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News that 'health', 'naturalness' and 'energy' are the words driving the global soft
drinks industry is more than appropriate for a new year and decade. When
consumers are resolving to implement healthy lifestyle changes, it is gratifying to
know that the soft drinks industry is leading the way. 

According to Innova Market Insights, the Dutch-based marketing consultants,
60% of the soft drink launches recorded globally in 2010 had a health positioning.
The most popular health-related claims – led by juices and waters – were use of
natural ingredients and freedom from artificial additives and preservatives. These
two categories resulted in nearly one-third of total soft drink launches using either
one or both claims.

Reduced-sugar, sugar-free and no-added-sugar lines took second place overall in
terms of health claims, ahead of low-calorie products, followed by drinks
marketed as containing antioxidants. For 'active' health claims drinks using energy
and alertness claims accounted for over 40% of soft drinks, overtaking vitamin
and mineral fortification. Although sports/recovery claims remained in third
place, there was increased use overall through the year.

It is irrefutable: interest in health has become hugely important in new product
development worldwide. 

But producers need to be wary of what is claimed in their marketing. The recent
declaration by the UK's Advertising Standards Authority (ASA) that Coca-Cola's
Vitaminwater's use of the word 'nutritious' in its advertising was misleading offers
a salutary lesson. 

Despite a robust response from Coca-Cola Enterprises Ltd, who argued the
product could be described as 'nutritious' because it contained nutritionally
meaningful quantities of several nutrients including 25% of the recommended
daily allowance of four B vitamins (B6, B12, niacin and pantothenic acid) along
with 100% of the recommended daily allowance of vitamin C, the ASA upheld
the complaint that the amount of sugar used in the drink deemed the word
'nutritious' as misleading.

Stated the ASA: “We considered that consumers would understand the word
'nutritious' in the context of the ad as a claim that Vitaminwater contained added
ingredients that were needed by the body in order to stay healthy. However, we
considered that they would not expect a 'nutritious' drink to have the equivalent
of four or five teaspoons of added sugar. Because Vitaminwater contained about a
quarter of a consumers GDA for sugar as well as the added vitamins, we
considered that the description of Vitaminwater as 'nutritious' was misleading.” 

Consumers may be looking for hydrating, healthy, and nutritious liquid
refreshment, but they will not be fooled by exaggerated or false claims – neither
will watchdog bodies. Against the backdrop of the current European Food Safety
Authority's review of health claims in the EU it would seem that such claims
come, indeed, with their own health warning.

A health warning
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Late Bulletin
Britvic has recorded an increase in first quarter sales and

said it remains confident about its full year. Total sales for the
12 weeks to 20th December climbed by 20% to £288.2 million
(US$458.8 million), the soft drinks firm said in a trading
update. Group like-for-like sales, excluding France, however,
dropped by 0.2% to £239.6 million.

Irn-Bru soft drink maker AG Barr has said that net sales rose
by 10% in 2010, with a 5% increase in the final quarter of the
year. AG Barr said that its performance in the fourth quarter is
"especially pleasing", given the strong comparative period in the
prior year, bad weather and a greater number of promotions on
soft drinks.

Javo Beverage Co has filed for Chapter 11 bankruptcy pro-
tection but said operations will continue as normal. In a state-
ment, the coffee and tea-based beverage firm said it has reached
an agreement with its largest investor, Coffee Holdings, to co-
sponsor a reorganisation plan. The plan, which will be filed by
7th February, aims to "significantly reduce" the company's debt
and provide working capital, the US-based company said.

Coca-Cola Chile is to sell its stake in Chilean bottler Coca-
Cola Embonor to Revenue Libra Holding. In a filing to the
Chilean Stock Exchange, Bolsa de Santiago, late last week,
Coca-Cola Chile said it will sell 44.8 million A-series shares and
187.6 million B-series shares to Revenue, representing a 45.5%
stake. Financial details of the transaction were not disclosed.

Embotelladoras Arca is set to merge with its Mexican rival,
Grupo Continental (Contal). The move will be carried out
through an exchange of around 469 million newly-issued Arca
shares for Contal shares. Financial details behind the merger
were not disclosed. The operations of both companies will be
integrated under a single company to be named Arca Continental.
Sales are estimated at around 1.2 billion unit cases, making it the
second largest bottler in Latin America, the firms claim.

Red Bull, producer of the world's best-selling energy drink,
has reported an increase in full-year sales. For the 12 months to
the end of December, sales climbed 15.8% to €3.78 billion
(US$5.14 billion). The Austria-based company boasted that its
namesake brand had generated "outstanding sales" in all mar-
kets in the year.

Coca-Cola Bottling Co. Consolidated has confirmed details
of its latest dividend payment. The US-based soft drinks bottler
said that its board has declared a dividend for the first quarter
of 2011 of US$0.25 per share on common stock and class B
common stock.

Coca-Cola FEMSA has accused trade unions of demanding
salaries for workers that would jeopardise its business in
Venezuela, as a strike continues at the bottler's major plant in
the country. Around 1,000 workers at the Coca-Cola FEMSA
plant in Valencia have been on strike since last week over pay
and contract terms. The move has threatened to cause shortages
of Coca-Cola drinks in Venezuela.

Reed's Inc has predicted that its net sales will rise by at least
30% in 2011, but the soft drinks company is less sure of
whether it will turn a profit. Reed's said that a combination of
branded drinks and demand from private label customers will
significantly boost sales in the coming year.
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Fleet awards
COCA-Cola Hellenic has won the presti-

gious International Fleet Safety of the Year

award. The company, which operates its

fleet of over 20,000 vehicles across 28

countries, received the accolade at the

Fleet Europe Awards 2010, which took

place last November at a gala dinner held

at the Brussels Stock Exchange.

Further, Coca-Cola Hellenic came second

in the International Fleet Manager of the

Year award and third in the International

Green Fleet of the Year. This is the first time

in the history of the awards that a com-

pany has been recognised in three different

categories.

The International Fleet Safety Award

recognised the successful implementation of

a safety project for Coca-Cola Hellenic’s

fleet, using original tools and programmes

to improve driver safety. The company’s

pilot safety programme, utilising the mobil-

eye active fleet safety system, was imple-

mented in 2010. During the operation of

Software choice
ECKES-Granini, the €827million leading pro-

ducer of branded fruit beverages in Europe

(hohes C, Joker, Rea, Granini) has selected

CDMi, Collaborative Demand Management

and intelligence from TXT to enhance its

Sales & Operation Planning process (S&OP)

and Ortems to optimise its advanced manu-

facturing and scheduling capabilities. Both

solutions will be rolled out to the company's

affiliates in France, Germany, Spain, Austria,

Hungary and Finland.

Eckes-Granini recognised the importance

of integrating its demand and supply plans

with production capabilities to enable a swift

response to consumer demand.   S&OP was

identified as pivotal in achieving the com-

pany's business objectives. Granini's choice

fell on a combined solution involving two

best software providers in the consumer

goods market.

The company chose CDMi from TXT e-

solutions to cover the S&OP process includ-

ing demand forecasting, promotions,

warehouse replenishment planning and

S&OP reconciliation and financial monitoring.

To complete its S&OP process Eckes-Granini

selected the Advanced Manufacturing &

Detailed Scheduling module from Ortems ,

to cover production planning and scheduling

processes.

The deployment will start in France with

the aim of developing a core model that

would then easily be rolled out to other

countries. 

PET purchase
SPECIALIST plastics packaging technology

business Petainer is to develop new prod-

ucts and markets following the acquisition

of PET packaging manufacturer Rostiprim-

pac.

Petainer has purchased Rostimprac AB,

based in Norrkoping in Sweden, and Ros-

tiprimpac Verpackungen GmbH based in

Leinefelde, Germany, from A.P. Moller

Maersk.

Petainer has manufacturing plants at As

in the Czech Republic and Lidkoping in

Sweden where it also has an R&D centre.

These are supported by sales offices in

Germany and the UK.

Nigel Pritchard, Chief Executive of the

Petainer Group, said the acquisition, “will

reinforce our strategic focus on innovation

and the development of new products and

services and will enable us to diversify into

new market segments.

“It is a very exciting opportunity to build

on the strengths of both businesses to cre-

ate a dynamic new force in the packaging

industry which will continue to lead the

way in its approach to innovation and sus-

tainability.”

Canning plant
relocated
BALL Corporation is to relocate a metal

beverage can production line originally

intended for a plant in Lublin, Poland, to

Ball's Belgrade, Serbia, plant. The line will be

integrated into the existing Belgrade facility

and is expected to begin production by the

end of the first quarter of 2011.

“Relocating the production line to an

existing manufacturing facility requires mini-

mal capital and provides additional benefits

from economies of scale,” said Raymond J.

Seabrook, Executive Vice-President and

COO, Global Packaging Operations. “This

line will enable us to supply the needs of

our customers and meet growth rates in

regional markets.”

The new production line will initially

manufacture approximately 750 million alu-

minium beverage cans a year and can be

expanded as demand warrants. It will be

the second line in the Belgrade plant, which

opened in 2005 and employs approxi-

mately 140 people. Ball continues to evalu-

ate options regarding the planned Lublin

facility.

Fabien Labeta, Project Manager at Eckes-

Granini, explained: “TXT presented an excel-

lent business-oriented approach to demand

and supply planning, including S&OP recon-

ciliation and financial monitoring features. In

our view, a technology vendor showing a

clear understanding of the strategic implica-

tions of S&OP is a huge plus; coupled with

the flexibility of the solution, we are confi-

dent of successfully implementing S&OP in

several countries.”

He added: “Ortems offered vertical solu-

tions designed to help food and beverage

companies optimally integrate supply and

demand plans with manufacturing planning.

Increased variability in demand from con-

sumers and retailers means companies are

striving to transform their supply chain

processes to be more consumer-driven.

Seasonality can also critically impact demand

and production planning, creating capacity

constraints and putting pressure on quality.

Typical planning and scheduling challenges

that can help in reaching the balance

between customer service and productivity

will require industry-specific, advanced plan-

ning solutions.”

this programme no collisions were

recorded, drivers’ performance increased

significantly and fuel efficiency was

improved.

Second place in the International Fleet

Manager of the Year award was given for

successfully developing an international fleet

management strategy, and implementing an

efficient car policy. Third prize in the Inter-

national Green Fleet of the Year award was

gained in recognition of the company's Safe

& Eco drive programme. In 2009 the com-

pany reduced its fuel consumption by 6.3%,

with a further 1.5% reduction in the first

half of 2010. This is equivalent to a reduc-

tion in CO2 emissions of 7,600 tons over

the 2009-10 period.

The awards were received by Janos Kis,

Group Fleet Support Manager, who com-

mented: “This is a fantastic result for Coca-

Cola Hellenic. To win this award is a great

achievement for everyone who has

worked so hard across the company. To be

the only company to achieve success in

three categories at the same time is an

added bonus. Being recognised as the best

by such a prestigious organisation is a real

honour, and this is an important milestone

for us. 

However, we won’t be resting on our

laurels and will be continuing to strive for

continuous improvement in the year

ahead,” he concluded.
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� The organisers of drinktec, and Brau Beviale, Messe München GmbH

and NürnbergMesse GmbH, have concluded a corresponding agreement

under which the PETpoint, the PET segment at drinktec, will also take

place at Brau Beviale in Nürnberg in future, starting in November 2011.

� Lanxess has reported a strong set of results in the third quarter of

2010 due to strong demand for its synthetic rubber and high-tech plas-

tics. The German specialty chemicals group has lifted for the second time

this year its earnings forecast for 2010. It now expects EBITDA pre

exceptionals of roughly €900 million for the full year after previously

forecasting roughly €800 million in August. “We are heading for a strong

performance in 2010, which clearly reflects our successful strategy of

focusing on premium products and the emerging markets,” said Axel C.

Heitmann, Chairman of the Board of Management. 

� La Seda de Barcelona has reached an agreement with Cepsa Química

SA for the acquisition of the PET production plant located in San Roque,

Cadiz, owned by La Seda. With the purchase of Artenius San Roque,

Cepsa Química SA will extend its presence in the polyester value chain.

PET is a recyclable polymer for all kinds of applications both in bottles

for beverages and in other packaging. The San Roque plant has a produc-

tion capacity of 175,000 tonnes per year, and is expected to be opera-

tional again in early 2011.

� Global chemical distributor Univar has signed an agreement with GE

Water & Process Technologies to become the company’s official distrib-

utor of their water treatment products, starting initially in Italy and South-

ern Europe, but planned to extend throughout Europe. Univar will be

distributing products across five categories: boiler treatment, membrane

separation, odour control, dust control and closed loop internal treat-

ment.

� Ardagh Glass Group has completed the acquisition of global metal

packaging group Impress Coöperatieve U.A. for €1.7 billion. Both the

European and US regulatory authorities have approved the deal to create

an enlarged organisation which will be known as the Ardagh Group. The

Group will operate 81 facilities, hold leading positions in nearly all its

served markets across 24 countries, employ approximately 14,000 people

and have annual revenues of over €3 billion.

In brief…

SYMRISE with Lanxess on site, has broken the ground for the
facility that will double its ability to produce synthetic menthols in
Holzminden. Germany. The additional capacities start operations
in 2012. Lanxess supplies Symrise with the intermediate products
needed to manufacture menthol. 

From l to r: Dr Norbert Richter (Symrise), Managing Director of
the Dr Schoppe construction company, Dr Heinz-Juergen Bertram
(Symrise), Dr Hans-Georg Schmidt and Dr Hubert Fink (both
Lanxess ) and Karl-Heinz Huchthausen (Symrise).

HOW DO WE KNOW 
THAT YOU WILL BE 
SUCCESSFUL IN  
MAY 2011?

FROM EXPERIENCE.
Solutions ahead! 
www.interpack.com

Düsseldorf, Germany
12 – 18 May 2011

Messe Düsseldorf GmbH 
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Africa

Tiger, UACn set up
joint venture
FOLLOWING through on long-signalled

plans, South Africa’s Tiger Brands – whose

diverse product portfolio includes several

soft drinks ranges – is extending its reach

throughout many par ts of Africa. This

expansion programme includes both

acquisitions and partnerships.

One strategic partnership is with UACN

of Nigeria, a large and diversified group.

Tiger Brands and UACN have set up a

joint venture which will cover UACN’s

food and dairy operations. These include

the Swan bottled spring water and Swan

carbonates range, along with other bever-

ages.

Larry Ettah, UACN’s Group Managing

Director and Chief Executive, said the

joint venture would strengthen UACN’s

position as a leading player in the Nigerian

economy. “The financial strength and com-

plementary product lines of Tiger Brands

will enable us to pursue substantial growth

opportunities.”

Peter Matlare, Chief Executive of Tiger

Brands, agreed with this, saying the JV

would “provide the two partners with a

sound strategic platform in Nigeria, which

will benefit from the respective parties’

experience, skill and expertise in the man-

ufacture, marketing and distribution of

branded food and beverage products in

emerging markets.”

Beverages performed well for Tiger in

the 2010 financial year, with operating

income up 25% in the 12 months to the

end of September. Its soft drinks brands

include the Energade sports and energy

range, Hall’s and Oros.

UACN of Nigeria’s Swan natural spring water.

Good signs for
plastics packaging
AN international ‘growth partnership’ con-

sultancy believes that growth in the South-

ern African plastics packaging market is

likely to continue. One factor, explained

Investing in the
future
THE Clover Mama Afrika scheme, already

bestowed with many awards, added

another honour by winning the corporate

category of the 2010 Mail & Guardian

Investing in the Future Award. This award

series, which has been running for 22 years,

showcases excellence in corporate social

investment practice.

nampak buoyant
THE South Africa-based Nampak packaging

group has turned around its previously slug-

gish financial situation by divesting itself of

some businesses in Africa and Europe,

reducing capital expenditure and tightening

its working capital. Nampak is extensively

involved in the soft drinks sector.

The turnaround has seen headline earn-

ings per share rise 79%, leading to a signifi-

cantly higher dividend being paid. The healthy

financial situation has been reflected by a

steady increase in Nampak’s share price.

“We are pleased that the revised strategy

Bralirwa IPo a 
success
THE government of Rwanda went to

extraordinary efforts to ensure that people

around the country knew of the initial

public offering of shares in the soft drink

bottler and brewer Bralirwa. A prime rea-

son for the government selling its 30%

stake in the company was to prompt

Rwandans into investing in the business

sector, an oppor tunity which has only

recently become available to them.

As outlined in earlier news reports, the

government sold a 5% tranche to

Heineken, its majority partner in Bralirwa,

and made the remaining 25% freely avail-

able, both in Rwanda and regionally. Shares

for public purchase were discounted 20%

on actual valuation to boost participation.

The IPO prospectus noted that it was

the government’s objective “to encourage

private equity investment amongst the citi-

zenry of Rwanda and to promote the

development of the local capital markets”.

It was also keen to attract international

investment, with the IPO generating a lot

of interest in Kenya and Uganda.

The IPO was widely publicised and

encouragement given to banks to further

the message while offering loans to buy

shares. A brokerage company, recognising

that such services were not readily avail-

able outside the capital, Kigali, went on a

roadshow to provincial cities, helping peo-

ple to open bank accounts and buy shares.

At our deadline the share offer was still

open but it appeared that, after a fairly

slow star t, applications had become

increasingly heavy. The shares will be

traded.

Clover, a South African dairy and juice

giant, created the Mama Afrika social uplift-

ment programme in 1994 and has since,

with other partners, broadened its reach

substantially.

It currently has 33 Mamas who run suc-

cessful care centres throughout South

Africa. Many of them act as the backbone

of their local communities.

implemented in 2009 has resulted in our

improved performance,” said Nampak’s Chief

Executive, Andrew Marshall. “We sold or

closed a number of under-performing busi-

nesses and have focused on growing our

core profitable operations. “Freed-up funds

were “invested in those businesses where

we have sustainable competitive advantages,”

he explained.

Marshall said the group’s Angolan bever-

age can factory was on track for commis-

sioning in the first half of 2011 and, together

with other investments, would add to future

earnings growth. “The downward spiral in

profitability, trading margins and cash genera-

tion has been reversed.”

Frost & Sullivan in a market review, was

the effect of the emerging middle class in

the region.

“Greater consumer demand for plastic

packaging is expected, due to the spurt in

food and beverage production,” said analyst

Kholofelo Maele. “Additionally, the general

industrial use of plastics packaging has

increased after the global economic down-

turn and is expected to sustain the

demand for plastics packaging.”

Frost & Sullivan is an international group

with over 45 years of experience with

Global 1,000 companies, emerging busi-

nesses and the investment community. It

has 40 offices on six continents.

Maele said that some sub-Saharan coun-

tries offered considerable scope for devel-

opment in plastics packaging. “Suppliers

should start tapping into the opportunities

in emerging sub-Saharan countries and

focus on expanding into these markets. The

recent energy-related infrastructural devel-

opment in these countries will pave the

way for industrial growth and potentially

lucrative prospects.”
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South African brands 
museum
AS work continues on plans to create a Museum of Branding, Adver-

tising and Packaging in South Africa, the organisers are keen to main-

tain the impetus of collecting heritage advertisements, packaging,

logos and other authentic items relevant to the concept.

The project was initiated in 2009 by Ken Preston of Affinity Pub-

lishing and has since attracted strong support from several industrial

sectors, including beverage production. 

Vintage advertisements and posters already in the collection

include several which feature soft drinks.

As well as donating heritage items, some companies have added

sponsorship support to help advance plans for physical museum

premises open to the public.

Vintage South
African
advertisement for
Coca-Cola, in the
museum collection.

Golden anniversaries
NIGERIA celebrated 50 years of independent nationhood in 2010,

with many private companies – soft drinks bottlers among them –

getting into the swing of things with their own competitions, adver-

tising and other promotions.

For the Seven-Up Bottling Company the nation’s golden anniver-

sary had an extra-special meaning because it too was formed in

1960. In fact, its establishment date was 1st October, 1960, the very

day of the country’s independence.

The Pepsi bottler, which now has plants around Nigeria, was set

up as part of a diversification strategy undertaken by a successful

transport business. This company had been developed by

Mohammed El-Khalil who had come to Nigeria from Lebanon in

1926. Faysal El-Khalil, Mohammed’s son, is the current chairman of

Seven-Up Bottling Company.

For its own anniversary celebrations, the company organised spe-

cial events around Nigeria. In Kaduna, for example, where it has pro-

duction and distribution facilities, the company made donations to an

orphanage and widows’ home, as well as arranging trade and con-

sumer promotions.

A 50-plus celebration of a different kind came when a veteran

Coca-Cola drinker, 79 year old Pa Samuel Babatunde Ojo-

Aromokudu, presented a vintage bottle to the Nigerian Bottling

Company. He bought – and enjoyed – the drink in 1956, three years

after Nigerian production of Coca-Cola began in a small way in a

hotel basement. The bottle is now displayed, with appropriate

acknowledgement, in the NBC’s head office.
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‘For Wholehearted
Living’
THE Agthia Group, the Abu Dhabi-based

FMCG producer and distributor which

includes Al Ain Mineral Water, has intro-

duced a new corporate identity. Its brand

essence will be supported by the manifesto

‘For Wholehearted Living’ while a crisp logo

design has been created to better express

the group’s freshness and vitality.

