRITICAL BUSINESS 
The Can Manufacturers Institute (CMI) is the 
national trade association of  the metal can man-
ufacturing industry and its suppliers in the US. 
Accounting  for the annual domestic production 
in the US of  approximately 119 billion food, 
beverage and general line cans; which employs 
more than 28,000 people, the CMI have raised 
concerns about the need for authorities to give 
special status to the industry. 

The recent Coronavirus has impacted on business throughout 
the globe. But how is the can making industry dealing with the 

impact to its supply chain?

“As the federal, state and local authorities 
around the country identify critical business-
es needed to remain open during the Covid-
19 pandemic, the Can Manufacturers Institute 
(CMI) strongly encourages can manufacturing be 
considered a critical business or essential indus-
try, explains CMB president, Robert Budway. 
“Authorities should consider not only can man-
ufacturing plants as critical but also the metal, 
coating and transportation suppliers as well.

“During a time when outsised demand for 
everyday canned foods, beverages and disin-
fectant products is straining supply chains, can 
manufacturers need to be able to continue manu-
facturing iron-clad containers that supply quality 
food and sanitising products to American con-
sumers. The more than 22,000 can manufacturer 
employees take great pride in producing durable 
metal containers for nutritious, affordable, safe 
and accessible foods and beverages.

“CMI asks that the president, state governors 
and local officials to place can manufacturing and 
their suppliers on every list of  critical or essential 
business to alleviate any additional concerns US 
Consumers may have with their dire need of  
canned products as they self-quarantine during 
this crisis.”

22  cantechonline.com
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The Aluminum Association has released an 
action plan as to how its adapting to the crisis. 
Here are some immediate steps the Aluminum 
Association is taking, notes president and CEO, 
Tom Dobbins:
� Effective 16 March, all Aluminum Association 
staff  will be working remotely through at least 
27 March. We will continue to be available 
through phone, email and other digital channels. 
Association staff  will reach out with specific guid-
ance for any impacts on upcoming committee 
meetings or other activities. We are confident we 
can maintain our service levels to the industry 
during this time.
� The Aluminum Association is following guid-
ance by the Centers for Disease Control and 
Prevention (CDC) and cancelling its in-person 
spring member meeting at the Broadmoor in 
Colorado Springs, CO currently scheduled for 
20-22 April. We plan to hold a virtual meeting 
during a similar timeframe with details to come.
� Our policy team is communicating regular 
health, safety and legislative updates with an eye 
toward aluminium industry impact. If  you are a 
member of  the Aluminum Association and would 
like to be added to these distribution, please click 
here.
� We are currently working with leadership to 
determine ways in which the association can 
assist and effective from 16 March, all Aluminum 
Association staff  will be working remotely through 
at least 27 March. We will continue to be available 
through phone, email and other digital channels. 
Association staff  will reach out with specific guid-
ance for any impacts on upcoming committee 
meetings or other activities. We are confident we 
can maintain our service levels to the industry 
during this time.

INK SUPPLY CHAIN
INX International Ink Co has issued an update 
stating that it continues to work hard to ensure 
that the supply of  its products to customers 
remain constant and secure while the company 
manages through the global Covid-19 situation.

“Over these last several weeks, we continue to 
diligently monitor the extent of  Covid-19 around 
the world,” said John Hrdlick, president and CEO 
of  INX International.

“The potential supply chain impact of  this pan-
demic is immense and unpredictable. Nonetheless, 
we stay committed to proactively manage our 
supply chain and monitor the labour situation. 
We are also in constant communication with our 
suppliers and are monitoring local and interna-
tional logistics and freight forwarders, especially 
in high-risk areas around the globe.”

At this point however, the company is confi-
dent in maintaining its ability to maintain supply 

to its customers as it has done in the past. Sun 
Chemical too, is confident of  maintaining its sup-
ply chain, as explains Jeffrey Shaw, chief  supply 
chain officer.

“At this time our manufacturing and ware-
house sites continue to operate, raw materials 
continue to flow, and logistics providers continue 
to ship materials in a timely manner. With new 
governmental regulations enforced and varying 
restrictions in place around the world, we contin-
ue to work with all our stakeholders to make sure 
the fulfilment process works in an undisrupted 
manner.

“We have a vast global network in place to 
manage these changes and an integrated supply 
chain approach. Inventory levels remain in place 
while we continue to fulfil customer orders.”

SPREADING ASSETS
In a move which may well be inevitable post Covid-
19, Tata Steel’s global CEO, T V Narendran, has 
stated the company will reduce its dependence 
on China, with possible supply avenues to be 
explored, including Turkey and Brazil. 

“We reviewed the situation arising in China due 
to the virus outbreak in the initial weeks. While 
we do not depend on China as a market for steel, 
we do source some of  our consumable items from 
it. We are thus trying alternative supply sources in 
places like Turkey and Brazil,” he said.

In the wake of  the crisis, it seems inevitable that 
an overreliance on one territory will be avoided in 
the future, to minimise risk.  CT  
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Do you notice more customers seeking 
to outsource the maintenance and 
upgrading of printing machines?                                                                                                                                        
Straka: We do notice that customers have start-
ed to outsource their workshops. Often it starts 
with the electrical specialist, but moves on to the 
mechanical workshop too. Upgrading a machine 
however has always been a main service of  ours, 
as a supplier and we see a clear increase as market 
demands for the products of  our customers have 
changed.

Your offer for service will also include the 
upgrade of older types of Koenig & Bauer 
equipment? 
Straka: Our technical archive goes back to the 
1950s. In daily work, it’s common to work on 
machines and ovens from the mid 1960s until today. 
There are many reasons for an upgrade. 
   In the first place, printing technology has seen 
big improvements in quality of  printing over the 
past 20 years. An upgrade of  a printing press serves 
its purpose, if  the machine at hand offers enough 
printing capacity. Otherwise, it is better to opt for 
a new, modern and high capacity press. Secondly, 
the coating technology has not evolved that much 
compared to printing. Here an upgrade and an                                                                                
overhaul is of  interest; for instance, for any 
Mailänder 460 type, as many upgrades are avail-
able that upgrade modern features to an existing 
machine. Another factor is that the requirements 
for drying have evolved a lot. 

