
E U R O P E A N  P A C K A G I N G  S T E E L  N E W S L E T T E R

20news
S p e c i a l  F e a t u r e :  F o o d

CONSERVING NUTRITION 
IN STEEL - FRESHER THAN 
FRESH . . . . . . . . . . . . . . . . . . . . page 2

EXCEPTIONAL PRESERVATION              
OF VITAMINS 
CONFIRMED  . . . . . . . . . . . . . . . . . page 3

COLLECTIVE 
PROMOTIONAL 
CAMPAIGNS . . . . . . . . . . . page 4

UPPIA’S MAGIC TRIANGLE               
 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . page 4

CANNED FOOD UK: CAN-VENIENTLY
NUTRITIOUS  . . . . . . . . . . . . . . . . . page 5

INITIATIVE 
LEBENSMITTELDOSE  . . . . . . . . . page 6

CICE, CENTRO DE INFORMACION
DE LA CONSERVA 
ENLATADA  . . . . . . . . . . . . . . . . . . . page 7

I n n o v a t i o n

NEW KENCO ICE CAPPIO®,
THE CHILLED COFFEE BLISS
FROM KENCO  . . . . . . . . page 8

“TOP CHEF” 
WINS THE                     
HEARTS OF PETS  . . . . page 10

STEEL BEVERAGE 
CAN TRIAL FOR 
PROTACT  . . . . . . . . . . . . . .page 12

TESCOS’ WISDOM IN      
SHAPED AEROSOL  .page 13

E n v i r o n m e n t

GERMAN DEPOSIT          
LEGISLATION
 . . . . . . . . . . . . . . . . . . . . . . . . . . . .page 14

D e s i g n

SPOON - UNIQUE STEEL   
COVER FOR INNOVATIVE 
PRODUCT DESIGN BOOK  
 . . . . . . . . . . . . . . . . . . . . . . . . . . . .page 15

E n v i r o n m e n t

GREEN WEEK 2003       
 . . . . . . . . . . . . . . . . . . . . . . . . . . . .page 16

GERMANY

GERMANY

SPAIN

EUROPE

EUROPE

AUSTRALIA

UNITED KINGDOM

UNITED KINGDOM

UNITED KINGDOM

FRANCE

FRANCE

GERMANY

1

CONSERVING 
NUTRITION IN STEEL

FRESHER 
THAN FRESH

EUROPE



The quality of food which is destined for can
processing is strictly controlled to maintain
freshness. More so, in fact, than the majority
of «fresh» foods which are stocked and sup-
plied using the usual distribution channels.
The delay between the harvesting, transport
and processing of canned foods is extremely
short, in most cases less than 2 hours, and is
one of the principal reasons why they main-
tain such a high nutritional value. 

Vitamins Galore
Vitamins are extremely sensitive to oxidiza-
tion, light and high temperatures. It is a well
known fact that asparagus can loose up to
40% of its vitamin C within just 24 hours of
storage, spinach 30% and green beans 20%. 

Studies at the Cornell University of Ithaka,
New York, have shown that with the short,
high temperature heating used in modern
food production processes by the canner, the
nutritional value is in fact improved. 

In the case of tomatoes and corn on the cob,
lycopenes, a secondary plant material, are
released at high temperature and these play
an important role in our metabolism, as an
antioxidant against carcinogenic free radicals. 

The vitamin C loss is considerably less than
in normal home cooking and an independent
study (see page 6 - “Initiative
Lebensmitteldose” ILD) at the Faculty of
Ecotrophology in Mönchengladbach
(Germany) shows that the A, B and E group
vitamins, including folic acid, are preserved,
together with carbohydrates, proteins and
fatty acids.

CONSERVING NUTRITION IN STEEL

FRESHER THAN FRESH
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T he nutritional and health value of canned foods has been largely
underestimated for many years and even today the average
consumer believes that the essential elements in food are lost in

the canning process and no longer correspond to the fresh produce
available on the local market. In reality, canned food contains a high
nutritional value.
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The Essentials of
Canned Food
Using innovative steel food can designs and
manufacturing know-how, canned foods have
made their mark in a world which is more
and more sensitive to security, health and
nutrition.

Sophisticated food processing technologies
and efficient thermic transfer during the short-
est possible time frame ensures a precise con-
trol of retorting temperatures (i.e. sterilisation)
and maintains consistent high standards of
quality to meet today’s critical consumer
demands. Furthermore, canned foods are pro-
tected from light and oxidization, and when
stored at room temperatures less that 20°C,
will preserve their vitamins for at least 2 years
without high energy consuming refrigeration.
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Canned food : Top score for vitamins
Your percentage daily needs in a can

120G OF CANNED TUNA IN BRINE
provides 84% of the recommended daily dose of vitamin D (4,2g)

essential for bone development.

215G OF CANNED TOMATOES 
provides 47% of the recommended daily dose of vitamin C (28 mg)

essential for stimulation of bodily defences.

