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unbreakable. The large-size bottle invites 
people to convivial, shared consumption, 
thus capturing the social spirit of beer.  
It’s no accident that in marketing the Corgo ň 
Maxi Bottle, we are investing considerable 
resources in our communications strategy 
designed round the slogan: “More beer for 
more friends.” 

How did consumers respond to PET 
packaging?
M. S. Our country has a very long-standing 
beer culture. Traditionally Slovak consumers 
associate good beer with draft beer, beer in 
glass bottles, or to a lesser extent in cans. 
Clearly we couldn’t take for granted a positive 
response to a container with the Maxi Bottle’s 
characteristics. Of course research had shown 
that beer in PET was gaining ground almost 
everywhere, and our own pre-launch survey 
indicated the potential was there. But we had 
no way of knowing for sure. However, I would 
like to reveal a little secret. The decision to call 
the new container the “Maxi Bottle” shifted 
the focus to the format rather than the 
material used. We were interested in 
attracting consumers to the product without 
any possible prejudices. That’s what 
happened. The consumers were convinced 
and responded immediately. The container 
and the format overcame any possible 

resistance, also because the product was 
guaranteed by the top-quality image of our 
brands. Corgo ň is a volume leading brand  
in Slovakia. This is especially true of the target 
group which we identify in the category  
of “active people,” that is: people keen on 
friendship, sport and social life who are also 
more open to innovation. Having passed this 
test, the rest was all plain sailing.

Why did you come to choose Sidel  
as a partner?
M. S. Heineken Slovensko mainly knew 
about the Sidel Group through its good 
relations with our parent company. 
Naturally there were also other aspiring 
partners in the competition. But the Sidel 
Group’s professionalism emerged right 
from the first contacts and has continued 
to satisfy us at every stage. During 
negotiations, the various proposals made 
by the competitors were analyzed and 
carefully compared. We discovered that, 
although everybody is capable of offering 
products and services, things work out 
very differently in reality. What the Sidel 
Group offered us was really valued by  
all the people in the supply chain thanks  
to its solutions responding perfectly to our 
requirements. This means even more than 
an excellent price-quality ratio, on-time 
deliveries and other more strictly technical 
aspects. Something very different and 
important happened: we realized that we 
shared the same ideas and way of thinking 
with the Sidel people. ▪

What effect in terms of image will your 
experience have on the future of PET  
in Slovakia? How will your competitors 
react?
M. S. Don’t ask me to look into the future,  
I wouldn’t be able to. All I can say is that we 
are market leaders with an annual production 
of almost 2 million hectoliters of beer. We are 
determinedly pursuing some very important 
actions and, having opened up the market  
for PET, we are still the only company operating 
in this sector. So you see, we are showing  
the way forward. If the others want to, they 
will follow. ▪

The PET segment of the Slovakian beer market 
rose to 5 percent in the first five months of 2008.

FOCUS
Beer, The PET alternative
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Points of View...
Analysis of the energy impacts for packaging.

... Bernard De Caevel, 
environmental studies consultant 

Recherche, Développement & Consulting (RDC) - Brussels, Belgium

Specializing in various types of 
sustainable development studies, Brussels-
based Belgian company RDC (12 employees) 
performs Life Cycle Analyses (LCA) for drink 
packages.  We interviewed Bernard De 
Caevel, director of RDC.

What does a Life Cycle Analysis (LCA) 
consist of?
B.D.C. . LCA is a method of assessing  
the environmental impact directly  
or indirectly caused by a product, material, 
or process, from the extraction of the raw 
materials to production, distribution  
and use and, ultimately, management  
of the final waste product.  The LCA 
calculates the flow of all materials  
and energy and the emissions associated 
with each step in the life cycle.  Thanks  
to the development of a methodology for 
the integration of the three pillars  
of sustainable development (economic, 
environmental, and social), we have 
extended Life Cycle Thinking to include  
the evaluation of sustainability of a product 
or policy.

What parameters are part of the LCA  
for packaging?
B.D.C. We look at the weight and choice  
of package materials, transport systems, 
recycling rates, rates of incineration,  
and consumer behavior (does he refrigerate 
or wash the bottle?).  These factors vary 
from country to country, and the LCA only 
makes sense if all of these parameters  
are taken into account for a specific time 
and place.  The energy balance for a glass 
bottle imported to Belgium from Mexico 
will not be the same as the energy balance 
for a bottle exported from Belgium to Great 
Britain, where, for example, recycling rates 
are lower.

Are these requests for environmental 
report cards a recent trend-related 
development?  
B. D. C. No.  This dates back to the 1970s.  
Coca-Cola was the first to request energy 
impact studies for its bottles.  But it was 
mainly in the 1990s that environmental 
protection organizations started attacking 
packages – particularly those made of PVC.  
That battle was followed by a debate over 
reusable versus disposable packaging.  

Today, there is real concern about climate 
change, and these concerns have prompted 
increasing demands for carbon counts.  
Consumer pressure has persuaded more 
and more large retailers like Tesco,  
Marks & Spencer, Casino, and Leclerc  
to adopt environmental labeling. 

What is the purpose of LCAs?
B. D. C. They correspond to both internal 
and external objectives.  Internally, 
manufacturers primarily use LCAs for 
eco-design purposes.  When a manufacturer 
is aware of the environmental impact of its 
products, it can prioritize its R&D efforts, 
improve existing product design, or guide 
the new product design process.  
Communication with staff is very important 
as well.  Employees are motivated when 
they feel a sense of pride in their company.  
Finally, companies take environmental 
performance into account in evaluating 
management performance.

From an external perspective, LCAs serve  
as an effective communication tool for 
boosting corporate image.  Environmental 
performance is also taken into account  

FOCUS
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in financial evaluations of publicly traded 
companies.  Finally, LCAs help companies 
compete with their rivals by showing – and 
proving! – that their product is better than 
the competition.  This is occurring in a niche 
market involving anywhere from 5 to 20% 
of the population depending on the added 
cost involved. 

Do governmental authorities use these 
studies?
B. D. C. Absolutely. One of the reasons 
governments use LCAs is to evaluate  
the environmental impact or “sustainability” 
of their policies.  In fact, we completed  
a study for the European Commission, 
published in 2003 as part of the process  
to revise European Directive 94/62 on 
Packaging & Packaging Waste.  Our highly 
sophisticated environmental and economic 
analysis on optimal recycling rates for 
packages was used almost in its entirety  
as the basis for objectives.

Are they used by manufacturers to develop 
strategy?  
B. D. C. LCAs often keep manufacturers 
from making decisions that might have 
unforeseen pitfalls.  For example, wanting 
to make an extremely lightweight bottle 
even lighter means that the secondary 
packaging must be more rigid.  That, in turn, 
creates extra transportation costs and can 
even lead to a greater total package weight!  
So you end up losing whatever gains you 

made.  Changing the shape of a bottle 
might require three trucks instead of two  
to ship bottles, and that will increase particle 
emission pollution.  For a multilayer bottle, 
manufacturers must be sure that additional 
barrier layers will not hinder the sorting 
and recycling process, like colors and 
additives sometimes do.  But if the entire 
market follows suit, recyclers will adapt  
to the change. 

A manufacturer might also want to make 
larger containers to package more product 
per kilo of packaging.  But, in some 
situations, the consumer might not use all 
the product in the package.  Some of the 
product will be thrown away, and more 
product will be wasted.  A large package 
also requires a larger refrigerator, which 
leads to increased energy consumption.

Are you working for Sidel?
B. D. C. Sidel has asked us to perform an LCA 
to compare the environmental performance 
of various packaging options for beer 
including aluminum drink cans, glass 
bottles, and PET bottles.  We will be reporting 
on our conclusions by the end of 2008. ▪

LCAs often keep manufacturers from making decisions 
that might have unforeseen pitfalls.

FOCUS
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Points of View...
Changes in the beer market  

by Marcel Krauth, Sidel’s Mr. Beer. 

... Marcel Krauth, 
Sidel Group expert

How important is the beer sector in 
today’s beverage packaging market?
M.K. The beer market continues to grow 
steadily, climbing 5% between 2006 and 
2007, with 1.7 billion hectoliters consumed.  
And beer remains the biggest packaging 
market worldwide.  Even though water  
is consumed in greater volume around  
the world, it is packaged in larger 
containers, so there are fewer packages 
made.

While we see a slight stagnation on mature 
markets like Europe and North America, 
beer is growing at a heady pace in Eastern 
countries - like Russia and Ukraine - and  
in Asia.  In fact, annual growth in China  
is equivalent to the entire French market.  
Vietnam is experiencing two-digit growth.  
And even though the average person 
consumes less than one liter of beer  
per year in India, the country still has over 
one billion inhabitants.

You have been working in the beer sector 
for over thirty years.  What trends are you 
seeing?
M.K. Consumer behavior is changing.   
In very mature countries, there is a strong 
connection between beer and leisure.  
Increasingly, new products tend to be high 
added value beers, with an emphasis  
on products like “specialty” beers (amber, 

wheat, or Abbey beers), and high end brews 
sold in special bottles.  That trend has not 
yet reached Eastern Europe where beer is 
edging out traditional local spirits and is 
sold in 2-liter bottles and consumed quickly.  
It also hasn’t hit Asia, where low-end 
products are consumed in larger containers 
ranging from 70 cl to 1L.
Another increasingly important factor  
is marketing.  Brewers are targeting new 
niche markets to spur growth.  They are 
also trying to diversify consumer tastes  
by experimenting with new ideas such  
as different kinds of yeast.  German brewers 
are testing new blends to attract young 
people.  For example, we are working with 
Veltins on mixes of beer and cola, beer  
and other sodas, and even energy beers.