Reasons for an upgrade are plenty: air purifica-
tion, thinner sheets, energy efficiency, production 

speed, and safety. A last remark in this context is 
that for all machines and installations, the current 
focus is on modernising the electronics. PLC con-
trolled electronics were introduced in the late 1980s. 

In general, after 15-20 years PLC manufactur-
ers declare their products obsolete. After all, it is 
not only the PLC itself, but also the programming 
software on Windows computers that is becoming 
obsolete. Replacement by a modern Siemens S7 
PLC extends the lifetime for another 15 years. 

Does your company ever sell the               
second-hand machines for your customers 
if required?  Or do you pass this to traders 
if so? 
Straka: We are not a second-hand dealer. However, 
in the scope of  the purchase of  a new machine, we 
trade-in an existing machine from the customer. 
Such a machine we may sell as it is, overhaul it or 
upgrade it and then sell back to the market.

Are you offering the relocation of existing 
machinery for your customers?
Straka: Yes. A line that is going to run for another 
20 years or more in a different location deserves 
to be installed with the expertise of  the original 
manufacturer.

Do you have any other remarks in
connection with refurbishment and service?
Straka: In particular I’d like to mention the retro-
fit of  the electronic equipment and the drives. We 
offer this for our Mailänder presses and coaters, for 
our MetalStar presses and also for our LTG ovens.
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Suppliers to the can making industry 
offer tailor-made solutions
For the company Ferrum, the well-known Swiss 
supplier of  seaming machines, the view on              
refurbishment or upgrading of  seamers is some-
what different. 

Area sales manager Bart Roels, comments: “For 
us, by far the biggest market in the last 15 years is 
beverage cans.

 “Yearly, up to 120 or more high capacity bev-
erage canning lines are being installed, of  which 
Ferrum supplies the vast majority. We are so suc-
cessful that we have almost no time to take back 
somewhat older seamers, to refurbish them and to 
sell them on the market. 

“Nevertheless, we look at this occasionally, 
but every time we see we are not organised well 
enough (owing to our aim for Swiss precision). But 
we will certainly get better prepared for refurbish-
ment in the future.’’ 

Roels explains the different criteria for replace-
ment and/or refurbishment for machinery in the 
beverage can market.

“The market growth of  beverage cans world-
wide is enormous, more than three per cent annu-
ally,” he says. “You will not easily find 20-year-old 
machinery in the beverage can market, whereas 
you can still find machinery in the market for 
food and non-food cans that is 40 years old. The 
enormous market growth and heavy competition 
compels the huge brand owners of  beer and soft 
drinks of  the world to work only with the most 
modern equipment available. Line speed is a 
key factor in this policy, but maximum hygiene is 
another key factor in investment decisions. 

“Existing older lines, including our seamers, are 
bought up by second-hand traders and they go 
often to developing countries. We do not play a 
role in this at the moment.’’

For large scale machinery for the can making 
market, things are again somewhat different, 
according to the Dutch company VMI.

Sales manager Johan Jonkman explains: “VMI 
now offers can washers, dry-off  ovens, wash- 
coaters for the two piece food can industry, bottle 
can rinsers and hot water heaters. The bottle can 
rinser is new to our portfolio, having been intro-
duced in 2017. 

“In general, VMI does its own upgrades and 
retrofits. At some points we are offering with some 
companies in the market (like for instance IPS) 
specific solutions.

When asked whether the company offers the 
service including the upgrade of  older types of  
your equipment, Jonkman adds: “We do offer 
this service, but whether or not it is worthwhile is 
highly dependent on the sort of  upgrade required 
and on age and state of  maintenance of  the 
equipment.
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“We don’t sell used equipment. We leave that 
in the competent hands of  specialised companies. 
“If  required we do offer our service for relocation, 
but can washers are not all too often relocated.’’

The Cazander Brothers from the Netherlands 
have been active in this niche market since 1996. 
By now, over 500 companies in 100 countries 
worldwide have either bought quality used can 
making machinery from Cazander or sold used 
equipment to Cazander. 

Commercial director, Arnold Cazander 
explained about the change in attitude towards 
refurbishment/upgrading: “We look positively at 
this movement. It is quite positive for the whole 
idea of  machinery re-use. The move fits perfectly 
into the growing awareness about re-use, the 
importance of  a circular economy and we do not 
see this at all as a threat to our business – on the 
contrary. 

“In particular, if  a company like Koenig & 
Bauer gives a kind of  guarantee after a retrofit, 
that is the confirmation that the customer will get 
his machine back in ‘almost new’ condition. 

“Our longstanding partnership with the Dutch 
engineering company Veldkamp, with their 70 
engineers specialised in can making machines, 
allows us to do the same, up to complete reloca-
tions of  machinery.’’ CT

“In particular, if a company like Koenig & Bauer 
gives a kind of guarantee after a retrofit, that is the 
confirmation that the customer will get his machine 
back in ‘almost new’ condition.” 
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Google Trends data demonstrates that 
web searches for the phrase, “how 
much does a robot cost?” have dou-
bled since 2009. From heavy duty 

six-axis arms to SME-friendly collaborative mod-
els, robot pricing can vary as wildly as the            
specifications of  each machine.

Remember, the cost of  deploying robotics can 
go far beyond the robot’s price tag. As well as 
installation costs, factories may need to build 
segregated work areas or additional backup 
power units before a robot can be deployed.  
That’s not to mention peripheral technology, such 
as sensors, variable robot grippers and any neces-
sary mounting apparatus. When you factor in the 
robot’s engineering and maintenance costs too,                                                                          
budgeting isn’t always as easy as requesting a 
quote.