Source : UPPIA

Bonduelle, one of the leading vegetable pro-
cessors in Europe and an active supporter of
the “Initiative Lebensmitteldose” canned food
communication programme, owes its success
to its longstanding expertise in the preserva-
tion of taste, freshness and nutritional value
of their products.

«Canned foods provide an ideal way of
adding nutrition, flavour and variety to
any recipe, anywhere and at any time of
the year. Many consumers are simply not
aware that the nutritional value of
canned food in terms of vitamins is simi-
lar to that of freshly cooked meals pre-
pared using the usual methods. We fully
support the “Initiative Lebensmitteldose”
and are confident that with the support
of top brands, the initiative will continue
to educate the consumer about the value
of the can.»

Westler Foods has 40 years experience in
producing quality ambient and canned food
products for a wide range of markets from
retail to contract catering and Foodservice.
David Evans, Retail Sales & Marketing
Director, commented on Westler Food’s sup-
port of the Canned Food UK initiative.

«We at Westler Foods believe that canned
foods are nutritional and can count
towards a balanced
healthy diet. Unlike
fresh and chilled
food, canned food is
amazingly conve-
nient and can be
stored in the kitchen
ready to eat when
you want. We believe
that canned foods fit in with people’s busy
lives and can support people’s interest in
a healthy diet and lifestyle.»

Pr. Martine Laville is the resident Nutritionist
and Endocrinologist at the Edouard Herriot
Hospital in Lyon and Director of the
Research Centre for Human Nutrition.
During a recent interview at the UPPIA
congress in Paris, when discussing the
attributes of canned food, Professor Laville,
stressed that: 

«The essential elements, glucides, lipids
and proteins contained in foods remain
practically unchanged during the can
food processing. Oxidization of lipids is
rare, in comparison to home cooking
where peroxidization is often observed,
and which in some cases can be a health
hazard. With regards to the proteins and
glucides, the only slight modification
which occurs, in fact, improves the diges-
tion of these elements. So, as far as the
macro nutriments of canned food are
concerned, the vital components and the
equivalent calorific and energetic value
are retained as in fresh foods.
Liposoluble vitamins which are found in
fats are systematically preserved, as
opposed to vitamins which are hydrosol-
uble and frequently removed during the
washing and processing operation as in
home cooking. The washing process dur-
ing the canning process however is rigor-
ously controlled to ensure minimum loss-
es. Independent analysis, after sterilisa-
tion, shows that 70% of vitamins are pre-
served, which is exceptional, considering
that only 10% of vitamins are retained
after storage and the home preparation
of fresh products.»

EXCEPTIONAL PRESERVATION OF VITAMINS CONFIRMED

Professor
Martine Laville,
Nutritionist and
Endocrinologist
at Edouard
Herriot
Hospital, Lyon

Günter Sczesny,
Marketing
Director,
Bonduelle

David Evans,
Retail Sales &
Marketing
Director,
Westler Foods



Uppia’s recent campaign towards
catering professionals, highlighting
the creative potential, nutritional
value and convenience of canned
foods for gourmet recipes

U PPIA in France, Initiative Lebensmitteldose in Germany, Canned Food UK and now CICE (Centro de
information de la Conserva Enlatada) in Spain, have introduced a number of collective promotional
campaigns over the past few years. Together with the co-operation of major food packers, they have

progressively and methodically changed the image of the food can and, because it takes time to change,
have convinced the consumer of the merits of canned food through the «essentials of canned food» press
releases.

COLLECTIVE PROMOTIONAL
CAMPAIGNS

EUROPE

20news

B ased on the three strategic
axes «security, nutrition &
health and pleasure &

taste», UPPIA’s campaign has
obtained broad coverage in the
press, to the extent that current
government health programmes
recommend more sports, less
alcohol and nutritional diets, in
which canned food plays an
important role.

More than 50 mil-
lion contacts were
made through 14
publications with a
total of 46 inser-
tions. Seven seg-
ments of the press
in France were tar-
geted including,
«Femme Actuelle»,

«TéléStar», «Cosmopolitan», «Cuisine Actuelle»,
«Enfant Magazine», «Top Santé», and «Faire
Savoir Faire». 

The Media programme «on-line» was directed
towards 15-25 year olds and used market
leader sites such as telecommunications, cine-
ma and family news. Monitored by Nielsen
and Novatris, it had a tremendous impact,
with over 72 000 visits to editorial sites and
1.7 million contacts through publicity spots
being recorded.

Victor Scherrer, President of ANIA
(Association Nationale des Industries
Alimentaires) pin-pointed the driving force

behind the media concept :
«The French influence in

terms of food

UPPIA’S «MAGIC TRIANGLE»
FRANCE
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quality, and the international reputation and
«savoir faire» of our chefs, will no doubt influ-
ence the future of canned food as one of the
ambassadors of French gastronomy».

Safety, nutrition and health, taste
and pleasure: the three strategic

axes of Uppia’s campaign.