The trend toward consolidation  
is continuing in the beer industry.   
What affect do you think these buyouts 
and mergers will have?
M.K. It’s true that there is an international 
consolidation of players in the beer industry.  
We are seeing phenomenal external growth 
of manufacturers that are buying out 
leading local brands.  Last July, Belgian-
Brazilian company InBev purchased its U.S. 
rival, Anheuser-Busch, for 52 billion dollars 
to create the world’s biggest beer company 
totaling 460 million hectoliters in sales. 
This latest industry union relegates  

South Africa’s SABMiller, which produces 
231 million hectoliters,  to second place.  
Compare that to the 10 million hectoliters 
produced by France’s largest beer brand, 
Kronenbourg, which was bought by Danish 
brewer Carlsberg from Scottish & Newcastle 
in 2007.  
Today, a handful of global giants have 
divvied up the world’s beer business.  
However, in mature countries, we are also 
witnessing the rise of microbreweries like 
those that already exist in Belgium, Italy, 
and Canada.

The beer market continues to captivate.  
Beer is made with natural products found 
around the world, and it is a high value 
added product.  Huge strides have been 
made in the productivity of beer 
manufacturing thanks to automated 
packaging lines and reductions in water 
and energy consumption prompted  
by environmental concerns.

What do today’s brewers want?
M.K. Brewers are a demanding crowd.   
Beer is a particularly complex, sensitive 
product.  Its packaging demands a thorough 
knowledge of the process and a technology 
designed for very high speeds, up to 
120,000 containers per hour for cans, 
60,000 glass bottles per hour, and  
40,000 Actis™ PET bottles per hour.  

FOCUS
Beer, The PET alternative
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Brewers were pioneers in high-speed 
production lines.  When a supplier makes 
the slightest slip in quality or lead times, 
word travels fast. 

Does Sidel have any particular advantage 
in the beer market?
M.K. Major brewers have been very pleased 
with our products.  Mexico’s leading beer 
manufacturer, the Modelo Group, has just 
cast its vote of confidence in Sidel with  
the order of three glass lines and a drink can 
line.  The lines will be equipped with fillers 
and end of line equipment and will produce 
from 66,000 to 144,000 containers per hour.  
And, from the moment we design a machine, 

we work on improving TPM, Total Productive 
Maintenance, because, among other 
benefits, this helps reduce maintenance 
costs. 

Sidel’s Actis™ machine is the only barrier 
treatment solution available that can mass 
produce PET bottles with a long shelf life.  
Our Combi solution was specially adapted 
for beer (see pages 36-37); and thanks to our 
vast experience, our Packaging Solutions 
Department is an expert at designing 
innovative packages. 

Why would the beer sector switch to PET?
M.K. World leaders in this market are  
not necessarily big innovators.  For example, 
SABMiller, which holds a 95% market share 
in South Africa, is not looking to launch new 
PET products.  But domestic challengers  
are looking for ways to diversify their marketing 
strategies in order to go head to head  
with their market’s dominant brewers.   
So, in Eastern countries, PET represents 9% 
of all beer packaging. 
And the environmental situation is making 
PET more attractive.  Aluminum and glass 
prices continue to spiral upward, and 
brewers are confronted with a worldwide 
glass shortage.  Finally, PET requires less 
energy in the manufacturing process and 
can be used to make a wider variety  
of packages.  As a result, brewers are 
increasingly interested in this versatile 
material.  For example, SABMiller has just 
hired a PET expert. ▪

Domestic 
challengers are 
looking for ways 
to diversify their 
marketing 
strategies in order 
to go head to head 
with their 
market’s dominant 
brewers.

FOCUS
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INTERVIEW
Taiwanese company Far Eastern is on a mission  

to create a Chinese market for beer in PET. 

How and why did Far Eastern become 
interested in the beer market?
F. L. It was a strategic decision, very much  
in keeping with Far Eastern’s entrepreneurial 
culture.  Our company originated as  
a synthetic textile manufacturer.  Then we 
decided to pursue vertical integration with 
the development of our petrochemical 
business.  That enabled us to maintain  
a stable supply of raw materials.  Next, we 
launched horizontal diversification into 
specialized chemical products.  We are now 
Asia’s top PET resin supplier and the fourth 
largest worldwide, with total production 
exceeding over one million tons.  Our PET 
production supplies our textile division,  
but it also serves the packaging industry.  

So the beer venture actually stemmed 
from your PET business?
F. L. Exactly.  PET packaging for beverages 
has been growing steadily, by about 5% 
annually, on our markets.  And we are 
seeing beer as a huge driver for growth, 
especially in China, but beer in PET bottles 
remains very marginal.  As a leading PET 
producer in this part of the world, we 
wanted to seize this fantastic growth 
opportunity.

So that’s why you became brewers?
F. L. At first, we talked with the biggest 
brewing companies in China to try to 
convince them to take a chance on this 
packaging material.  No luck.  None of them 
wanted to take the start-up risk and be the 

Fanny Liao, 
Managing Director of the Far Eastern beer project

FOCUS
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first to test this new concept on the market.  
So in late 2006 Far Eastern decided to take 
the plunge by itself.  Once again, we chose 
to be pioneers, developing a vertical 
integration strategy that begins with 
manufacturing the PET resin and continues 
through distribution of the bottle of beer 
ready for consumption.  With this industrial 
structure in place, we hope to gradually 
change the way brewers think by offering 
both complete and customized solutions  
for packaging beer in PET.

How big was this challenge  
for Far Eastern?
F. L. It involved nothing less than creating 
an entire brewery and bottling line at our 
Suzhou facility, where we were already 
making PET resin. The total budget was over 
one hundred million dollars.  Belgian beer 
company Martens was instrumental in 
sharing best practices.  The new Martens 
brewery in Belgium, a family-run company 
for over two hundred fifty years, served as  

a model of compact and efficient design.   
In fact, that brewery uses less than three 
liters of water to produce a liter of beer.   
And this brewery has also made the 
greatest strides in coated PET packaging.  
Since operations began in 2004, it has 
already distributed one billion bottles of 
beer on the German market.  And those 
bottles have a nine-month shelf life thanks 
to Sidel’s Actis™ technology.  In fact, Sidel 
actually put us in touch with the brewing 
company.

Why work with Sidel?
F. L. We were familiar with Sidel’s experience 
in this field, and we already had eight Sidel 
blow molding machines in our PET bottle 
production facilities in Malaysia and Taiwan.  
For the new project, we retained Sidel as the 
single supplier of the packaging line, which 
has a production capacity of 40,000 bottles 
per hour.  This line includes two SBO 20 
machines, two high speed Actis 48 coating 
machines, a PET filler with ultraviolet 

treatment, a labeler, two shrinkwrappers, and 
a palletizer/depalletizer.  Sidel has already 
demonstrated – especially through its work  
at Martens – its expertise in packaging beer.  
We also chose to integrate PET preform 
production on Husky equipment.  The 
brewery’s production capacity totals 2.8 million 
hectoliters, or about 500 million bottles  
per year. 

What was the greatest challenge  
of this project?
F. L. Meeting deadlines.  From project start-up 
to bottling the first beer, starting from 
nothing, the whole project took only sixteen 
months.  We set a drop-dead date of April 24, 
2008.  And we met the deadline with 24 hours 
to spare!  It was quite a task because we had 
to reorganize existing facilities, build a new 
building, construct a brewery, set up a bottling 
line, and make everything work…all at once 
and in very little time!  I am very happy with 
the way every partner contributed to this 
major industrial challenge.

We want  
to change  
the way 
brewers think.

FOCUS
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So what do you offer brewing companies 
today?
F. L. We can offer both full service and 
customized projects for brewing companies.  
Our full service includes producing and 
bottling beer for brands that approach us 
for that service.  But we also designed our 
project to supply very specific services such 
as PET preforms, empty bottles with barrier 
coating, bottling of beer supplied by the 
brewer, or even production of batches of 
beer.  These different solutions enable 
brewers to increase production and venture 
into the PET bottle market without 
investing heavily. 
To offer all of these options, the brewery 
and the packaging line were designed to 
accommodate frequent changes in types of 
beer, bottle formats, labels, and secondary 
packaging.

How do you think beer packaged in PET 
will be positioned on the Chinese market?
F. L. For brewers, beer in PET offers an 
alternative to improving profitability, given 
lower costs in transportation and storage. 
Costs of labor typically associated with 
glass or can lines are also eliminated.  
The flexibility in PET bottle design makes  
it an appealing form of packaging.  
For consumers, the market studies we have 
conducted are promising.  Eighty-four 
percent of consumers surveyed expressed 
positive opinions about beer packaged  
in PET.  Chinese consumers cite:
- �The practicality of PET packaging, its weight 

(15 times lighter than glass bottles), its 
portability, and its recloseability, so that it 
does not have to be consumed all at once;

- �Its safety because it will not burst or 
shatter;

- �Its modern look, reinforced by attractive 
bottle designs;

- PET’s recyclable qualities. 
So we believe that brands can position PET 
bottles as premium packaging for 
consumers, setting price points between  
3.5 and 8 RMB (between 0.34 and 0.78 euro) 
per bottle. 

