




Environment and safety in focus 
for Belgian advisor

A small fire had large implications for 
Dieter Van Assche in 2007. In June an 
electrical fault caused a limited, yet crucial, 
fire incident in the facility used for the 
production of teat dips and hoof care 
products at DeLaval’s production plant 
in Drongen, Belgium. As the Environ­
mental, Health and Safety Advisor, 
Dieter Van Assche has participated in 
handling the events following the fire.

“We were able to move production 
rather instantly, without too much 
disturbance for our customers. But then 
we had to start planning for a new GMP 
unit. We want to build a plant for the 
future, improving both production 
efficiency and environmental 
performance”, says Dieter Van Assche.

Well developed management 
system
His role in the company is regulated by 
Belgian legislation, stating that his primary 
tasks are to advise management on 
environmental issues, supervising the 
shop floor, guiding his colleagues and 
reporting the results of all measurement 
campaigns. To support him, there is a well-
developed management system, primarily 
based on the ISO 14001 standard. He 

describes the average work day as being 
filled with meetings with colleagues 
from other parts of the company.

“Even though my job is very much 
focused on environment and safety, it is 
always more interesting to work in 
multi-disciplinary teams. We are taking 
a lean operations approach to our 
business, which I think is an excellent 
way of improving and designing 
processes”, says Dieter Van Assche.

Continuous improvement
The Drongen facility is a chemical plant, 
producing liquid detergents, soap and 
registered veterinary medicinal products 
used for disinfection of the udder of dairy 
animals pre- and post-milking. The most 
important environmental issues are the 
handling and storage of chemicals and 
the collection and removal of wastewater.

“We are continuously improving our 
processes, for instance by evaluating 
new and improved ways of recycling the 
rinse water. Getting the ISO 14001 
certificate was certainly not easy, but 
maintaining it and getting a recertifi­
cation is even harder. This requires all 
plant management to really commit to 

environmental issues”, says Dieter Van 
Assche.

And there is no lack of commitment. 
After the fire, the easy way out would 
have been to postpone ISO 14001 
activities and other environmental 
initiatives due to the increased 
workload. Instead, the environmental 
management system was used as a 
guideline and support.  

“Because of the nature of our operations, 
we need to integrate environment and 
safety in our everyday work. Not only 
does this apply to our plant, but also to 
DeLaval as a whole. To me, the whole 
company has sound insight into environ­
mental issues”, says Dieter Van Assche.

The efforts in Drongen have certainly 
paid off. For the fourth consecutive year, 
the Flemish Government has awarded 
the plant its Environmental Charter, 
which is given to companies that show 
continuous environmental improvement.
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For Dieter Van Assche, it is all about continuous improvement. 
As the Environmental, Health and Safety Advisor of DeLaval’s 
production plant in Drongen, his responsibility is to find new 
and better ways of handling environmental issues. 
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Tetra Laval – Sustainability in every sense
On a daily basis the industry groups within Tetra Laval bring customer value 
in many dimensions. We integrate environmental matters into our opera
tions and solutions, to us this is a natural part of industrial leadership.
We constantly evaluate the environmental performance of our business, 
by questioning every aspect of our current operations and solutions. 
Only then will we contribute to improved sustainability in every sense.

DeLaval International AB
P.O. Box 39
SE-147 21 Tumba, Sweden
Tel +46 8 530 660 00
Fax +46 8 530 689 00
www.delaval.com
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The environment is a top concern within the beverage 
industry. By reducing the consumption of raw materi­
als and energy, water and chemicals, Sidel creates 
eco-friendly and cost-effective solutions for future 
beverage packaging. Already today, we offer a wide 
portfolio of reduced bottle weight, new materials, 
energy saving technologies and improved produc­
tion performance.



2007 has been a good year involving 
both internal reorganization and con­
tinued growth for us. Although the 
past year has seen a slower growth 
rate compared to 2006, we still out­
performed our growth target by more 
than 10 per cent.

Our strategy for 2007 has been a 
selective approach to order intake 
and we experienced a significant rise 
in complete line orders, reinforcing 
our need to dedicate more resources 
to complete line development and 
production.

In March 2007, we decided to build 
our own facility in China. The facility 
will be of considerable strategic im­

portance for Sidel, enabling us to serve 
one of our most important markets 
more efficiently.