Agthia has a growing presence through-

out the Middle East and North Africa. Al

Ain Mineral Water not only produces bot-

tled water with a strong market share in

the United Arab Emirates but is also the

local producer and distributor of Capri-Sun

juices.

The group’s other operations are exten-

sive, including frozen vegetables, flour, ani-

mal feed, tomato paste and other lines. In

2011 it is moving into fresh fruit and veg-

etables to service the UAE’s expanding

hospitality and catering industry needs. It

has also entered an alliance with Yoplait to

produce and market dairy products under

that brand.

Explaining the rationale

behind its new identity, Chief

Executive Ilias Assimakopou-

los said that “the world is changing, our

marketplace is changing, and we have to

change too. We need to continually adapt

to compete, and to improve. We have great

plans for Agthia and for all our clients. This

promise of ‘For Wholehearted Living’ will

be the driving force behind our brands and

will be central to everything we do and

say,” he stressed.

“We embrace the oppor tunities and

possibilities in the food and beverages

world to deliver superior quality products

that help people thrive and lead a more

vibrant life.”

Gulfood ready for
records
GULFOOD 2011 will be the biggest event

in the show’s history, in both size and

exhibitor numbers. Together with co-

located shows Ingredients Middle East and

Restaurant and Café Middle East, Gulfood

provides a 360-degree coverage of trends,

innovations and technological developments

in the industry.

An unprecedented 3,800 exhibitors will

be in action at the Dubai International

Convention and Exhibition Centre from

27th February to 2nd March. 

Gulfood is an increasingly significant hap-

pening on the global soft drinks calendar,

involving a large number of producers and

distributors, as well as suppliers. Its growing

importance is in line with Dubai’s own

positioning as a major food and beverage

centre, including local production and re-

exporting.

“Dubai has emerged as the key ingredi-

ent for the global food industry,” said Helal

Saeed Al Marri, Chief Executive of the

Dubai World Trade Centre which organises

Gulfood. “Its unrivalled trading network,

infrastructure, easy accessibility and open

market policy give Dubai its status as the

business centre of the Middle East.

“Gulfood reflects this status, providing

the food and beverage industry with a

global platform for trading, networking and

showcasing their products and services that

is unequalled anywhere in the world.”

Among those who see Gulfood as a

‘must’ is Riccardo Castignetti, Marketing

Director for Tetra Pak Arabia which is

exhibiting under the umbrella theme of

‘Passion for Innovation’.

Other members of the Gulfood family of

events include the Gulfood Conference

with a theme of ‘Global Trends, Regional

Opportunities’; the Dubai International

Food Safety Conference; a top-end net-

working environment known as the Gul-

food Majlis; and the Emirates International

Salon Culinaire.

red Bull Jabal
Thrill Muscat
A THRILL it was, as the name promised,

when mountain bikers took to a winding,

bumpy, fast corner 1100m track on Ras Al

Hamra peak, Oman, looking out to the sul-

tanate’s picturesque Al Fahal Island.

Over 20 participants, including Omanis

as well as overseas riders, competed on

the fast and furious trail of the inaugural

Red Bull Jabal Thrill Muscat 2010, sup-

ported by other downhill mountain biking

enthusiasts.

Participants in the Red Bull Jabal Thrill Muscat 2010; photo Naim Chidiac.

The 2011 SDI Media Pack is now

avaiable from the SDI website

To discuss your 
advertising requirements

contact:

advertising@
softdrinksinternational.com
or call +44 (0)1202 842222

www.softdrinksinternational.com
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In brief…

Whatever Floats
Your Boat
UAE water and juice bottler Masafi deals

with a lot of liquid daily, packaging it for the

refreshment of customers throughout the

Middle East and far-flung export markets.

Building boats to sail on water is something

else again.

A Masafi team, however, took part enthu-

siastically in a Dubai challenge to build boats

made only with recyclable and biodegrad-

able materials. They designed and built their

entry made of Masafi’s 4-gallon recyclable

and bisophenol A-free bottles.

Team members were Guerrero Santos

Alcala, Badarudeen Shaker, Alex Lontoc

Briones, Sundar Gopal Bahadur Simkhada,

Mohie Khalifa (leader) and Nikhil Desai (co-

ordinator).

The challenge was organised jointly by

Dubai Festival City, InterContinental Dubai

Festival City and luxury marina developer

Mourjan Marinas IGY. Entry fees were

donated to the Emirates Wildlife Society and

the Worldwide Fund for Nature.

Masafi’s entry in the Whatever Floats Your Boat
challenge.

Coca-Cola active
throughout region
AROUND the Middle East, Coca-Cola and

its bottling partners have been even more

than usually involved in community projects

and sustainability programmes.

In Saudi Arabia, Coca-Cola Middle East

and the Coca-Cola Bottling Company of

Saudi Arabia followed up their Ramadan

promotion for Ensan, the Saudi charity for

orphans’ care, by donating funds raised from

sales during the holy month.

While the proceeds were substantial,

Coca-Cola’s interaction with the Ensan

youngsters goes well beyond fund-raising.

During the holy month the company has a

lot to do with the children and, when hand-

ing over the donation, it was announced that

a drawing competition would be initiated for

Ensan kids.

“At Coca-Cola Saudi Arabia it has always

been part of our ongoing commitment to

support our local community,” said Abdullah

Al-Arrak. “Our solid partnership with Ensan,

which was started two years ago, is a mani-

festation of our dedication towards enhanc-

ing the lives of children in KSA.”

Since 2001, Coca-Cola has been brighten-

ing up the often dreary days of hospitalised

children by providing hospitals around

Lebanon with libraries full of children’s

books in a colourful environment.

In Lebanon, Coca-Cola Middle East inau-

gurated its 18th children’s library at Tal

Chiha Hospital in Zahle. Zahle is Lebanon’s

third largest city, in the Bekaa Valley.

“It is a great pleasure to see today how

joint efforts can achieve a useful service in a

society,” said Salim Wardy, Lebanon’s Minister

of Culture, in opening the library. “We feel

that this programme fits into the Ministry of

Culture’s strategy to encourage reading

among children and youth in general.” 

Continuing a long heritage of CSR

achievement, the Coca-Cola Bottling Com-

pany of Jordan was first runner-up at the

third annual Arabia CSR Awards highlighting

excellence in sustainability and business in

the Arab world. This recognised the com-

pany’s efforts to reduce water usage in the

production process and help facilitate water

supplies for villages in challenged areas.

“Jordan is located in a water-stressed envi-

ronment, unfortunately,” said Cem Becel, the

company’s General Manager. “We focused

our efforts on minimising our impact on the

environment. ‘Less water, more beverage’ is

our motto. In five years, we have reduced

our water usage per litre of product by 59%

and energy usage by 69%. We have also

engaged our employees in social projects

that benefit the community.”

Coca-Cola children’s library at Tal Chiha
Hospital.

Ensan youngsters during Coca-Cola’s
presentation of funds from the Ramadan
promotion.

IPo funds put to
good use
SODASTREAM International’s late-2010 ini-

tial public offering has led to the company’s

listing on the Nasdaq Global Market, under

the SODA ticker symbol. The successful IPO

and market listing was marked by a symbolic

ceremony where the Israeli’s company’s

Chief Executive, Daniel Birnbaum, rang the

Nasdaq closing bell.

The first stage of the IPO raised some

US$109.5 million but this was boosted to

$125.3 million when the underwriters exer-

cised their over-allotment options. 

SodaStream has used the funds to pay

down debt to financial institutions and share-

holders, and for buying out a management

services contract. More than a quarter of

the money raised is likely to be utilised in

the construction or purchase of a new pro-

duction plant. The balance will be used

mostly for working capital, which might

include investment in other businesses, prod-

ucts or technologies.

SodaStream listed on Nasdaq.

� The Qatar Petrochemical Company, usu-

ally known as Qapco, was principal sponsor

for ArabPlast 2011, held at the Dubai Inter-

national Exhibition Centre from 8th to 11th

January. The show included plastic beverage

packaging systems and technology in its

wide-ranging coverage.

� Red Bull Flugtag returned to Kuwait late

last year, proving to be the biggest event of

its kind in the emirate. Twenty nine teams

took to the skies – very briefly – with the

longest flight being achieved by the DIVA’s

team (11 metres). This team also managed

to score second place overall, only one

point behind the Dragon Fly team whose

well-designed aircraft was a crowd pleaser.

Send your news to

news@
softdrinksinternational.com
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Asia Pacific
Hohhot’s beverage
industry boom
ITS name means Blue Sky in Mongolian and

for Hohhot, capital of China’s Inner Mongolia

Autonomous Region, the sky seems to be

the limit in beverage production as new

plants are built and existing facilities

extended. Among the latest developments,

Tetra Pak has announced that it is setting up

a second production line at its converting

plant in the city.

COFCO Coca-Cola Beverages has

opened the first stage of a 24,000 sq m

manufacturing plant, with the company prais-

ing the support given the venture by the

Inner Mongolian and Hohhot governments.

Coca-Cola has also been active in commu-

nity work in Inner Mongolia, helping fund

several school projects.

Hohhot is not only booming as a manu-

facturing centre but also in tourism. The city

is an interesting blend of Chinese, Mongolian

and Islamic architecture, both historic and

modern.

Tetra Pak’s Hohhot expansion will boost

production capacity by 10 billion cartons

annually. It is another step in the packaging

group’s ongoing growth in China which has

become one of its major global markets.

When Tetra Pak opened its technology

centre in Shanghai, group executives noted

that its creation was to make the company

more responsive to local needs, ensuring

that its innovation policy was focused clearly

on delivering relevant concepts.

Tetra Pak, which has supplied packaging to

the Chinese beverage and dairy industries

for over 30 years, opened its Hohhot plant

in July 2009. It attracted a lot of public atten-

tion because it operates completely on

power from renewable sources – mostly

wind. Green electricity is on the increase in

China but only a small number of produc-

tion facilities feature this environmental ben-

efit as yet.

Five Pagoda Temple, Hohhot; photo
Pftctdayelise.

WA soft drinks
logistics hub
COCA-Cola Amatil will open a new 41,378

sq m logistics centre in Western Australia in

September this year. The office and ware-

house is being developed at Hazelmere in the

City of Swan, part of Metro Perth.

The project, which also includes space for

later expansion, further extends the existing

partnership between CCA and the Good-

man Group, an integrated property group

with operations in Australia, New Zealand,

Asia, Europe and the UK.

Goodman has already built two other facil-

ities for CCA, in New South Wales and Vic-

toria.

CCA will lease the Western Australian

complex for an initial 15 years, with the

arrangement likely to be extended. It will feed

soft drinks and alcoholic beverages not only

throughout Perth but also around the vast

state with its far-flung towns and outback

mines.

“We are pleased to be working with

Goodman again after the successful delivery

of our Eastern Creek distribution centre,” said

Peter Steel, CCA’s General Manager, Planning

and Strategy. “This new facility will be pivotal

to the success of our Western Australian

operations.”

Several environmental initiatives have been

incorporated in the building design. These

include an aerobic treatment unit which recy-

cles the effluent into the landscaping, pneu-

matic wall louvers to regulate the ventilation

automatically, warehouse wall and ceiling insu-

lation to reduce heat loading, a solar hot

water system and rainwater tanks feeding

water to amenities and truck washing bays.

To the north of Western Australia, CCA’s

Indonesian operations are also to get a

boost.

“The opportunity for CCA in the Indone-

sian market is to participate in the growth of

the consumption per capita of commercial

beverages through increasing the availability

of our products and by expanding our range

into new products and categories,” said Terry

Davis, CCA’s Group Managing Director, at

the company’s annual investor briefing in

Indonesia.

“To facilitate this growth, we shall be

increasing our investment in Indonesia to

around A$100 million per annum over the

next three years, through the expansion of

our cold drink cooler fleet and our produc-

tion and distribution capability.”

F&n ready for Coke
departure
DATO' Ng Jui Sia, Chief Executive of Fraser

& Neave Holdings, says the big Malaysian

soft drinks, dairy and property group is in

good shape for the expiry of its Coca-Cola

bottling agreement in September.

F&N and Coca-Cola are working amica-

bly through an extended transition, with

Coca-Cola building its own new production

plant, as reported earlier. Dato’ Ng said

F&N had launched, and would continue to

launch, more new soft drink products as

well as strengthening its distribution net-

work.

The Red Bull franchise, acquired in April

2010, was proving a success. In the financial

year to 30th September, 2010, F&N

reported a record profit which was nearly a

threefold increase on the previous financial

year.

“Our core business in F&B remains

robust, with an uninterrupted momentum

amidst the recovering regional economies

and improved domestic sentiments,” said

Dato’ Ng. “The increase in operating profit

is attributed to the volume expansion

achieved by the soft drinks division and the

favourable raw material costs enjoyed by

the dairies business during the first half of

the financial year.”

F&N Seasons, one of the many soft drink ranges
in the F&N portfolio.

Mine disaster 
assistance
SEVERAL bottlers and soft drink distribu-

tors were among companies which pro-

vided water, other soft drinks and snacks to

would-be rescuers and waiting family at the

site of New Zealand’s Pike River Mine dis-

aster in which 29 miners died.

A large number of people were forced

to wait at the isolated wilderness locale,

hoping for gas levels to drop adequately to

allow a rescue attempt. This did not happen

and the gas subsequently exploded and

ignited.

Among those to supply goods free of

charge was Frucor Beverages which also

encouraged Kiwis to donate to the miners’

relief fund.
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Fiji Water: producer
blinks first
THE first sign of trouble came with the sud-

den departure from Fiji of Fiji Water senior

executive David Roth. Within hours the

country’s acting prime inister and Minister of

Defence, Ratu Epeli Ganilau, confirmed that

he had resigned because he did not agree

with his own government on matters con-

cerning the water company.

Prime Minister Voreqe Bainimarama, then

in China, said non-citizens should not inter-

fere in the internal affairs of Fiji. “It is unfor-

tunate that David Roth saw it fit to engage

in activities outside of his work permit con-

ditions”.

This spat not only took Fiji by surprise but

also caused widespread consternation, given

that Fiji Water is one of the country’s major

exports.

The product is bottled at source in north-

ern Viti Levu. Its packaging is of distinctive

design and in the US, its principal market,

ongoing promotions and an impressive dis-

tribution network have given it a high pro-

file.

The Fiji Government and Fiji Water, which

is US-owned, had a confrontation in 2008

when the government attempted to hike the

taxation, alleging at the same time that it

was being short-changed because the bot-

tler rated the product at one level at the

border, subsequently boosting its price

through its sale to an associated company.

After the company ceased production

temporarily and talked of withdrawal, the

government eased up on its demands. It was

widely regarded that this was not the end of

the matter.

In the latest round the government raised

the ‘water resource tax’ to 15% when more

than 3.5 million litres per month were

extracted from a source. Fiji Water is the

only bottler to which this currently applies.

After Roth was deported, Fiji Water’s

President and Chief Operating Officer, John

Cochran, said from Los Angeles that the

company wasn’t accepting the new tax and

therefore was closing down. He pointed out

that this would also affect several large con-

struction jobs, such as a school renovation,

which Fiji Water was bankrolling, and that

there would be a widespread economic

impact on staff, contractors and the econ-

omy.

Too bad, said Bainimarama, a feisty military

leader. He said the government would take

over the water source and produce its own

bottled water.Given that Fiji Water is largely

a marketing concept protected by trade-

mark, the likelihood was low of this being an

immediate financial success but it would

have spelt the end of Fiji Water.

The stalemate ended with Fiji Water

blinking first and agreeing to pay the tax.

Fiji Water on sale in New York; photo Verve
Equinox.

Hot moves at 
B-Boy final
B-BOYS from around the world rocked the

Yoyogi Stadium in central Tokyo with inno-

vative break beats and hot moves for the

finals of Red Bull BC One. The judges knew

what they were looking for – two of them

were themselves previous champions.

Japan has a lively hip-hop scene dating

from the early 1980s and Red Bull BC One

drew a large crowd of fans who interacted

positively with the competitors. At the

event’s climax, all 16 finalists came on stage

to pay their respects to the audience.

Up against tough competition, Neguin

from Brazil took the world honours with

an awe-inspiring performance that was

notable for its advanced technicality. Neguin at B-Boy final, Tokyo

Don’t forget
to renew your subscription...
email: subscriptions@softdrinksinternational.com

or Tel: +44 (0)1202 842222
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Americas

realignments at
Sunny D 
SUNNY Delight Beverages Co (SDBC) is

investing more than US$70 million to

upgrade its five North American manufactur-

ing facilities and data systems and to acquire

a plant in Sherman, Texas.

At the same time the company is to sell

its Western European Sunny Delight juice

drink business to Orangina Schweppes, part

the Suntory Group. Terms of this transaction,

which is subject to regulatory approval, were

not disclosed. The proceeds from this sale

will enable SDBC to be debt-free and to

focus its resources on growing its much

larger and more diversified North American

business.

In this regard, SDBC has signed an agree-

ment to purchase The J. M. Smucker Com-

pany's plant in Sherman, Texas. SDBC has

been leasing space at the site since 2004 to

produce its SunnyD brand. The J. M. Smucker

Company will continue to produce its Fol-

gers coffee brand at the site until April 2011.

“The North American supply chain and

Getting children
active
DR Pepper Snapple Group (DPS) has

launched Let's Play, a community partnership

designed to get children active nationwide.

The first Let's Play initiative will be a US$15

million, three-year commitment to

KaBOOM!, the national non-profit that's sav-

ing play by ensuring there is a great place to

play within walking distance of every child. 

Together, through Let's Play, DPS and

KaBOOM! will build or fix up 2,000 play-

grounds by the end of 2013, benefiting an

estimated 5 million children across North

America.

“We recognize that the key to healthy liv-

ing is managing calories in and calories out.

Let's Play is an important step in helping

families achieve that balance,” said Larry D.

Young, President and CEO of DPS. “By

extending our existing partnership with

KaBOOM!, Let's Play will provide the tools,

places and inspiration to help communities

increase physical activity."

The company will offer a variety of Let's

Play grants via KaBOOM!, which will help

communities build new playgrounds, update

existing playgrounds or keep playgrounds

open longer. DPS and employee volunteers

will build 40 of the new playgrounds.

"KaBOOM! envisions a great place to play

within walking distance of every child in

America, and this partnership will certainly

help us achieve that goal," said Darell Ham-

mond, CEO and co-founder of KaBOOM!

In the past two years, DPS has worked

with KaBOOM! to build 13 new play-

grounds. The company completed its most

recent playground in Victorville, California –

home of the newest DPS manufacturing

plant.

DPS has set a goal that at least 50% of

products will be health and wellness focused

by 2015. This includes reduced calorie prod-

ucts, offering options with smaller portion

sizes and improving the nutrition offerings in

its portfolio. 

In brief…

DPS' Mott's brand  sponsored the second
annual KaBOOM! Play Day. 

CASEY Container Corp of Scottsdale, Ari-

zona, has received its first order from a US-

based bottled water company to supply

some 250,000 biodegradable preforms on a

weekly basis over 12 months which will be

used to manufacture biodegradable plastic

bottles.

Casey Container holds a license to Eco-

Pure, a second-generation proprietary and

organic additive, which – once added to a

resin used to produce plastic bottle pre-

forms – renders the plastic biodegradable.

The company’s biodegradable preforms are

made of PET, HDPE and other conventional

polymers, thus offering the same perform-

ance and cost effective advantages of con-

ventional plastics. 

By introducing EcoPure into the manufac-

turing process, Casey expects to produce a

truly biodegradable PET, HDPE and other

polymer products that break down into

harmless bio-gases and bio-mass over time

in anaerobic environments like landfills.

Demand for degradable products in the

US is projected to increase 16.6% annually

through 2014, due in part to increased con-

sumer demand for environmentally friendly

packaging, according to an August 2010

report by The Freedonia Group. The Con-

tainer Recycling Institute says Americans

alone buy an estimated 34.6 billion single-

serving (1 litre or less) plastic water bottles

each year, of which nearly eight out of 10

end up in a landfill or incinerator. 

Terry Neild, Chairman of Casey Con-

tainer, said the order was a milestone for the

company. He added: “Over and above this

inaugural order, we are also in advanced dis-

cussions and negotiations with a wide range

of companies interested in taking delivery of

biodegradable preforms and/or bottles for

their respective bottling and packaging

requirements. We believe we can be in posi-

tion to deliver approximately 35 million pre-

forms and bottles in 2011, given that we

meet our anticipated production ramp-up

schedule.”

First order for
biodegradable
plastic 

� Popeyes, the chicken and seafood chain,

has signed multi-year agreements with Coca-

Cola and Dr Pepper Snapple Group to

carry the two companies' beverages at

1,500 restaurants in the US. Previously,

Popeyes was a split system, with some fran-

chisees pouring Coke and the others pour-

ing Pepsi as the primary soft drinks. The

chain said it chose Coke and Dr Pepper as

its approved beverages after a committee of

franchise and corporate representatives

reviewed the options.

data system upgrades, and our purchase of

the Sherman plant, will improve corporate

profitability, manufacturing efficiency, and our

environmental footprint,” said Ellen Iobst,

Senior Vice-President of Manufacturing and

Technology. “Specifically, this investment will

lower our costs via 'no touch,' robotic ware-

housing at each site and will further enhance

our sustainability efforts through upgraded,

consumer-preferred packages that require

less material and energy to produce. The

result will be more highly efficient beverage

operations across North America better

capable of producing our seven brands and

meeting our retailers' and consumers'

needs.” 