What about the cost price?
F. L. We want to compete with disposable 
glass bottles.  Because it is lighter, PET 
packaging offers significant energy savings, 
not only during the package manufacturing 
and product packaging process but also 
during storage and distribution.  We have 
calculated that transporting a PET bottle 
generates 58% fewer CO2 emissions than  
a glass bottle.  

How will you determine the success  
of this venture?
F. L. First of all, our success lies in being the 
first to launch PET bottles for beer in China 
on such a wide scale.  We are so convinced 
that this new concept has a bright future 
that we have already planned to triple our 
bottling capacity. ▪

>

Far Eastern Group
Far Eastern began in  
the textile industry over 
sixty years ago.  Since 
then, the Taiwanese 
company has experienced 
spectacular growth 
through vertical and 
horizontal integration.  
Its current business 
operations span ten 
sectors: textiles, 
petrochemicals, cement, 
retail, maritime 
transport, construction, 
hotels, finance, 
communications, the 
Internet, and social 
services such as health 

and education.  Far 
Eastern is a major player 
in Asia in all of these 
fields.  In 2007, its 
turnover exceeded  
11 billion dollars, and 
the company employed 
40,000 people.  The 
company’s entrepreneurial 
spirit is based on  
a corporate culture 
founded on the four 
pillars of sincerity, 
diligence, thrift and 
prudence.

FOCUS
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World Tour  
IN 3 STEPS

New market opportunities open the way  
for both challenges and success: 

our customers’ most recent acquisitions  
and installations around the world.
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BGI expands onto the african market
The major French group continues to invest in a growing market with, at its side, 
the Sidel Group.

Imagine a family-run company that turns a passion 
for good wine into a thriving business after World 
War II and becomes a key player on the world 
beverage market in sixty years. We’re talking about 
Castel, a French company that is still anchored 
to the values of its founders (“listening, pragmatism, 
goodwill and efficiency”) but continues to grow 

and evolve. A series of successful 
takeovers in the early ’90s allowed 
the group to expand into beer, 
carbonated beverages and mineral 
water. At that time, the Castel Group 
decided to venture into the African 

market, purchasing Société 
des Brasseries et Glacières 
Internationales (BGI), one 
of the biggest and most active 
“extensions” of its business. 
BGI manages the group’s beer 
and soft drinks concerns, 
mostly in French-speaking 
African countries. It operates 
more than forty plants 
in Africa. 

A policy of growth, and a winning choice
BGI has invested considerable resources 
in the African continent, installing more than 
45 bottling lines since the ’90s. Relations between 
Sidel (Gebo and Simonazzi at the time) and BGI date 
back many years, to the time when Castel was just 
beginning its expansion in Africa. Since 2006, 
the Group has purchased nine Sidel lines, as well 
as more than thirty stand-alone machines. 
In 2008 BGI bought two new complete lines for PET 
bottles from Sidel.  On both lines, bottles are blown 
by an SBO Compact 4 and filled by a Eurostar MS. 
One of the two lines, recently installed in Morocco, 
is market launching a malt-based beverage called 
Fayrouz, sold in an original, attractive one-liter 
bottle. The other is destined for installation 
in Equatorial Guinea, a country that registered 
an economic growth rate of 21% in 2007.  
In that country, Castel has already opened one new 
brewery producing 150,000 hectoliters per year 
and is about to open another. 
The World Bank’s 2007 report says that, for the first 
time in thirty years, we are seeing a large number 
of African countries with sustainable growth rates 
comparable to those of the developed world. Many 
African economies seem to have turned over a new 
leaf and are now attracting foreign investment: 
10 billion dollars in 2005, as compared to 3 billion 
a decade earlier. The beverage sector is changing 
too as a result: demand for PET and cans 
in particular is growing steeply. ▪
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cans; a Starblend Plus mixer;  
a rinser; a Starcans MS filler;  
a warmer; a drying system that 
also continuously codes cans;  
a shrink-wrapper; and a stretch-
wrapper. NBC expressed its 
satisfaction with Sidel’s record-
time installation: work began  
in the company’s largest plant, 
located in Lagos, in September 
2007; and in October the first 
cans were ready to be 
marketed. ▪

NIGERIA

NBC opens up the market  
for cans 
The Nigerian Bottling 
Company (NBC) is the first bottler 
in Nigeria to begin packaging 
Coca-Cola in cans. For this 
purpose, NBC acquired a complete 
canning line with a rated output 
of 27,400 cph. The strategic aim 
is to open up a new market, 
expected to experience fast 
growth rates in Africa, even 
though cans will continue  
to be a niche market for the time 
being. Part of the Coca-Cola 
Hellenic Bottling Company 
(CCHBC), NBC has invested  
in top-of-the-line technology:  
a Sweep Off A depalletizer with 
a system for checking discharged 

WORLD TOUR
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sIdel suPPorTs GroWTH of BeverAGe 
MArkeT In CHInA

Officially opened on October 21, 2008, sidel’s new plant in Beijing 
is the first multi-product site in sidel’s worldwide industrial organization.

The Beijing summer Olympics, held in 
august 2008, were a resounding success! 
The world witnessed not only the 
competitive spirit of the Chinese, but more 
importantly, the rise of a new global power. 
indeed, China’s dynamic progress is 
undeniable. The country has been enjoying 
double-digit economic growth and is also 
fast emerging as an important market for 
consumer goods. The beverage industry 
is no exception. 

“China’s rising affluence and changing 
consumer tastes have given rise to a booming 
beverage industry,” says Mrs. Zhao Yali, 
deputy chairman & secretary general 
of China Beverage industry association who 
shares her views on the new sidel Beijing 
plant and the benefits it brings to the local 
industry. 

Proximity
“Beverage producers, both domestic and 
international, are carrying out ambitious 
expansion programs to meet growing 
demand. On the supply side, equipment 
vendors such as sidel have been 
instrumental in the overall development of 
the beverage industry. These suppliers have, 
over the years, brought in much-needed 
capabilities in technological development, 

manufacturing processes and international 
quality standards. sidel’s new Beijing plant, 
with its impressive set-up and localization 
efforts, will no doubt further propel the 
industry to greater heights,” adds Mrs. Zhao. 

sidel’s new 40,000 sq-meter Beijing plant is 
the first multi-product plant in sidel’s global 
industrial set-up. The new Beijing plant, 
representing a 35-million-euro investment, 
is able to  assemble all equipment found on 
sidel’s complete lines, from blow-molding 
to palletizing. 

“This plant is built for the Chinese market. 
We have been working very closely with 
our customers, listening to their needs and 
developing solutions that address their 
concerns.  With sidel’s expanded capability 
in China, customers now have access to a 
broader range of products and services right 
at their doorstep. shorter lead times, quicker 
response and elimination of import duties 
are some of the benefits customers can look 
forward to,” says James Chen, zone vice 
president of sidel Greater China. 

sTEP 2 
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Growth
The plant is located in the Beijing economic-
Technological development area (Bda) 
industrial zone, just a few kilometers away 
from its previous plant. Close to 200 sidel 
Beijing staff moved into the new facility 
in early May 2008, barely a year after its 
ground breaking ceremony. The move 
reflects sidel’s commitment to accelerating 
growth in China’s fast growing beverage 
industry.  ▪

sidel Beijing 
goes Green
The new Beijing plant 
has added a dash 
of green to its mostly 
industrial setting. The 
facility’s architectural 
concept features 
a design that reduces 
environmental impact 
and systems that 
conserve water and 
electricity.  

The philosophy is to work 
with nature, taking 
advantage of the 
environment when 
possible. The office 
building’s glass-clad 
façade permits extensive 
use of natural sunlight 
to illuminate work 
spaces. On a bright day, 
sun rays stream into 
the facility. Natural 
ventilation is also 
maximized through a 
carefully planned layout 
design that includes 
an indoor green corridor.   

Outdoors, verdant 
landscape lends shady 
respite and aesthetic 
appeal. Street lamps 
fitted with solar cells 
beautify and brighten 
the open spaces. 

Another feature is 
the rainwater harvesting 
system where rainwater 
is collected for use 
in restroom facilities, 
maintenance and 
landscape watering. 
Collecting rainwater 
can reduce water usage 
by up to 50 per cent. 
Besides the energy 
saving focus, many 
of the plant’s interior 
and exterior building 
materials are made 
from recycled products.

sidel’s new production unit in Beijing 
has launched production  of all types 
of equipment  for complete lines.

WORLD TOUR
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It all began   
with a used blow molding machine 

In life and the business world, trust is often built  
upon small but meaningful acts. As happened  

with La Vie J. V. Co and Sidel in Vietnam.