A report by the Boston Consulting Group 
suggested that, in order to arrive at a solid cost 
estimate for robots, customers should multiply 
the machine’s price tag by a minimum of  three. 
Let’s say a six-axis robot costs £65,000, custom-
ers should therefore budget £195,000 for the 

Determining the total cost and return on investment (ROI) of a 
robot isn’t straightforward, as Nigel Smith, managing director 

of industrial robot supplier TM Robotics, explains

investment. That said, should the robot require a 
more extensive equipment overhaul, such as the 
addition of  auxiliary machinery or conveyors, a 
multiplication of  four or five times the cost of  the 
robot may be required.

Then, of  course, there are variable costs to 
contemplate. These include the labour, energy, 
materials, ongoing maintenance and production 
supplies required to deploy a robot successfully. 
Due to the varying nature of  manufacturing 
facilities, these costs can fluctuate dramatically 
depending on the industry sector and size of  the 
operation. Plus, these costs are not always linear. 
Maintenance costs, for example, can change sig-
nificantly during the machinery lifecycle. 

Manufacturers can only calculate the ROI of  
an investment after establishing the robot’s total 
purchasing cost. Even then, manufacturers must 
consider several other elements, starting with 
robot use. 

FOOD MANUFACTURING EXAMPLE
Consider the following example. A food                   
manufacturer plans to use two SCARA robots to 
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Calculating robot ROI 
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automate pick-and-place processes. The robots 
will run for three shifts a day, six days a week, 48 
weeks of  the year. The equivalent labour usually 
requires two operators per shift, equating to six 
operators to complete the same throughput over 
a working week. 

Using the average salary of  a UK production 
operative as an example, at £25,000 per annum, 
removing these roles would reduce labour costs by 
£150,000 a year. However, even with the deploy-
ment of  a robot, human labour is not entirely 
eliminated. A good rule-of-thumb for labour esti-
mations alongside a robotic system is 25 per cent 
of  current costs, reducing the total labour budget 
to an impressive £37,500 per year. 

Minus this figure from the total robot purchas-
ing cost we determined earlier, and manufacturers 
have an estimated ROI for the first year. Choosing 
a reputable supplier and robot manufacturer will 
also ensure the longevity of  the machine, allowing 
users to reap these ROI rewards for years to come. 

With this calculation in tow, the reward of  robot 
investment clearly outweighs any risk.  

That said, there are some flaws in this method 
of  ROI calculation. Unless a longwinded procure-
ment and production analysis is completed, many 
of  these figures are estimates. 

What’s more, this process does not consider 
problems that could occur, such as equipment 
breakdown or unplanned downtime. For a true 
reflection of  ROI, manufacturers should conduct 
a thorough cost analysis based on the operations 
of  their facility, as well as a risk assessment. 

But what about the complementary benefits 
of  robots that aren’t considered in this calcula-
tion? Robots are predictable and therefore offer 
peace-of-mind for delivering productivity gains 
to improve a factory’s bottom line. For instance, 
eliminating the likelihood of  human error in 
manufacturing processes can reduce scrap mate-
rial, minimise reworks and improve the consist-
ency of  products. Each of  these factors represent 
increases to a manufacturer’s profit, separate to 
the overarching ROI of  the robot.  

Search queries for robot pricing are increasing, 
demonstrating a growing demand for productivity 
gains through robotic deployment. 

In fact, according to the Annual Manufacturing 
Report 2019, over three quarters of  manufac-
turers are ready to invest in new technologies 
to boost productivity. No doubt, robots will be 
among these investments. Good quality robots are 
interminably predictable and offer peace-of-mind 
for financial returns. As manufacturers consider 
investing in robotic technology for productivity, 
it’s vital they have a clear grasp of  ROI validating 
purchasing  decisions.  CT  

“However, even with the 
deployment of a robot,
human labour is not entirely 
eliminated”
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Canned drinks: 
The sustainable 

solution

CODING 

have been hitting the shelves at a rapid pace. As 
a material which holds durability and reusability, 
the popularity is only surging, and because of  
this, the insidious popularity for plastic is on its 
way out.

With the European Commission’s Circular 
Economy Package (CEP) having set a packag-
ing recycling target of  75 per cent by 2030, the 
advent of  aluminium as a packaging alternative, 
which can suit the needs of  the circular economy, 
has become an extremely appealing one.  

However, despite its infinite recyclability and 
versatility, the canning industry continues to 
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With the rise of  the eco-                              
conscious consumer, the thirst for 
canned drinks is stronger than 
ever. Industry reports contin-

ue to indicate the sustained growth across the                          
beverage canning sector, and the pressure is on for        
companies to take action and meet the demand 
for sustainable packaging.

Due to this, metals and in particular alumini-
um, have become a favoured packaging material 
amongst manufacturers and retailers alike as a 
plastic alternative. From canned water and iced 
coffees to wine and craft beer, canned drinks 

Russell Wiseman head of Global Beverage Solutions at Domino Print-
ing, looks at how companies seeking to meet sustainable demand, can         

overcome the challenges of coding and marking on aluminium and                    
secure their products on the ever-expanding modern-shelf

Russell Wiseman
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At Tata Steel, we want to share the knowledge 
and potential of  steel recycling with future gener-
ations, so that they deepen their understanding of  
the possibilities of  recycling for the environment, 
long before they become adults – and ultimately 
go on to boost worldwide recycling figures. Steel, 
as we know, is a model material for a circular econ-
omy and is recycled more than any other primary 
packaging material in Europe.  But we can do more.

Nicola Jones is our packaging and recycling 
education manager for Tata Steel in Europe and 
she visits schools across the UK to help the next 

Knowledge 
is POWER

We’re just a few months into a new 
decade and public awareness of  
sustainability and the environment 
seems to be at its highest ever levels. 