For more information
please contact:

e-mail: conserve@uppia.org
http://www.uppia.org

S p e c i a l  F e a t u r e : F o o d
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S upported by major players
across the metal packaging
and food processing

industries, Canned Food UK’s
campaign aims to tackle
misconceptions about canned
food by informing consumers
about the nutritional benefits and
to inspire them to use canned
food more creatively. 

And to this end Can-Veniently Nutritious was
the main focus of the 2002 campaign.
Concentrating on different health issues, eight
recipe and nutritional information cards were
developed by state registered dietitian Lyndel
Costain, in association with health and nutri-
tion organisations. The cards were designed
to address specialist dietary needs, including
diabetes, osteoporosis and anaemia alongside
topics such as vitality, vegetarian meals and
eating on a budget. The mouth-watering
recipes that feature on the cards can be creat-
ed with the help of canned food for tasty,
nutritional and convenient meals.

Because the attractive cards proved a great
success with consumers and health profes-
sionals alike, the Can-Veniently Nutritious
activity will continue into 2003, with a «life-
style» set of cards covering topics such as
Active Lifestyles, Pregnancy and After School
Snacks for Children. Continued face to face
contact with the consumer will also be a high
priority for 2003 and supermarket activities
will include in-store food sampling, leaflet
promotion and magazine editorials. All activi-
ties throughout 2003 will be backed by an
ongoing media relations programme, includ-

ing regular highlights
on activities in British
trade and consumer
media. 

In addition, research on the
nutritional and mineral content
of canned products against their
fresh counterparts is being under-
taken by Canned Food UK in 2003.
The British Nutrition Foundation are
carrying out canned versus fresh
comparative research and the
University of Leeds are sensory testing
prepared meals and recipes using canned
food with consumer groups.

CANNED FOOD UK : 
CAN-VENIENTLY 
NUTRITIOUS

UNITED KINGDOM

Mouth-watering recipes for tasty,
nutritional, convenient meals 

Healthy eating with canned food:
information available in doctor’s
surgeries  throughout the United
Kingdom

For more information, 
please contact :

e-mail: info@cannedfood.co.uk
www.cannedfood.co.uk 

An entirely consumer focussed website
providing recipes, competitions and educa-

tional information for schools.



S p e c i a l  F e a t u r e : F o o d

EUROPE

20news

6

I nitiative Lebensmitteldose” in
Germany is a joint initiative
launched by food packers,

steel producers and metal
packaging manufacturers. 

Some 27 partners
are currently
involved in the
promotional cam-
paign, among
which major food
packers, Erasco,
Hengstenberg

and Buss, IZW (Informationszentrum
Weißblech), metal packaging manufacturer
CMB/Züchner and container coatings manu-
facturer ICI. The two leading food fillers
«Bonduelle» and «H.J. Heinz» are amongst the
most recent members, a testament to the suc-
cess of the initiative launched 3 years ago. 

Together they have established a comprehen-
sive information programme each using their
specific industrial competence to communi-
cate to distributors and consumers alike on
the variety, quality and nutritional value of
canned foods, with the aim of changing the
consumers’ image of the can. Ongoing activi-

ties include the «ILD on Tour», a roadshow
launched in 2002 touring around major
German cities to address consumer questions
on canned food and to stimulate awareness
through discussion panels and quizzes, sup-
ported by well known German ice speed
skater Gunda Niemann-Stimemann and chef,
Erich Häusler. 

German Research shows : 
canned food is healthy

In 2002, the organisation commissioned 
the Institute for Food Quality in Willich 
and the Faculty of Ecotrophology at the

Technical School Niederrhein,
Mönchengladbach to conduct research 
to compare the actual loss in essential

vitamins during preparation of fresh food
and canned food. A variety of individual
canned products were compared with the
equivalent fresh product prepared under

normal cooking conditions, for their
nutritional value and vitamin contents. 
The results showed that dishes from cans

contain a similar amount of vitamins 
A1, B1, B2, B6, E and folic acid as freshly

prepared products. Also, as far as
carbohydrates, protein and 

fats are concerned, no significant
differences were determined. 

Prof. Dr. Reinhard Hambitzer, from 
the Faculty of Oecotrophologie at 

the Technical School in Niederrhein
concluded : 

“Whoever eats food from the can, 
is doing his body a favour. 

He is taking in nutrients and important
vitamins. The can is not 

only for individuals who are short of 
time, but is also a highly recommendable

alternative to fresh products for food
conscious people”.

INITIATIVE LEBENSMITTELDOSE, 
GERMANY GERMANY

COLLECTIVE PROMOTIONAL 
CAMPAIGNS 

Initiative Lebensmitteldose on its
roadshow tour of Germany 

‘Fresh in the can – delicious on the
table’ - the slogan for the German
food can promotion campaign

Research undertaken by the
Institute for Food Quality in Willich
and the Faculty of Ecotrophology at

the Technical School Niederrhein :
‘Canned foods contain a similar

amount of vitamins as freshly
prepared products’

For more information, 
please contact :

e-mail: info@initiative-lebensmitteldose.de
http://www.initiative-lebensmitteldose.de

«
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C ICE, Centro de Información
de la Conserva Enlatada,
was created in October 2002

with the launch of a dedicated
website www.conservaenlata.com
which aims to communicate the
benefits of canned food to
consumer associations, health
experts, schools and catering
professionals alike. 