Founded in 1992, La Vie J. V. Co is a joint 
venture between Nestlé Waters (65 percent 
owners) and Long An General Trading 
Company, Vietnam. Launched in 1994, the 
company’s La Vie mineral water (packaged 
in formats ranging from 350 ml to 5 L)  
is now a leader on the Vietnamese market. 
Recently, La Vie J. V. Co turned to Sidel for 
two major  projects.
In late 2007, a used SBO 10 Series1 blow 
molding machine was sent from France  
to the Hung Yen plant in Hanoi and installed 
in early 2008. La Vie J. V. was implementing  
a strategy to rapidly replace its off-line  
blow molding machines with an in-line 
blow molding workshop.
The operation would have been fairly 
routine except for one major detail: the SBO 
was to be reconditioned after its arrival in 
Vietnam instead of prior to shipment from 

France. La Vie J. V. and a local Sidel team 
worked closely together to get the machine 
up and running as quickly and as 
economically as possible. Thanks to that 
successful collaboration, the installation 
went smoothly and laid the groundwork  
for a lasting relationship built on trust.

Consequently, it came as no surprise that 
while work on the first project was still 
underway, La Vie J. V. asked Sidel for a 
proposal on a challenging project: a new 
Combi line for the company’s Long An plant 
in Ho Chi Minh City. Competition for the 
deal was fierce.  And the line had to meet 
Nestlé’s worldwide standards and be 
adapted to the local Vietnamese market.
Impressed with the Sidel Group’s offer,  
La Vie J. V. placed the order after only one 
month of negotiations. Work is now in full 

swing in Ho Chi Minh City to make the line 
operational within the agreed 28-week 
deadline and prior to validation by Nestlé 
Laboratories at the end of the year. 
The new Combi line will package La Vie 
mineral water in 300-, 500- and 1500-ml 
PET bottles at rated outputs of 300, 300, and 
150 bpm, respectively. The line is comprised 
of a Combi 10 Eurotronica FM-S with flow 
meter filling technology and includes  
a new-generation vertical cap buffer  
and an Aidlin™ Premier cap feeder. 
As with the reconditioned blow molding 
machine, the support of Sidel’s local services 
company in Ho Chi Minh City is crucial  
to the new line’s installation. The Combi 
project will be more complex, requiring 
efficient coordination with the customer  
to resolve a number of local logistics-related 
issues. ▪
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Ochakovo, a blend  
of independence and innovation 

In Russia, the pioneer in beer packaged in PET  
continues its diversification efforts with the acquisition of its 16th Sidel line.

Wasn’t it risky to be the first  
to introduce beer in PET on the Russian 
market?  “No, because we were the first  
in Russia and even in Europe,” quips  
Alexey Kochetov with a smile.  The president 
of Ochakovo continues: “Besides, others 
have followed our lead since then.”   
That was in 1994.  Before this time, Moscow 
brewing company Ochakovo had packaged 
its beer exclusively in glass at a single 
production site with 1,000 employees.  
Today, at the same historic plant located 
south of Moscow, about an hour from Red 
Square, Alexey Kochetov is clearly satisfied.   

Four Ochakovo manufacturing facilities 
(with 5,500 employees) are equipped with 
15 Sidel lines, and its  product range includes 
12 brands.  In all, 70 % of Ochakovo’s 
production is packaged in PET bottles;  
the remainder is packaged in glass and cans 
and supplied to domestic and export 
markets.  The brewer remains steadfastly 
“independent, with no foreign capital,”  
in a market that has global industry titans 
waging a fierce battle. 

step 3 
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Practical and safe PET
Originally, beer produced in Moscow was 
sold by the glass or in large metal 
containers in stores and from vendors on 
the street.  For the 1980 Olympic Games, 
Ochakovo became the government’s official 
production plant, and that’s when the 
company started packaging beer in glass.  
In 1993, immediately following the 
privatization of public companies, the 
Ochakovo company was created.  Its PET 
business started soon afterward in 1994.  
“We were drawn to PET because it is 
lightweight, practical, and easy for 
consumers to handle.  It is safe because it is 
shatterproof, yet it offers the same product 
protection as glass but can be used for large 
volumes up to 2.5 liters,” explains Kochetov.  
Finally, the material lends itself to varied 
bottle and label designs, which promotes 

brand differentiation.  What about Sidel?  
“To package a quality product, we needed  
a quality supplier,” asserts the president.  
“We appreciate Sidel equipment’s reliability, 
the company’s after-sales services, and  
the strong partnership that we have built 
together.”
Beer is a sensitive product.  But Sidel lines 
are up to the multiple challenges posed  
by beer such as fresh taste, oxygen content, 
microbiological stability, a foam firmness, 
and a good beer aroma.  Quality control  
is performed constantly, at every step in the 
process, from the raw material to filtration, 
pasteurization, and ultimately the arrival  
of beer on store shelves.  Alexey Kochetov 
asserts “We went from a shelf life of one to 
six months thanks to additives in our 
preforms that create a barrier to the oxygen 
and keep the beer from oxidizing.”

Intensely competitive market
Beer market volumes continue to grow by  
5 to 7% on average per year, and beer could 
eventually unseat vodka as the national drink.  
Annual per capita consumption could exceed 
60 liters.  That is still nowhere near the level 
of beer consumption among Czechs –  
157 liters –, the Irish – 131 liters –, or Germans 
– 116 liters –.  But the market is attracting 
industry giants that are buying up local 
breweries.  The little Muscovite, with its  
5% beer market share, is facing industry 
leviathans like Denmark’s Carlsberg, which 
acquired Russia’s Baltic Beverages Holding; 
Belgian-Brazilian brewer InBev; Dutch 
company Heineken; Turkish brewer Efes; 
and Great Britain’s SABMiller.  But Ochakovo 
is standing tall.  “Our strength lies in the 
responsiveness and flexibility of our 
management team,” affirms Kochetov

PET offers the 
same product 
protection  
as glass but can 
be used for large 
volumes.

> �Head office: Moscow
> Employees: 5,500
> �Business activities: 

manufacturing and filling/
bottling beverages

> �Sites: 4 plants -Moscow 
(1993), Krasnodar (2000), 
Penza (2003), Tyumen (2007)

> �Production: 240 millions 
decaliters (of beer, kvas, 
wines, and soft drinks)

> �Sidel equipment: blow 
molding machines, fillers, 
labelers, conveyors, end  
of line equipment.

KEY FIGURES

step 3 
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Diversification
To support its growth, Ochakovo is focused 
on diversification, beginning with its 
products.  Starting in 1996, Ochakovo 
launched mass production of kvas-a 
national Russian drink which traditionally 
helped to quench the thirst of Russians who 
drank it year round to restore their health.  
Kvas has a rich, slightly sour taste and  
an aroma of rye bread crust. This traditional 
beverage of the Russian countryside is 
made of fermented rye, is slightly alcoholic 
and fizzy, and its popularity is once again on 
the rise.  Ochakovo sells the drink in stores 
and in food kiosks. The PET bottles with 
their ribbed design evoke the old-fashioned 
barrels once used to distribute the popular 
drink in the summer.  Ochakovo holds a 
nearly 40% share in this market that is 
hotly contested: soft drink giant Coca-Cola 

launched production of the popular Russian 
drink in 2008 (and Pepsi is investigating 
this new market, distributing the product  
of one local producer).  Consumption of kvas 
reportedly totaled 690 million liters in 2006.

“Tastes are changing in favor of beverages 
with lower alcohol contents, authentic 
products, and products with health 
benefits,” notes Kochetov. According to 
analyses from its Marketing Department 
and consumer reaction, Ochakovo  
is designing and expanding its range of 
products (wines, vodkas, and different  
gin-based drinks), targeting female 
consumers with lighter beers and more 
flavors. And the brewer is offering a wider 
array of packages and formats.  The first 
bottles were launched in the 1.5-liter size 
followed by 2.5 liters.  Sales of the larger 

format still outstrip sales for the 0.5-liter 
format, followed by the 0.4-liter size  
for on-the-go consumption.  Ochakovo 
sponsors festivals and sporting events, and 
has been exporting since 2003 (to markets 
in Europe, the United States, Canada, 
Germany, Australia, and other countries); 
and in 2007, it opened its fourth plant in  
the Siberian region of Tyumen. There, the 
company launched a major ad campaign 
for Ochakovo Premium beer and 
Ochakovsky kvas. 

In July 2008, Ochakovo again put its trust  
in Sidel ordering its 16th line to package beer 
in 0.5-liter glass bottles. ▪

Ochakovo and Sidel, 
longtime partners 
The partnership between 
Ochakovo and Sidel dates 
back to 2001 when Sidel 
first supplied blow 
molding machines for  
the Moscow plant.    
Subsequently, the 
Russian producer ordered 
a number of complete 
lines for PET, drink cans, 
and returnable glass  
to equip its plants in 
Moscow, Krasnodar, 
Penza and Tyumen. In 
2007, Ochakovo ordered 

a new production line for 
beer and kvas in PET, 
equipped with a blow 
molding machine and 
labeler for empty bottles.  
The line produces 
0.4-liter PET bottles  
at 51,000 bph.  The most 
recent order in 2008 is  
a line to package 2.5-liter 
PET bottles for beer. 
Output rate – 20,500 bph.