SDBC produces its beverages at sites in

Anaheim, California; Sherman, Texas, Atlanta,

Georgia, South Brunswick, New Jersey and

Littleton, Massachusetts. 

Its brands include Sunny Delight, Elations,

Fruit2O, Bossa Nova, Veryfine, Fruit Simple

and Crystal Light ready-to-serve beverages.

All SDBC plants have achieved zero waste to

landfills.

SDBC is majority owned by J.W. Childs

Associates, a private equity firm based in

Boston.
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Certification for
Arabian water
NSF International, the Ann Arbour-based

independent, not-for-profit public health

organisation that cer tifies products and

writes standards for food, water and con-

sumer goods, reports that Jazan Develop-

ment Company’s (Jazadco) Nuran and Faifa

brands of drinking water have earned NSF

Bottled Water Certification. NSF Certifica-

tion communicates Jazan’s commitment to

producing a safer, higher-quality product for

consumers worldwide.

To achieve NSF Certification, the Jazan

bottling facility in Saudi Arabia underwent a

rigorous audit to verify that the bottling

facility met all certification requirements,

including Good Manufacturing Practices

(GMP) and Hazard Analysis and Critical

Control Point (HACCP), which are nation-

ally-recognised standards for food safety.

NSF also tested samples of Nuran and Faifa

products against the US Food and Drug

Administration (FDA) Code of Federal

Regulations for Bottled Water for more

than 160 chemicals, inorganic, radiological

and microbiological contaminants.

To maintain certification, the NSF Bever-

age Quality/Bottled Water Cer tification

programme conducts annual product test-

ing and unannounced bottling facility audits

that cover every aspect of the operation

from water source to the filling room.

“NSF Certification provides a competi-

tive advantage in terms of quality and safety

and increases credibility by assuring con-

sumers that government standards are

met,” said Mamdouh Al Ameen, Sales Man-

ager of Jazan Development Company

(water division).

“Jazan Development Company has

achieved a major milestone by obtaining

certification of their bottled water product

line. NSF Certification communicates to

customers and retailers that every aspect

of beverage quality has been addressed to

ensure confidence in the products sold,”

said Chris Dunn, General Manager of NSF’s

Bottled Water and Beverage Quality Certi-

fication Program.

Brazilian 
recognition
ALCOA, the global aluminium producer, has

been named 'Sustainable Company of the

Year' in Brazil’s Exame magazine’s 2010

Sustainability Guide. The annual guide,

Brazil´s prestigious annual survey on corpo-

rate social responsibility, selects and recog-

nises the sustainable actions of 20 model

companies every year.

“It's truly a great honour and to rank

first amongst the most sustainable corpora-

tions in Brazil, particularly when Exame’s

ranking includes the country’s most presti-

gious enterprises,” said Franklin L. Feder,

President, Alcoa Latin America &

Caribbean. “This recognition crowns the

contributions of approximately 6,400

'Alcoans' in Brazil who every day con-

tribute towards enhancing the sustainability

of our operations in this country.”

The ranking is coordinated by the Cen-

ter for Sustainability Studies of the Getulio

Vargas Foundation, which evaluates the

strategies, commitments and practices of

companies within the three dimensions of

sustainability: environmental responsibility,

economic/financial success and social com-

mitment.

This is the fifth time Alcoa has been

recognised as a model company in sustain-

ability by Exame’s Guide.

Citrus disease 
support
THE Coca-Cola Company and Cutrale Cit-

rus Juices of Brazil announced at Decem-

ber's Florida Citrus Mutual's monthly board

meeting a donation of $3 million to the Uni-

versity of Florida Foundation in support of

long term research projects, specifically those

aimed at preventing a widespread disease

that affects citrus crops.

The $1.5 million contribution by each

company will be used to fund sustainable

research programmes managed by The Cit-

rus Research and Development Foundation

Inc (CRDF), a direct support organisation of

the University of Florida aimed at eliminating

the threat of Citrus Huanglongbing (HLB), a

disease commonly known as 'greening.' HLB

is one of the most destructive diseases of

citrus crops, debilitating the productive

capacity of citrus trees.

“Research to find a sustainable and envi-

ronmentally conscious way to fight this dis-

ease is the best way we can support the

entire value chain for the citrus industry,”

said Guy Wollaert, General Manager, Global

Juice Center, The Coca-Cola Company.

“Coca-Cola is committed to working with

our partners in the citrus industry to help

eradicate HLB. Solutions will benefit citrus

growers worldwide and ensure that con-

sumers continue to have access to the high

quality citrus fruit and juice.”

“The worldwide citrus industry today

faces one of its greatest challenges to con-

trol and prevent the rapid spread of citrus

greening,” added Hugh Thompson, President

of Cutrale Citrus Juices, USA. “Our donation

reflects Cutrale's continued support of the

orange growers around the world and of

sustainable research programmes that will

deliver long term solutions for the control

and prevention of HLB. Long term solutions

for HLB must make the grower more effi-

cient, improve yields and give the grower

confidence that they can profitably reinvest

in the growing of oranges.”

A young tree declining due to citrus greening
disease.

Bottled water and beverage products meeting
all certification requirements may bear the
NSF Mark and are included on NSF
International's website.
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Ingredients
More versatile
BAOBAB, the nutrient rich exotic fruit from

Southern Africa, can now be obtained in a

new fruit extract format. Baobab has

extremely high nutritional qualities: twice as

much calcium as milk, more magnesium than

spinach and twice as many antioxidants as

goji berries. In addition to its high levels of

key nutrients, it acts as a flavour enhancer,

so less sugar can be used in products. Its

taste is described as “caramel pear with

subtle tones of grapefruit”.

Baobab is supplied by PhytoTrade Africa,

the Southern African Natural Products

Trade Association dedicated to helping low-

income, rural communities by developing

ethical and sustainable trade in natural

products.

The new extract is suitable for use in

ready-to-drink ice tea, juice and juice bever-

ages, near waters, energy drinks and yoghurt

and yoghurt drinks, 

Rosie Abdy-Collins from PhytoTrade said:

“Baobab is exceptionally adaptable and we

are very excited about its wide range of

uses as an ingredient. Our new baobab

extract means it can be incorporated into

even more product ranges.”

The Organic Herb Trading Company has

been appointed as the UK distributor for

both the conventional and organic fruit pulp

powder as well as the new baobab extract. 

Clear winner
INNOPHOS of Cranbury, New Jersey,

gained first prize in the HiE Excellence

award for its VersaCAL Clear, a highly solu-

ble calcium phosphate for clear beverages.

Claiming the accolade in the nutrition for

the young and old category, the judges were

impressed by the significant breakthrough

the ingredient represents for the beverage

industry. 

The judges said: “We were inspired by the

possibility for beverage manufactures to cre-

ate products for a target group that really

matters by providing calcium and phospho-

rus that they need to build strong bones.”

“We are thrilled to have won this presti-

gious award, which validates the benefits Ver-

saCAL Clear offers our customers,” said

Joseph W. Golowski, Vice-President – Spe-

cialty Phosphates. “Traditionally calcium forti-

fication in clear beverages uses other calcium

sources such as lactates, gluconates and cit-

rates which can have an impact on flavour

and stability in some formulations. Leveraging

our technical expertise in phosphates, Ver-

saCAL Clear was developed to tackle this

The panel of experts applauded VersaCAL
Clear’s effective combination of calcium and
phosphorus to promote healthy teeth and
bones which does not compromise product
taste and stability.

problem and provide manufacturers with a

soluble source of both calcium and phos-

phorus which the other products do not

provide.” 

European stevia
partnership
WILD Flavors GmbH and Univar, a global

chemical and food ingredients distributor,

have agreed to work together to market

and distribute a range of Sunwin Stevia

products, Wild Taste Modification Technolo-

gies, and other sweetening blends in

Europe and the Middle East.

The agreement with Univar enables Wild

to gain greater penetration in the Euro-

pean market and complements the com-

pany's existing sales and marketing activi-

ties. Wild's proprietary Taste Modification

Technologies and blends are used with ste-

via to deliver sweetening solutions for a

wide range of beverages and other applica-

tions.

Univar will market and sell Sunwin Ste-

via Reb A extracts and Wild’s Taste Modifi-

cation Systems initially within the approved

French and Swiss markets and then,

throughout Europe as authorisations are

granted.

Commenting on the alliance, Fabiana

Matucci, VP, SBU Management, Rudolf Wild

& Co, said: “We are excited about the

potential business opportunity presented

by the agreement with Univar and look

forward to rapidly increasing our market

penetration of Sunwin Stevia, the all-nat-

ural, zero-calorie sweetening option within

our product portfolio. Market interest sur-

rounding the use of stevia in food and

beverage products within Europe clearly

indicates that Wild and Univar have come

to the market at the right time.”

Neil Blackburn, Univar EMEA Supplier

Director, Food Ingredients, also welcomed

the partnership saying, “Working with a

producer and acknowledged innovator of

Wild’s calibre will greatly enhance Univar’s

product and technology offering to our

broad food and beverage customer base

across Europe as well as the rapidly devel-

oping client base in the Middle East and

Asia.”

KEMIN Health of Des Moines, Iowa,

reports that Slendesta Potato Extract may

now be marketed as a non-Novel Food

ingredient in Canada. A letter of non-objec-

tion has been received from Health

Canada, confirming that Slendesta is not

considered a Novel Food and may be law-

fully sold as a food ingredient for use in

conventional foods and beverages at spe-

cific inclusion levels.

The active component in Slendesta, Pro-

teinase Inhibitor II (PI2), is derived from US

grown white potatoes and enhances the

body’s natural release of cholecystokinin

(CCK). CCK is a well-studied signalling pep-

tide in humans that, once released, travels

through the bloodstream and helps to

induce feelings of fullness and satisfaction.

These feelings of fullness and satisfaction

help people to control their hunger and

may help make dieting easier.

A number of clinical trials have been per-

formed with Slendesta. Combined with diet

and exercise, Slendesta supplementation

has helped people control their hunger and

lose weight without the unpleasant side

effects of some weight management ingre-

dients. 

The Food Directorate of Health Canada,

which regulates conventional foods in

Canada, conducted a comprehensive review

of safety data and other related information

on Slendesta, submitted by Kemin, including

its composition, manufacturing process and

scientific evidence suppor ting the non-

Novel Food status of Slendesta. The posi-

tive conclusion was reached by Health

Canada upon assessment of the informa-

tion against the elements of the Novel

Food definition in the statute.

Slendesta is also not considered a Novel

Food in Europe, and is GRAS (Generally

Recognised As Safe) for a variety of foods

and beverage products in the US.

non-novel
approval for
weight 
management
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AT HiE Beneo announced the launch of its
natural solutions for sugar replacement
which provide a new synergistic effect by
offering well-balanced combinations of
agglomerated grades of the company's
naturally derived bulk sweeteners:
Isomalt,Palatinose, inulin and
oligofructose as well as stevia.  The
natural solutions for sugar replacement
are available in tablet or powder form.

In brief…

� Ingredia Nutritional, experts in developing

milk protein products, has launched its new

proteins and hydrolysates range; Nutritional

Solutions. The range offers additional and

improved ways of incorporating protein

within products for end market consumption.

Exclusively for Hi Europe Ingredia Nutri-

tional developed an end-product concept

to illustrate just one of Nutritional Solu-

tions' possible applications; the Refuel &

Repair sports nutrition drink. Aiding recov-

ery, rehydration and muscle synthesis this

drink provides a combined higher level of

fluidity and lower bitterness levels with a

high protein content. 

� Delante, a Norwegian company specialis-

ing in the development of nutritional delivery

systems, has developed its Lipidfizz technol-

ogy using DSM’s new omega-3 product fea-

turing Ropufa ‘10’ n-3 Food Powder S/S as

the active ingredient. Lipidfizz delivers a high

dose of two essential fatty acids in the form

of effervescent powders and tablets which

are dissolved in water and consumed as a

beverage. With a light orange flavour, Lipidfizz

is said to meet consumer requirements for a

tasty and effective omega-3 product.

NEW research commissioned by Volac,

among consumers engaged in moderate

exercise, suggests there are now significant

opportunities for sports nutrition manufac-

turers prepared to introduce exercise recov-

ery beverages based on whey protein to the

mainstream market.

The findings are published in a research

paper, Exercise Recovery Beverages: New

Opportunities in the Sports Drink Category,

available www.volac.com/news/lifestyle-and-

dairy-news.

Volac commissioned the research in July

2010 among 1,001 consumers, between the

ages of 18 and 60, who are committed to

undertaking sport or exercise once a week

or more, in order to better understand the

potential for exercise recovery products

containing whey protein in the mainstream

market. The company says once the benefits

of whey protein for muscle recovery were

explained, interest grew and the potential

market opportunities for sports manufactur-

ers emerged.

Key findings include:

• Almost one quarter (24%) expressed an

interest in a product containing whey protein

to help with muscle recovery after exercise.

• 53% of those respondents who said that

they would be interested in a whey protein

product to help with exercise recovery iden-

tified the bottled drink as their preferred

choice.

• 75% of those respondents currently using

a protein product buy a sports drink on a

Market potential
for protein 
recovery 
beverages

regular basis to support their exercise. 

• Over three quarters (77%) of those

respondents who had used a protein prod-

uct said it was very or fairly easy to see or

feel the benefits of taking protein.

The report goes on to suggest that once

a targeted education programme is

launched, which focuses on the importance

of whey protein to the recovery process

and the significance of both the quantity and

timing of the intake, then consumer demand

for convenience will only serve to increase

interest in the ready-to-drink format.

Until recently, the addition of whey pro-

tein to clear beverages has not been with-

out its challenges. A protein that withstands

pasteurisation and remains clear in solution

throughout the shelf life of a typical near

water beverage has been the subject of

much research and development.

Volac's response is the development of

Volactive Hydrapro – an enhanced, fat-free

whey protein isolate which combines high

solubility with heat stability and a long shelf

life.

VITIVA, Slovenia, has announced that the

rosemary extracts sold under VivOX

INOLENS and SyneROX brands, are in com-

pliance with the new legislation under EU

directives 2010/ 67/ EU and 2010/ 69/ EU

which define purity criteria and application

range for rosemary extracts as antioxidants.

“Adding rosemary extract to approved

food additives in the antioxidant category sig-

nificantly expands the horizons of its use and

brings the benefits of this natural and potent

ingredient to a wide EU audience, which is in

constant quest for friendly label products

with a natural image,” said Ohad Cohen,

CEO of Vitiva.

“The long-awaited move of the EU legisla-

tion community to accept carnosic acid and

EU compliant

carnosol-based rosemary extract as a safe

natural alternative to synthetic antioxidants,

will allow food manufacturers to significantly

expand their food portfolio. As a leader in

this category, Vitiva sees a significant new

potential coming its way, bringing new oppor-

tunities for strong business development and

growth”.

� US company Comax Flavors has created a

new reduced-cost oak extract which is as

clear as water. It can be used anywhere that

fluid extract, solid extract, distillate or essence

is used. The new product was designed to

replace oak extracts across a wide range of

food and beverage applications. It is claimed

ideal for use wherever there is an added

value to a clear, water-white appearance and

is advantageous for delivering aged alcoholic

beverage notes into sauces or beverage mix-

ers, as well as adding depth to flavours such

as vanilla or cranberry. It is also available as a

natural type flavour.
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Juices & Juice Drinks
Wider distribution
AUSTRALIA / USA Britvic, a leading UK

soft drink companies, has entered into a

new bottling and distribution agreement for

its leading children's Robinsons Fruit Shoot

brand in Australia.

As a result of the bottling agreement,

Bickford’s, a premium soft drinks business

based in Adelaide, South Australia, will man-

ufacture, market and sell the brand, with

Britvic supplying key juice and flavour ingre-

dients. The fruit juice drink is now available

in Woolworth’s and Coles, Australia’s two

largest retailers, and is set to drive major

growth within a relatively undefined and

untapped retail segment.

Britvic International Ltd Managing Direc-

tor, Jim Reade, said: “The agreement with

Bickford’s represents another key milestone

in the internationalisation of Britvic’s brand

portfolio as part of our programme of

working with strong partners in key mar-

kets. The combination of Robinsons Fruit

Shoot’s brand properties and   track record

in innovation   along with Bickford’s strong

operating and commercial platform in Aus-

tralia forms a winning team.”

Further, the brand is also being distrib-

uted in Florida, Alabama and Georgia

through Buffalo Rock, one of the largest

independent Pepsi bottlers in the US. Fol-

lowing initial distribution, research has

demonstrated that the brand is performing

very strongly in the market, posting YTD

growth of +19% in the impulse channel. The

trialling and distribution of Robinsons Fruit

Shoot on the Eastern Seaboard has also

taken place in recent months.

Britvic is looking for other international

partners. David Lindgren, Head of Franchis-

ing at Britvic International, said: “We are

clear that a number of our wholly-owned

brands have a relevant role to play, not just

in Europe, but globally. We’re committed to

developing relationships with bottling part-

ners, such as Bickford’s and Buffalo Rock as

a core part of our international growth

strategy.”

real fruit
UK A new category of fruit juice, the 'Fruit

Float' has been joined by Frubob, which

claims to be the only 100% natural Fruit

Float with real pieces of fruit bobbing in real

fruit juice. The low calorie drink comes in

Strawberry & Banana, Pineapple, Orange,

Mango and Peach variants. Each provides

one of your five-a-day servings.

The drink can also be used as a mixer to

produce tasty cocktails. “Frubob is a mixolo-

gists dream, no more throwing away rotten

fruit that hasn't been used, makes the per-

fect cocktail in minutes and is an instant

Mocktail,” said Christian Ozzati, Mixologist of

the Year.

Students are the
target
UK The Natural Beverage Company

reports that the biggest market for its Fair-

trade juices and smoothies are universities

as many students have a knowledge and

conscience about insuring the products

they buy have been ethically produced with

everyone being paid a reasonable wage.

With this in mind the company targets

much of its marketing, principally samplings,

at festivals and university campuses.

Richard Horwell from Brand Relations,

specialists in supporting new brands, com-

mented: “Although the company has been

in business for three years – with no inter-

national exposure – this whole range is rel-

atively new. It is the only company in the

UK to offer aseptically filled Fairtrade juices

and smoothies, the others are all hot fill, so

rather than boiling all the flavour and good-

ness out of the juice it is preserved in a

aseptic environment so the finished product

is extremely good.”

In recent times the recession has been

good for Fairtrade. Horwell explained this

is due to the complete switch from organic

to Fairtrade and companies such as Brakes

quoting a 46% increase in Fairtrade prod-

ucts across the board.

The brand enjoys a retail listing in all the

Martin McColl stores, National Trust, AMT

Coffee, Great Western Trains and many

small independents.

To discuss advertising opportunities in
Soft Drinks International

email: advertising@softdrinksinternational.com
or call +44 (0)1202 842222
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Tang production 
INDIA It has been reported in The Eco-

nomic Times that Cadbury India will start

local manufacturing of Tang, Kraft Foods'

powdered orange drink.

“We are rejuvenating it and we will start

producing it within this fiscal year," Cadbury

India Managing Director Anand Kripalu told

reporters in Delhi on the sidelines of a 

Pomegranate extra 
NEW ZEALAND Rejuva's aloe vera-

based beverage range, has extended its

product line by adding a 1.5 litre packaging

variant for Pomegranate with Aloe. This

contains 15% pomegranate juice, along with

aloe vera juice and gel, blended to deliver a

smooth drink. There are no added preserv-

atives or colour.

It joins the Aloe Rejuva 41% 1.5 litre

bottle. As this flavour’s name indicates, it

contains a high proportion of aloe vera

juice and gel. Both drinks are also offered in

500ml bottles. Green Tea with Aloe and

Aloe with Wheat Grass are available in

500ml packaging only.

Pavé Consumer Brands is currently offer-

ing a limited edition Rejuva-branded chiller

bag to consumers who give their opinion

of the Rejuva range through its brand 

website.

UK Evoid has added a cherry variant to its

range of school compliant still drinks. Ingredi-

ents include cherry juice, grape juice, lemon

School compliant
UK New from Mulrines is the Kulana range

of juices aimed at children and adults. They

come in pouches with straws which are easy

to open. The 180ml variants are school com-

pliant and range from 100% juice in Orange

and Apple to 70% juice in the Tropical, Black-

currant and Raspberry flavours. The juices

have no added sugar, preservatives, flavourings

or sweeteners and count as one of your five-

a-day,

The Sunstream 200ml pack comes in

Orange, Apple and Blackcurrant. For the

retailer the pouches comes in a well pre-

sented 10 pack for display on the ambient

shelf with a shelf life of 12 months.

Family pouches

AUSTRALIA Cottee’s cordials, a brand

which recently reworked its range as 1 litre

double concentrates (a move well received

by its market), is one of the sponsors of an

‘Aussie-style’ family game called Pic-

tionAussie.