Certainly for many in the younger generations, it’s 
wonderful to see that a sustainable and responsi-
ble attitude towards the environment is the new                               
norm. It’s particularly important for can manu-
facturers and material producers to support the                  
education of  the next generation, and to tell 
the story of  our material and its benefits from a                                                      
sustainability point of  view.

Simone Vooijs, director of  operations at Tata Steel in Europe, talks about 
the power of  learning when it comes to shifting attitudes towards our 

recycling responsibilities
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generation understand the reality of  recycling – in 
fact, Nicola has visited over 500 schools in the pro-
gramme so far, reaching out to over 10,000 students 
to present the lifecycle of  a can and explain the 
infinite recycling potential of  steel packaging. 

Young children today are the first generation 
to be raised in an environment where recycling is 
central, but despite often knowing more than their        
parents, and at a younger age, we’ve found that 
there are still some gaps when it comes to recognis-
ing the environmental credentials of  cans, and the 
positive effects of  steel recycling.

Our school workshops use jargon-free language, 
simple analogies and games to educate young peo-
ple about steel packaging and recycling. One of  the 
most popular and well-received activities is when 
Nicola helps the children to examine, for example, 
the thickness of  a human hair to help students com-
prehend the immensely thin coating of  tin applied 
to a steel can to prevent rust. 

Another great way to open up dialogue on          
recycling is to structure some interesting facts into 
a quiz, where the children might be encouraged to 
guess the melting point of  steel as a starting point 
for discussion. 

The school workshops will often include engaging 
video material and cover topics including: an intro-
duction to steel and how it is used for packaging in 
items such as food cans and biscuit tins; how steel 
packaging protects and preserves food, drink and 
other contents; what makes steel such a sustainable 
material – with a focus on how it can be recycled 
over and over again; and the life of  a can – showing 
how steel packaging can be recycled indefinitely 
if  we put used cans into street collections and can 
banks.

The response and enthusiasm we get from our 
classroom sessions leads us to believe that interac-
tive workshops and school outreach go a long way 
to help encourage a sense of  personal and environ-
mental responsibility from an early age. What we 
have also discovered in the process is that children 
are keen to re-share the message with the adults 
around them: their teachers, parents, grandpar-
ents and siblings. This not only empowers whole 
communities to want to recycle and reduce waste 
but also deepens their appreciation of  the hugely 
positive impact their recycling actions have on the 
environment on a global scale.

One of  the most important messages we deliver 
in our workshop is that packaging is not always 
an environmental negative, or something to be 
avoided.  We hope to share with the next gener-
ation an understanding that for certain materials 
(such as steel, which can be recycled forever over 
and over again) packaging can be made to be both            
responsible and useful. 

In fact, in the instance of  food storage, steel 
packaging actively contributes to the avoidance 

of  food loss and waste, which are issues in need 
of  big action, and another great starting point for            
constructive debate amongs students.

All recycling workshops for schools are tailored 
to curriculum requirements and include activities 
to gauge learning, but in addition, we do also offer 
talks and workshops to adult groups including         
voluntary organisations and employee groups.

If  UK-based readers would like to arrange for 
Nicola to visit your school or group for an educa-
tion workshop on steel packaging recycling please 
contact nicola.jones@tatasteeleurope.com and for 
more information, visit www.tatasteeleurope.com/
en/sustainability.  CT

TOP TIP
When talking to children about waste, try 
changing your language – replace the words 
‘dump’ and ‘tip’ with ‘recycling centre’ and 
see what kind of positive impact it has on the 
way the children around you view waste and 
packaging, and the ways in which they can be 
responsibly recycled or disposed of.
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juices, various traditional Chinese health drinks 
and an apple vinegar drink,” explains Hubei 
ORG Packaging’s plant manager, Eric Li.

“Our coffee filling customers include Yili’s 
Sunrelas milk coffee brand in a 248ml 38mm 
neck bottle can. Inner Mongolia Yili Industrial 
Group is our main 38mm neck bottle can        
customer.”

China’s bottle can market is in an early 
growth stage, Li notes, as part of  a wider 
trend to consume drinks in cans which are                  
considered as premium packaging throughout 
the country.

“In China people are concerned about can 
contents; most beverages filled in bottle cans 
are for young people,” Li says. “Bottle cans 
are very popular in Japan, so we imported our 
bottle can technology from Japan.

“At this stage the bottle can market is still 
beginning here. We hope bottle cans will 
become popular in future.”

Universal Can Corporation (UCC) of  Japan 
supplied both of  Hubei ORG’s bottle can lines 
which are based on UCC’s licensed two-piece 
bottle can making technology.

Formed by a merger of  Mitsubishi Materials’ 
can making division and Hokkai Can, UCC 
operates three 1,600cpm bottle can lines in 
Japan producing mainly 300ml and 400ml 
bottle cans. All three bottle can lines are swing 
lines that are used to make bottle cans and             
regular beverage cans depending on local   
market needs.

Quality control (QC) inspection equipment 
installed in Hubei ORG’s bottle can plant 
has been supplied by CanNeed Instrument,            
supplier of  QC inspection instruments to the 
can making and beverage filling industries.

Hubei ORG’s other bottle can production 
facilities include three eight-colour Stolle print-
ers which also are used to print regular bever-
age cans. Hubei ORG produces 38mm neck 

A new growth 
phase 

Believed to be owned by a Taiwanese 
investor using licensed Japanese tech-
nology in an industrial zone near 
Shanghai, the addition of  the new 

line will increase the number of  bottle can lines 
in operation in China to five when production 
starts.
 