WORLD TOUR
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it is impossible to discuss Combi 
equipment in Greece without mentioning 
Chitos sa.  in 1998, this Greek company was 
the world’s pioneer in integrated systems 
for packaging liquid products in plastic 
bottles.  it bought the world’s first sidel 
Combi to produce water in Greece. This 
innovative, integrated blow molding, filling, 
capping solution reduces the number of 
machines and eliminates conveying, empty 
bottle handling, accumulation and storage. 
The Combi also improves production 
reliability and hygiene and cuts packaging 
costs. The Combi’s neck handling and 
positive transfer of bottles between blow 
molding and filling expand the possibilities 
for bottle shapes and lightweighting, which 
is key to reducing bottle costs.  at Chitos sa, 
the first Combi 12, part of a complete line, 
quickly proved highly successful and 
provided the impetus for continued growth 
at the company.  Greece’s number one 
mineral water brand has had good reason 
to keep putting its trust in sidel.

recipe for success
The sidel Combi has literally changed 
the rules of packaging at Chitos sa.  
The producer has expanded bottling 
operations with Combis, investing in a 
Combi 20 line in 2002, followed by a Combi 
8 line in 2007. More recently, a new Combi 
20 line was delivered in February 2008, 
running 1.5-l and 0.5-l PeT bottles at a 

speed of 36,000 bph for still water, with 
a line efficiency of 90%.  The layout was 
designed entirely by sidel for optimum 
use of space and a minimum number of 
operators. To continuously keep a well-
trained staff, Chitos sa holds Combi 
training sessions in France in collaboration 
with sidel. Today, the company owns two 
bottling factories with seven production 
lines.  With its impressive results in still 
water bottling, top ranked Chitos sa 
embodies success on the market in Greece.

focus on high-tech and hygienic standards
The company’s latest investment in 
a Combi 20 eutrotronica FMf meets the 
market’s growing demand. Maintaining 
and developing its powerful distribution 
network, in Greece and in many countries 
abroad, is a fact of life for Chitos.  and 
its goals remain the same: manufacture 
products safely, at no more than five 
seconds per bottle, with no human 
intervention, using equipment that is high 
quality, reliable, and flexible.  Chitos is 
increasingly focused on the technical and 
hygienic advances offered on these 
machines; thus, the company appreciates 
the top speeds and top-notch hygienic 
standards on its latest Combi, which also 
offers a broad range of options.  The 
electronic filling valves are equipped with 
automatic dummy bottles; and the machine 
features high standards of controlled air 

quality and external cleaning in the filling 
and capping areas. lastly, the Pressco 
CombiPack, an inspection system for 
preforms and closures, is included.  

Also for sensitive products
Following the Combi’s resounding success 
for Greek leader Chitos sa, many other 
companies decided to put their trust in sidel 
Combi technologies over the years.  Today, 
orders are multiplying.  and in a market 
that is less than 10 years old, 10% of sidel’s 
worldwide installed base of Combi 
equipment can be found in Greece and 
Cyprus.  not only has the Combi won over 
the water market, it has also been making 
its mark in other sectors like sensitive 
products, dairy products, esl milk and juice. 
Companies like epirotiki vikos, Keo, dirfis, 
etanap and vivartia are here to stay. ▪

GreeCe unCovers keY To suCCess 
for WATer: THe sIdel CoMBI

With nearly 30 machines installed in Greece and Cyprus, 
the Combi is the most competitive packaging line alternative 

for still water applications.

WORLD TOUR
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Heineken Italia boosts production  
at Massafra plant

With a new Sidel line for one-way and returnable glass bottles that features 
superior efficiency, flexibility and automation, Heineken’s Massafra plant  

will reach an annual output of 2 million hectoliters.

Massafra is a charming town near 
Taranto in southeast Italy known  
to folklorists as the land of the masciari, 
wizards and sorceresses who once pursued 
divinatory practices and concocted magic 
potions promising love, wealth and 
happiness. Today, as the location of the only 
Heineken brewery in southern Italy, it is less 
mysteriously associated with the more 
reliable name of a global beer giant.

On May 24, 2008, Heineken Italia officially 
opened its new line, recently purchased 
from Sidel, with the aim of achieving the 
efficiency and flexibility required to raise 
production to 2 million hectoliters.
The line will package beer in glass bottles, 
both one-way and returnable, and features 
some of the most advanced packaging 
technology on the market. Its rated output 
is 52,000 bph for two small formats  
(33 cl and 20 cl) and 37,000 bph for one large 
format (66 cl).
The most innovative machines in the line 
include: a Eurotronica LP filler, designed  
for optimum hygiene, flexibility and  
user-friendliness; a Pama CLD pasteurizer, 
equipped with a sophisticated PU control 
system (PRINCE); a Hydra bottle washer, 
designed to achieve savings on consumption 
(multi-phase heat regeneration) and 
maintenance (automatic tensioning  

of chains); and, lastly, a compact end of line 
that includes robot units. Moreover,  
the advanced conveying system for loose 
bottles, plastic crates, multipacks and 
cartons features easily accessible major 
components and guarantees efficient 
movements between machines.

Advanced technology, maximum flexibility
With its ergonomic features, the line is  
an engineering gem, especially considering 
the limited floor space available. 
The installation schedule and logistics were 

challenging because work had to proceed 
simultaneously with the closure of the 
Heineken plant in Messina. On top of this, 
the existing line in the Massafra plant had 
to be dismantled. But deadlines were met, 
and the final result was worth the effort.

Federico Agressi, plant managing director, 
explains, “The reason we chose Sidel again 
was because of their flexible approach and 
– I would also say, especially at this stage – 
their overall project management. Their 
flexibility turned out to be crucial.  They 
understood our requirements and offered the 
most advanced technological solutions on a 
very tight project schedule, which they fully 
respected.  It took less than two months 
from the beginning of installation to the 
first bottle packaged and ready for market.”
The line, with its highly automated format 
changeovers, is an impressive example  
of operator-friendly technology. The design 
is based on the concepts of “operator arenas” 
–areas in which functions are centralized  
to capitalize on available human resources – 
and Total Productive Maintenance (TPM).  
Thanks to TPM, all working parts are directly 
visible and fully accessible for machine  
and conveyor maintenance. ▪

The reason 
we chose Sidel 
again was 
because of their 
flexible 
approach and 
their overall 
project 
management.
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Heineken has been 
operating in Italy since 
1974 when it acquired 
Birra Dreher S.p.A.   
That company was 
founded in Vienna in 1773 
and began operations  
in Italy in 1865, opening 
its first brewery in Trieste. 
The vast distribution 
network includes 
hypermarkets 
(megastores), food 

retailers and licensees. 
Heineken Italia S.p.A. 
brands (either proprietary 
or under license) include: 
Heineken, Birra Moretti, 
Dreher, Ichnusa, 
Budweiser, Amstel, Birra 
Moretti Baffo d’Oro, Birra 
Moretti Doppio Malto, 
Buckler, Henninger, 
McFarland, Messina, 
Birra Moretti La Rossa, 
Birra Moretti Zero, 

Jennas, Ichnusa Speciale, 
Murphy’s, Sans Souci, 
Sans Souci Ice, Adelscott, 
Desperados, Affligem, 
Amstel 1870, Brand, 
Fischer Blonde, Gasoline, 
Wieckse Witte, Erdinger, 
and Golden Fire Strong 
Lager.

Heineken Italia SpA
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YEmEn

nahdain Mineral 
Water ltd. stays ahead 
of the pack
Yemen’s vibrant water market prompted Nahdain Mineral 
Water Ltd. Yemen to invest in a new PET line for still water 
in 2007. The line includes a Combi 16 and runs mainly 0.75-L PET 
bottles along with 1.5-L PET bottles, with a production capacity 
of 170 million bottles per year. 
The company chose Sidel equipment because of the strong 
relationship already established with Sidel. Following Nahdain’s 
first real success with a mineral water line in PVC, it switched 
from PVC to more resistant PET bottles in 2001 with Sidel. Today, 
Nahdain Mineral Water Ltd. is one of the largest international 
companies on the water market in Yemen. ▪

sTEP 3 

eUrOPe
Middle-easT

purchasing three sBO Universal™ 
preferential heating machines. 
The preferential heating process 
optimizes the preform’s thermal 
profile so that it coincides with 
the mold cavity.  Preferential 
heating improves the material’s 
thickness distribution for all 
shapes, from simple to complex. 
a significant number of formats 
are being commissioned, with 
the first bottles already available 
at retailers. ▪

nETHErLanDs

logoplaste Group produces 
bottles for Heinz
In 2007, heinz europe decided 
to convert its range of shaped 
bottles for ketchup and sauces 
from PP (Polypropylene) to PeT 
(Polyethylene Terephthalate). 
heinz europe chose the 
logoplaste Group - 
a Portuguese company with 
47 dedicated sites worldwide – 
to handle this major project.  
logoplaste, in turn, is building a 
completely new production site, 
less than 2 km from the heinz 
elst site in the eastern part of the 
netherlands.  The company is also 
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INNOVATIONS

The latest technological innovations 
for beer, hot-fill beverages 

and the production of complex packaging. 
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A Combi for beer in PET 
A world premiere in hygienic packaging  

for both small and large sizes,  
Sidel unveils its Combi for beer. 

To further diversify its offering, Sidel is 
introducing the world’s first Combi system 
especially made to package beer in PET.  
Initially designed to package still water in 
1997, the Combi concept was later expanded 
to produce carbonated drinks and sensitive 
products.  Beer is the latest beverage  
to benefit from the Combi solution that 
incorporates, in a single system, all major 
steps – blow molding, filling and capping – 
for packaging drinks in PET bottles.  With 
speeds as high as 61,000 bottles per hour 
for 0.6 liter bottles, and 24,000 bottles per 
hour for 2 liter sizes, the Combi offers  
an alternative for packaging beer in PET,  
a sector representing 3% of the world’s beer 
market in 2007.