Inspired by similar organizations across
Europe, the initiative, launched by Ecoacero,
the association for tinplate recycling in Spain,
is supported by steel packaging manufacturer
Aceralia Sidstahl Ibérica, Group Arcelor,
Anfaco (Asociación de Fabricantes de
Conservas y Mariscos) representing fish fillers,
Federación Nacional de Asociaciones de

Conservas Vegetales representing fruit and
vegetable fillers, and AME (Asociación
Metalgráfica Española), regrouping can manu-
facturers from Eastern Spain. 

Amongst activities programmed for 2003 are a
brochure campaign «Health & Nutrition» with
individual brochures focusing on canned veg-
etables, fruits and fish, in-store tasting ses-
sions, and a publicity campaign towards con-
sumer and catering magazines.

CICE, CENTRO DE INFORMACION DE LA CONSERVA ENLATADA 
SPAIN

CICE, Spain makes its mark with the
launch of a new dedicated website

and promotional campaign
targeting consumer associations,

health experts, schools & catering
professionals alike.

For more information, 
please contact :

e-mail: info@conservaenlata.com
http://www.conservaenlata.com

Connect and 
eat right

The World of Canned Food -
Connect and eat right

Across the Atlantic, similar communication
campaigns have been launched by associa-
tions dedicated to increasing consumers’
awareness of the advantages of canned

food.

AUSTRALIA
Canned Food Information Service 

«Canned Food Fresh !»

e-mail: admin@cannedfood.org
www.cannedfood.org

USA
Canned Food Alliance

«The Easy Way to Eat Right»

e-mail: canfood@mealtime.org
www.mealtime.org
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K enco Ice Cappio®, a unique coffee-flavoured drink from Kraft
Foods was introduced last summer to U.K. customers. It is the
first non-alcoholic beverage to use a plastic widget to produce a

creamy, foamy coffee drink when opened. Ideal for home and on-the-
go consumption, the product is designed as an indulgent treat to
provide a totally new taste experience. It appeals to all five consumer
senses, thanks to the distinctive sound on opening the can, the rich
coffee aroma the moment the can is opened, the smooth velvety
texture of the product beneath a soft and frothy top…

A combination of expertise was critical for the
launch of Ice Cappio®: Ball Packaging
Europe’s expertise in adapting the widget to
the slim 250 ml steel beverage can used for
the product, Kraft Food’s extensive knowl-
edge of modern consumer needs and their
high level of coffee know-how, together with
product formulation work carried out by the
company International Flavours & Fragrances.

«Ice Cappio® is a great product which has
been received very positively by the con-
sumer,» says Sarah Mitson, Category Director
for Kraft Foods EU. And what, according to
Kraft, is so innovative about Ice Cappio® ? «It’s
the perfect quality of the coffee drink as a
result of our longstanding expertise, com-
bined with the use of a widget in the 250 ml
«slim» can, the first time that such a widget
has been applied to another drink other than
beer». 

The 250 ml cans used to pack Ice Cappio® are
produced by Ball Packaging Europe, formerly

NEW KENCO ICE CAPPIO®, 
THE CHILLED COFFEE BLISS
FROM KENCO 

Rob Miles,
European
Marketing
Manager, Ball
Packaging
Europe
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MORE THAN JUST 
A DRINK...

How Ice Cappio® appeals to the
five senses of the consumer…

• Touch : the cool feel of the steel can, which is
refrigerated to a temperature of 8°C, 

• Hearing : the distinctive sound when you
open the can, which immediately releases 

air contained in a capsule and so 
produces the foaming effect, 

• Sight : the thick head of creamy foam which
forms on the surface of the coffee,

• Smell : the aroma of this real cappuccino
coffee, and last but not least,

• Taste : of this smooth-tasting drink, 
whose foamy head remains intact 

for at least 15 minutes.

Widget technology is adapted
to the slim 250 ml steel slim
can

Maril Kamp,
Manager Can
Applications,

Ball Packaging
Europe

Schmalbach / Continental Can Europe, who
has possessed the widget technology to pro-
duce foaming effects for a number of years. 

The polypropylene widget with two small
openings is glued to the can base. The can is
then filled with the beverage and with a
small amount of liquid nitrogen. Once the
can is closed, the nitrogen evaporates, thus
producing the internal pressure to stabilise
the can. Simultaneously, gaseous nitrogen
enters the plastic capsule. When the can is
opened, a pressure drop occurs and the
nitrogen escapes from the widget, creating
the froth.

«So far, we have applied widget technology
to 0.5 litre beer cans for a variety of brands,
and we have already successfully packed
milk shakes, all kinds of mixed milk drinks
and alcoholic drinks in «widgetized» cans,»
commented Rob Miles, European Marketing

Manager at Ball Packaging Europe. «For Ice
Cappio®, plastic capsules were inserted for the
first time in 250 ml cans. A production line in
the British Wrexham plant has been convert-
ed specifically for this purpose».