GROWTH OF BOTTLE CAN MARKET
China’s bottle can market still is in 

its early development stages after 
the first beverages in bottle cans 
began to appear five years ago. 
Prospects for increased bottle 
can use appear bright, as more 
Chinese soft drinks and beer 
companies look for new pack-
aging ideas to add value and                  
differentiate their products on 
shelves in supermarkets and con-
venience stores. ORG Packaging 
Group is China’s largest pro-
ducer of  aluminium bottle cans 
and one of  the country’s leading 
two and three-piece can mak-
ers. The group’s Hubei ORG 
Packaging Co subsidiary became 
China’s first bottle can maker in 
2015, when the company com-
missioned its Japanese-designed 
38mm wide neck bottle can line 
which produces cans in several 
sizes.

Hubei ORG expanded its bot-
tle can collection in 2017 when 
the firm installed its second bottle 
can line to produce 28mm neck 
bottle cans that can be supplied 
in a  range of  sizes.
“Our 38mm neck bottle cans 

are used for coffee drinks, fruit                

China’s bottle can industry is expected to enter a new growth phase 
following the recent installation of  its latest bottle can line. 

David Hayes reports
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cans in several body sizes including 200ml and 
248ml.

“Our bigger bottle can size is more popular 
because of  the large drinks volume that it 
holds,” Li says. “Coffee drinks and fruit juice 
in bottle cans are sold mostly in supermarkets 
and no small convenience stores.

“Being re-sealable is seen as a benefit in 
China; in winter when it’s cold, people can put 
hot water in their used bottle can to carry with 
them and drink.”

Hubei ORG’s 38mm wide neck bottle can 
production capacity is 800 million to one         
billion cans per year.

“Sales are growing gradually – it’s a very nice 
bottle can but the price is a little expensive; it’s 
about four times the price of  a standard bev-
erage can,” Li says. “Budweiser started taking 
our bottle cans two years ago; we are talking to 
other beer and soft drinks companies as well.” 

Hubei ORG expects beer bottle can orders 
to grow in future as part of  the current trend in 
China for beer companies to switch from using 
glass bottles to two-piece cans.

Beverage cans including bottle cans are 
regarded as premium packaging and are served 
in restaurants and entertainment venues, as 
well as being sold in modern supermarkets and 
convenience stores.
 

OTHER CAN LINES
Two other bottle can lines are in operation 
in China in addition to Hubei ORG’s pair of  
lines; the other lines employ a different can 
making technology that involves punching alu-
minium ingots to produce thicker wall bottle 
cans.

Most of  the bottle cans produced by this 
punching method are supplied to China’s beer 
companies.

Details of  China’s other newly installed fifth 
bottle can line have not been announced so 
far and the production technology used is not 
known.

“Our 28mm neck bottle can customer has 
other suppliers using different technology and 
their bottle cans are heavier than ours,” Li 
explains. “Business is getting better step by 
step. We can reduce production costs as our 
bottle can is lighter than other beverage can 
suppliers’ cans.

“Our customer thinks our bottle can is ok, so 
we can get orders.”

Beer sold in bottle cans is served in bars 
and night clubs mostly, as bottle cans are seen 
as upmarket products that are convenient to 
serve.

“We can benefit from the glass beer bottle 

to beer can trend. Our bottle can sales are 
getting better year by year,” Li comments. “We 
started supplying Budweiser in early 2019. We 
installed our 28mm neck 330 bottle can line in 
2017 and then started a trial with Budweiser in 
February 2018.

“It took one year to get a permit to supply 
them; so then we started delivering them com-
mercial orders in February 2019. Our bottle 
can business is increasing.”

Working a two-shift day, Hubei ORG is 
equipped to produce 300 to 400 million 28mm 
neck beer bottle cans a year. Current output 
is less.

“Our current line capacity is 600cpm equiv-
alent to 150 to 200 million cans a year,” Li 
explains. “We still have a lot of  capacity. We 
arrange production according to the custom-
ers’ requirements.”

Hubei ORG operates three can making 
plants in Hubei Province which, due to Hubei’s 
location in the centre of  China, also sup-
ply customers in Shandong, Guangdong and 
Shaanxi provinces.

“We changed to sleek cans from October because 
of the market – there were not enough orders for 
slim cans,” Li says. “We do filling here for our 200ml 
slim cans; we have a good filling line. About 80 per 
cent of our slim can customers want us to fill their 
200ml slim cans.”
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In addition to its two-piece bottle can plant 
in Xianning Economic Development Zone in 
Xianning City in the south of  the province, 
Hubei ORG operates a neighbouring two-
piece beverage can plant making slim and 
sleek cans.

Elsewhere in the province the company 
operates a three-piece can plant making bev-
erage and food cans.

When asked about the company’s other 
regular two-piece beverage cans, Li notes 
that Hubei ORG recently has converted a 
slim can line to produce sleek cans follow-
ing a customer request from Red Bull for a 
330ml sleek can to fill its War Horse energy 
drink brand which was launched in China in 
2018.

“We have a slim can line which we are 
changing to produce sleek cans after we got 
a big order from our customer Red Bull,” Li 
says. “We changed from slim cans to sleek 
cans in October. We can still make slim cans 
on this line but it takes four or five days to 
change the line back to slim cans again.”

Installed with two decorators, Hubei ORG’s 
slim can line capacity is over 700 million cans 
per year. The line includes a Stolle cupper, 
while the necker was purchased from Belvac.

“We changed to sleek cans from October 
because of  the market - there were not 
enough orders for slim cans,” Li says. “We do 
filling here for our 200ml slim cans; we have 
a good filling line. About 80 per cent of  our 
slim can customers want us to fill their 200ml 
slim cans.”

ORG Packaging is the only group in China 
to produce slim cans, according to Li.

The main reason the company has decid-
ed to convert its Hubei ORG slim can line 
to sleek cans is that most beverage filling 
companies have seamers designed to close 
202 cans and would have to buy new equip-
ment to seam 200 slim cans, which they are         
unwilling to purchase.