Responding to market need
The fact is that beer consumption is booming 
in Eastern Europe.  PET packaging represents 
9% of this dynamic sector with very specific 
needs.  Manufacturers want to package 
beer at the most advantageous cost, at high 
annual production volumes, in bottle 
formats larger than glass – up to 2.5 liters 
–with a shelf life that, on average, is less 
than two weeks.  For this type of packaging, 
neither glass nor plastic with barrier 
coating is necessary.  A simple PET bottle is 
sufficient as long as the quality of the beer, 
a very sensitive product, is maintained.  
That’s a big concern for brewers, and it 
requires advanced technology in hygiene, 
productivity, and ergonomics.  Because of 
these production demands, deploying the 
Sidel Combi for beer makes perfect sense. 

Hygiene, key to the Combi 
When beer is packaged in PET bottles,  
it undergoes flash-pasteurization before 
being filled in the Combi enclosure.  This 
hermetically sealed enclosure contributes to 
package hygiene and preserves beer’s flavor 
and aroma.  Thanks to its special design, the 
Combi totally controls all production 
environment factors and reduces the risk  
of bottle contamination.  The system 
handles preform and cap treatment; 
provides functional proximity between 
blow molding and filling; eliminates 
intermediate conveyors; offers continuous 
positive transfer by starwheel; and 
guarantees a clean environment in the 
transfer zone. 

innovations
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Simple and compact  
Far from the large footprints associated 
with traditional production lines built  
to package beer in glass bottles or cans,  
the Combi is far more compact.  Brewers 
definitely appreciate the ease of integrating 
the Combi solution into their production 
facilities.  The Combi eliminates hundreds 
of meters of conveyors and results in a far 
smaller footprint.  This space savings 
significantly improves line design and makes 
operation easier for brewers.  The Combi’s 
ergonomic design makes it possible for  
a single operator to control all steps in the 
production process from a control panel 
with touch screen.
 
Filling and expertise
Two chief concerns among beer 
manufacturers are filling with precision 
and minimizing the presence of oxygen.  
With the Combi for beer, Sidel has 
incorporated the Group’s expertise, selecting 
a filling technology that is specially 
designed for packaging beer in PET: the 
Eurotronica FM LT filler. This system 
features volumetric filling and a long filler 
tube.  Volumetric filling uses magnetic flow 
meters to ensure filling accuracy. Beer is 

openings that continuously spray a high 
pressure jet for a few hundredths of  
a second.

Unrivaled productivity
The high performance Combi system is  
100% reliable and offers a quick return on 
investment with operating costs that are 
even more attractive than traditional lines.  
It guarantees the quality of the final 
product, line productivity, and unrivaled 
yield at all speeds.  The Combi’s design cuts 
down on water and energy consumption 
and, consequently, results in a lower cost 
price per package and reduces 
environmental impact.  The system’s 
by-the-neck transfers offer greater freedom 
of shape design and can be used with 
lightweight bottles.  This opens up 
innovative bottle design possibilities for 
brewers, giving them a distinct marketing 
edge in the very traditional beer market.

In production since the summer of 2008 at 
two SABMiller Group breweries, in Hungary 
and Romania, the first two Combi systems 
offer a real alternative for packaging beer.   
A very promising début. ▪

filled through a long tube that reaches 
almost to the base of the bottle.  Once the 
tube’s end is submerged by the beer, filling 
is turbulence-free, which reduces oxygen 
absorption.  This is followed by CO2 
flushing, which reduces the amount of air 
in the bottle.  Finally, prior to capping,  
a “jetting” system creates very dense foam 
that replaces the air in the headspace  
up to the top of the bottle finish.  The foam 
is formed by nozzles equipped with tiny 

The Combi 
totally controls 
all production 
environment 
factors and 
reduces the risk 
of bottle 
contamination.

innovations



38 SIDELInline_October 2008_#06

The Craftsman and the Marketplace
Between long-held traditions and market-related constraints,  

the brewing world is being pulled in opposite directions.  
Sidel Productivity Solutions was created to address this situation. 

Producing greater volumes at greater 
speeds is a constantly evolving performance 
target, though one that is necessarily 
limited by market demand. However, at  
a time when certain markets are becoming 
saturated, producing better has become  
a major issue not only for brewers, but also 
for the consumer and for the environment. 

In the Eye of a Global Storm
The beer market is subject to the uncertainties 
of its macroeconomic environment. This 
instability, particularly in terms of price 
fluctuations for raw materials, is felt at the 
microeconomic level via material, energy 
and transport costs. Downstream, 
companies also have to deal with the 
increased power of a consolidated 
distribution network, by demonstrating 
their flexibility and responsiveness. 
As storm winds sweep the global market, 
increasing your market foothold is not just 
a strategy; it has become a reflex. 
Strengthening positions in traditional 
markets, looking for growth opportunities 
in new markets, and breaking free from 
consumption trends by elevating your beers 
to the ranks of “global” brands: each of these 
options has profound consequences on 
production decisions involving methods, 
equipment and performance.  Now more 
than ever, investment choices are strategic 
in nature. 

innovations
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Markets in Flux
On the world stage, the market is divided 
into groups with different issues and 
diverging strategies. However, companies 
have to adapt and spread out; otherwise, 
they can soon find themselves hemmed in, 
even in their own backyards. 
Latin America and China are key markets 
for any global strategy, and all producers are 
looking to them with hungry eyes. In this 
highly competitive climate, with 
consolidation occurring at a rapid pace, the 
answer lies in strict control of production 
costs in order to maintain competitiveness. 
Faced with eroding demand, mature 
markets (North America, Western Europe 
and Japan) are shifting towards high-end, 
niche and “trendy” products. Product 
rotation, differentiation through packaging 
and expanding product ranges are the hot 
topics, and investments are needed in order 
to handle greater production complexity 
while also minimizing costs.  
Eastern European markets, while still quite 
lucrative, are showing some signs of coming 
maturity. This means that production 
decisions, which until now have been 
guided by steady increases in purchasing 
power, will have to be re-examined.  
The goal is to adapt production equipment 
during this transition period, while awaiting 
the next wave of growth. 

Adapting to New Constraints
While brewers are used to reconciling 
centuries-old know-how with more recent 
technological advances, the industry also 
has to adapt to new environmental 
constraints, while at the same time 
improving performance to meet market 
needs. While emission reduction measures 
tend to tie up resources, efforts to decrease 
utility consumption can lead to productivity 
gains. In essence, while mashing, filtration, 
wort boiling and fermentation are 
unchangeable aspects of beer production, 
the same is not the case for water, air and 
electricity consumption during processing 
and packaging.

Toolbox
To help its customers face this market 
environment, the Sidel Group has developed 
a holistic approach to production with two 
main focuses: first, understanding 
production equipment in its totality and the 
factors that affect performance, and second, 
analyzing and integrating the many 
external constraints that have an impact  
on this performance.
Sidel Productivity Solutions is the result  
of this pooled expertise. More than a range 
of services, it is a toolbox that enables 
companies to manage the changes that 
affect their production conditions. Analysis 
of concepts, line designs, total operating 
costs and utility consumption, installation 
of supervisory systems, production 
simulations, preventive maintenance 
contracts and training: all of these tools are 
used to understand, improve and sustain 
productivity. However, they can also be 
quite useful when examining strategic 
investments such as brand globalization, 
new market penetration and production 
cost reductions. In such cases, these tools 
can be used to foresee the resulting changes 
and to make the necessary adaptations in 
order to ensure good return on investment. ▪

Analysis of line 
designs, total 
operating costs 
and utility 
consumption…. 
are used to 
understand, 
improve  
and sustain 
productivity.
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Beer in PET
Plastic is positively innovative

Beer’s success depends on its packaging.   
Use that to your advantage; stand out from the crowd;  

don’t be afraid to shake up the beer bottle’s traditional image  
with a new choice in packaging – PET – with Sidel.

With its profound understanding  
of the beer market and nearly 30 years  
of experience and expertise in plastic package 
development and blow molding, Sidel is 
way ahead of the pack.  Sidel’s proactive 
approach enables it to combine advanced 
technology (barrier solutions, bottle 
lightweighting) with innovative bottle shapes 
to serve the very traditional beer market.  
And Sidel offers a whole new alternative: PET.  
Is this reality or science fiction?  PET has 
already proven successful on the global beer 
market, and Sidel made an early move in 
the sector, introducing innovative responses 
to specific local needs.  Sidel offers large 
formats in Eastern Europe; barrier packages 
in Western Europe; and PET for beer in 
markets like China and the United States.  
Shaping the future is no random act, and 
Sidel is intent on being a driver of market 
trends.  But how far are brewers willing to go?