Continued growth

China continues to be a boom market 
for us with tea as the rising star on the 
product side. There is good growth in 
Eastern Europe and Russia, while 
several of the largest beverage pro­
ducers in the USA have decided to 
move their blowing operations in-house 
instead of using external bottle sup­
pliers. While sales of carbonated soft
drinks have shown 
a flat curve because 
of the current focus 
on obesity, water 
continues to grow 
strongly all over the world.

On our product side we implemented 
the commercial launch of Predis, as 
well as launching our new NoBottle in 
2007. Both are groundbreaking solu­
tions within their respective fields 
and, from an environmental perspec­
tive, significantly reduce chemicals and 
waste. Additionally, we are currently 
evaluating some very promising find­

ings within blowing and will continue 
to develop our highly-regarded Uni­
versal series. 

New organisation

After merging Sidel and Simonazzi in 
2006, we took a step further in 2007 
and moved completely to one brand 
– Sidel.

At the same time we divided into 
three regional clusters and a product 
management organisation, which has 
moved decisions and responsibili­
ties closer to our markets, further

strengthening 
our already close 

customer relations.
The changes will 

help us focus on 
complete lines and at the same time 
strengthen our company culture. It 
prepares us for the future when con­
solidation amongst our customers, 
as well as anticipated increase in the 
consumption of bottled beverages, 
will require world-class product and 
solutions development.

Internally, our new organisation 
structure has meant hundreds of 
employees changing roles and even 
locations. I would like to express my 
gratitude to all of our employees 
who have put so much into the 
transition process to make it 
happen. 

Finally, having taken the decision to 
stand down from my position at the 
end of 2007, I look back at seven ex­
citing and enjoyable years at Sidel. 
Mart Tiismann, previously EVP Indust­
rial Operations, took over as CEO and 
President of Sidel on 1st January 2008.  
I wish him and the company the best 
of luck for the future.

Gérard Stricher

Continued focus on complete lines
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 I look back at seven 
exciting and enjoyable 

years at Sidel. 



What is your overall 
view of Sidel as a com-
pany today?

Today we are a leader in several key 
technologies, and are perceived as 
being flexible and responsive to our 
customers’ needs. We have become 
an international group with a well-
established and respected worldwide 
presence, and a product portfolio 
ranging from stand-alone machines 
to complete packaging lines for all 
beverages. 

What are the main 
challenges that Sidel 
faces in the next three 
years?

My career in various industries has 
taught me that quality, in every aspect 
of work, is ultimately what makes the 
difference for customers. Therefore, I 
want our services and products to 
exceed our customers’ expectations 
for performance, reliability, delivery 
times, and total cost of ownership.  

We have many challenges. The 
first is to design and develop innova­
tive new generations of equipment 
and lines that will become the market’s 
gold standard. 

To do this, Sidel’s research and de­
velopment investments in 2008 and 

beyond will reach record levels, and 
our engineering teams are being mo­
bilized to achieve these objectives.

The second challenge is to contin­
ue to strengthen our ability to handle 
the needs of every customer in a 
proactive and individually-customized 
way.  Our new organization structure, 
with empowered local teams and the 
development of our global industrial 
footprint, is aimed at improving re­
sponsiveness to our customers’ 
needs, working alongside the modu­
lar architecture of our new products. 

Thirdly, like all industries, we need 
to become more efficient. By devel­
oping operating processes that are 
more efficient we can dedicate more 
resources to our first two priorities: in­
novation and customer relationships.

How will the market 
develop during the 
coming years?

We will certainly see continued growth 
of complete lines, and consolidation 
among our customers will continue. 
Emerging markets such as China, 
where we are opening a new factory, 
will become increasingly important. 
Finally, the demand for sustainable 
and environmentally-sensitive solu­
tions will provide opportunities to de­
velop and sell more advanced tech­
nologies.  
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Three questions to Mart Tiismann, 
President & CEO of Sidel 



Sidel Global Leadership Team
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FROM LEFT

Roberto Schianchi, Market Operations

Françoise Raoul-Duval, Strategy & Business Development

Riccardo Rosselli, Finance

Paul Mayer, Human Resources

Mart Tiismann, CEO

Sid Johari, Industrial Operations

Michel Picandet, Life Cycle Management

Paul Holderith, deputy CEO
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Your future. Our solutions.