 Meanwhile, Hubei ORG is promoting 
its customized product design service to              
beverage filling companies looking to                                                                       
differentiate their products to competitors’.

Juice cans are produced in a large number 
of  printed designs, though the quantity for 
each individual design is not large.

“We can help customers open their target 
market – we have OEM cans we fill with 
beverages and ODM cans for them. We can 
do more: a can label change to a can shape 
change. 

“Many customers want their own unique 
products; for example, everyone uses a 330ml 
can so some will want a 300ml can.”

Customers can printing requirements 
also are changing. Li notes that ORG 
Hubei has installed a digital printer for 
customers requiring printed designs with a                                     
photographic quality printing appearance.

Beverage filling also is offered as part of  
ORG Hubei’s customer services to meet 
growing demand as more beverage com-
panies outsource filling to can makers to 
decrease their own corporate investment 
requirements.

ORG Packaging Group operates four bev-
erage filling lines in Hubei, Li notes, in 
addition to filling lines in other provinces.  Li 
points out, however, that the company does 
not fill beer or wine for customers.

“We fill over 80 per cent of  our slim cans, 
many of  them are exports to Malaysia, 
Vietnam, Russia and African countries,” Li 
says.

“All of  our 38mm neck bottle cans are filled 
here, while our 28mm neck bottle cans are 
filled by Budweiser at its Hubei beer plant.”

Meanwhile, Hubei ORG’s three-piece can 
plant produces 250ml beverage cans for ener-
gy and other drinks, in addition to food cans.

“About 90 per cent of  our three-piece 
cans are for Red Bull,” Li said. “We built 
our three-piece beverage can plant to supply 
Red Bull. They built a filling plant, and we            
followed them here with our cans.” CT
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“All of our 38mm neck bottle cans are filled here, 
while our 28mm neck bottle cans are filled by 
Budweiser at its Hubei beer plant.”
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supplements the KHS packaging portfolio and thus 
further strengthens it”. This format can replace 
the shrink film used to package packs of  12 or 24          
containers for transportation. 

With this development, KHS wants to help its 
customers to save more carbon dioxide in the pro-
duction process and the packaging itself  and in this 
way reduce their overall ecological footprint.

Sencon’s ELTP End Light Tester has received 
a complete redesign and is now branded as Quasar 
Light Detection. It is comprehensively equipped 
with the latest electronic and mechanical advances, 
which doubles detection sensitivity while prevent-
ing false rejects. Quasar’s six lane capability and 
increased top speed places it as the ideal light tester 
for the latest press designs, says Sencon.

Sencon’s MLT Micro Leak Tester for ends has 
received a similar increase in processing power, plus 
mechanical changes which further enhance this 
durable tester.  Additionally, Sencon will be unveil-
ing an all new automatic enamel rater (PG5600). 

To celebrate 30 years in business, 
Versatile Technology has relaunched 
its TKO65I Automatic Openability 
Gauge, with other gauges soon to follow. 

The gauge has a new V3 next generation processor. 
The case has also been updated to reflect the com-
pany’s new generation of  gauges. Also installed is 
a high-performance power supply, an ergonomic 
operator accessible keyboard and mouse for those 
after a more familiar navigation. The screens 
have also been upgraded to a 19’’ high definition          
capacitive LCD touch screen.

2020 sees Tata Steel showcase its full range 
of  high-quality packaging steels, including the 
company’s ECCS replacement product, trivalent              
chromium-coating technology (TCCT), Chrome 
Free Passivation (CFPA) solution and Protact            
laminated steel for three-piece cans.

A new can packaging system will form the cen-
tre-piece of  the KHS plans for 2020. The focus 
will be on a new development in secondary pack-
aging that, according to the company “usefully 

A round-up of new equipment innovations for 2020
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With a throughput of  five cans per minute, the 
company says that it is the fastest auto enamel 
rater available. It offers all the advantages of  
Sencon’s built-in self-checking technology in a 
compact, robust and economically priced system.

Koenig & Bauer has introduced  its new               
colour controller, MetalControl, into the market.
MetalControl reduces colour setup times down to 
a minimum with 100 per cent measurement and 
ensures guaranteed colour consistency during 
the whole production run through its analysis of  
every sheet.

Following the launch of  the Tonejet Cyclone 
in, Solucan is the first North American com-
pany to offer the canned beverage industry a 
complete digital printing solution with flexible                      
quantities offering customers access to infinite 
print  customisation options.

Wallram Group, the global tooling                         
provider with plants and customer-centres in US, 
Germany, Poland, Brazil and China, has devel-
oped a new lightweight-material for carbide-tool-
ing with a density around “10”. This is said to 
help can makers find specific solutions for their 
tooling requirements.

Stolle has introduced its new bottom reformer 
module for the Stolle E-NCKR. This is Stolle’s 
premier die necking, flanging and inspection 
system that was first introduced at Cannex 2018 
in China. 

Another new system is the new Stolle EO6 six-
out easy-open end conversion system that features 
a new 140-ton press. 

In 2020, SLAC has launched the Boxer, a new 
design bodymaker for DWI that makes two cans 
with each stroke. As a result, the Boxer has twice 
the output of  conventional bodymakers and uses 
less energy and floorspace than two conventional 
machines.

CMB has sold an internal lacquer spray 
machine as part of  its product range for a num-
ber of  years, the purpose of  this machine is to 
evenly coat the inside of  food or beverage cans 
with a precise amount of  lacquer, to prevent food 
or drink contact with the metal of  the can body. 
CMB’s new Reformat spray machine focuses on 
three areas of  development: 

greater energy efficiency, quicker 
changeovers and improved ease 
of  use. The company is also 
set to launch its Reformat 
decorator for 2020.