Catalyst for innovation in large capacities
In markets where beer is intertwined with 
culture and tradition and where its daily 
personal consumption replaces the 
consumption of stronger alcoholic drinks, 
beer began shifting to plastic packaging 

over ten years ago for 1-liter and larger size 
packages.  It is not unusual to find standard 
single layer PET bottles, blended PET bottles, 
and multilayer PET bottles, generally  
for products with very short shelf lives. 
Most often, these amber-hued PET bottles 
feature a champagne base, reflecting colors 
and shapes traditionally associated with 
beer.  Sometimes PET bottles have the 
petaloid base typically found on soft drink 
bottles.  Cans and glass bottles are absent 
from the large format market where PET 
offers an undeniably attractive solution for 
brewers.  Beer’s high consumption rates 
demand technologies that pare down costs.  
PET fits the bill with 1.5-L bottles that weigh 
around 50 g.  Beer in PET did not lead the 
bottle lightweighting charge, but Sidel  
is now offering its Combi equipment 
specifically for beer, which paves the way 
for significant bottle weight reduction  
in the beer sector.

Eco-conscious consumers
On the small format beer market, several 
European beer makers and distributors 
have launched initiatives involving PET.   
The movement began in Germany with  

a 2003 law requiring that packages be 
returned to their point of sale.  This has 
prompted some German distributors to 
package all their drinks in PET.  For example, 
Aldi has chosen to convert to PET and 
Martens accepted the challenge.  The 
brewer now packages beer in barrier PET 
(with a shelf life comparable to the shelf life 
guaranteed by glass or metal).  The product’s 
price point rivals that of glass bottles.   
The development of more advanced shapes 
along with an  Actis™ barrier treatment 
contributes to bottle lightweighting and 
results in substantial savings.  
Lightweighting reduces the cost of raw 
materials, which account for 70 to 85%  
of the price of a package. 
For virgin materials or Actis™ treated, PET 
mixed with barrier additives or multilayers, 
Sidel offers wide-ranging expertise in both 
process and design.  While the recycling 
possibilities of blended or multilayer PET are 
limited, Actis™ treated PET is 100% 
recyclable and compatible with traditional 
recycling streams.  It’s a technological 
solution that enables manufacturers to take 
a concrete stand in minimizing the 
environmental impact of their production.

innovations
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marketing challenge
infusing a beer brand with new life and 
choosing a new packaging solution takes 
planning!  Opting for PeT and a new shape 
is harder than it seems from a marketing 
and engineering standpoint.  Thanks to 
the quality of its design and superior 
mechanical performance, plastic is 
undoubtedly a perfect replacement for 
glass, able to offer beer a high-end brand 
image.  By moving away from traditional 
beer packaging in glass and cans, sidel puts 
its creativity to work producing a wide 
variety of packages that stand out on store 
shelves.  By introducing highly innovative 
shapes to package beer in PeT, sidel masters 
the art of bottling beer in attractive yet 
technically sophisticated packages.  

The shape freedom offered by the PeT 
alternative may revolutionize tomorrow’s 
beer market.  in China and south america, 
the beer sector holds enormous growth 
potential in markets that are still 
dominated by glass and cans.  long familiar 
with PeT for packaging all sorts of 
beverages, brewers cannot help but be lured 
by the possibilities of beer in plastic. ▪

By introducing 
highly innovative 
shapes to package 
beer in PeT, sidel 
masters the art 
of bottling beer 
in attractive yet 
technically 
sophisticated 
packages.
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SBO Compact™ 
Preferential Heating

Top priority: 
guarantee flawless quality 

of technically complex packages.

A t the U.S. Pack Expo trade show to  
be held in Chicago, November 9-13, Sidel will 
launch its latest SBO Compact™ machine: 
the SBO Compact™ Preferential Heating. 
Using selective preform heating, the blow 
molding machine is designed to produce 
PET packages that are flat or have complex 
shapes.  Production rates will be as high  
as 5,600 bph.

High value added bottles
Why choose preferential heating to 
manufacture packages?  There are many 
reasons.  It improves material distribution, 
eliminates overthickness, facilitates 
labeling, and can even optimize the weight 
of technically complex packages such  
as those used for household and cosmetic 
products.  These packages are generally 
high value added containers produced  
at low annual volumes for niche markets.  
The bottles demand highly sophisticated 
engineering and must be of flawless quality.  
This is where Sidel’s know-how and process 
expertise play a vital role.  With the 
technical support of experts who design 
innovative yet industrially viable bottle 
shapes, Sidel can guarantee the perfect 
package/process match and the highest 
quality package possible.

U.S. launch
A pioneer in preferential heating since 1994, 
Sidel’s installed base numbers nearly 100 
machines all made with Sidel’s exclusive, 
patented technology.  
Sidel’s proven know-how is built into every 
SBO Compact™ Preferential Heating 
machine, which features the same high 
functionality and quality found on Sidel’s 
range of SBO Universal™ blow molding 
equipment.
Following validation of an initial prototype 
installed at the plant of a well-known Thai 
bottler, Sidel launched full-scale production 
of the new machine equipped with  
the latest technological improvements  
to guarantee optimum performance.  The 
first industrially produced SBO 4 Compact 
Preferential Heating machine already has  
a buyer: Novapak U.S., an American bottler 
supplier.

The SBO Compact™ pledge of performance 
and reliability  
Based on the linear technology of the SBO 4 
Compact, the SBO Compact™ Preferential 
Heating shares a maximum number of its 
predecessor’s functions and components.   
It offers the same industrial-strength 
performance as the SBO 4 Compact with 
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nearly 40 machines installed around the 
world in less than three years.  The new 
machine is built with standard kinematics 
and simple mechanics that guarantee  
the blow molding machine’s durability and 
the reliability of its components.  Like high 
speed SBO machines, this equipment 
features precise heating and stretch blow 
molding.  It is ideally suited to produce  
the most challenging packages at unrivaled 
levels of performance and package quality.  
The machine’s ergonomic design features 
the same SBO quick change molds and 
most of the same customization parts  
that reduce format changeover times to  
15 minutes.  

Specialized yet versatile equipment
Designed especially for preferential heating, 
the new SBO machine is nevertheless 
highly versatile and can be reconfigured  
to produce any other type of bottle.  
In the oven, special reflectors, comprised  
of dark and reflective zones for selective 
preform heating, are interchangeable.  
Depending on the preform, the spindles  
are oriented so that they are perfectly 
positioned in the mold.  The quick change 
transfer arms are equipped with driven, 
controlled grippers.  They grasp the preform 
or bottle and hold it at exactly the right 
angle.  But the arms can be switched back 
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to standard production with a simple 
machine reconfiguration that takes less 
than thirty minutes.  The blow molding 
station is equipped with a four-stroke 
cylinder that supports the preform in the 
mold to guarantee that it stays in position.  
A special preferential heating bottle exit 
maintains bottle orientation.

New features coming soon
The SBO Compact™ Preferential Heating 
features all the latest technological 
advances found on SBO equipment.   
In addition, Research and Development  
has worked to deploy additional options to 
meet specific market needs.  In early 2009, 
air recovery systems will offer significant 
savings in high pressure air consumption.  
The neck orientation option will soon be 
available. ▪

Why choose preferential 
heating?
Preferential heating  
is ideal when the ratio 
between the large and 
small side of a package 
is greater than 1.4.   
A system of reflectors 
with a series of shadow 
and reflective zones 
selectively heats  
the preform.  This 
guarantees material 
distribution according  
to the bottle design 
requirements.  In 
addition, preform 
transfers are constantly 
controlled to maintain 
the preform’s specific 
orientation as it moves 
toward the blow molding 
process.  Preferential 
heating guarantees that 

the stretching of the 
material on opposite 
sides of the package is 
identical with absolute 
control over material 
thickness.  Thanks to a 
broad process window, 
highly precise settings 
ensure an optimum 
temperature profile  
for greater angular 
precision of the preform 
in the mold.   
That precision also 
guarantees superior 
package quality.

innovations



46 sidelInline_October 2008_#06

HoT fILLInG: 
sIDEL’s VELocE fm EXTEnDs THE ranGE 

veloce FM, a new filling machine with flow meters fitted 
on the valves,  features outstanding  hygiene and simplicity.

The launch of the new veloce FM 
(Flow Meter) filling machine extends sidel’s 
existing range of hot fillers. 
veloce FM guarantees maximum filling 
precision with advanced electronic flow 
meter technology that measures the exact 
quantity of product to be dispensed. head 

space can be determined to suit the 
customer’s needs; and it can be 
automatically adjusted or modified using 
the hMi (human-Machine interface). 
in addition, the risks of product spills are 
minimized because the valve is lowered 
over the bottle prior to filling and not vice 
versa.  Thus, the container does not need 
to be moved mechanically at any time.
another major advantage of volumetric 
technology is the absence of product 
recirculation in the bottle. This process, 
which keeps the product at a constant 
temperature, takes place inside the valve.  
not only does this improve final product 
quality, it expands the possibilities for PeT 
bottle lightweighting – a key benefit today. 
no pressure inside the bottle means no risk 
of deformation, so manufacturers can 
produce containers with thinner walls.
Finally, advances such as simple 
mechanical/pneumatic valve opening and 
closing and electrical components located 
at the top of the machine ensure superior 
hygiene and ease of use.

innOvaTiOnS
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Comprehensive Range 
Veloce FM shares the same technological 
platform with Sidel’s other hot filling solutions, 
Veloce (with a mechanical valve)  
and Veloce Ultra Clean (for use with particularly 
sensitive products). 
The entire range is designed to hot fill sensitive 
products such as fruit juices, teas, isotonic 
drinks, flavored mineral waters and shelf-stable 
dairy beverages. This includes highly viscous 
products. The three machines are offered  
in three configurations: dry (without a rinser),  
wet (with a rinser) and ultra clean (with chemical 
bottle decontamination and a hygienic 
chamber).  The state-of-the-art Veloce filling 
machine, with its ultra hygienic design, offers 
maximum flexibility and total security for  
the final product in all three configurations. 
This translates into extended production times 
between cleaning cycles and hygienic 
conditions kept under constant control.  
The simplicity of the bottle movement and 
transport system makes format changeovers 
very easy for glass and PET containers of any 
shape and size. 