Maril Kamp, Manager Can Applications at Ball
Packaging Europe, commented on the techni-
cal hurdles which had to be overcome :
«Thanks to effective co-operation with Kraft
Foods and their team of technicians at the fill-
ing plant, we were able to overcome some
pretty tough technical challenges. Due to the
pH value of the Ice Cappio® product, the
product needs to be sterilised. To fill cans
with a fitted widget you need special filling
equipment and the brand new plant at
Cacolac in Bordeaux was well equipped for
this type of processing».

«After trials we finally managed to produce
the Ice Cappio® product as we wanted it, with
a 40 to 60 ml foam head for 200 ml product.
And that foam remains stable for at least 15
minutes».

Produced exclusively in steel, this 250 ml
«slim» can with widget has a promising
future… Kraft Foods now intends to extend
the Ice Cappio® product to other European
markets. Not surprising for a product that
stimulates all the senses !

Kenco originated from the Kenyan 
Coffee Company which was founded 
in 1923 and became the undisputed 

leader in the coffee market in the United
Kingdom. Kenco is part of Kraft Foods, 

the company that fills more cups of coffee 
in Europe than anybody else. 

Worldwide Kraft Foods sells the equivalent
of 94 billion of cups of coffee annually 
or 257 million cups of coffee each day!
Apart from Kenco, Kraft Foods owns
in Europe the brands Jacobs, Maxwell

House, Carte Noire, Jacques Vabre, 
Kaffee HAG etc. 

For more information, 
please contact :

Rob Miles
European Marketing Manager, 

Ball Packaging Europe

Tel: +49/2102-130 511
Fax: +49/2102 130 160

e-mail: rob_miles@ball-europe.com
http://www.schmalbach.de
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This original pet food bowl shaped container
is produced by Crown Cork & Seal using
“Andrafol”, a laminated and coated steel,
developed by Rasselstein Hoesch (Germany).
The packaging concept was specifically
designed in co-operation with Union PCA
Covi Group for their pet food packs and
incorporates an innovative easy peelable seal. 

An auto adhesive patch on the underside of
the container is used to fix the bowl to virtu-
ally any clean surface and prevents it from
moving around during the meal and avoids
spillage.

For the development of “Andrafol”, a manu-
facturing process is used which, by the selec-
tion of different laminates and coatings, can
be adapted to suit almost any shaped contain-
er and offers a tailor-made protection for the
products packed. 

In the case of the pet food bowl, an original
white interior presentation was chosen which
gives it the hygienic and attractive appearance
of a porcelain dish.

Major European pet food packers quickly
realised the advantages of this innovative
packaging material and working together with
Crown Cork & Seal developed packaging
designs which have both brand differentiation
and consumer appeal. The polypropylene
peel-off lid offers excellent possibilities for an
attractive facing and is easy to open by both
children and seniors. 

Union PCA / Covi Group France and
Animonda Expert-System their first customer

have introduced the
concept to the French
and German market
using the brand names
“Top Chef”, “Dinetto”
and “Dinetta”. Union
PCA/Covi Group
France, who is already
distributing their product
through such retailers as

«TOP CHEF» WINS 
THE HEARTS OF PETS
A n innovative packaging concept has just won the hearts of our

pets. So easy to use, a child can prepare the single serve meal for
his pet in a matter of seconds. No messy plates to wash, no

spillage and after use the packaging is totally recyclable.

‘Top Chef’ displayed at the Korea
International Pet/Dog/Aquarium

Fish and Pet supplies Fair. 
(KOPET 2002)

Patrice Bourigault, 
CEO, Covi promoting 

the ‘Top Chef’ concept, 
together with Maurice Rivière,

Business Development Director,
Crown Cork & Seal 

Covi tray on the filling line

Leclerc and ATAC, intends to launch “Top
Chef” in the U.K. sometime this year. There
are also plans for expansion in Spain,
Switzerland and Italy where they believe there
is a big potential for single serve pet foods.

On the world market, the product made a
debut at the “KOPET” packaging trade show
in Seoul in December 2002 and FDA approval
is in progress for the U.S. market.
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“Top Chef” and
Andrafol – A Winning
Combination
Union PCA/Covi Group of companies current-
ly processes 28 000 tons of meat per annum
and employs more than 300 workers. They
have five manufacturing locations in France
and supply meat products to major pet food
producers. 

“We chose “Andrafol” for our “Top Chef”
brand to ensure a perfect and integral protec-
tion for our product, even after the deep
stamping and forming of the bowl, and to
obtain optimum weight saving for handling,
transportation and waste recycling”, Mr Jean-
Maurice Lecomte stressed when discussing the
success of the new presentation. “Our inten-
tion is to expand its use for our range of
products for distribution throughout Europe.
The sales success of our “Top Chef” brand is
due to a great extent to the modern design
and the ease of use which has been possible
with the Andrafol steel concept”.