Prime Controls 
has introduced its new 
Eclipse Leak Detection 
System. Eclipse is a 
light-based leak detec-
tion technology for 
cans and ends. This 
ultra-sensitive leak 
detection technol-
ogy is eight times 
more sensitive than 
infrared and tradi-
tional light detection 
methods. Eclipse penetrates 
smaller cracks more effi-
ciently improving detection 
of  circuitous defects.

iwis has released a new 
CLA lubrication system for a chain drives.

Thanks to the use of  a special applicator, the 
new CLA lubrication system from iwis (CLA 
= Chain Lubrication Application) permanently 
delivers lubricant to the chain drive and other 
components – and in this way ensures a long 
chain service life economically, cleanly and with 
absolute precision. CT
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NEW PRODUCTS

Uncle Joe’s Mint Balls releases commemorative VE Day tin

Premium UK sweet brand, Uncle Joe’s Mint 
Balls, has launched a commemorative tin 
to mark the 75th anniversary of VE day and 
raise money for the country’s war veterans.

The special edition Tommy Tin is named 
after Uncle Joe’s worker Tommy Bennett, who 
helped ensure front line forces had a regular 
supply of Mint Balls before joining the war 
effort himself with the Royal Air Force. It also 
honours the British troops who fought in the 
war and who were nicknamed Tommies.

Shepherd Neame rebrands Spitfire beer with Canpack
Britain’s oldest brewer has chosen to 
work with Canpack to rebrand its iconic 
Spitfire beer. The latest cans, which 
feature Spitfire’s namesake plane flying 
through the middle of the logo, are 
printed using Canpack’s matt varnish. 
This finish enhances the beer’s new                
contemporary branding

“As one of Britain’s most recognisable 
brands, Shepherd Neame has an extraor-
dinary history of sharing British beer 
with the world. Canpack is proud to be 
a part of updating the classic beer cans, 
which accentuate the brand’s new logo 
and give the cans a fresh, stylish look for the 
future,” said Stephen McAneny, CCO of the 
Canpack Group.”

Louise Buet, marketing manager at 

John Winnard, joint managing director of 
Uncle Joe’s, said: “Here at Uncle Joe’s we are 
very proud of the role our Mint Balls played 
in boosting morale during the Second World 
War. Our sweets were taken to the front line 
by members of the armed forces from across 
the country and provided a welcome taste of 
home in the trenches, on-board ships and for 
those patrolling the skies.

“Indeed, the role of Uncle Joe’s Mint Balls 
was deemed so important that one of our 
own, Tommy Bennett, the firm’s only remain-
ing sugar boiler, was granted a six-month 
leave of absence from the Royal Air Force so 
he could train up his female replacement and 
ensure production continued.

“He was later to recall: ‘One week, I 
was boiling toffee and the very next, I was          
bombing the enemy in a Lancaster.’

Shepherd Neame, commented: “Spitfire 
Amber Ale is one of Britain’s most 
iconic beers, being sold in more than 
40 countries and holding a royal 
warrant.

“With our new logo featuring the 
Spitfire plane, we wanted to ensure 
that our cans were as appealing as 
the ales inside. With more choices 
on shelves than ever before, having a 
well-designed, enhanced can for our 
product – as well as one that cele-

brates our heritage and brand – is 
critical for success. Working with 

Canpack, we were able to ensure a great 
quality of the can’s print, which, together with 
stylish matt effect, supports our focus on the 
Spitfire brand and the value it represents.”

“We’re delighted to be marking VE Day with 
this, our commemorative Tommy Tin, and 
donating 20p from each sale to armed forces 
charities across the UK.”

This year’s VE Day on 8 May will mark 
75 years since the guns fell silent at the 
end of the war in Europe and there will be a                 
celebration of this important time across the 
UK from 8-10 May.

Uncle Joe’s Mint Balls are made by Wigan-
based William Santus and Co, a private-
ly-owned traditional sweet company, estab-
lished in 1898. The ownership has been 
passed down through the generations and 
the completely natural recipe remains a family 
secret today. The Mint Balls are still manufac-
tured using the same traditional methods as 
when Mrs Santus originally made the sweets 
from her kitchen in 1898.

Sneak Energy has expanded into the canned 
energy drink market by launching a trio of 
new products.

Containing no sugar, no preservatives, 
all natural flavours and colours, the canned 
range also boasts the inclusion of perfor-
mance-enhancing ingredients to deliver a cog-
nitive boost. The new energy drink flavours 
are Blue Raspberry, Tropikilla and Strawberry 
& Watermelon.

Marking the brand’s first move outside of 
the powdered energy drink market, the Sneak 
Energy team has spent two years developing 
the formula to meet the requirements of the 
can format, while staying true to Sneak’s 
values of great-tasting and functional energy 
drinks.

Will Peirce, co-founder at Sneak Energy, 
said: “Our expansion into canned drinks is 
primarily to meet the requirements of modern 
lifestyles and for convenience. Just like our 
powder formula our canned energy formula 
provides 150mg of caffeine to provide ener-
gy without the jitters or crash associated 
with sugary energy drinks. It also delivers 
enhanced alertness, focus and concentration 
through the addition of lesser-known ingredi-
ents such as ginseng and theanine, while still 
delivering caffeine, taurine and a healthy dose 
of B vitamins.

“Whilst it is hugely exciting to launch Sneak 
Energy in the canned drinks market, we’re 
still very committed to producing new and 
innovative powder flavours, and we have a 
number of announcements planned in 2020.”

Jonny Teeling, also co-founder, continued: 
“Brand is just as important to us as the 
product itself and it’s clear that consumers 
are choosing brands as a form of self-expres-
sion. Sneak was created to meet that desire 
for the creative industry spanning gamers, 
developers, producers, photographers and 
everything in between.

“Whilst the legacy brands are trying to 
address this market, it’s hard for them to do 
so from a place of authenticity. Our oppor-
tunity lies in offering a great product first 
and foremost, supplemented by a brand that 
directly speaks to this category.”