Sidel’s first Veloce FM was installed on the 
premises of a South American customer.  
The filler, part of a complete line for hot filling 
PET bottles, was tested and validated last May. 
Visit the Pack Expo International 2008 trade 
fair dedicated entirely to the packaging sector.  

At this year’s event, held in Chicago,  
November 9 through 13, you can see the  
Veloce FM firsthand and learn more about  
the equipment. ▪

About hot filling

The importance of hot 
filling technology  
has grown steadily over 
the past three years, 
especially in certain 
geographic areas such 
as Asia (especially 
China), the Americas 
and North Africa  
(the Maghreb).
Hot filling’s popularity 
stems from:
•	 The simplicity of both 
hot filling technology 
and process: hot fillers 
feature a simple design 
that guarantees 
maximum strength  
and ease of use,
•	 Dependability: product 
and packaging 
decontamination is 
100% guaranteed,

•	 Proven effectiveness: 
the hot fill process has 
been on the market for 
about twenty years.  

What exactly is hot filling? 
The product is heated  
to 95°C to decontaminate 
the bottle and cap via 
contact with the product 
itself.
After the container has 
been sealed, the heat 
remaining inside  
it decontaminates the 
container’s surfaces. This 
prevents any bottle/valve 
cross-contamination 
because the package  
is sterilized after it has 
been filled.

innovations
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Prices for plastics, which 
account for 4% of the world’s oil 
consumption, have been rising 
steadily since 2000.  however, 
“These prices are far from 
directly proportional to the 
jump in oil prices,” states 
luc desoutter, sustainable 
development vP at sidel. 
“in fact, several factors cushion 
PeT from oil price fluctuations.  
The PeT used in packaging 
(12 million tons per year) and 
the synthetic fiber market 
(about 30 million tons per year) 
is produced from various 
intermediate phases, with each 
phase acting like a buffer.”

Petroleum-based para-xylene 
(PX) is converted into PTa 
(Purified Terephtalic acid).  The 
PTa market is mainly regulated 
by the law of supply and 
demand, and currently there 
is a surplus production of PTa 
in asia.  if PeT becomes more 

expensive than cotton, then 
cotton’s consumption will rise, 
which will leave more polyester 
on the market.  The market is 
constantly balancing itself.  
“regardless of any cushioning 
effects, the price of oil will 
remain extremely high and will 
likely increase.  Forecasters are 
predicting that oil prices will 
stabilize at around $ 250/barrel,”  
reports desoutter.  
Consequently, we can expect 
the price of PeT and other 
petroleum industry products 
to rise more sharply over 
the near or very near term. 

recycling
“Our industry does have a very 
effective tool for meeting 
its needs while minimizing 
the creation of new production 
capacity,” continues desoutter.  
That tool is recycling.  “One ton 
of recycled PeT is one less ton 
of PeT that needs to be 

manufactured.  and that 
represents a savings of 0.61 tons 
of crude oil.  Furthermore, 
higher PeT prices will definitely 
prompt greater use of recycled 
PeT, both for fiber and bottle 
applications.  Waste collection 
and recycling capacity are still 
limited, but objectives have 
been revised upwards, 
particularly in europe.”
Bottle lightweighting represents 
another avenue for considerable 
savings because it can partially 
offset the spike in raw material 
prices.  and raw materials 
represent 70% of the overall cost 
of a bottle.

competitive
What about other materials?  
aluminum and steel for metal 
cans have already experienced 
enormous price pressures 
on raw materials, and their 
potential for lightweighting has 
been exhausted. They will still 

be affected by the hike in 
energy costs.  and so-called 
“bio” materials are being 
squeezed by the soaring costs 
of corn and ethanol.

Faced with mounting pressures 
on glass packaging, that 
industry is responding with 
significant bottle 
lightweighting programs.  But 
this sector is also a huge energy 
consumer.  and paperboard 
packaging remains mostly 
restricted to packaging still, 
sensitive products. These factors 
serve to reaffirm the urgent 
need to work on sustainable 
development. ▪

rIsInG PET anD oIL PrIcEs 
The price of oil topped $ 130/barrel in June compared 

to $ 40/barrel in 2004.  Will petroleum-based plastics 
suffer the same fate?  We examine the issue.

EnviROnMEnTaL TREnDS
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On www.no-bottle.com, noBotty makes 
sorting trash fun! The online game teaches 
children and adults about the importance 
of sorting and recycling.  These processes transform 
packages, especially plastic bottles, into items 
of value, not just trash. 

Online since april 1, 2008, www.no-bottle.com 
features initiatives launched by sidel to reduce the 
environmental impact of plastic bottles.  Keenly 
aware of its responsibility – PeT bottles are made 
from non-renewable sources – sidel is determined 
to uphold its ethical commitment.  “Being the 
leading manufacturer of equipment for packaging 
beverages in plastic bottles, we have the 
opportunity, power, and responsibility to change 
our industry,” affirms Mart Tiismann, president 
of sidel. ▪

Philips has recently developed and patented new 1,700-watt infrared 
lamps to cut energy consumption.  The new lamps reduce electricity 
use on sidel series 1 blow molding machines by 15% (19 mm pitch).  lamps 
account for 90 to 95% of all electricity consumed on a blow molding 
machine.  Tested and validated by the société des eaux Minérales 
de saint-amand  (France), the new lamps have no effect on bottle quality.  
Overall oven yield is improved by 5% because of an increased radiance 
level and improved light reflection to the preforms.  These new lamps can 
be installed in place of conventional 2,000-watt lamps with 
no modification to the existing oven or process.  strong and durable, 
the lamps are guaranteed for 5,000 hours.  They can be used with a power 
meter that helps maintain uniform power consumption for a given 
process.  The meter provides precise electrical consumption data in real 
time and for a specific period.. ▪

BE a sPorT anD 
sorT WITH 
noBoTTY!

15 % saVInGs 
on ELEcTrIcITY 
with new energy efficient 
infrared lamps

EnviROnMEnTaL TREnDS
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sidel at Pack Expo 
sustainable development, 
innovation, and Performance.

Sidel will demonstrate innovative solutions for sustainability and performance to 
45,000 packaging professionals at Pack Expo International, in Chicago, Ill., USA, 
Nov. 9-13, 2008.

Equipment solutions to be displayed at Sidel’s booth S-2259 include an SBO 4 Compact 
blow molding machine with preferential heating for complex packages, a Veloce FM 
filler, a Rollquattro Evolution F35 labeler as well as other filling, conveying and cap-
feeding equipment. Sidel’s unique Predis™ preform dry decontamination system 
will be featured. Sister company Cermex will show end-of-line solutions. 

A special focus of the 10,240 sq. ft. booth will be Life Cycle Management 
products and services that enhance sustainability and performance as well as 
produce cost savings. Sidel’s engineering productivity services, its local 
Packaging Development & Tooling Center, and technical support capabilities will 
also be featured. ▪

Trade shows

sidel opens new office in Jakarta
sidel’s new sales and services office in Jakarta, indonesia is the latest step in the Group’s expansion 
of its global markets and services in south east asia Pacific.
indonesia, a country with a population of over 234 million, has a steadily developing beverage market, 
mainly driven by products reflecting current health consciousness trends. sidel’s strategic aim 
is to boost sales and services through greater technical support, responsiveness, and  cultural closeness 
to local customers. Moreover, the new office will enable the Group to step up prospecting for new 
business and enhance relations with customers in the region. ▪
For further  information: + 62 21 5794 8411

2008
07-11 Oct. TOKYO PACK / TOKYO / JAPAN 
20-23 Oct. CHINA BREW & BEVERAGE / BEIJING / CHINA 
09-13 Nov. PACKEXPO / CHICAGO / US
12-14 Nov. BRAU BEVIALE / NURMBERG / GERMANY 

2009
27-30 Jan. UPAKOVKA / MOSCOW / RUSSIA
04-09 Feb. PLASTINDIA / NEW DELHI / INDIA
03-06 March SINO-PACK & CHINA DRINKTEC / GUANGZHOU / CHINA
10-13 March ANUGA FOODTEC / COLOGNE / GERMANY 
15-18 April PLASTI & PACK / KARACHI / PAKISTAN
21-24 April KOREA PACK / SEOUL / KOREA
11-15 May HISPACK / BARCELONA / SPAIN 
18-21 May DJAZAGRO / ALGERS / ALGERIA
16-19 June FISPAL / SAO PAULO / BRAZIL
17-20 June PROPAK ASIA / BANGKOK / THAILAND
20-26 June NPE / CHICAGO / US
23-26 June EXPO PACK / MEXICO CITY / MEXICO 

UP nEXT
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