“Top Chef” gets top
marks for the “Oscars
de l’Emballage”,
Paris, November 2002
The jury for the «Oscars de l’Emballage»
awards voted «Top Chef» as one of the most
innovative developments in canned food
packaging which could completely change
the image of processed foods.

The Crown Cork & Seal development is a
turning point in the canning industry and a
premier for single serve steel trays produced
using a 0.12mm laminated steel. The base
material developed by the German steel pro-
ducer Rasselstein Hoesch is currently being
introduced for pet foods but has the potential
for a large variety of processed foods. The
brand «Dinetta» was presented in a vertical
position using a creative Multipack system, to
offer maximum facing value.

Tom McMurtry

Bowl shaped 0.12mm-
gauge steel container that

features a heat-sealed,
highly decorative

polypropylene peelable lid.
The bowl is available in

100g (cat food) and 300g
(dog food) sizes

For more information, 
please contact :

Maurice Rivière
Business Development Director, 

Crown Cork & Seal
Tel: 33/1/49 18 40 09
Fax: 33/1/49 18 45 20

e-mail: Maurice.RIVIERE@eur.crowncork.com
http://www.crowncork.com

Jean-Maurice Lecomte 
Directeur Industriel,

Union PCA/ Covi Group
Tel: +33/549 740 377
Fax: +33/549 742 566

e-mail: jm.lecomte@group.covi.com
http://www.covi.com
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STEEL BEVERAGE CAN 
TRIAL FOR PROTACT®

P rotact®‚ the high performance, extrusion coated tin-free steel
developed by Corus Packaging Plus has achieved its first steps
into the beverage market. Corus Packaging Plus has reached

agreement with Amcor, the Australian based can maker, to supply
Protact® for use on its beverage can lines. Mr. Darryl Roberts, Group
General Manager, Amcor Metal Packaging commented: "This is a great
development by Corus which will facilitate packing new products in
cans and potential future substitution of aluminium beverage cans in
Australia".

Amcor has commenced trials to develop a
beverage can using Protact® as a substitute
for aluminium. Amcor is the largest supplier
of beverage and aerosol cans in Australia,
with customers including Coca Cola, Carlton
United Breweries, Cadbury Schweppes,
Unilever, PAX and Reckitt Benckiser.

Breakthrough
“This agreement with Amcor is just the break-
through that Protact® has been seeking in the
beverage market”, says Wim Hamers,
Commercial Director at Corus Packaging Plus.
“It is a really high performance material and
the polyester coating enables new applica-
tions to be developed for hard-to-hold and
taste sensitive products.”

Corus Packaging Plus’ Protact® is an innova-
tive breakthrough in polymer coated steel
using the direct extrusion process, by which
polymer granules are first melted and then
applied to both sides of the steel substrate in
a thin coating. This allows considerable scope
for engineering properties into the polymer
layer that enables radically new and innova-
tive can making technologies.

The can being jointly developed by Corus
and Amcor is an example. Conventional bev-
erage cans are formed and washed before
coating with lacquers. With this new can the
polymer coating is so flexible and tough that
it can be put through the whole can making
process allowing production stages to be
reduced. The result is an ultra high integrity
of coating on the can, making it suitable for

the most sensitive and difficult to hold prod-
ucts. Another major advantage of Protact® is
that it can be formed using conventional can
making equipment.

The Australian trials are being conducted to
test the new material using existing Draw and
Wall Ironing (DWI) technology. These trials,

being conducted at Canning Vale in Western
Australia, will also be used to prove the com-
mercial viability of the technology, market
acceptability, and identify new product uses.

Advantages
“In Australia all beverage cans currently use
aluminium”, adds Wim Hamers. “So it really is
good news that the potential of Protact® steel
has been recognised for the beverage can, as
it does offer so many advantages. It has good
formability and outstanding printing potential
thanks to its top layer which allows for a
unique tailored surface in terms of gloss, ink
adhesion and compound adhesion. And all
these mean that there is an alternative for can
makers, allowing them to add value to their
production process at a competitive price”.

There is also an important environmental con-
sideration with Protact® extrusion coated
steel.  By eliminating the use of solvents in
the production process, can makers have the
ability to reduce the environmental impact of
manufacturing. Extrusion pre-coating removes
the need for internal coatings and associated
ovens, and washing chemicals.

Protact® is a part of the Corus Packaging Plus
range of polymer coated packaging steels
already used for aerosols, food cans and spe-
ciality applications in Europe and the USA.

Wim Hamers,
Commercial
Director Corus
Packaging Plus

Protact®, an innovative
breakthrough in polymer coated

steel using the direct 
extrusion process. For more information 

please contact:

Nick Busby
Commercial Manager
Corus Packaging Plus
Tel: +31/2514 92736
Fax: +31/2514 70346

e-mail: nick.busby@corusgroup.com
http://www.corusgroup.com
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The remarkable process of hydroforming was
used by USC Europe to produce an enticing
new aerosol shape for the launch of the
Tesco «Skin Wisdom» shaving gel.