This link has brought promotional refer-

ences to Cottee’s flavours, such as Gubble-

Bum, with a ‘fast fact’ outlining that

product’s zany jingle text, presented as if

with a mouth full of bubblegum.

Cottee’s cordials have been produced

since 1927. They are a Schweppes Australia

brand. PictionAussie is an Australian-

themed development of Pictionary, a Mattel

product.

Game sponsorship

juice and natural flavourings and colours.

With a website devoted to sharing and

promoting the kind of music young people

are passionate about, the company say it is

dedicated to offering young people healthier

drink choices.

CII event. 

He said Tang, which has been imported

from Thailand to serve the Indian market so

far, will be produced at Kraft's Hyderabad

plant. “It is a legacy plant of Kraft in Hyder-

abad, which has not been utilised. We will

start manufacturing there,” he said. 

Cadbury India came under the Kraft

Foods umbrella when the US-based firm

acquired British confectioner Cadbury Plc in

January 2010.

Rejuva presents aloe vera as ‘the good

stuff ’.

Send your news to:
news@

softdrinksinternational.com
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Energy & Sports Drinks
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V expands
SPAIN Frucor Beverages reports that V,

its market leading energy drink in New

Zealand and Australia, is to be launched in

Spain, thanks to a partnership with Frucor’s

sister company, Orangina Schweppes.

Frucor Managing Director Mark Cowsill

said introducing V to the Spanish market is

another significant step towards achieving

Frucor’s plan to make “the energy drink a

global brand.”

He said: “The acquisition of Frucor by

Suntory last year has opened doors for us

in the international marketplace.   Suntory’s

support, knowledge and networks will be

invaluable for Frucor as we up our focus

on the global growth of our brands and

business over the next five to ten years.

“We are very excited by the strong

interest and response we are seeing inter-

nationally. The Spanish market for energy

drinks is showing solid growth, yet it is still

relatively underdeveloped compared to the

rest of Europe. This provides us with a

great opportunity, particularly given our

relationship with Frucor’s Spain-based sister

company Orangina Schweppes,” he added.

The expansion of V into Spain will add

to Frucor’s current annual expor ts of

approximately NZ$250 million worth of

beverages a year. The drink is currently

available in 18 countries, including New

Zealand, Australia, the UK, Holland, Sweden

and Argentina.

UK Model and actress Kelly Brook is head-

ing up the UK launch of Playboy Energy

Drink. It is already available worldwide

including the US, Australia, Eastern Euro-

pean countries and South Africa.

Kelly hosted the official UK launch. She

will act as the brand's ambassador and star

in a promotional photo shoot for the bev-

erage. 

Playboy Energy Drink features subtle

notes of fruit and vanilla. It contains ginseng

root, guarana extract and damiana leaf,

ingredients that are believed to stimulate

energy levels. It is available in two varieties,

regular and sugar free; each comes pack-

aged in an 8.4 oz black can, made distinc-

tive by the famous Playboy Rabbit Head

Design and colours denoting regular (glow-

ing orange) or sugar-free (glowing blue).

Playboy Energy Drink will be initially

Clubland energy

SOUTH AFRICA Ceres Fruit Juices, part

of the Pioneer Foods group, has leveraged

its Wild Island dairy blend range with a

brand extension marketed as Wild Island

Kick.

These ‘energy smoothies’ are marketed as

a cheap and healthy alternative to other

energy drinks. They are packaged as 1 litre

concentrates, with each bottle making 8

litres. Three flavours are available: Passion

Blast, Pineapple Extreme and Tropical Blitz.

While the main Wild Island range has

green caps, Wild Island Kick variants are dis-

tinguished by purple caps.

Wild Island Kick has been heavily adver-

tised, notably with a TV commercial from the

Smooth kick 

Kelly Brook at the UK launch.

SOUTH AFRICA A new television com-

mercial and a series of competitions have

boosted sales of the Lucozade Energy range.

Lucozade Energy is available in three

flavours – Original, Apple, Orange – and

packaged in 300ml plastic bottles.

The new television commercial was shot

by Terraplane for Ogilvy Johannesburg. Terra-

plane’s Trevor Clarence, the Director, had a

laconic observation on the project: “This

shoot was really challenging ‘cause there’s a

scene where a guy is sleeping and wakes up.

The problem was that he was very excited

Ad boost

about being on set and it took him a really

long time to fall asleep each time before we

could do another take.

“Other than that it was a really fun job

and I’m very happy with the result.”

Bester Burke Slingers advertising and mar-

keting group which brings to life the drink’s

‘more energy’ message. A group of Johannes-

burg miners, energised by their morning

Wild Island Kick break, are surprised to sur-

face and find they have inadvertently dug all

the way to China.

available through high-profile clubs and

cocktail bars. The brand's tagline is: 'Gets

the Party Started.'
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well as in-store point of

sale and a continuation

of the brand’s well-

established event spon-

sorship programme.

Bottled at source in

the Kranskop area of

KwaZulu-Natal, AQue-

llé was launched in

1997 with a flavoured

range which has since

been extended; this

focuses heavily on typically South African

flavours. The name comes from the Latin

word aqua and the German quelle, or source.

It is pronounced a-KWA-ley.

Water & Water Plus

UK Aqua Pura natural mineral water, which

has recently undergone a major relaunch

based on its Cumbrian provenance, is offer-

ing consumers the chance to win a luxury

break in the Lake District. Working with

Cumbria Tourism, Aqua Pura has sourced a

range of top quality accommodation, includ-

ing hotels, B&B’s and self-catering options.

Winners will also receive spending money

and vouchers for free entry for a number of

activities.

The promotion will also offer thousands

of 2 for 1 vouchers for popular Lake District

attractions to the runners-up.

Graham Breed, Marketing Director for

Aqua Pura, said: “At Aqua-Pura, we are

proud of our Cumbrian roots. We wanted

to give consumers the chance to visit the

Vitamin boost
USA Ex Drinks has introduced Ex Aqua

Vitamins to its line of functional beverages.

The vitamin-enhanced water contains natural

fruit extracts and is sweet-

ened with Fruit Up, a low-

glycemic index sweetener

made from fruit. 

The beverage comes in

Lemon Lime, Raspberry and

Peach Mango varieties that

are fortified with vitamins

B3, B5, B6, B7, B12 and E. 

A 16.9 oz serving contains

110 calories and between

26 to 27 grammes of sugar,

depending on the variety. Bottle makeover
SOUTH AFRICA KwaZulu-Natal water

bottler AQuellé has launched new packaging

for its unflavoured range. The customised bot-

tle features an improved label while the

sparkling variant has been given a new green-

coloured closure and label for differentiation

and stronger shelf identification.

The still natural spring water is available in

500ml, 750ml (sports cap), 1.5 litre and 5 litre

bottles, while the sparkling is offering in

500ml and 1.5 litre.

AQuellé launched the new bottles with

heavy television, radio and print advertising, as

Lake breaks

outstanding countryside in the Lake District.

We believe that our latest promotion will

drive interest to the bottled water fixture,

helping to drive sales and add value to the

category.”

USA Actress Jessica Szohr stars in new

advertising for the launch of SoBe Lifewater

with electrolytes. In a photoshoot which

took place in Costa Rica (the second instal-

ment of the SoBe Lifewater skinsuit series)

Jessica wears a pair of SoBe Lifewater skin-

suits for a spread which will appear exclu-

sively in Sports Illustrated Swimsuit Edition, in

February. 

In Costa Rica's tropical jungle the actress

wears an electric SoBe Lifewater skinsuit

inspired by the bottle of new Strawberry

Kiwi Lemonade. Meanwhile in San Jose’s

urban jungle, she becomes part of the street

scene, with bold hand-painted scales

designed to reflect the bottle of new SoBe

Lifewater Macintosh Apple Cherry.

“The SoBe Lifewater skinsuit ads with Jes-

sica Szohr prove that no matter what you’re

up to – taming the jungle in a skinsuit or

hanging out with friends – new SoBe Lifewa-

new ads

USA ZICO Pure Premium Coconut Water

has been selected as the only coconut

water to be sold in some 1,700 Target

stores across the country.

Said Mark Rampolla, CEO of Zico Bever-

ages: “We believe that this will be a mutually

beneficial partnership and we are flattered

that Target chose us as the sole coconut

water to support their nationwide brand.”

The Target distribution, which begins next

month, supports the brand's growth over

the last year. At the end of 2010, the 14 oz

natural coconut water, finished as the num-

ber one selling item in the coconut water

category in the competitive New York mar-

ket. It has also become the leading brand in

Safeway’s natural healthy beverages seg-

ment. 

ZICO is currently available in Natural,

Pomberry, Lima Citron, PiñaTropicale and

Tao Mango flavours; the latter two were

launched in late 2010. Zico Beverages does

not add any sugar, juice or puree to create

its flavoured coconut water. The company

says its beverages have 40% fewer calories

per oz and nearly 50% less sugar per oz

than other leading coconut water brands.

nationwide

ter with electrolytes offers great-tasting

hydration without the calories,” said Andrew

Katz, the brand's Marketing Director. “That’s

our message to SoBe fans: the lizard strikes

again, offering you a new way to satisfy your

insatiable thirst.”

Infused with vitamins, the new flavours -

Strawberry Kiwi Lemonade and Macintosh

Apple Cherry – feature the all-natural zero

calorie sweetener, PureVia.

Jessica Szohr
launches SoHe
Lifewater with
electrolytes.

To subscribe

email: subscriptions@
softdrinksinternational.com
or call +44 (0)1202 842222

www.softdrinksinternational.com
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Maxitjobs
AUSTRALASIA Zany promotions for

Pepsi Max in both Australia and New

Zealand have kept the brand right in front

of the target market, especially in that much

of the action has been online through web-

sites or Facebook.

In New Zealand, for instance, a ‘maxitjobs’

promotion with a dedicated website has

offered entrants the chance to do a rather

different job for a day, picking up a

NZ$10,000 pay cheque for the privilege.

“Fancy yourself as a bikini shoot director?

How about a videogame tester? What about

a Lamborghini test driver or music gig

reporter?” One of these jobs is being

offered monthly from December through to

February.

Entrants apply for the job on the website,

then buy a specially marked Pepsi Max and

Film draw
SOUTH AFRICA Appletiser’s promotions

are always certain to draw a massive

response and a recent initiative offering a

trip for two to the Cannes Film Festival in

May was no exception.

Built around the brand’s 300ml cans

range, this called for consumers to sms the

unique code number under the pink pull

tabs on promotional stock. Each entry cost

R2.00, with a portion of this going to Pink

Drive in support of women’s health; Apple-

tiser matched the donations.

As well as the big prize, 20,000 DVD

vouchers and music downloads were up for

grabs.

People who texted their promotional

number went into a draw, with 50 finalists

then taking part in an online Appletiser

Cannes Quiz – highest score won the trip.

ANGOLA A marketing campaign for Fanta

focusing on Luanda, has achieved its goal of

increasing loyalty for the Fanta brand among

school children aged 12 to 15, while perpet-

uating the brand’s play intrinsic. 

Created by the South African below-the-

line marketing specialist 34 (its name derives

from the latitude line running through Cape

Town) this was bannered as ‘Brinca à Tua

Maneira’ or ‘Play It Your Way”.

34 says this needed to be achieved by

pushing exercise through play, as this value

seems to be waning in Angola. A series of

mini events was cre-

ated, with youngsters

competing for prizes

and a place in a

dance-off hosted by a

local superstar at the

Fanta Playground.

In the retail space,

the children needed to

collect six Fanta cans

or bottle tops which

entitled them to a

Fanta Fun Pack. The

pack included an

orange armband allow-

ing access to the Fanta

Playground.

Play promotion

USA Sun Drop, a citrus soda originally

introduced in 1949, and popular in the Car-

olinas and the Midwest is to benefit from a

marketing injection. Dr Pepper Snapple

Group and MTVN Music Group, a division

of Viacom's MTV Networks, have signed a

multi-year agreement to nationally promote

and distribute the brand. 

The Sun Drop campaign is the latest proj-

ect of MTV Scratch, MTV's recently

announced in-house creative team. “Sun

Drop has an incredibly passionate fan base,

and we believe MTV can help us broaden

that connection with millennials who can

take it to the next level,” said Jim Trebilcock,

Executive Vice-President of Marketing for Dr

Pepper Snapple Group.   “MTV knows this

generation of consumers better than any-

one, and their marketing reach will help

drive demand for Sun Drop and expand

national distribution.”

Sun Drop's citrus taste has made it a top

five brand in many of the markets where it

is currently available.   Flavoured carbonates

have gained steadily on colas over the past

Marketing
makeover

20 years and, according to the company,

now represent more than 50% of all car-

bonated soft drink retail sales in measured

channels.

MTV Scratch will develop all aspects of

brand marketing for Sun Drop – ranging

from new packaging graphics to advertising

and pro-

motions. 

use the promo code to increase their

chances of winning by 10. Chances are also

maximised by getting Facebook friends to

reference the application.

The brand will be available at major retailers
across the USA in 2011.

2011 Media Pack 
now available 

from the 
SDI website

To discuss your 
advertising requirements

contact:

advertising@
softdrinksinternational.com

or call +44 (0)1202 842222

www.softdrinksinternational.com
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Teas

USA Inko’s the New York Manhattan-based

beverage company dedicated to producing

and marketing all natural, ready-to-drink

white teas, has added two 12oz flavours:

Inko’s 'Poppin’ Punch' and Inko’s 'Bumpin’

Berry' to its range of white teas. Both have

been approved by New York City’s Depart-

ment of Education for sale into school vend-

ing machines.

This new policy mandates to improve the

quality and nutritional value of foods and

beverages that are available for children.

“Kids want what they want and delivering

a low-calorie, all-natural alternative to the

sugar water and diet chemicals offered to

range enhanced

Stimulating
FRANCE Natural drinks developer

Rouages has launched The Vert, a green tea-

based beverage in aluminium bottles from

Boxal. Thé Vert is described as a 100% natu-

ral, antioxydising and vivifying drink. Low in

calories, preservative and colourant-free, the

drink's formulae based on green tea, dou-

blemint, ginger and acerola, is said to stimu-

late mind and spirit. Thé Vert is developed

like a perfume articulating the three sensory

notes to develop aromatic qualities.

The eye-catching champagne shaped bot-

tle is decorated with a pure solid white

base and high definition sharp offset design.

Initially it will be distributed in up market

outlets. 

Aluminium bottles are shatterproof, pro-

vide a barrier to light and air, and offer total

The 250ml aluminium bottle  features an easy
opening cap for convenience and mobility. 

SOUTH AFRICA Entrepreneurs, Grant

Rushmere and Richard Bowsher, have cre-

ated an ice tea range which combines inno-

vative brand identity development and

marketing with the healthy, healing attributes

of rooibos tea.

Bowsher is a tea farmer, with much of the

stock for the BOS range coming from his

Klipopmekaar Rooibos Tea Farm and Private

Nature Reserve in the heart of the north-

ern Cederberg mountains.

Rushmere earlier created the Afro coffee

and tea brand. For BOS, he worked with

The President Design consultancy to build a

brand which draws strongly on African

mythology – from Egypt as well as the south

and west of the continent.

The BOS directors explain that by using

symbols of the lion and the star Sirius, BOS

rooibos

Ice Tea packaging epitomises a modern take

on age-old African mythology.

BOS is packaged in 275ml slim line cans,

sold both singly and in shrink-wrapped four-

packs. The Classic BOS range comprises

lemon, peach and apple flavours blended

with a rooibos base. The BOS Utility range

has launched with BOS Energy (cranberry

flavour) and BOS Slim (lime and ginger),

both with functional ingredients.

protection for sensitive products. Being light

and 100% recyclable, they are environmen-

tally friendly. 

our children in years past is no easy task,”

said Andrew Schamisso, Founder and Presi-

dent of Inko’s White Tea. 

“In fact, some say it’s a losing proposition.

However, under our new ‘Inko’s: Part of the

Solution’ tag line, we went to the kids first

and out of a number of flavours tested, berry

and punch got the thumbs up. We then put

those drinks in a grab-and-go capped bottle,

dressed them up with eye-catching graphics

and gave both fun names. We’re confident

kids will continue to want what they want

and want Inko’s,” said Schamisso.

In April 2010 Inko’s won the Innovation

Award from the National Automatic Mer-

chandising Association (NAMA) for creating

its initial 12oz healthy beverage offerings for

vending machines.

Singha
THAILAND In markets around the world

– and especially Thai restaurants – the brand

name Singha is largely or entirely associated

with beer. Produced by Boon Rawd Brewery,

the pale lager and other variants are a per-

fect complement to many Thai dishes.

The beer is hugely popular in Thailand,

too, but the Singha name is also well known

there for its soda water, bottled water and

other soft drinks.

Boon Rawd has recently been advertising

Singha Soda Water subtly as a mixer, with

print advertisements depicting the bottle

with a plus sign and a minimalist text in Eng-

lish and Thai.

To encourage visitors heading for Thailand,

one placement for the ads is in the Thai Air-

ways International in-flight magazine.

Despite what most non-Thai people

believe, Singha is actually pronounced ‘sing’

or ‘singh’, with the ‘a’ silent.

Adventure prizes
AUSTRALIA Among the best-known soft

drinks in Australia, Bundaberg Ginger Beer

and its diet counterpart hardly need mar-

keting support these days, given their near-

iconic status.

However, to maintain strong sales against

ever-increasing competition, Bundaberg

Brewed Drinks has been running another

of its highly successful ‘win A$20,000’ com-

petitions over summer.

Promoted on

colourful four-pack

outers, the competi-

tion is built around a

unique code mecha-

nism. It offers the

winner a big payout

to have a ‘refreshingly

different adventure’.

Traditional
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Research and development and plant sanitation
are two phrases that you normally do not hear

together. When talking to most beverage plants,
the regular response is, “That’s how we have
always done it” and, “if it isn’t broken, why fix
it?”

However, there has been a quiet revolution-of-
sorts going on for the last few years by a technol-
ogy known as ‘ECA’, or electrochemically
activated water has been ‘cleaning up’ in the bev-
erage space. 

ECA is one of the fastest growing technology
trends in an industry not traditionally known as
an early adopter of a new technology. An ECA sys-
tem can provide the sanitation needs for a bever-
age plant, with significant advantages over
traditional solutions provided by large chemical
companies.

A technology whose time has come?
We are just hearing about it now, but how long has
this technology been around? There are a number
of different ECA technologies in existence, and
some are very recent developments. Others have
been around a lot longer than you might think.
The English chemist Michael Faraday first wrote
what has become the foundation of the techn-
ology, back in 1834. Faraday’s Laws of Electrolysis
laid the groundwork for this technology, and the
first large scale industrial electrolysis plant went
into operation in Europe in the1890s.

the future of CIP?

The latest
‘clean-in-place’
technology
promises 
additional
benefits for
beverage
producers.

ECA technology

A green and sustainable solution
What does ECA deliver to beverage companies?
Probably the most overused word in packaging
today is ‘sustainability’. Walk through any major
trade show, and the word is attached to virtually
everything. However, ECA is unique in that it has
the ability to deliver sustainability, as well as a
‘green solution’, whilst providing the economic
savings that are really driving the adoption of this
technology.

No longer do hazardous chemicals need to be
transported or stored, as ECA systems generate all
that is required from three basic, and safe, ingredi-
ents: salt, water and electricity.

CIP systems
The two main methods of beverage plant sanita-
tion are either the five-step or three-step CIP. 

If you take a look at the mainstay of CIP clean-
ing – the five-step – flushing out the product, then
circulating and rinsing out the detergent, before
circulating and rinsing out the sanitiser – we
know is energy intensive, and it also consumes a
tremendous amount of water. 

By contrast, ECA not only virtually eliminates
the need for heat, it also uses much less water.
Thus both energy and water consumption are
greatly reduced, and what’s more, it has the
potential to reduce the overall sanitising process
from around 90 minutes to just 25 minutes. And,
in these times, when lines need to be sufficiently
flexible to meet the demand for frequent product
changes, downtime is a major consideration.

ECA technologies
There are two basic categories of ECA technology:
two-stream and single-stream. 

Most advanced ECA generators today are two-
stream systems. These produce a high pH,
charged caustic cleaner, known as a catholyte
solution, and a neutral pH sanitiser known asTraditional CIP can be an energy, water and time consuming process.
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anolyte. In essence, these solutions replace the
expensive, and sometimes hazardous, bulk chem-
icals that are currently in beverage plants.

How does it work and is it effective? 
The sanitiser is a powerful broad-spectrum sani-
tiser, yet is gentle on equipment and people. It is
non-toxic, fully bio-degradable and environmen-
tally friendly, yet lethal on contact to all known
pathogens. 

It consists predominantly of hypochlorous acid
(HClO), which gives it superior sporicidal and
biocidal activity.  pH neutral hypochlorous acid is
reported to be far more effective than the more
familiar sodium hypochlorite. 

Single stream systems produce a mixed blend
of anolyte and catholyte solution. Being a blend of
the two, these are seen by some as being compro-
mised in their performance – at the pH 9, the pH
is too high for the solutions to be an effective sani-
tiser, and also too low to be an effective detergent.
However, single stream solutions are known to
have a role in general water disinfection.