Sneak Energy enters canned drinks market

Launched in 2018 by Perice and Teeling, 
Sneak Energy has grown a loyal following 
in the gaming and creative industry. The 
brand now offers six different flavours of its 
powdered energy drink (plus limited edition 
flavours throughout the year), merchandise 
and now three flavours of its new canned 
energy product. 
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Hoffmann Neopac is set to introduce a new 
line of tinplate cans comprised of 100% recy-
cled steel to the marketplace. Made possible 
by collecting separated consumer packaging 
steel from standard household recycling, the 
company’s RecyCan portfolio closes the loop 
on sustainability through packaging that is not 
only completely recycled but also perpetually 
recyclable.

All tinplate cans contain some recycled 
steel. At the inception of the RecyCan pro-
cess, typical household steel like used cans, 
closures and crown corks are collected for 
recycling. After steel elements are separated 
from aluminium and plastic packaging via 

Smurfit Kappa’s TopClip product is launched by Royal Grolsch
Smurfit Kappa’s sustainable TopClip solution 
will be launched on the market by beer brew-
er Royal Grolsch as a paper-based replace-
ment for the plastic shrink wrap currently 
used on the can multi-packs.

The TopClip product appealed to Grolsch 
as it eliminates the need for single-use  
plastic and is 100% renewable, recyclable 
and biodegradable.

By replacing all the shrink wrap with the sus-
tainable TopClip product in the Netherlands, 
Grolsch will remove 100,000kg of plastic 
annually which is equivalent to more than 
four million plastic bags. The change is part 
of Grolsch’s goal to become a zero-waste 
brewery.

TopClip delivers on both sustainability and 
functionality as it fully covers the top of can 
multi-packs, protecting them from contami-
nation and providing consumer handling and 
branding opportunities.

Speaking about the collaboration, Joost 
Nawijn, packaging development specialist 
at Grolsch, said: “An independent Life Cycle 
Analysis has shown that replacing the current 
plastic shrink wrap around the cans with 
the new TopClip packaging ensures a car-
bon dioxide reduction of 36% compared to 
new plastic shrink wrap and 16% compared 
to recycled plastic shrink wrap. The total 

magnet, they are shredded 
and de-tinned before being 
pressed into cubes. They are 
then melted down to raw 
steel and cast into slabs. 
The slabs are hot-rolled, cold-
rolled and tin-plated to pro-
duce packaging steel, which 
can be printed and formed 
into fresh new tinplate                             
packaging cans.

Ideal as packaging for a 
variety of premium organ-
ic and speciality products including infant 
nutrition, coffee, tea, cosmetics and tooth 

Coca-Cola European Partners adds Coca-Cola Energy Cherry to range
Coca-Cola European Partners 
(CCEP) is building on the suc-
cess of the launch of Coca-Cola 
Energy, which clocked up almost 
£4m worth of sales in 2019, by 
unveiling a new cherry-flavoured 
variant to broaden the appeal of 
the range.

Rolled out in February 2020, 
Coca-Cola Energy Cherry will 
help retailers to capitalise on the 
demand for flavour innovation in 
the Energy sector by combining 
GB’s most popular cola flavour 
with naturally derived caffeine, B 
vitamins and guarana extracts, 
but with no taurine.

Coca-Cola Energy and Coca-
Cola Energy No Sugar now also have an 
extra Coca-Cola taste and the cans have an 
enhanced look and feel that draws greater 
distinction between the two variants. All var-
iants come with branded shipper trays that 
help deliver stand-out in the chiller and bold 
new POS.

The three-strong Coca-Cola Energy range 
will be supported by a multi-million-pound 
marketing campaign in April, which includes 
out-of-home advertising, consumer sampling 
of more than a million samples and activation 
at some of the biggest music festivals across 
the summer.

Simon Harrison, vice president, commercial 
development at Coca-Cola European Partners 
GB, said: “Coca-Cola Energy enjoyed a suc-
cessful launch last year becoming the fourth 
largest IC soft drink innovation in 2019. In 
fact, the range helped to attract new consum-
ers to the Energy segment, with 86% of sales 

incremental to the sector.
“With Cherry flavoured colas worth £160m 

and taking the mantel as the most preferred 
cola flavour in GB, Coca-Cola Energy Cherry 
will help the range appeal to a broader             
audience of both cola and energy drinkers. 
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so-called eco costs are even halved.”
Arco Berkenbosch, Smurfit Kappa VP of 

innovation & development, added: “We can’t 
wait to see this breakthrough solution in 
the hands of the consumers. TopClip has             
generated significant interest since we 
launched it at Smurfit Kappa’s global Better 
Planet Packaging Day last November.

“The alignment between Grolsch’s goal 
of becoming a zero waste brewery and our 
Better Planet Packaging initiative reinforces 
the fact that Grolsch is the ideal partner to be 
the first on the market with this solution. We 
are delighted to support Grolsch in launching 
their revolutionary multipacks and look for-
ward to facilitating the eventual conversion of 
all multi-packs from shrink wrap to TopClip.”

powder, Hoffmann’s RecyCan tins are 
available as three-piece, two-piece or 
deep-draw cans that provide ample 
protection against light, air/oxygen 
and moisture. In addition to being 
fully recycled and recyclable, the fully 
circular packaging solutions offer a 
host of other eco-friendly benefits, 
including the savings of raw materials.

“In Europe, North America and other 
major markets, metal tins are synon-
ymous with sustainability as they are 
recycled in well-established recycling 

streams,” said Mark Aegler, CEO of Hoffmann 
Neopac AG.

“This new flavour variant in combination 
with the extra Coca-Cola taste of the original 
variants and new look cans will no doubt help 
fuel sales for retailers this year and beyond.”

See the December 2019 issue of CanTech 
International for our feature on CCEP.

Hoffmann Neopac to introduce its recycled tinplate RecyCan
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