As a complete packaging line integrator, 
Sidel has gained time-tested experi­
ence in all aspects of packaging for 
liquids and other food products. The 
worldwide Group, comprising 5,000 
people, covers all bottling needs for 
liquid foods in plastic and glass bottles, 
as well as in drink cans. Most import­
ant of these is PET – the area in which 
the company made its name and the 
one in which it is particularly strong. 
Being an equipment manufacturer as 
well as a packaging designer, Sidel 
presents its clients with designs that 
can easily be put into production.  

Sidel has created its competitive 
advantage by the ability to keep an 

eye on changes in the market and to 
react quickly to changing needs. Key 
to this ability is the importance the 
company attaches to R&D, where 
packaging design is a key element. 
The company has an integrated design 
centre and produces some 1,500 new 
bottle designs every year. Designs are 
conceived with the final product in 
mind, and Sidel is able to see the 
process through from beginning to end. 
This cuts down on time delays, and 
allows Sidel to respond to a market 
which has an increasing demand for 
constant evolution and new designs.

With expertise and know-how, Sidel 
can support all engineering needs 

from preliminary design to developing 
an investment budget, drafting plans 
for line layout or building the bottling 
line on-site. The equipment offer en­
compasses blow moulding machines, 
barrier treatment, Combi equipment, 
fillers, conveyors, labellers, pasteurisers, 
palletiser/depalletiser, robotic equip­
ment and end-of-the-line operations. 

Lifecycle management – taking re­
sponsibility for the complete life of the 
equipment on behalf of the customer 
– is becoming more and more important. 
Sidel is supporting clients in 177 count­
ries using its strong local presence.



New plant in Kuala Lumpur

In June, Sidel inaugurated its new fa­
cility in Malaysia. The plant is dedi­
cated to low and medium-output PET 
blow moulding machines and boasts 
6,500 square metres of production 
space as well as 2,800 square metres 
of office space. The new facility al­
lows Sidel increase its manufacturing 
output considerably, from 70 to 120 
machines per year. This also means 
shorter production and delivery times. 
With this investment, Sidel Malaysia 
has become the second largest blow 
moulding manufacturing centre after 
Sidel’s main facility in Le Havre.

Mexican Four-in-One 

When Mexican company Gonac 
needed new technology to package 
their popular soft drink Fruti King, 
sold in seven different flavours, they 
turned to Sidel. The challenge was to 
find a technique to fill four bottles of 
different flavours in one single pack­
aging session. Gonac needed to 
meet the new trend of customers 
wanting to buy soft drinks in variety 
packs with several different flavours, 
instead of just one. The cooperation 
between Gonac and Sidel led to the 
creation of Sidel’s first machine capa­
ble of filling four different soft drinks 
simultaneously.

8 _  Sidel 2007 in brief

2007 in brief

The Rugby Bottle
A PET bottle shaped exactly like a rugby 
ball scored high selling points during the 
Rugby World Cup 2007. Sidel’s idea 
was to create a collector’s edition bottle 
for the major sporting event. The real­
istic-looking rugby ball bottle, 
complete with stitches and a 
kicking tee, was an intriguing 
challenge for Sidel’s Process 
Engineering Department.  

Les Eaux minérales 
d’Alet became the bot­
tling partner, and be­
cause of the innovative 
shape they could mar­
ket the 0.75 litre PET 
bottle at the price of 
€ 1.95 each. The new 
bottle has also ena­
bled the company to 
expand their market to 
a regional level.

Ecofriendly labels
A new type of label has gained much attention from beverage companies looking 
for more environmentally friendly solutions for returnable glass bottles. With the 
introduction of the Adhesive labeller, Sidel is responding to this innovation and to 
the trend towards ecofriendly labels. The new label looks identical to traditional, 
clear adhesive labels but is designed to wash off easily. When washed at tempera­
tures of over 75 degrees Celsius with standard industrial bottle washers, these 
“wash-off labels” curl up, come off and are washed away by water. Removing 
adhesive labels from glass bottles is now both easier and more ecofriendly.



200,000th mould to Nestlé Waters 

In 2007, Sidel delivered the 200,000th blow mould to 
Nestlé Waters, the world’s bottled water leader. The 
200,000th mould is a symbol of the innovation that has 
always characterised both companies.