Do your homework
Sanitation and quality control are undoubtedly
critical to a company, and to date ECA has been
able to satisfy the microbiological demands of
many beverage producers. 

For a beverage company looking at this technol-
ogy it is vital to do the homework. There are two
critical areas when deciding on an ECA supplier,
characteristics of the solutions and operating cost.
In terms of solutions produced, salt conversion
and pH are probably the most critical considera-
tions when deciding on an ECA technology. Too
high salt concentrations will cause corrosion, so it
is very important to identify an ECA supplier that
offers low-chloride solutions. 

The pH of the solutions is equally important for
both the detergent and the sanitiser solutions. The
higher the pH of the detergent solutions pro-
duced, the greater cleaning ability that solution
will have. The sanitiser solution needs to be close
to pH 7, as higher pH solutions suffer from
decreased efficacy, while low pH sanitiser solu-
tions are known to be aggressive to equipment. 

Is ECA is here to stay?
ECA is now more than just a ‘fad’. It’s believed
that over 30 beverage plants installed ECA in
2010, and ECA hit the limelight when manufac-
turer, Trustwater, was awarded the winner of the
‘Best New Bottling, Manufacturing or Production
Technology Innovation’ at the InterBev Awards
last October. 

At a time when energy and water usage are
under ever closer scrutiny, electrochemically acti-
vated water CIP systems appear to provide many
of the answers. 

Lower energy consumption, reduced water con-
sumption, the elimination of the use of hazardous
chemicals, and increased flexibility as a result of
reduced downtime – ECA is surely a technology
who’s time has come.

Yes, there is the initial capital cost of the equip-
ment but, with a promise of relatively short return
on investment, ECA can indeed be considered a
truly ‘disruptive’ technology.                             �

It’s believed 
that over 30
beverage plants
installed ECA
systems in 2010.

Salt, water and electricity – along with an onsite generator, which is all that is needed for safe
and effective sanitisation.

Through electrolysis, two oppositely charged solutions are produced. The postively charged
anolyte is an efficient disinfectant, whilst the negatively charged catholyte has detergent
properties.

With ECA, the transportation, storage and mixing of
hazardous chemicals is eliminated.
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Safe food and beverages is the aim of the
European Hygienic Engineering & Design

Group, by improving hygienic engineering and
design, in all aspects of food manufacture.

The EHEDG was founded in 1989, in the
Netherlands, and is a consortium of specialists
drawn from food industries, equipment manufac-
turers, as well as research institutes. Public health
authorities also use the benefits of the information
pool and contribute where possible. 

What does EHEDG do?
EHEDG closes the knowledge gap between the
user industries, the equipment manufacturers and
state of the art R&D, by bringing together the
think-pool of users, manufacturers and science.
These three parties share the common goal to pro-
mote hygiene during the processing and packag-
ing of comestible products. 

EHEDG is there to help engineers, designers
and operators by offering guidelines, training, cer-
tified products and symposia. These are also
granted the opportunity to contribute their own
experience and focus to this joint endeavour. 

The synergy of machine manufacturers and
users helps both sides to implement hygienic
design best practice. EHEDG welcomes participa-
tion in this work, with dissemination of knowl-
edge being one of the main aims of the
organisation.

EHEDG work is an ongoing challenge and the
organisational tools for this are mainly: 

• Guidelines.
• Certification.
• Training and development of training 

materials.

a joint endeavour

Best practice in
equipment
design and
manufacture
through
knowledge
sharing, training
and certification.

Cleanability and
hygiene design

Guidelines
– the practical way to do things right

EHEDG Guidelines contain the easily accessible
(and praxis oriented) ‘rules of procedure' for any
processing plant to rely on. From choosing the
precisely suitable equipment, to using it correctly.

Some 40 Guidelines have been collated so far,
covering different aspects of cleanable equipment
and clean production. These Guidelines are
drawn up by way of a joint effort of specialists
from user companies, equipment producers and
research institutes, including the latest develop-
ments. Everyone is invited to cooperate in this
endeavour.

The Guidelines are available in ever more lan-
guages, a process that is ongoing and mirrors the
increasing international impact and recognition
EHEDG enjoys.

The specialists of the EHEDG meet regularly to
update existing and draw up new Guidelines.
They come from many different countries ensur-
ing the internationality of the work. Participants
are always welcome to join these subgroups and
to share in the work and contribute not only their
expertise but also their point of view. 

New guidelines in the process of being drawn
up are:

• Seals
• Hygienic design requirements for the process-

ing of fresh fish
• Test methods 
• Separators: disc stack centrifuges 
• Essential hygienic design requirements for

equipment used for open processes 
• Fish processing
• Conveyor systems
• Meat processing 

Currently under revision:
Hygienic design of pumps, homogenisers and
dampening devices (Doc. 17)

• Hygienic design of equipment for open pro-
cessing (Doc. 13)

• Hygienic design of valves for food processing
(Doc. 14)

• Design of mechanical seals for hygienic and
aseptic applications mechanical seals (Doc
25)

• Chemical treatment of stainless steel (to sub-
stitute Doc 18: Passivation of stainless steel
(Doc. 18)

APRIL 2009
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Future activities will include Guidelines on:
• Cooling / Freezing equipment 
• Bakery equipment 
• Building design 
• CIP 

On the EHEDG website (www.ehedg.org)
Guideline abstracts can be found and ordered
from the Webshop. (http://www.world-of-
engineering.eu/EHEDG:::390.html). Individual
EHEDG members receive a 50 % discount.
EHEDG company and institute members get their
Guidelines free of charge. 

Certification
EHEDG certification has in the past years become
eponymous with ‘cleanable and safe to use’. A
number of authorised institutes in different coun-
tries work with EHEDG and test and certify the
products of manufacturers. The purchaser thus
gets considerable assistance in choosing the right
equipment for safe and clean production. 

As early as 2000, EHEDG provided a certificate
for equipment type EL mainly meant for equip-
ment used for CIP-cleaning procedures. 

New certificate types were introduced in 2009 –
according to the definition of equipment which
can be either cleaned in-place (class I) or must be
dismantled for cleaning (class II). 

Further equipment which is used in aseptic
applications can be certified according type EL
aseptic; for dry cleaning procedures can be certi-
fied according type ED. 

Current test methods include:
• In-place cleanability of small and moderately

sized closed equipment 
• Steam sterilisability 
• Bacteria tightness

EHEDG certification is continuously developed
and complemented by new test methods.
Institutes and organisations in Denmark,
Germany, Netherlands, Spain, United Kingdom,
and the USA are authorised by EHEDG to test and
certify equipment. Contact with these organisa-
tions can be made via EHEDG Secretariat.

EHEDG - an international player
Over recent years, EHEDG has grown consider-
ably, gaining in international scope, in expertise –
and in the sheer number of members. 

Although originally a European organisation,
EHEDG now has members in the Middle, and Far
East, as well as the US and South America.
Regional sections organise progress in the areas
and are also growing in number. 

There are three types of membership: company
members, institute members and individual mem-
bers. All in all, EHEDG now has almost 700 mem-
bers worldwide and is still growing.

Currently, the following countries are united in
EHEDG with their own regional sections:
Armenia, Denmark, France, Germany, Italy, Japan,
Macedonia, the Netherlands, Nordic (Finland,
Norway, Sweden and Iceland), Poland, Russia,
Spain, Switzerland, Thailand and the Ukraine. 

The Regional Sections provide:
• Dissemination of guidelines in the local lan-

guage(s)
• Website translation into different languages 
• Feedback to the main group about local

affairs and new developments
• Advisory function to legislators and stan-

dards groups
• A networking platform for local experts in

hygienic design

More countries and regions are welcome to join
– the scope is international; the ultimate aim is the
highest possible standard of safety and cleanabili-
ty of equipment for the production of comestible
goods across the world. For this, EHEDG also
cooperates with a number of international tech-
nology and standardisation committees such as
3A in the US.

The sharing of knowledge
EHEDG offers training courses which are relevant
to design engineers, QA personnel, auditors and
inspectors, marketing and sales managers as well
as operating and maintenance personnel. 

EHEDG membership is a good idea for everyone
in food and drinks hygiene. It offers different
kinds of membership but all members benefit
from the following long term goals:

EHEDG is aiming to create a central, interna-
tionally recognised source of excellence on
hygienic design and engineering. It provides net-
working on an international level, as well as offer-
ing a platform for an exchange of state-of-the-art
know-how from research to user.

The EHEDG mission is aiming to support food
safety and sustainability as well as to evaluate
hygienic design in relation to shelf-life. It pro-
vides high-level training and education on an
international level and training material is devel-
oped by recognised experts in the field. 

EHEDG enhances the good reputation of its
members, makes them leaders in hygienic design,
and provides influence in setting global standards
and rules and has impact on regulatory bodies.
The organisation demonstrates in its guidelines
how to follow existing requirements and stan-
dards and these documents are referenced by
international organisations.

To be a member means to have access to knowl-
edge and to experts, to be part of a process and to
be able to devise its progress.                             �

EHEDG Secretariat
Susanne Flenner
Juliane Honisch
Lyoner Strasse 18
60528 Frankfurt am Main
Germany 
Phone: +49 69 66 03 12 17
Fax: +49 69 66 03 22 17
E-Mail: secretariat@ehedg.org
Web www.ehedg.org

EHEDG
certification has
in the past years
become
eponymous with
‘cleanable and
safe to use’.
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Look at the contents of your fridge or medicine
cabinet and you’ll see why coding and mark-

ing today is about a lot more than applying ‘dis-
play until’ and ‘best before’ dates. Food and
pharmaceuticals provide the most visible evi-
dence that product identification has evolved
into a fast-moving, complex, multidisciplinary
business driven by a host of trends – legislation,
regulation, combating illegal trade, supply chain
optimisation and environmental responsibility,
among others.

This article describes how – and why – manu-
facturers and integrators of product identification
systems are developing highly innovative coding,
marking and traceability solutions in response to
wide-ranging demands from multiple industries.
It starts by demonstrating how the industry is
being shaped by forces that extend beyond the
packaging production line. These stem in some
cases from changing demographics in society as a
whole. I will then examine how these forces are
influencing manufacturers’ R&D programmes and
new product pipelines, before looking in more
detail at some recent advances from Domino.

The war on illegal trade
Nothing better illustrates the importance of
secure, robust product identification technology
than its role in combating the illegal trade in
counterfeit goods, from DVDs to handbags to
pharmaceuticals to automotive components.
Counterfeits impact almost every industry, dam-
aging balance sheets and brands and, in the worst
cases, killing consumers. There is no shortage of
evidence of this, particularly in the pharmaceuti-
cal industry. According to some estimates, the
market for illegal drugs is worth anywhere

at the heart of production

Will Edwards,
General
Manager at
Domino,
discusses the
drivers of
change.

Product 
identification

between US$75 billion and US$200 billion. The
human costs are also high: counterfeit medicines
are thought to kill over 100,000 people every year,
most of them in poorer countries, and errors in
dispensing can prove fatal too. Beyond pharma-
ceuticals, illegal trade affects industries such as
construction, aerospace, automotive and
defence – the number of counterfeit components
in US military purchases doubled between 2005
and 2008. According to the International Anti-
Counterfeiting Coalition, counterfeit and pirated
goods could represent as much as 7% of all world
trade.

Governments cannot ignore such numbers,
hence the flood of new regulations fuelling an
explosion in innovative coding and marking tech-
nology and applications. This is most notable in
the food, beverage and pharmaceutical industries,
where products have to carry more and more vari-
able information, coded to higher quality. Food
and drink must display their origin, ingredients,
nutritional data and allergy warnings. Medicines
demand secure, robust product identification
technology to combat illegal items and prevent
errors in dispensing treatments. The latest major
example of such a scheme is France’s imminent
CIP13 coding regime for pharmaceuticals: from
January 1st 2011, every product must incorporate
a 2D Data Matrix code comprising product code,
batch number and expiry date alongside human-
readable data. This will allow automatic, accurate
reading and storage of essential product data right
through the supply chain and will eliminate the
time and accuracy issues associated with collect-
ing and recording the information manually.

The ‘societal’ dimension
Food, drink, pharmaceuticals and medicines are
prime candidates for regulation. We cannot do too
much to ensure the authenticity and safety of
what we eat, drink and medicate ourselves with.
But the intense regulatory activity in these sectors
also highlights how developments in coding and
marking are determined by trends in the wider
consumer society.
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As an example of this ‘societal’ dimension, take

the influence of the UK’s ageing population. Over
the last 25 years the percentage of the population
aged 65 and over increased from 15% in 1984 to
16% in 2009, an increase of 1.7 million people.
And the fastest increase has been in those aged 85
and over: in 1984 there were around 660,000 peo-
ple aged over 85; by 2009 the number was 1.4 mil-
lion. An ageing population consumes more
medicines, which must be authenticated, tracked
and traced through the supply chain, from manu-
facturer to patient. At a more basic level, the
patient information for each treatment needs to be
large and clear enough to be read by ageing eyes.

Ingenious solutions
These demands alone are challenging enough for
manufacturers, without having to respond to the
needs of other sectors. Major retailers, for exam-
ple, continue to push for improvements that
streamline their supply chain logistics, such as
shelf-ready packaging: by aggregating packs into
corrugated boxes designed to be placed directly
on the shelf, stacking operations are made faster
and displays more attractive. Fortunately, the
product identification industry is nothing if not
innovative, and continues to come up with ingen-
ious solutions, a number of which exploit the
ubiquity of smart- and camera-equipped mobile
phones. New applications empower the consumer
by enabling smartphones to routinely capture
Data Matrix codes of various types: in the con-
sumer goods and services arena, this is an increas-
ingly popular means of delivering information to
build customer relationships while for product
authentication, uploading an image of an on-pack
Data Matrix code so that it can be cross-referenced
with an online database provides an instant and
on-the-spot means of product authentication.
Another good example comes from mPedigree, a
Ghanaian start-up, whose solution requires drug
companies to emboss a special code on their prod-
ucts which consumers reveal by scratching off a
coating; they then text the code to the manufactur-
er to verify if the pack is genuine.

Productivity is paramount
However, it is one thing for industry to meet – and
anticipate – customers’ demands, and another to
persuade the same customers to pay for the
improvements. Unable to pass on many of the
costs of new solutions, increasing the productivity
of existing installations is paramount. Broadly
speaking, manufacturers can do this in two ways,
both of which are additional drivers of change in
coding and marking.

The first option is to achieve economies of scale
through consolidation. But the larger organisa-
tions that result from this mean larger production
operations, more SKUs (stock-keeping units) and
bigger workforces (often with a higher staff
turnover and a transient workforce including sea-
sonal workers). These factors all increase the
potential for error and the need for investment in
product identification to accommodate increas-
ingly complex coding requirements.

The second strategy is the continuing drive in
all industries to squeeze additional productivity
from existing production capacity. Under the ban-
ners of “lean manufacturing” and “overall equip-
ment effectiveness” (OEE), packaging companies

demand better, easier ways to operate equipment,
eliminating opportunities for human error and so
reducing downtime.

Chain of demand
Eventually all these influences create a ‘chain of
demand’ – from consumers to regulators to gov-
ernments to manufacturers – who in turn look to
their suppliers to help them address the many and
often-conflicting requirements they must address.
Where product identification is concerned, the
aim is to develop coding and marking solutions
that combine maximum output and production
efficiencies with more complex codes and higher
levels of networking, automation and traceability,
both in the production plant and through the sup-
ply chain.

Furthermore, because our customers need to
curb costs, these solutions have to integrate seam-
lessly into existing production lines wherever
possible. This presents us with a challenging bal-
ancing act due to the ‘technology disconnect’
between host packaging lines that might have a
service life of years – decades, even – and coding
technology that may regularly be rendered obso-
lete by the changing legislative and supply chain
requirements. This is a serious issue: it is estimat-
ed that France’s new CIP13 code and other similar
initiatives will render up to 80% of the coding
solutions installed in pharmaceutical and health-
care packaging operations obsolete. 

Changing dynamics
So how is the product identification industry
meeting these major challenges? Recent develop-
ments at Domino demonstrate how that ‘chain of
demand’ is changing the market dynamics and
driving innovation among suppliers. The recent
introduction of new versions of our A-Series con-
tinuous ink jet (CIJ), V-Series thermal transfer
overprint (TTO) and D-Series laser coding range
represents the most significant reworking of our
product portfolio in over a decade.

Across the three product ranges there are over

“Governments
cannot ignore
such numbers,
hence the flood
of new
regulations
fuelling an
explosion in
innovative
coding and
marking
technology and
applications.
This is most
notable in the
food, beverage
and
pharmaceutical
industries...”

Continued on page 33
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in a bottle

The best printers
are founded on
simplicity of use
and low cost of
ownership,
explains Dr Paul
Doody.

Coding success

Laser coding
If you are looking to apply high quality permanent
codes without putting any additional substances
on the product, then laser coding is the answer.
Laser codes can be highly visible or discreet,
depending on the material being coded. Permanent
coding is also a useful tool in the fight against coun-
terfeiting. 

Laser coding has no ink involved in the coding
process and therefore no drying time and no risk of
smudging. On the other hand, laser coding is high-
ly dependent on the nature of the material to be
coded, as some materials are more difficult to mark
with laser than others and this affects the speed of
printing. 

Steered beam laser systems, also known as ‘scrib-
ing’ lasers, provide near letter quality printing in a
variety of fonts and message formats and enable the
use of high quality graphics and logos over relative-
ly large print areas (e.g. 60 mm x 60 mm or larger).
They are particularly suitable where high quality
codes are required, for example, to blend in with
the style of the pre-printed packaging. 

Historically, laser coders have carried a relatively
high price. However, developments in design have
recently given rise to a new generation of lower cost
compact scribing laser coders, which offer an
affordable alternative to CIJ printers while max-
imising functionality. 

Linx’s latest laser solution, an enhanced version
of its SL301 Scribing Laser coder, prioritises speed,
cost-effectiveness and versatility for the bottling
industry. Central to the Linx SL301’s effectiveness
is its innovative Visicode™ technology, developed
to deliver a much clearer code onto cold glass with-
out compromising on speed, while keeping run-
ning costs low.

A change in the pulse frequency encourages the
formation of micro cracks in the top layer of cold
glass to increase the visibility of the mark. Different
types of glass used for specific market sectors
require a specific pulse frequency to produce opti-
mal contrast, but in all cases the strength of the
glass is not reduced. To achieve effective contrast,
the pulse frequency must also be balanced against
the marking speed, to produce the correct amount
of micro cracking on the glass.

An added benefit of this is that, due to the nature
of how micro cracks evolve on the surface of the
glass, Linx can produce the code with less power
than is normal for this type of application. As a

The coding and marking industry needs to deliv-
er increasingly sophisticated solutions to meet

the challenges of the beverage market, but the best
printers are founded on simplicity of use and low
cost of ownership.

Coding and marking has never had such a high
profile, and nor have the challenges facing those
beverage manufacturers who need to code their
goods. Few, if any, products can be manufactured
without codes, whilst the amount of information
that must be coded is increasing all the time as leg-
islators drive the need for traceability. At the same
time, increased ompetition from rising industrial
powers around the world means that manufactur-
ers must be able to deliver accurate codes quickly
and efficiently, both to maintain market share and
to open potential new export opportunities.

All of this means that choosing the right machine
is essential but, given the variety of factors that
must be considered, this is no easy task. No two
applications are exactly the same – code content,
the substrate being coded onto, line speed, factory
environment and available budget all play a part in
determining which machine to choose. 

Keeping bottlers bottling
Linx solutions for the drinks industry are based on
extensive communication with the bottling indus-
try, which revealed that the key drivers behind
coder purchases are reducing downtime and code
quality. Beverages are big business, making bottling
a highly competitive industry, so manufacturers
need to get the most out of their equipment, in
terms of speed and performance. Any downtime
reduces competitiveness, so the unique features of
Linx coders have been developed to keep things
moving.

Not least is the essential decision as to which
technology to opt for. Both main types relevant to
bottle coding – laser and continuous inkjet (CIJ) –
have their advantages.
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result, the use of Visicode can greatly contribute to
a longer laser tube life (up to 45,000 hours – the
longest on the market), higher throughput and
lower running costs.

This is one of several design features developed
to minimise maintenance and downtime.
Investment in digital galvos which guide the laser
beam with near-instantaneous response times has
helped to increase productivity by more than 15%
while maintaining a high quality code. With the
widest number of marking head and lens options
available, the Linx laser has more time to code,
enabling customers to code more information onto
each bottle, or save laser energy for more economic
operation. 

With two tube wavelength options and the exten-
sive choice of marking heads and lenses, the Linx
SL301 can be fine tuned to better utilise laser
power and improve performance. This versatility is
enhanced by a number of unique features includ-
ing, the optional QuickSwitch™, which allows fast
and easy code changes using a barcode scanner or
other external device. For laser coding on a label
station, Label Enable ensures that the laser is trig-
gered at just the right moment.