Until now the Tesco range of bodycare prod-
ucts was packed in oval shaped plastic con-
tainers. With the change to steel for the intro-
duction of «Skin Wisdom», an oval steel pre-
sentation was required to maintain a consis-
tent brand image.

This new hydroforming technology from USC
Europe and an expandable steel quality
developed by Arcelor Packaging International
transformed a prototype design into a com-
mercial reality, producing the first shaped
steel aerosol to be used in the cosmetic seg-
ment of the packaging industry.

The Influence of Shape
This premier in the cosmetic market indicates
that there is a need for high quality steel
aerosols to meet the traditional quality image
associated with health and beauty products.
Consumers have indicated that shape is one
of the major elements which influences their
purchasing decision today. This unique pack-
aging concept directs the product to a specific
consumer group and at the same time
strengthens brand loyalty.

«Skin Wisdom» is a perfect example where
shape and colour have been used to person-
alise a product. The modern, masculine
appearance of the pure steel design for the
men’s gel in contrast with a white health and

hygiene presentation for women gives a
refreshing difference to existing brands cur-
rently on the market.

The challenge
of Tesco’s shaped
aerosol can
«It was a considerable challenge for us at USC
Europe to achieve this result, from prototype
to production in only five months, especially
considering the need for specific moulds for
the hydroforming process,» said Jean Gapihan
Aerosol Development Manager. «We have
refined our technology and expertise over the
last few years,» he continued, «to master the
skills of distortion printing for the decoration
of shaped aerosols, known as anamorphosis
process. This printing technique compensates
for the 20% expansion which occurs dur-
ing hydroforming and is particularly crit-
ical in the case of the front round and
square labels, as well as the bar code at
the back of the aerosol». 

Jeremy Lindley, Head Designer Tesco com-
mented :«We are very happy with the Skin
Wisdom range, the products are fantastic
quality. The physical shape of the packs and
the quality of the pack designs set them apart
from the competition and are a key element
of their success.»
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S haped cans are capturing the imagination of consumers,
refreshing brands and boosting sales in a market which is
increasingly competitive.

I n n o v a t i o n

FRANCE

TESCOS’ WISDOM 
IN SHAPED AEROSOLS

Jean Gapihan,
Aerosol
Development
Manager, USC
Europe

Shaping technology used 
by USC Europe

For more information, 
please contact :

Jean Gapihan
Aerosol Development Manager, 

USC Europe
Tel. +33/3/23 27 32 00
Fax +33/3/23 27 32 42

e-mail: jgapihan@usceurope.com
http://www.usceurope.com

‘Skin Wisdom’, 
the first shaving gel 

in a shaped aerosol can  
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GERMAN DEPOSIT LEGISLATION 
CONSEQUENCES OF PREMATURE IMPLEMENTATION
AND PERSPECTIVE FOR THE NEAR FUTURE

S ince 1st January 2003, a deposit has to be paid on beer, carbonated soft drinks and mineral water
marketed in cans as well as disposable plastic and glass bottles in Germany.  The amount of the
deposit depends on the size of the container: € 0.25 per packaging unit up to 1.5 litres, € 0.50 over 1.5

litres. At the beginning of the year, the introduction of this deposit led to major changes on the German
beverage container market, which can be attributed mainly to the current uncertainty among consumers
concerning the purchase and return of disposable items, as well as the deposit system itself.

ing any negative effect on the return of pack-
aging and containers subject to the deposit.
The deposit should also be limited to a con-
tent volume of up to 3 litres.

The damage caused by the premature imple-
mentation of the deposit in Germany has
been recognised by the European
Commission in letter sent to the German gov-
ernment.

Legal uncertainty remains as to the exact
scope of the future deposit system expected
to be running on the 1st October 2003. This
may partly be explained by Minister Trittin’s
proposal to amend the 1991 Packaging
Ordinance before October 2003, in order to
extend the deposit obligation to all drinks
containers except for wine as well as contain-
ers recognized as “ecologically preferable
packaging”. The draft amendments were pre-
sented by the Environment Ministry at a con-
sultation meeting in Bonn on 10th April 2003
where the vast majority of stakeholders have
expressed their opposition to the draft. 

Up until now, none of
the criteria for attribut-
ing the label ‘environ-
mentally friendly’
have been defined.

Prior to its final adop-
tion, draft amend-
ments will have to be
notified to the
European
Commission. A similar
text had already been
notified to the
Commission in March
2001. Ultimately,
Minister Trittin had

decided to withdraw the text in response to
the numerous formal objections expressed by
8 EU Member States and due to the opposi-
tion from the Bundesrat (Chamber of the fed-
eral states).

The European steel for packaging industry is
determined to emphasize the virtues of its
recycling system which has considerably con-
tributed to improving the management of
packaging waste whilst respecting the
European Directive. 

Finally, the steel for packaging industry
would like to play a constructive role in the
speedy establishment of an equitable return
system for disposable drinks containers.