In 2006, Nestlé Waters launched its Eco-shape™ bottles 
project in the United States to reduce environmental 
impact by decreasing bottle weight. Sidel contributed its 
know-how in lightweighting using its Flex™ technology. 
The 200,000th mould completes the series of moulds 
used to produce Eco-shape™ bottles on Sidel blow 
moulding machines.

Fastest Combi in the world 
Sidel’s latest Combi development is a record-breaking, high-speed machine that 
can produce up to 61,200 bottles per hour. Sidel has expanded its range of Com­
bi equipment to meet manufacturer demands for high-speed equipment and solu­
tions for smaller size bottles. The equipment is dedicated to the main market seg­
ments of water, juices and dairy products and carbonated drinks. Apart from 
speed, the new range is designed to be extremely flexible, with the facility to make 
format changeovers easier than ever. 

To date, over 200 Combi machines have been installed worldwide. 
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SBO Compact 2XL for large containers

In 2007 Sidel introduced its SBO 2XL, a linear blow mould­
ing machine dedicated to producing packages ranging 
from 5 to 10 litres, primarily for water and edible oil.

The SBO 2XL has a per mould output of up to 1,200 
bottles per hour, making it the most efficient machine in its 
class. But speed does not compromise high quality. Bottle 
quality is ensured by offering excellent material distribution 
and bottle lightweighting possibilities, even for “hard to 
manufacture” packages. 

Tech assistance 
at a distance
REAL (Remote Expert Assistance for Lines) is a revolution in remote technical 
assistance. With today’s sophisticated packaging technology, having qualified staff 
that can resolve every technical problem is becoming increasingly difficult. Now a 
Sidel technician can see exactly what the manufacturer’s problem is without travelling 
to the site, using refined remote technical support. 

Equipped with a video camera, headset and technology for data transmission, 
the customer can send exactly what he sees to the Sidel technician in real time, 
who then provides instant support. The system can also be used for training and 
highly complex maintenance operations. Initially operational in Europe, the tech­
nique will cover all Sidel Group equipment and eventually expand worldwide. 



Lightweighting gives Nestlé Waters 
a competitive edge
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The new Eco-shape™ bottle developed jointly by Sidel and Nestlé Waters North America 
will play a key role in Nestlé Waters’ expansion throughout the USA. Kim Jeffery, Presi­
dent and CEO of Nestlé Waters North America, sees lightweighting as one of the main 
challenges for the industry.

Nestlé Waters North America is the 
leading bottled water company in the 
USA. With leading regional spring 
water brands Poland Spring®, Ozarka®, 
Arrowhead®, Deer Park®, and Zephyr­
hills®, along with the world’s leading 
brand of purified water Pure Life®, the 
company produces over 18 billion 
bottles a year and estimates its market 
share at 38 per cent. Kim Jeffery, 
President and CEO of Nestlé Waters 
North America, points to growth as 
the dominant trend in the market.

“In 1986, carbonated beverages 
eclipsed tap water as the number 
one beverage in America and what is 

happening now is that water is going 
to go back into the number one posi­
tion. But it is going back in a 21st 
century on-the-go method where 
people want convenience in their 
beverages. I think beverage trends in 
America are still moving toward health 
and wellness and, in that regard, bottled 
water is the healthiest beverage choice 
you can make”, says Jeffery. He adds 
that although bottled water still has a 
long way to run, he expects water to be 
the biggest beverage category in the 
USA within the next eight or nine years.

Lightweighting 
increasingly important

Competition in the market is fierce, 
and there is a constant call for product 
development and innovation. Together 
with Sidel, Nestlé Waters North America 
has developed the Eco-shape™ bottle. 
It is a lightweight premium water bottle 
combining low cost with good envi­
ronmental performance. 

“The interesting thing about the 
shape that Sidel brought to us is that 
it feels better than a straight-walled, 
lightweighted bottle of the same 
weight. That bottle may be just as 

rigid, because it is the easiest way to 
make a bottle, but it does not feel as 
good. It was a great example of a 
collaborative approach where we had 
the desire to do this both from an 
environmental standpoint and a prag­
matic, cost standpoint”, says Jeffery, 
stressing the importance of continuous 
innovation.

“I know one thing about packaging 
innovation – it works. And it does not 
cost you anything. There is no launch 
cost for it. When we switched from 
our 24 oz sport-top bottle to the new 
shape, there was no cost. We had a 
little bit of tooling and costs for moulds. 
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You are replacing one product with a 
better product and that is innovation. 
So I love package innovation.”