Continuous inkjet
Even with this recent trend, CIJ maintains an
important place in the market. CIJ printing is
extremely versatile, and its suitability to print on
almost any substrate is a very attractive quality. A
wide range of inks is available to use with CIJ print-
ers. Choices include inks of different colours,
removable inks, fluorescent inks, food-grade inks,
colour-change inks, UV readable inks for anti-coun-
terfeiting, and many more, adding yet another
dimension to the coding process. 

From cardboard to glass, plastics to metal, CIJ
can print from one to multiple lines of text and sim-
ple graphics at speeds of up to 2,500 characters per
second. Further versatility is given by the compact
printhead that can be situated above, beside or
beneath a production line – even traversing from
side to side across the line if necessary. 

Cost of ownership is another factor that warrants
consideration. It is vital when planning the pur-
chase of a CIJ printer or laser coder that the true
cost of ownership is taken into account and not just
the initial cost of purchase. Capital costs associated
with the purchase of laser coding equipment have
traditionally been higher than for comparable ink
jet units, though this is typically balanced by the
low cost of ownership due to no consumables and
relatively low maintenance. 

Despite the current development of lower cost
‘entry level’ laser units, it is likely that ink jet units
will still ‘win’ on price, as laser coders require spe-
cialist guarding and extraction equipment which
adds to their initial cost. Because CIJ printers do not
need this type of equipment they can be moved
more easily between production lines.

However, throughout the lifetime of an ink jet
printer, consumables (inks and solvents) are used
and this must be taken into consideration when
choosing the most appropriate machine to meet
your needs. But, don’t make your decision on price
alone. Line speed, code content and the environ-
ment the printer will be operating in are all impor-
tant factors to consider before making your choice. 

It is for these reasons that Linx offers a total bot-
tle coding solution designed to cope with a range of

environments, specifically those that are particular-
ly wet and humid. The Linx 4900BC comprises a
robust CIJ printer with a specially developed sticky
ink for permanent coding and a unique air knife
drying system, ensuring reliable 24/7 operation at
the high speeds required.

The system has been developed with the specific
concerns of bottlers in mind. To ensure perma-
nence of codes once printed, the Linx 4900BC is
supplied with Linx Black versatile beverage ink
1058, a new ink whose superior adherence makes
it ideal for bottling applications. The ink – ideal for
glass, PET and PLA – penetrates condensation to
provide good print quality and excellent perma-
nence right up to the point of its removal in caustic
bottle washers (if required).

Condensation forming on cold fill bottles usually
presents a challenge for coders. The Linx 4900BC
includes a unique integrated printhead and air
knife system to ensure that the print area on the
bottle is dried immediately before printing. This
controlled process ensures that printing always
occurs on the dried area for consistent code quality,
even between production changeovers and daily
line adjustments.

These benefits are matched by durability, ease of
use and low cost of ownership, making the Linx
4900BC particularly reliable for bottling applica-
tions. Two-line printing of text and logos can be
achieved at production line speeds of up to
6.25m/s. With its unique curved stainless steel case
and its IP55 washdown rating, the Linx coder pro-
vides safe and clean operation in all production
environments where cleanliness is important. The
self-cleaning printhead and automatic power down
give mess-free, trouble-free starts and stops. Coder
operation is easy thanks to the simple menu-driven
interface with message preview for error-free code
creation, a 50 message memory store and automatic
date creation to minimise the need for editing. 

Both technologies have a role to play
Ultimately, it should be recognised that both laser
and CIJ printing have a role to play in the coding
and marking industry depending on the particular
needs of the application. Whatever solution you
choose, make sure you have explored all the
options to ensure you select the one that meets
your requirements. Talk to companies with a repu-
tation for providing comprehensive solutions and
robust and reliable products. �

Ultimately, it
should be
recognised that
both laser and
CIJ printing have
a role to play in
the coding and
marking
industry.

Dr Paul Doody is Director of
Marketing at Linx Printing
Technologies.
www.linx.co.uk
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coming soon to your packaging

The important
thing is to
ensure that the
calculation
method enables
fair competition,
says Sidel.

Environmental 
labelling

to get data that are shared by everyone. This is not
currently the case within ADEME and many
debates are likely to occur about data reliability. 

Data also change over time, particularly as com-
panies make progress in terms of energy con-
sumption. In April 2010, PlasticsEurope updated
its inventory on the PET life cycle. The result was
a 40% decrease in the carbon footprint of PET
with respect to 2005 data. This raises the question
about the continued relevancy of LCAs published
in the past. 

Indicators on the label
The main indicator is carbon footprint. A second
objective indicator will be specific to each prod-
uct. For example, the use of pesticides for farm
products or water pollution for shampoos should
be taken into account. It is regrettable that the
water footprint indicator is not used, even though
this is a major concern in the farm and food indus-
try.

The role of packaging
Where does packaging fit in? First of all, we can
note that the environmental footprint for a prod-
uct can vary by 20% to 80% as a function of the
packaged product, its transport and distribution
modes and its refrigeration. Packaging is also the
vehicle for informing consumers about this
impact. This is an important factor: consumers
must immediately understand the labelling in
order to compare the environmental impact of
several products in full knowledge of the facts.
However, the direct influence on their purchasing
habits is still difficult to predict. 

Wherever environmental labelling is imple-
mented, it will respond to consumers’ expecta-
tions for transparency. The Life Cycle Analysis
model remains the benchmark. However, all
stakeholders have to refer to the same life cycle
studies for the processes involved. 

Although the role of packaging in a product’s
environmental balance can vary quite a bit, the
packaging is always stigmatised. The optimisation
of its environmental footprint is now more than
ever an important issue. �

In mid-2011, environmental labelling for con-
sumer products will become mandatory in

France. Several other countries in Europe and
around the world are also working on this. A
new hand has been dealt for packagers and bot-
tlers.

Starting in 2008, a few private initiatives, such
as those by supermarket chains Tesco in Great
Britain and Casino in France, paved the way for
environmental labelling. Since 2009, the
European Commission studied the initiative with
retailers (Retail Forum) and the food industry
(Food Round Table). Beginning July 2011, a label
showing the environmental performance of con-
sumer products will become mandatory in
France. This is a world’s first, and it will be
observed closely by legislators in a number of
countries, such as Sweden, Germany, Hungary,
the United States and Japan. 

Choosing the calculation method 
What’s at stake for packagers and bottlers? The
important thing is to ensure that the calculation
method enables fair competition.

The challenge is great, and French authorities
have implemented a rather extensive system.
Under the leadership of the French Environment
and Energy Control Agency (ADEME), the process
involved about 100 professional organisations.
The goal is for all companies involved in the retail
sector to work on the same basis, and as such, the
French Standardisation Agency (AFNOR) pub-
lished a guide on good practices for environmen-
tal labelling in July 2008. Since the end of 2008,
the technical aspects of the methodology have
been worked on for each product category. 

Some principles have already been defined. For
example, the rules for transport and electricity
will be shared by everyone. However, other rules
are still being defined, since they are specific to
the use of each product category. 

Data quality 
The objective is to take the whole product life
cycle into account from extraction of the raw
materials to the end of the product life. Although
studies will comply with the general principles of
Life Cycle Analysis (LCA), they will be extensive-
ly simplified.

As for any LCA, the real difficulty will be in
obtaining data and ensuring their quality. Some
data come from direct measurements at the pro-
duction site and therefore do not raise any issues.
However, for upstream and downstream process-
es, such as production of raw materials, power
generation or end-of-life disposal, it is importantwww.sidel.com

Already piloted by a few leading stores, environmental
labelling will soon be a requirement on all products, in
many countries.
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100 technological advances, all driven by cus-
tomers’ demand for maximum productivity. This
is achieved thanks to the widespread use of smart
features under the i-Tech intelligent technology
banner. i-Tech is an array of technologies that
minimise or even eliminate the need for engineer-
ing intervention and make routine operator main-
tenance functions as fast, simple and intuitive as
possible.

In developing i-Tech, we assessed the contribu-
tion of every area of the products’ operation, from
individual components, to maintenance, to the
user interfaces, to environmental impact. An
absolute imperative for the development team
was to deliver tangible productivity and OEE ben-
efits, with reduction or even elimination of
planned downtime as one of the key objectives.
Improved OEE is a crucial calculation in the lean
manufacturing processes that drive procurement
in major companies. Within OEE there is the addi-
tional concept of total productive maintenance
(TPM), whereby machine operators perform most,
if not all, routine maintenance.

The new A-Series goes further, embracing a
concept that completely eliminates traditional
preventative maintenance. Instead, production
staff undertake the ‘plug and play’ replacement of
consumables, which are colour-coded for easy
identification and feature self-sealing valves for a
safe and clean working environment.

The i-Tech system also enhances reliability and
improves overall efficiency by constantly moni-
toring and managing the printer’s performance to
deliver high quality print with reduced use of flu-
ids. For example, it monitors the print job, printer
environment and anticipated consumables usage,
automatically adjusting the replenishment cycle
to ensure fluids are always maintained in the opti-
mum state. The working volume of ink is depleted
automatically, saving time and reducing waste,
while 100% depletion of the ink and make-up car-
tridges means that no fluid is left in exhausted car-
tridges.

The i-Tech ink system is a prime example of a
solution that offers both efficiency and reduced
environmental impact. It does away with planned
servicing in favour of the Qube, a modular con-
cept in which the ink and filters are separated
from the pump and associated electronics.
Disposable components are used to maximise effi-
ciency and reliability – a trend that is reflected in
industry and society at large. However, the num-
ber of disposable components and the frequency
with which they need to be exchanged has been
kept to the minimum, reducing environmental
impact as far as possible. Given the increasing

influence of environmental performance on pur-
chasing decisions, it is a significant benefit.
Furthermore, replacement of the Qube is a 10-
minute job for production staff, and, depending
on printer usage, might be required only once a
year.

Of course, devolving more routine maintenance
to operators calls for user interfaces that are up to
the task. Starting with the new A-Series and V-
Series, Domino is addressing this with a new,
intuitive interface – QuickStep – that minimises
operator errors and speeds printer set-up. Even
the most complex coding tasks can be recalled
and initiated by an operator in a few simple steps,
increasing the appeal of QuickStep still further.

A recurring theme in each of the new products
is that of reduced environmental impact. Domino
is itself a world-class manufacturer recognised for
its commitment to reducing the environmental
impact of its operations on a global basis. This is
evident in its policies on waste, recycling, energy
and emissions, each of which continues to deliver
a significant ongoing reduction in the carbon foot-
print of the company’s operations. Applied to the
new A-, V- and D-Series, these principles have
resulted in smaller and lighter products – in some
cases the weight has been halved – and lower
material content. The service-free nature of the A-
Series reduces the lifetime carbon footprint of the
printer, as does the i-Tech ink and solvent man-
agement system. Each of the new products utilises
intelligent technology to manage power as 
efficiently as possible, with features such as auto-
matic power-down when idle.

A new kind of supplier
Looking forward, the influence of these drivers of
change – regulation, productivity, supply chain
optimisation and the environment – will only
increase, and will continue to shape coding and
marking in every industry. Manufacturers the
world over are looking to make their production
lines lower maintenance, lower cost and more
efficient; coding equipment in all its forms has a
significant role to play in attaining these goals.
The application of coded information, be it vari-
able data, text, graphics and/or one- or two-
dimensional codes, is just one part of the
equation.

Complete solutions that ally high quality cod-
ing with a package of design attributes, technolog-
ical features and expert support based on a
profound understanding of technologies and mar-
kets are now the order of the day – these are the
essential tools of manufacturers seeking to
address the chain of demand. �

Will Edwards is UK General
Manager at Domino.
www.dominoprinting.com
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Soft drinks are
gaining share on
other beverage
sectors, reports
richard Corbett.

Latest projections from beverage experts
Canadean suggest that the global soft drinks

market may be putting the tough economic envi-
ronment of 2008 and 2009 behind it. Provisional
numbers from Canadean expect that the market
for soft drinks will have expanded by between
3% and 4% to more than 550 billion litres in
2010; global soft drinks per capita has now
crossed the 80 litres mark. This represents an
uplift of a little over 1% on 2009’s soft drinks
performance of just over 2%, but the result
remains considerably down on the halcyon days
of 2006 and 2007 when Canadean reported soft
drinks market growth of 6% and 5%.

The news is not just positive for stakeholders
in the soft drinks sector; Canadean’s global fore-
casts point to expected growth in all commercial
beverage sectors. The soft drinks sector however,
tops the growth rates and is gaining share on the
others. Soft drinks now make up almost a third
of all commercial beverages (including bulk
water). Hot drinks are expected to record a rise of
2%, while dairy drinks, bulk water and alcoholic
drinks will have registered growth of around 3%
last year. 

Asia
Asia remains the main driver for soft drinks;
growth will not be far off double digits in 2010,
buoyed by a stunning 14% surge in China and a
forecasted 16% jump in India. What has also
been important to the acceleration in global soft
drinks demand, has been the recovery of the East
European markets which, like Asia, have been
driven by the largest market Russia. Soft drinks
were lifted in 2010 in both China and Russia by
hot weather in the third quarter. 

Asia’s performance now means that this

region accounts for one in every four litres of soft
drinks traded globally, further eroding the share
of North America which has shrunk to little
more than a fifth of world sales. Despite only
marginal losses predicted for the year for North
America in 2010, once again it has been high
temperatures in the USA that have been influen-
tial in the performance.

Europe
In contrast, it was wet and cold conditions that
affected the West European performance. The
UK endured its coldest August since 1993, while
the important German market shivered through
much of the third quarter. Sales in this part of the
world, which accounts for 18% of global soft
drinks sales, have dropped in 2010, but by less
than 1%. The losses are disappointing, but what
the volume decline conceals is the more dramat-
ic value losses brought about by a depressed
Horeca channel and the struggling premium seg-
ment of the soft drinks industry – this will be of
even more concern to operators. Only West
Europe and North America are expected to see a
decline in soft drinks volumes in 2010.

Latin America
West Europe has a similar sized soft drinks mar-
ket to Latin America; the difference being that
soft drinks demand is on the up in this part of the
world. In this region, Brazil holds sway and
accounts for 30% of the region’s volumes – an
upbeat performance in Brazil and the region as a
whole receives a boost. Brazilian sales are
expanding by 7% and consequently the region is
expecting a rise of between 4% and 5%. It is per-
haps not surprising that Coca-Cola has
announced that it has chosen to invest BRL2.5
billion in Brazil. The news is not all good, com-
ing from Brazil; the orange crops have been hit
by lower than average rainfall and it is anticipat-
ed that the harvest could be 10-15% lower than
2009; this will have implications for the price of
orange juice in the rest of the world with
inevitable repercussions on sales.

Middle East and North Africa
Only Asia is expanding at a quicker rate than the
Middle East and Africa, but growth comes from a
low base and these markets are responsible for
less than 10% of worldwide volumes. If you dis-

key BRIC markets lift worldwide
soft drinks

Global review

Soft drinks are putting the troubles of 2008 and 2009 behind them.

Source: Canadean
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count the Middle East and North Africa then the
rest of Africa has the lowest per capita of any-
where; almost 10 litres below Asia’s 35 litres and
well over 50 litres less than the global average.
The low per capita consumption in Asia high-
lights how much potential remains unexploited.

BRIC impact
What 2010’s results have illustrated has been the
impact on the soft drinks performance of the so-
called BRIC markets of Brazil, China, India and
Russia. As in other industries, people are looking
to these markets to be the source of future
growth. Back at the turn of the century these four
markets made up just 12% of worldwide soft
drinks volumes; today this is more like 20% but
by 2015 Canadean forecasts suggest these coun-
tries will sell a quarter of all soft drinks volumes.
These markets will be needed to compensate for
the mature West European and North American
markets which made up half of soft drinks sales
in 2000 and are projected to make up less than a
third of sales by 2015. It is difficult to underesti-
mate the importance to the future prospects of
our industry of the BRIC markets.

Growth across all categories
In terms of category growth, Canadean predicted
growth in every category last year. The juice cat-
egory should return to growth after falling in
2009, while sports drinks will also register a
small growth after a reversal the previous year.
Energy drinks maintain their status as the star
performer of the soft drinks world with growth
approaching double digits. Carbonates share
continues to shrink but growth has doubled to
nearly 2%. Packaged water continues to catch up
carbonates and has now reached almost 30% of
worldwide soft drinks volumes. Packaged water
is expected to have recorded a rise of more than
4% last year. The most sluggish performance has
come from iced coffee, which barely recorded
growth at all last year. The category remains tiny
and its high cost means that there is a bias
towards the mature developed markets and not
the fast growing developing countries. 

In what is perhaps an indicator of how the
impact of the financial crisis is waning, the only
category to see growth slow last year was fruit
powders. The most economical form of refresh-
ment, fruit powders undoubtedly benefited from
the downturn as consumers looked for lower
cost alternatives to quenching their thirsts – now

the storm has passed their growth has fallen
back. 

A brighter future ahead?
So, as the door closes on 2010, the attention
shifts to 2011. Talk of double dip recessions
seems to have died down now and Canadean
remain optimistic for the soft drinks sector.
Obviously a hot summer in certain key markets
or a dramatic change in the global economic cli-
mate may have changed the prospects for the
year, but the latest forecast points to another
acceleration in the growth rate to around 4%.  �

Carbonates remain the dominant category but their influence is waning.

Source: Canadean

The long term trends are maintained.

Source: Canadean

Richard Corbett is a Strategic
Analyst at UK-based Canadean
Ltd, the leading global
beverage research consultants. 
Email:
richard.corbett@canadean.com

Canadean
remains
optimistic for
the soft drinks
sector in 2011.
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Packaging
new technologies
for PET

Sports cap choice
THE German producer Schwollener Sprudel

has launched a new drink for children in a

500ml yellow PET bottle capped with a bi-

colour 28mm Original Sport Cap with

matching yellow spout. The bottle features

the popular cartoon character SpongeBob on

the label. The drink, based on mineral water

with natural fruit juice, comes in three

flavours, apple, orange and cola.

Schwollener Sprudel chose the Original

Sport cap from Aptar Food + Beverage for

its combination of technical performance

and colour flexibility. The tight seal of the

closure and easy opening and closing are

essential factors when designing a product

for children. The resulting package is attrac-

tive and eye-catching and designed to stand

out on shelf.

COLORMATRIX, global innovator in liquid

colourants and additives for thermoplastic

applications, has further expanded its port-

folio of additive technologies. These include

Joule RHB, ColorMatrix’s new reheat agent

which is claimed to play a key role in the

long term sustainability of PET containers. 

This new technology is said to deliver

significant energy savings through improved

IR absorption during polymer processing,

and helps to ensure cleaner resins go into

the PET recycling stream. 

Further the company has introduced liq-

uid colourant systems, including rapid

colour-matching technology, designed to

accelerate customer market response

times by streamlining the colour match,

development and delivery process. Visitors

to the recent K show also previewed the

company’s cutting-edge HyGuard oxygen

scavenging technology which is set to revo-

Joule RHB  offers improved levels of clarity and
brightness, and has been shown to retain 100%
of its reheat capability and visual clarity after
repeated processing.

FRENCH manufacturer of filling/capping machines, Serac, has unveiled its Serac R1V1,
claiming it to be the most compact single-operator filling/capping line on the market.
Upstream supply of caps and containers as well as downstream packing on the micro-line are
carried out by the same operator. Electronic weight-filling and capping are fully automatic. 

The electrical switching enclosure includes a control panel for electronic management of
production. The filling/capping machine requires less than 2m² floor space in the production
workshop. Depending on product characteristics, this micro-line may be used to process
containers ranging from 500ml to 10 litres with work rates of up to 600 1litre containers per
hour. 

lutionise lightweighting, shelf-life and recy-

clability for PET containers from 2011

onwards.
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ACCORDING to Canadean’s latest special

interest report ‘Innovation in Beverage Pack-

aging 2010’,* the global economic downturn,

reduced consumer spending power, volatile

packaging material prices and more difficult

access to capital investment have resulted in

a slowdown and, in some cases, complete

reversal of longer term beverage packaging

design trends.

For many years the key drivers of bever-

age packaging design were increased use of

added value and convenience features, more

sophisticated packaging materials, smaller ‘on-

the-go’ packs and more elaborate shapes,

designs and print. But over the last two

years the focus has shifted strongly to cost

and cost-related factors such as materials

reduction, light-weighting and improvements

in line efficiency, filling techniques and cost-

effectiveness. And all this has to be achieved,

wherever possible, without the loss of func-

tionality and quality and at the same or a

lower price.

As some countries began to emerge from

recession in 2010, there are signs however

that the underlying long term economic,

demographic and consumer-led changes are

beginning to have the upper influence again,

causing packaging design to revert to trend.

With deteriorating economic conditions,

falling consumer spending power and rising

employment in many countries across the

world, competition at the retail level has

increased enormously since 2008. This has

resulted in strong downward pressure on

product pricing and hence also packaging

costs.

The main beneficiaries of this were initially

the discount retailers. They achieved acceler-

ated growth in many countries by taking

share from the supermarkets as consumers

searched for greater value for money. In

response, many of the supermarkets

revamped and extended their own ranges

to compete with the discounters at the

value end of the market. This resulted in an

explosion of private label worldwide and yet

more competition and pressure on product

and packaging prices.