More information is available
on APEAL’s website at  :

http://www.apeal.org/

(see section “Press Release” 
and “Environmental briefing”)

At present, consumers must return their empty
one-way drinks containers to the retailer from
whom they bought the product. Their money
is refunded on production of the deposit
receipt.  The packaging chain then arranges
for due and proper disposal together with the
waste disposal industry. Until the introduction
of the deposit in January, this task was suc-
cessfully undertaken by Duales System
Deutschland (DSD) on behalf of the packag-
ing chain.

As we see it, a standardised national return
system for beverage cans managed by the
packaging chain must be made available to
consumers by 1st October 2003 at the latest. 

This system is not operational today but the
deposit remains obligatory. This is why we
have already seen evidence of the disastrous
effects of this system on the market: sales in
beer and soft drinks have decreased by 12%
to 14%. Moreover, drinks producers relying
heavily on one-way containers to market their
products - such as mineral water exporters -
have experienced on average a 50%  decrease
in sales since January 2003.  This is due to the
fact that the consumption in one-way drinks
containers fell by around 35%, 55% and 65%
respectively for water, carbonated soft drinks
and beer. This sharp decrease is directly
linked to the inconvenience for the consumer
of the current deposit scheme and the dispro-
portionately high level of the deposit fee
(€0.25). The reduction and standardisation of
the deposit level to that for reusable packag-
ing, i.e. a uniform rate of €0.08 instead of the
envisaged €0.25 and €0.50 would be a more
balanced solution. This would substantially
reduce capital tied-up due to deposit pay-
ments circulating in the system, whilst avoid-

E n v i r o n m e n t
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S pace, Corus Packaging Plus’
advisory service for
packaging designers, has

supplied and helped develop the
steel cover for Spoon, published
by Phaidon Press, an innovative
new book showcasing the best in
contemporary product design. 

The name Spoon was chosen because it is a
familiar three-dimensional object that can
either be mass-produced or crafted in edi-
tions. A design object in its own right, the
unique steel cover is a metaphor for the
book, combining material strength and stylish
innovative shape to create a spoon-like
appearance. Phaidon Press required a design
for the cover that reflected the key aspects of
the book: innovation, functionality and three-
dimensionality. 

Spoon is an example of how Space and
Phaidon worked together with Berlin based
designer Mark Diaper to turn his innovative
idea, of a wave like cover, into a reality.
Commenting on the project, Mark Diaper
said, ‘The main challenge was finding a metal
that was strong enough to hold the spoon
shape under the weight of 444 pages. This is
where Space opened my eyes to the capabili-

ties of steel and helped me find the perfect
solution to the technical difficulties of my
design.’

Promica® Pristine, a new polymer-coated steel
product, was chosen as the most suitable
material solution.  It is technically advanced
and offers significant high-performance bene-
fits, fulfilling all the criteria required of a
book cover: scratch, stain and fingerprint
resistant; lightweight; receptive to embossing
and die cutting; and has an attractive lustre.
In addition, the material is highly formable
which, coupled with its strength, made it the
ideal choice for the unique spoon shape.

Mark Diaper continues, “I had never imag-
ined that steel was so versatile and appropri-
ate for such a wide range of design applica-
tions. This, in addition to the structural and
aesthetic strengths of the metal, enabled me
to move my idea from being just a concept
into becoming a fantastic reality.”

For more information, 
please contact :

Space Corus Packaging Plus

Tel : +44/(0)20 7975 8470
Fax : +44/(0)20 7975 8401

e-mail : space@corusgroup.com
http://www.corusspace.com

Promica® Pristine, a new polymer-
coated steel product, the ideal
choice for the unique ‘spoon’

shaped cover.

Reena Pabari, Communications Executive at
Space said, “It is great to have worked in
partnership with Mark and Phaidon on such a
unique project. Spoon is something we are
really proud of.  It is a perfect example of
how Space works with designers towards fos-
tering innovation. Promica® Pristine is just
one of the innovative developments we are
talking to designers about. Its creative poten-
tial will certainly contribute to widening the
window of opportunity in which steel cur-
rently operates.”
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SPOON
UNIQUE STEEL COVER FOR INNOVATIVE 
PRODUCT DESIGN BOOK

UNITED KINGDOM

D e s i g n
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EUROPE

T ogether with UNILEVER and
VINYL 2010, APEAL is co-
sponsoring a one-day

conference on the theme of
“Green Goals for Business –
Corporate Environmental
Responsibility” during the
European Commission’s Green
Week. 

The conference will take place on 4th June
2003 and its opening session will address
whether the EU environmental debate is
putting the single market at risk, with the par-
ticipation of various speakers including
Patrick Hennessy (Director, DG Enterprise,
European Commission), Paul Waterschoot
(Director, DG Internal Market, European
Commission), Jörgo Riss (EU Policy Director,
Greenpeace) and Philippe Wolper (Managing
Director, APEAL).

GREEN WEEK 2003 

APEAL CONTRIBUTES TO DEBATE
ON CORPORATE ENVIRONMENTAL
RESPONSIBILITY

More information
is available at  :

http://europa.eu.int/comm/environ-
ment/greenweek/index_en.htm