As some countries have begun to come

out of recession in 2010, this strategy

appears to have paid off for the supermar-

kets, as although still currently dominated by

materials reduction and cost considerations,

there appear to be early signs of a return in

packaging design towards value-added and

convenience features.

The report notes that key global trends

over the last two years include:

•Continued PET growth in most beverage

categories – with refillable PET taking share

again in carbonates and packaged water.

•Hot fill PET being increasingly used for

hot fill juices and nectars and panel-less hot

fill PET bottles taking share in various cate-

gories such as iced rtd tea and coffee.

recession impacts
packaging trends

•Extended use of bio-degradable plastics.

•General shift from heavy, rigid containers

to lighter weight, flexible packaging and

pouches.

•Increase in the growth rate of barrier

plastics.

•Lightweighting and material saving meas-

ures extending from the major to the

smaller brands.

•Reduction in bottle and closure weights

without loss of performance and functional-

ity.

•Greater emphasis on environmental

issues and a shift in concern from packaging

waste and recycling towards carbon emis-

sions and total environmental impact of

product and pack.

The powerhouse
China is now the single greatest powerhouse

of global packaging demand, and domestic

consumption in China and some other

emerging markets is now beginning to take

off strongly. As a result, whilst cost perform-

ance and environmental factors will always

remain key drivers of packaging demand,

previous market features are expected to

resurface as the key drivers of packaging

innovation and change. These include re-ris-

ing disposable income levels, a return to

trading up and convenience features as well

as underlying demographic changes such as

long term trends toward smaller household

sizes, longer working hours, urbanisation and

globalisation. All these factors will ensure

that packaging continues to play a vital role

in determining the success or failure of new

products and brands over the next five

years.

*‘Innovation in Beverage Packaging, 2010’ is a
new special-interest report published by
Canadean aimed at providing a summary of
trends and developments in packaging design
within the global soft drinks, dairy and beer
markets. www.canadean.com

TAHITIAN Noni International  has been named as a First Place Winner of the prestigious Mobius
Award for its new packaging designs.   The award was given for both the new Tahitian Noni
Bioactive Beverage bottles, as well as the 4-litre Quad fridge dispenser (pictured).  The Mobius
Awards,  one of the world’s oldest independent international advertising competitions,
acknowledges creative excellence worldwide.  Judges are asked to select winners based on the
entry’s effectiveness and creativity. 
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Combining sleeving and roll-fed 
technologies
THE Sidel Group has launched its new Roll-

sleeve machine, a rotary labeller that creates

and applies plastic shrink sleeves from a

machine direction orientation (MDO) label

roll onto glass, plastic and metal containers. It

combines the simplicity of its consolidated

roll-fed group, resulting in customised con-

tainer labelling, with the advantage of label

film cost reduction. 

According to figures announced in the

'AWA Labelling and Product Decoration Mar-

kets Global Review 2010', the market for

heat shrink labels is growing fast (+4.4% in

2009) and at a much higher rate than other

types of labels. The trend is particularly strong

in the emerging countries of South America,

China and India. 

What gives Rollsleeve an edge on more

traditional sleeving systems is the fact that the

'tubing' takes place in the machine and ready

made sleeves do not need to be outsourced.

Rollsleeve tube creation process uses a MDO

film: this means that the film is stretched in

the same direction of the machine. 

As a result, the converting phase is less-

ened by two manufacturing steps: the forming

and welding of the sleeves are now unneces-

sary. This system brings savings in the cost of

label material up to 30%, compared to a tra-

ditional sleeve (TDO – Transversal Direction

Orientation). 

A further feature of the Rollsleeve is the

easy change from sleeving to hot glue roll-fed

applications. Due to an exclusive patented

Sidel Group system and with a simple routine

action started from the operator panel, the

Rollsleeve becomes a roll-fed machine using

the same labelling unit. Further, the Rollsleeve

can be equipped with a module for partial

body sleeve labels. 

Rollsleeve technology does not stress the

film since the label is 'tubed' and wrapped

round the container in the machine without

any machine movement (it is the bottle that

moves). 

Also the new sealing system offers flexibil-

ity in the choice of label materials. Sidel says

it has successfully tested all the principal

materials available on the market (PET, recy-

cled PET, PVC, PE, PP, OPS and PLA). It can

apply labels that are 50% thinner compared

to a traditional sleever. 

A special feature of this machine is shrink

sleeve creation and application by a length-

ways reel, thus ensuring that the labels are

closed with no need for glues or solvents.

Since the sealing area can be positioned

exactly to the edge of the label, the final over-

lap has no visual or tactile flaws after shrink-

age. The quality of labelling is maintained even

with high speeds (up to 54,000 bph) and

does not depend on the height of the con-

tainer (the tube label is not lowered from

above as in traditional technology). 

Sidel estimates that with a throughput of 200 million bottles per year savings on the costs of label material alone mean that the entire initial investment will
be recovered in 18 months.

VAPUR, a durable, reusable and flexible
water bottle using a BPA- free laminated
film structure, gained third place in the
Pack Expo Selects competition which took
place during last November's trade show.
Vapur can be rolled, folded or flattened.
This package requires 90% less space and
uses less fuel to transport than rigid water
bottles. 
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Environment
US recycling 
support 
THE International Bottled Water Association

(IBWA) has praised efforts to encourage

consumers to always recycle, a key aim of

the America Recycles Day campaign cele-

brated each year on 15th November to

remind Americans about the importance of

personal recycling and the need for effective

community recycling programmes.

“Efforts to educate consumers about

recycling empty plastic water bottles appear

to be having an effect. A 2008 National

Association of PET Container Resources

(NAPCOR) study (the most recent data

available) found recycling rates for bottled

water containers at a decade high of 30.9%,”

said Tom Lauria, Vice-President of Communi-

cations at the IBWA, “That’s a 32% improve-

ment over the previous year, and more than

50% improvement since 2006.” 

Currently, bottled water containers are

the single most recycled item in single

stream kerbside recycling programmes. In

2008, data from the 'Post-Consumer Plastic

Bottle Recycling Report' indicates the recy-

cling rate for all plastic bottles is 27%.

“It is encouraging that the improvement

of bottled water container recycling is now

over the 30% mark, but we are reminded

that still more needs to be done by bottled

water companies and all companies produc-

ing consumer products packaged in plastic,”

Lauria said.

The industry has made significant inroads

in reducing the amount of virgin plastic used

to make bottled water containers by light-

weighting its packaging. Over the past eight

years, the total weight of PET plastic bottled

water containers has been reduced by 32%

saving over 1.3 billion pounds of PET resin

plastic. Other innovative ways to improve

recycling is by expanding the use of recycled

PET (rPET), and exploring new compostable

and bio-degradable plastics.

According to the US Environmental Pro-

tection Agency, PET bottled water containers

comprise only one-third of one percent of

the US waste stream. Although a relatively

small amount, bottled water companies are

serious about bringing that statistic down

even further. In 2010 members of the Inter-

national Bottled Water Association approved

a plan that would see the industry work

more closely with municipalities to improve

the recovery of recyclable material, primarily

through the expansion of single-stream kerb-

side recycling collection programmes.

Approximately half of American communi-

ties do not have such programmes.

CSr innovation for
Coca-Cola Içecek
THROUGHOUT its far-flung production terri-

tory, Coca-Cola Içecek (CCI) has in recent

years been putting a lot of work into further

developing an innovative sustainability business

model. The company’s Turkey region President,

Burak Baºarir, says that one manifestation of

this in the group’s homeland has been an

inventor competition for engineers and other

production staff.

The competition runs under the banner of

‘CCI inventors work, the environment wins’. In

2009, when entries tripled to 211 from the

72 in 2008, competition projects delivered

substantial cost savings as well as a big drop in

energy usage.

“These projects ensure that production is

carried out more efficiently and is more envi-

ronment-friendly,” said Baºarir. “CCI’s inventors

work and both our company and the environ-

ment benefit from this.”

CCI intends to continue its programme of

encouraging sustainability inventions.

LifeStraw purifiers
sponsored
COCA-Cola, in association with Vestergaard

Frandsen and Water for All, has supplied

27,000 LifeStraw water purifiers to schools in

the Matungula District, Kenya.

The project began in April 2010 when the

partners developed a promotion in Den-

mark whereby each sale of Coca-Cola’s

Kildevaeld bottled water brand would spon-

sor ‘3 litres of clean water’ in African commu-

nities where this is a vulnerable commodity.

Two schools in the Matungula District were

chosen as the first recipients.

Mikkel Vestergaard Frandsen, Chief Execu-

tive of the Vestergaard Frandsen group, said

he was proud to be part of a project provid-

ing access to clean and safe drinking water, a

basic human right, for so many children in

the area.  This would, he said, help keep them

healthy, remain in school and allow them and

their families a brighter future.

Point-of-use water filters like LifeStraw,

developed by Vestergaard Frandsen which

operates under a unique ‘humanitarian entre-

preneurship’ business model, are proving suc-

cessful in meeting the UN Millennium

Development Goal which calls for halving the

proportion of people without access to safe

drinking water by 2015.

LifeStraw comes in a personal portable

version and a family model for home use.

The family model is claimed to filter out

99.9999% of bacteria, 99.99%  of viruses and

99.9%. 

NEW Zealand’s Frucor Beverages reports

that a pioneering approach to installing a

solid waste screening system has delivered

excellent results in its first two years of

operation. The steadily growing soft drinks

producer had been experiencing a series of

clogging problems with its old system, tying

up engineers for hours of unproductive

work.

Nick Woolf, the company’s Engineering

Screen tailored to
space

Co-ordinator, set out to look for a more effi-

cient alternative, having to bear in mind the

small space into which it would need to fit.

He chose a compact inclined screen sys-

tem from CST Wastewater Solutions, discov-

ering that Frucor would be pioneering

vertical installation.

“I asked the question, who can I talk to

about using this arrangement?” said Woolf. “I

was told, you can’t, we haven’t done it

before. Obviously then, this was for us.”

Being willing to think outside the square

has saved Frucor engineers an estimated

200 or more hours of de-clogging work

annually.

FRIGOGLASS North America has chosen

cyclopentane (C5) as the insulation agent

for its beverage coolers, in line with manu-

facturing practices across the rest of Frigo-

glass’ plants. Frigoglass is the first beverage

cooler manufacturer in the US that uses

the environmentally-friendly cyclopentane

as an insulating agent. C5, a natural sub-

stance, is used as a blowing agent in the

manufacture of polyurethane insulating

foam. 

Endorsing the investment, Fernand Saad,

Low energy 
insulation

Senior Technical Rep-

resentative of BASF

Corp, said: “By invest-

ing in a cyclopentane

process at their

South Carolina facility, it is apparent that

Frigoglass continues to be a forerunner in

providing products that are eco-friendly. Fri-

goglass is the first manufacturer of commer-

cial reach-in refrigerated merchandisers in

the US  to employ cyclopentane, a liquid

blowing agent that provides a product that

has Zero Ozone Depletion, is halogen free,

with vir tually no Global Warming Effect

(GWP of 11), and an insulation factor that

allows products to hold temperature longer

without additional energy consumption.”
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� UK glass manufacturer Beatson Clark

claimed first place in the ‘Environmental Ini-

tiative of the Year’ category at the UK Pack-

aging Awards 2010 for its ‘Delivering the

Difference’ strategy – an initiative which has

seen the company take responsibility for the

collection of kerbside recycling materials in

its home town Rotherham. Judges praised

Beatson Clark for its community interaction

and were impressed by the commitment to

recycling and lightweighting that “changes

the boundaries between packaging and

waste management.” The collection from

111,000 households has resulted in approx-

In brief…

Another record for
Collect-a-Can
SOUTH African can recycling organisation

Collect-a-Can, which is heavily supported

by the soft drinks industry, has scored

another Guinness World Records accolade.

In October 2010, Collect-a-Can notched up

a record collection total of 2,656,286 steel

cans.

“This equates to more than 80 tonnes of

steel cans, which is equivalent in weight to

around 60 motor vehicles,” said Gregory

Masoka, the company’s Operations Manager.

To bring in a bumper number of cans

during October each year, Collect-a-Can

challenges schools to help, rewarding the

top achievers in each region. In 2010, this

challenge was extended to animal welfare

shelters, old age homes and orphanages,

giving them an opportunity to score prizes.

Nampak Bevcan, Pan Macmillan and

MySchool joined in sponsoring prizes for

schools.

Collect-a-Can was also delighted with

the response to its 2010 CAN Crazy Com-

petition which calls for school groups to

build creative structures from used cans.

While no theme was stipulated, the

impact of the 2010 FIFA World Cup

resulted in many having some connection

with football, including the overall winner

which was a ‘can-struction’ of dolphins play-

ing with a soccer ball.

This not only won students from Cre-

ston College, KwaZulu-Natal, R10,000 but

also the honour of having the sculpture

exhibited by KwaZulu-Natal Sharks Board

(www.shark.co.za) during that organisation’s

National Maritime Week, picking up further

media publicity.

Runners-up in the competition were a

replica (although not size-for-size!) football

stadium, flags of all the World Cup nations

and a giant 2010 spelled out in cans.

Collect-a-Can’s Marketing Manager, Math-

abo Phomane, promised that CAN Crazy

2011 would be “bigger and better than

ever,” encouraging schools to take part

again.

imately 7.000 tonnes of glass being recov-

ered for recycling. The new facility will con-

tribute to the cullet used at Beatson Clark

ensuring its amber glass contains up to 70%

recycled materials and up to 40% for white

flint.

� AWS Eco Plastics’ new facility in North

Lincolnshire has been officially opened by

DEFRA Director of Waste and Resources,

Neil Thornton. The Hemswwell factory is

capable of processing more than 100,000

tonnes of waste plastic or 2,000,000,000

bottles a year, and claims to be the largest

and most sophisticated in Europe. Valued at

over £17 million, the new facility features

state-of-the-art equipment developed by

leading manufacturers Stadler, TITECH and

Herbold, and is capable of processing a

diverse range of plastic feedstocks. The plant

boasts an industry-leading 17 polymer and

optical sorters and has a flexible output of

11 different streams of plastic, ensuring that

it is vir tually zero-waste. Independent

research has shown that products made

with recycled plastic from the AWS Eco

Plastics site are 68% less carbon-intensive

than packaging made with virgin materials. 

Subscribe today!
to receive your monthly copy of SDI

email: subscriptions@softdrinksinternational.com   

or    call +44 (0)1202 842222



42 Soft Drinks International  –  January 2011PEOPLE

Human Resources

Coca-Cola India has announced that

Debabrata (Debu) Mukherjee, will join the

Indian unit as Vice-President, Strategy and

Innovations, replacing Sangeeta Pendurkar.

Previously Debu Mukherjee was Marketing

Director at Coca-Cola Korea, in charge of

the beverage major's South Korean business.

The Coca-Cola Company Board of Direc-

tors has elected Howard G. Buffett as a

Director of the company. Buffett is President

of the Howard G. Buffett Foundation, a pri-

vate foundation that supports humanitarian

initiatives focused on agriculture, nutrition,

water and conservation.

Comax Flavours of Melville, New York, has

named Jake Cohen Sales Associate responsi-

ble for new business development, market

research, account management and account

service.

HayssenSandiacre, the flexible packaging

equipment provider, has announced the

appointment of Dan Minor to the position

of Vice-President, Sales and Marketing

responsible for the US company's domestic

and international markets.

EPAX, the Norwegian concentrated

marine oil supplier and founding member of

GOED has announced that its executive and

omega-3 expert Baldur Hjaltason has been

appointed Chairman of the GOED Board of

Directors. GOED is a proactive and

accountable association of the world’s finest

processors, refiners, manufacturers, distribu-

tors, marketers, retailers and supporters of

products containing Eicosapentaenoic Acid

(EPA) and Docosahexaenoic Acid (DHA)

omega-3 fatty acids.

APPOINTMENTS

Clockwise from top left: Adam Wood, Åke
Larsson, Tim Moulsdale and Howard Buffett.

Severn Trent Services, a leading supplier of

water and wastewater solutions, has

announced the appointment of Mohanned
Babieh to its global business development

team as Senior Sales Manager responsible

for selling filtration products and growing

sales in the Middle East. He is based in the

company’s Abu Dhabi, United Arab Emirates,

office.

Food packaging and processing solutions

specialist tna has appointed design engineer,

Tim Moulsdale, as its new European Gen-

eral Manager. Moulsdale will oversee all

aspects of tna’s European operations –

including sales, manufacturing and customer

service throughout the continent.

Specialist plastics packaging technology

business Petainer has appointed Åke Lars-
son to the new post of Regional Sales Man-

ager for Scandinavia. He will be based at the

company’s manufacturing plant in Lidkoping,

Sweden.

US major aluminium supplier Alcoa has

announced that Julia Steyn and George King
have been named Vice-Presidents and co-

Managing Directors of the company’s Busi-

ness Development Group. In their new roles

they will lead the team responsible for

preparation and conclusion of M&A transac-

tions.

Sonoco, the South Carolina-headquar-

tered global group of diversified packaging

companies, has appointed Adam Wood Divi-

sion Vice-President and General Manager of

Converted Products/Paper - Europe, effec-

tive 1st January 2011.

Award for best
empowered
COCA-Cola has been named the best

empowered employer in South Africa, in the

latest national Best Employers rankings man-

aged by CRF Institute. CRF Institute is an

employer brand research and marketing

organisation.

In the latest campaign, Coca-Cola was

fourth in the overall Best Employers rankings

for South Africa while leading in the inaugural

best empowered category.

Environmental role
THE Alliance for Beverage Cartons and the

Environment (ACE) UK has appointed

Richard Hands as its first full-time Chief

Executive, reinforcing the carton industry’s

commitment to environmental best prac-

tice.

Having previously held two roles in the

industry, that of Environment Manager for

Tetra Pak UK & Ireland and Chair of ACE

UK, Hands now works full-time for the

Alliance, representing leading beverage car-

ton packaging manufacturers and driving

industry-wide environmental initiatives.

Richard Hands.

To reach the best empowered ranking deci-

sion, the CRF Institute not only looked at

standard BEE (black economic empowerment)

scorecard elements but also assessed the level

to which transformation was embedded in

the corporate culture and leadership mindset.

“This is definitely no small task and we

stress that diversity management and BEE is a

critical input when certifying all best employ-

ers,” said Samantha Crous, the institute’s Gen-

eral Manager. “All the certified companies

must achieve a high standard in this area in

the HR Benchmark, which is the employer

value proposition policy survey conducted in

the Best Employers campaign.

CARGILL's work to improve livelihoods for

cocoa farmers and their families in Africa, Asia

and South America has earned it the US

Chamber Business Civic Leadership Center

2010 International Community Service award.

The award coincides with 21 cooperatives in

Côte d'Ivoire, with over 11,000 farmer mem-

bers, achieving independent sustainable cocoa

certification as a result of Cargill’s Farmer

Field Schools programme.

All 21 farmer cooperatives have received

certification under UTZ Certified sustainable

cocoa programme after successfully complet-

recognition

ing 10 months of intensive training conducted

through a network of 300 Cargill Farmer

Field Schools in Côte d'Ivoire. The schools

help small-scale farmers improve agricultural,

environmental and social practices in cocoa

production and to achieve UTZ Certification.
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FEBRUARYFEBRUARY
7th – 9th          

The Packaging Conference
Aria Resort
Las Vegas
USA
www.thepackagingconference.com

11th – 12th      

Packtech
NEC
Birmingham
UK
www.easyfairs.com

16th – 19th      

Anfas Food Product
Antalya Expo Center
Anatalya
Turkey
www.anfas.co.tr

16th – 19th      

Biofach
Nuremberg Messe
Nuremberg
Germany
www.biofach.com

19th – 22nd      

Sapore
Rimini Fierra
Rimini
Italy
www.saporerimini.com

27th – 2nd Mar

Gulfood
Dubai International Convention 
and Exhibition Centre
Dubai
UAE
www.gulfood.com

27th – 2nd Mar

Ingredients Middle East
Dubai International Convention 
and Exhibition Centre
Dubai
UAE
www.ingredientsme.com

MARCHMARCH
1st – 4th           

Foodex Japan
Makuhari Messe
Tokyo
Japan
www2.jma.or.jp/foodex/en

USA

UK

TURKEy

GERMANy

ITALy

UAE

UAE

JAPAN

Events Diary

23rd – 25th      

Food Ingredients China
Shanghai Everbright Convention and
Exhibition Center
China
www.fi-c.com

29th – 30th      

MDD Expo
Paris Expo Porte de Versailles
Paris
France
www.mdd-expo.com

APRILAPRIL
11th – 13th      

ISBT – Bevtech
Grand HoteL & Yacht Club
Fort Lauderdale
USA
www.bevtech.org

14th – 15th      

Europs
Hotel Palacio Estoril
Lisbon
Portugal
www.vending-europe.com

14th – 17th      

Gulf Pack
Dubai Airport Expo
Dubai
UAE
www.gulfprintpack.com

27th – 30th      

Alimentaria Lisboa
Parque das Nacoes Fairground
Lisbon
Portugal
www.alimentarialisboa.com

MAYMAY
10th – 11th      

Vitafoods
Geneva Palexpo
Geneva
Switzerland
www.vitafoods.eu.com

FRANCE

USA

PORTUGAL

UAE

PORTUGAL

SWITZERLAND

CHINA9th – 11th        

China Drinktec
Guangzhou International Convention and
Exhibition Centre
Guangzhou
China
www.chinadrinktec.com

9th – 11th        

Sino-Pack
Guangzhou International Convention and
Exhibition Centre
Guangzhou
China
www.chinasinopack.com

13th – 16th      

IFE
ExCel
London
UK
www.ife.co.uk

13th – 16th      

Pro2Pac
ExCel
London
UK
www.pro2pac.co.uk

14th – 15th      

MEAPET
Cairo
Egypt
www.cmtevents.com

15th – 17th      

CFIA
Parc des Expositions Rennes Aeroport
Rennes
France
www.cfiaexpo.com

23rd – 25th      

Propak Vietnam
HIECC
Ho Chi Minh City
Vietnam
www.propakvietnam.com

CHINA

UK

UK

EGyPT

FRANCE

VIETNAM

CHINA

Send your trade event details to:  
events@softdrinksinternational.com
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The event claims
to be the largest
annual food and
beverage trade
exhibition in the
world, and
opens its doors
from 27th
February to 2nd
March 2011.

The food, beverage and hospitality industry is
gearing up for the most anticipated event on the

global calendar. Gulfood, the world’s largest annual
food and hospitality event, is presenting its biggest-
ever show for 2011, welcoming more than 3,800
international suppliers and in excess of 55,000
industry professionals.

The event sold out its 1 million square feet of
exhibition space across all 19 halls of the Dubai
World Trade Centre a full four months before the
show, highlighting the strength of international
interest and investment in one of the world’s most
lucrative food and beverage markets.

“Gulfood offers the most compre hensive and
contemporary products, services and insights for
the food, beverage and hospitality industry, not just
across the Middle East, Africa and South Asia
region, but across the world,” said Helal Saeed
Almarri, CEO, Dubai World Trade Centre, organ iser
of the exhibition. “The event is a trading platform,
a knowledge sharing experience, a networking
opportunity and an industry driver under one roof.
Gulfood reflects this status, providing the food and
beverage industry with a global platform for trad-
ing, networking and showcasing their products and
services that is unequalled anywhere in the
world.” 

Renowned for its truly global representation,
Gulfood will host participants from 150 countries.
More than 80 national pavilions confirm Gulfood
as the platform of choice for the world’s food & bev-
erage industry. 

Gulfood 2011 will be the biggest event in the
show’s history in both size and number of

all sold out

Ingredients
Middle East 
and Gulfood

exhibitors. Together with co-located shows
Ingredients Middle East and Restaurant & Café
Middle East, the exhibition provides the only com-
plete 360° showcase of the latest trends, innova-
tions and technological developments in the
industry.

Tetra Pak looks set to command an impressive
presence at the show. Riccardo Castignetti,
Marketing Director Tetra Pak Arabia, said:
“Gulfood is certainly the most important industry
exhibition in this region and we look forward to
being an active participant at the show. Under the
umbrella theme ‘Passion for Innovation’ we will be
showcasing innovation at its best, highlighting
many areas of our business that add value to our
partners – food and beverage producers in the
Greater Middle East region as well as around the
globe.” 

Leading Saudi Arabian conglomerates, Al Rabie,
Nadec and Savola will also be making their respec-
tive debuts at Gulfood, as will locally-based bever-
age and snack company Masafi and European
heavyweight Dupont.

Gulfood Conference
Running alongside the exhibi tion, the Gulfood
Conference is the region’s premier knowledge and
net working event, with more than 1,000 delegates
expected across four days of workshops and semi-
nars. Under the theme ‘Global Trends, Regional
Opportunities’, international indus try experts, ana-
lysts and business leaders will discuss the world-
wide issues, trends and opportunities that affect
the regional markets.

Opening keynote speaker, Charles Brand,
Executive VP, Marketing and Product Management,
Tetra Pak, said: “It is vital that all food and beverage
businesses understand the latest developments in
their industry, and as one of the most attractive F&B
markets anywhere in the world, Middle East,
Africa and South Asia businesses need to be fully
aware of all market conditions and opportunities.”

Gulfood Awards
From innovation and inspiration to creation and
presentation, Gulfood Awards 2011 is also looking
to identify, support and acknowledge the world’s
latest F&B industry pioneers.

The Gulfood Awards returns to the exhibition in
2011 due to the overwhelming industry support
and interest, delivering 15 categories that will
ensure the very best innovators are rewarded for
their excellence.             �
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own orbits. The names of all rocketeers
who scored hits went into a drum from
which two lucky names will be drawn out.
Both the winners will be able to take a pal
with them on their visit to the rocket testing
site.

The walls of the Pepsi stand were deco-
rated with murals based upon photographs
recently released by the American defence
authorities of their rocket launching area at
Cape Canaveral. High above the Exhibition
was Pepsi's gigantic model of a rocket.

Odours
Serious experts on packaging have long
debated how so-called packaging odours
can be faded out or eliminated altogether,
but an American firm is said now to be pro-
ducing an odour producer known as the
'Scent-O-Mizer' particularly for up-to-date
air-conditioned supermarkets to provide at
will various attractive smells as desired.
The principle would appear to be that the
attempts to remove smells altogether from
retail establishments have been much too
successful, and that, after all, the average
buyer likes a grocer's shop to smell like – a
grocer's shop. Various oils and esters are fed
to the unit so that at, for example, the coffee
counter, one's nostrils are assailed by a
delightful aroma of fresh ground coffee; at
the bacon counter, that well known 'am an'
eggs smell; at the mass display of soft
drinks, a taking odour of vanilla-fresh
'Cream Soda' and so on. �

Herefordshire farmers, in spite of rough and
ready methods and small knowledge of the
crop, grew up to 27 ½ tons to the acre, with
a sugar content of 19%. These are the max-
ima, but a very large number of the crops
gave over 17% of sugar, which has been
regarded as exceptional. The yield per acre
is also astonishing, considering the
extremely late sowing. It is also remarkable
that the purity of the sugar – a most impor-
tant point – was exceptionally high.

A suggestion from the other side
The American Bottler is the organ of the
disciplined traders of the United States.
The following is from a recent speech by Mr
Frank Carr, the former President of the
American Bottlers' Protective Association:

I ask each member: “Do you want to see
your National Association prosper? If so, do
your full measure towards maintaining by
subscription and advertisements, the bone
and sinew of the life of the national organi-
sation. Upon the material success that
attends the publication depends the life
and progress that can be made in your
behalf by the National Association. The
return from this paper maintains and sup-
ports the movement of the national body.”

For The American Bottler substitute the
Mineral Water Trade Journal, and we have
a complete justification for demanding the
support of the British mineral water trade
and all associated with it.

A New Year's greeting
Nineteen hundred and ten will not stand
out a grateful memory in the story of our
industry. We embarked upon it possessed
by hope. We believed that it was going to
revive our prosperity – to recall the fortune
that seemed to have departed from us. We
dreamt dreams, and indulged in glowing
prophecy. We dared in our speeches tell of
the coming summer-day when a tropical
heat should keep our factories ceaselessly
and profitably at work. The experience was
a very different thing to this vision.
Nineteen hundred and ten was more than a
disappointment – it was almost a cruelty. It
provided us with one of the worst of the
sequence of bad seasons.

It says much for the temper of the trade
that we bore the affliction with hardihood.
We complained, of course, but we didn't
weep or cultivate the dumps. It says much,
too, for the temper of the trade that we are
looking forward to nineteen hundred and
eleven in the same hopeful mood. Men of
this type deserve well of Fate.

A home grown sugar supply
The possibility of our being soon proffered,
if not an adequate, at least a considerable
supply of home-grown sugar is illustrated
by the experience of a body of
Herefordshire farmers. At the request of a
private committee, 50 farmers grew each a
quarter of an acre of sugar-beet. No special
care was taken with the preparation of the
ground or the cultivation – indeed, a num-
ber of elementary mistakes were made; but
in spite of this results were achieved which
surpass the best continental records. A
good high average for a crop is 15 tons to
the acre of roots bearing 15% of sugar. The

Birmingham visits Paris
The visit to the French Bottling Exhibition
in Paris on 7th and 8th November 1960,
organised by the Birmingham Association,
proved more popular and more successful
than the organisers could have expected.
Originally members were canvassed to see
whether one plane load of 36 persons could
be made up, but in fact a party of 72 in two
chartered planes were easily obtained.
Members of the North Midland Regional
Committee of the National Association and
of the Birmingham Dairymen's Association
joined in this joint trip.

The planes left Birmingham Airport
early on the morning of 7th November.
Specially chartered coaches met the planes
and took the party to their hotel and in the
afternoon took them to the Bottling
Exhibition. Those who visited the
Exhibition found it rewarding. Special
arrangements were made for the entertain-
ment of the ladies during the afternoon in
the form of a trip to Versailles. In the
evening, after dinner, the party went by
coach to the Folies Bergere and afterwards

most went on a somewhat hectic night club
tour ending in the early hours.

On the following morning, the party
were abroad early for a 9.30 am start to a
conducted tour of some of the principal
places of interest in the lovely city. All who
went on this conducted tour, even those
who had visited several of the places
before, found it a delightful experience.

The afternoon was free to the party for
shopping and in the evening special coach-
es conveyed the party to the airport for the
homeward flight, which was accomplished
without incident, other than an alarming
note passed through the plane by the cap-
tain of the aircraft indicating that he had
been advised that fog over Birmingham
Airport might make it necessary for the
planes to be diverted to Manchester.
Fortunately, despite the presence of some
fog, both pilots were able to land at
Birmingham, dead on time.

Trip to rocket site
A small group of lucky youngsters are
shortly to be taken on a visit to a secret
rocket testing establishment “somewhere in
England”. This was the prize which Pepsi-
Cola offered to four boys – or girls – at this
month's Schoolboys' Exhibition.

To win this trip the youngsters had first
to fire a replica of a rocket from a model
launching site set up at the company's
stand at the Exhibition. Their target? A
series of planets moving quickly in their

Sourced by Stewart Farr

100 Years Ago
From the Mineral Water 
Trade Journal of
January 1911

50 Years Ago
From the Soft Drinks 
Trade Journal of
January 1961
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INFORMATION AS SUPPLIED BY THE MANUFACTURERS OF THE PRODUCTS AND SERVICES FEATURED

A  f o c u s  o n  e q u i p m e n t  a n d  s e r v i c e s

Dump feeder
BULK solids handling specialist,
Flexicon (Europe) Ltd has announced
an all-new TIP-TITE Drum Dump
Feeder which discharges bulk material
from drums and feeds it volumetrically
to downstream equipment. 

The drum platform is raised by a
single hydraulic cylinder, creating a
dust-tight seal between the rim of a
drum and the underside of the
discharge cone. A second hydraulic
cylinder tips the platform-hood
assembly and drum, stopping at dump
angles of up to 90º with a motion-
dampening feature. Material flowing
through the discharge cone charges the
intake adapter of a cantilevered flexible
screw conveyor available in custom
lengths, oriented horizontally (shown),
or at an incline, for the purpose of
elevating, as well as metering, the
material.

Flexicon (Europe) Ltd
89 Lower Herne Road 
Herne Bay, Kent CT6 7PH, UK

Tel: +44 (0) 1227 374710
email: sales@flexicon.co.uk
www.flexicon.co.uk

Lower flow rate
GEA Tuchenhagen -Variflow Centrifugal
Pumps has added a new pump size, the
TP2020, which operates in the flow
volume range of up to 35m3/h, has a
pump head of up to 62 m w.c. and
offers motor power rating between 3,0
to 22 kW. It joins the existing TP 3050
allowing process plant operators to
select more precisely the desired and
needed flow range, resulting in more
economical and efficient operation. In
most cases a smaller motor can be
applied at the TP 2050 than in the TP
3050. The TP 2050 is EHEDG and 3A
certified. 

GEA Tuchenhagen now offers nine
pump types with a fine tuned capacity
range of flow rates from 1 m3/h up to
220 m3/h. 

GEA Tuchenhagen GmbH
Am Industriepark 2-10
21514 Büchen, Germany 

Tel +49 4155 492242 
email: sales.geatuchenhagen@geagroup.com
www.tuchenhagen.de

Acquisition
ALICAT Scientific, a manufacturer of
mass flow and pressure technology, has
been acquired by Halma plc, the leading
safety, health and sensor technology
group. Alicat will join Halma’s global
group of fluid technology businesses. 

Founded in 1991, Alicat has
pioneered the use of differential pressure
measurement in its products, speeding
response times by as much as 1000 times
over that of competing temperature-based
measurement technology. Its product
range includes mass and liquid flow
meters and controllers; pressure
controllers; digital pressure and vacuum
gauges; portable flow meters; calibration
standards; and software and accessories.

Halma typically acquires companies
in familiar markets or allied sectors.
Alicat shares a number of key customers
with new sister companies Bio-Chem
Fluidics, Diba Industries and Perma Pure.

Alicat Scientific
7641 N. Business Park Drive
Tucson, AZ 85743 USA 

Tel: +1 520.290.6060 
email: info@alicatscientific.com
www.alicatscientific.com

Improved accuracy
RFM340+ refractometers now have an
increased measurement performance
between 0-20°Brix, reducing potential
measurement error in the critical range
covering finished products in the
beverage industry. Improving the
performance at the low end of the scale
allows users to trim syrup dilution to the
absolute minimum without the risk of
breaching manufacturing specifications. 

SG scales for sucrose are now
common to the series. These scales may
be used to express the relative density of
pure sucrose solutions and when used in
conjunction with a product offset from
within the Method system, can express
finished product as an equivalent SG -
just as if it were measured on a density
meter! 

Bellingham + Stanley  
Longfield Road
Tunbridge Wells,TN2 3EY, UK

Tel: +44 (0)1892 500400
email: sales@bellinghamandstanley.co.uk
www.bellinghamandstanley.com

Logicolor-ful
ASTELL, the leading autoclave and
sterilizer manufacturers, are now fitting
their world class LogiColor controller to
all their autoclaves. 

The Astell LogiColor controller
provides the precision, accuracy and
flexibility that are essential in today's
most demanding laboratory
environments. The integral PLC
combines with a variety of analogue and
digital input/output modules to provide a
range of standard features including
cycle selection, cycle progress,
temperature and pressure displays, timed
start and auto start facilities, timed safety
valve testing and fault display.

The operator interface is a full colour
touch screen with a multi-lingual, icon
based operating system.  The control
software has been developed by
Astell's in-house design team, based on
the company’s 80 years experience in
autoclave manufacture. 

Astell Scientific Ltd 
Powerscroft Road 
Sidcup Kent DA14 5DT, UK

Tel: +44 (0) 208 309 2024 
email: sales@astell.com 
www.astell.com

Amino acid analyzers
BIOCHROM has launched the Biochrom
30+ Series of amino acid analyzers - the
gold standard in dedicated amino acid
analysis. Based on ion exchange
chromatography with post-column
derivatization of samples using
ninhydrin, these instruments accurately
identify and quantify free amino acids,
as well as the amino acid composition
of proteins and peptides. Specific
applications include nutrition and
compositional analysis in beverages. 

The new Biochrom 30+ Series offer
rapid protocols that increase sample
throughput by cutting analysis time
compared with standard protocols. The
instrument is PC-operated, with the
user-friendly software controlling all
functions. Advanced fluidics and robust
hardware mean easy maintenance for
users, backed by the reassurance of
Biochrom’s dedicated service and
support team.

Biochrom Ltd
22 Cambridge Science Park
Cambridge CB4 0FJ, UK

Tel: +44 (0) 1223 423723
email: enquiries@biochrom.co.uk
www.biochrom.co.uk
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     �FLAVOURS
     �ESSENCES
     �AROMAS
     �EMULSIONS/CLOUDS  

  Contact Sales
   Kanegrade Ltd
   Ingredients House
   Caxton Way
   Stevenage, Herts SG1 2DF
   England
   Tel: +44 (0)1438 742242
   Fax: +44 (0)1438 742311
   Email: info@kanegrade.com
    Website: www.kanegrade.com

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com

COLOURS

BEVERAGE INNOVATION

  

     � NATURAL COLOURS
    � EXTRACTS
    � EMULSIONS
        (For soft drinks)
  
  Contact Sales
   Kanegrade Ltd
   Ingredients House
   Caxton Way
   Stevenage, Herts SG1 2DF
   England
   Tel: +44 (0)1438 742242
   Fax: +44 (0)1438 742311
   Email: info@kanegrade.com
    Website: www.kanegrade.com

Contract Bottling

Closures

Claremont Ingredients Limited
Unit 2B, Aspect Court 
Silverdale Enterprise Park
Newcastle-under-Lyme
ST5 6SS, UK
tel: +44 (0)1782 623883
fax: +44 (0)1782 623773
email: help@claremont-ingredients.co.uk
web: www.claremont-ingredients.co.uk

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com

COLOURS – CARAMEL

COLOURS – NATURAL

ESSENCE & FLAVOURS

The SDI Buyers’ Guide

is also available on line –

visit:

www.sofrinksinternational

Flooring

Ingredients

Delivering Your Imagination. 
Colouring Foodstuffs & Natural Colours

Sensient Food Colors Germany GmbH
Geesthachter Str. 101 - 105
21502 Geesthacht
Tel. +49 (0) 4152-8000 0 | Fax -5479 
Sfc-eu@eu.sensient-tech.com
www.sensient-fce.com

www.softdrinksinternational.com

Reach buyers around 
the globe

– In print and on line

email: advertising
@softdrinksinternational.com
or calll: +44 (0)1202 842222

Beverage Centre of Excellence:             
Amsterdam, The Netherlands        www.kerry.com

             
        

cellence:e of Exe CentrgaerravBe
lands The Netherdam,erAmst .comyrryer.kkerwww
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FRUIT JUICE BLENDS

  

      �  FRUIT JUICE 
           CONCENTRATES
         (Citrus, Tropical & Red)
      �  NATURAL COLOURS 
           & EXTRACTS
     �  FRUIT AROMA/ESTERS
     �  BOTANICAL EXTRACTS
              (e.g. Kola, Guarana, etc.)

   Contact Sales
    Kanegrade Ltd
    Ingredients House
    Caxton Way
    Stevenage, Herts SG1 2DF
    England
    Tel: +44 (0)1438 742242
    Fax: +44 (0)1438 742311
    Email: info@kanegrade.com
    Website: www.kanegrade.com

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com

FRUIT JUICE CONCENTRATES 
Citrus, Tropical and Red

SPORTS DRINK INGREDIENTS

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com

SWEETENERS – ASPARTAME

Harland Machine Systems

2 Michigan Avenue
Salford
Manchester M5 2GY
Tel: 0161 848 4800
Fax: 0161 848 4830
Website: WWW.harland-hms.co.uk
Email: enquiries@harland-hms.co.uk

LABELLING MACHINERY

Plant & Machinery

FILTERS

FILTER SYSTEMS

Domnick Hunter

Durham Road,
Birtley,
Co. Durham DH3 2SF
Phone: 0191 410 5121
Fax: 0191 410 5312
E-mail:
process@domnickhunter.com
Website: www.domnickhunter.com

55450 Langenlonsheim, Germany
An den Naheweisen 24

E Begerow GmbH & Co

Phone (+49) 6704 204 0
Fax (+49) 6704 204 121
http://www.begerow.com
e-mail:info@begerow.com

Labelling

FRUIT JUICE CONCENTRATE AND EXTRACTS

Email: advertising@soft-

drinksinternational.com

Together, we can
obtain maximum 
performance & 
quality assurance.

canwe Together, 
maximumobtain  

 
 

 
maximumobtain 

& ecnamrofrep
assurance.quality 

om.cers@parkesocdhpr
om.cerr.c.domnickhuntwww

 
 

SWEETENERS

China’s leading manufacturer of 
ASPARTAME and SUCRALOSE

“Why not come direct?”
Tel: +44 (0)1952 456 460
Fax :  +44 (0)1952 458 528
E-mail : sales@niutang.co.uk

Website : www.niutang.com

Niutang UK Limited, Plaza 2, 5th Floor, 
Ironmasters Way, Telford, Shropshire, TF3 4NT

Quality . . .  Integrity . . .  Customer service

Welcome to our Business Unit 
Plantextrakt, one of the world’s 
leading manufacturers of:

Plantextrakt GmbH & Co. KG | Germany
Tel.: +49 9163 88-450 | welcome@plantextrakt.com 
www.martin-bauer-group.com

  Herbal Extracts
  Tea Extracts
  Tea Flavours

HERBAL EXTRACTS



WALLART
USED EQUIPMENT FOR THE BEVERAGE INDUSTRIES
Tel. +33 320 93 66 71                 Fax: +33 320 92 80 74
www.wallart.fr          info@wallart.fr

USED EQUIPMENT
BUYING? SELLING?  CALL US!

Process equipment (tanks, filters, premix…)

Preform injection

PET Blow moulders (SIDEL, ADS, Krones…)

PET bottling lines

Glass bottling lines

To Advertise your

Call +44 (0)1202 842222

PRODUCTS,
SERVICES,
AUCTIONS

or
SECONDHAND EQUIPMENT SALES
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