Eco-shape™ brings 
competitive edge

Jeffery sees recycling and lightweighting 
as two of the major challenges facing 
the American beverage industry.

“These are two important aspects 
of sustainability. Several NGOs (non-
governmental organisations) have put 
bottled water against tap water as 
the competitive set. The notion that 
bottled water should be banned be­
cause it is bad for the environment 
ignores the fact that the containers 
are the lightest weight and that water, 
in any form, is good for you – better 
for you than other beverage choices. 
The bulk of bottled water growth over 
the past 10 years has come out of 

sugared beverages, not tap water.”
Using 30 per cent less resin com­

pared to a standard water bottle, the 
Eco-shape™ bottle directly addresses 
the environment. It is expected to save 
Nestlé Waters North America some 
20 million tons of paper and 65 million 
pounds of resin annually, giving the 
company a competitive edge.

“I believe, to win, you have to have 
the best brand, the lowest cost of 
manufacture, and the best price. If you 
have those three things, nobody is ever 
going to beat you. This is a really tough 
business to operate in. I have got two 
world-class competitors who have 
been trying to kill us for 4 years. As 
long as there is market share out there 
to be had, I do not want anybody get­
ting it but me. The time to win that 
battle is when the market is expanding 
right now. So it is very, very intense for 
us, and we need every little advan­
tage we can get”, says Jeffery.

Eco-shape™ is expected to save Nestlé Waters 
North America some 20 million tons of paper 

and 65 million pounds of resin annually, 
giving the company a competitive edge.



At the forefront 
      in the Spanish market 
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Over the past five years Sidel has seen spectacular growth in complete  
     lines for packaging non-carbonated drinks. Now Sidel is setting   
          out to become the first option for clients on the Iberian Peninsula.

In 2002, Sidel’s estimate was that some 
10 complete lines would be installed 
within the territory by 2010. At the end 
of 2007 the number of installed lines 
reached 20. This is one clear example 
of the growth in the Spanish and Portu­
guese markets, especially for sensitive 
liquids like juices, milk and isotonic 
beverages. 

The Sidel Ibérica head office covers 
the market on the entire Iberian Penin­
sula. Competition between brand own­
ers is fierce. Thus they are constantly 
developing new products, containers 
and packaging presentations to increase 
sales volumes. For Sidel, being on top 
still involves bringing the right solution 

to the customer, for packaging design, 
stand-alone equipment and complete 
bottling lines. 

Water on the rise

Spain’s consumption of water has 
been increasing very quickly over the 
last few years. Consumption per capita 
is now the highest in Europe. In this 
market Sidel is supplier to Grupo 
Danone and Nestlé Waters, as well as 
major Spanish fillers such as Vichy 
Catalán and the Leche Pascual Group.

Starting out in 1991, Sidel Ibérica’s 
portfolio of clients now includes most 
reference brands of key sectors. In 

soft drinks, Sidel is a recognised supplier 
for all the Coca-Cola concessionaire 
plants, as well as PepsiCo and 
Schweppes. In the beer market, groups 
such as Heineken, Damm and Mahou-
San Miguel are among the clients. 
The fact that Sidel has been a key 
player in the expansion of the market 
in aseptic drinks has led to a very fast 
growth of sensitive beverages, with 
Leche Pascual, Garcia Carrion, Puleva 
and Fonte Salem. Sidel also has another 
important category of customers: 
merchant bottle suppliers like Logo­
plaste, Amcor and Caiba.

Sustainability here 
to stay

As in all the other EU countries, the 
topic of environmental thinking and 
sustainability is being debated hard in 
Spain, both in specialised forums and 
in political campaigns. Since the intro­
duction of the eco-tax in Spain, known 
as the green dot, large budgets are 
being managed for investment in the 
collection and selection of waste for 
subsequent recycling. 

Sidel’s contribution to sustainability 
is that its teams strive to have the 
least possible impact on the environ­
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ment, taking into account all the para­
meters that can impact directly on 
both the environment and safety, where 
energy and water consumption are 
always among the primary objectives.

Sidel believes sustainability is a major 
approaching industry trend that will 
influence the sector heavily in the im­
mediate future. 

New techniques keep 
PET in the game 

An important strategy for developing 
the PET market is lightweighting. Com­
bined with new techniques such as 

light and oxygen absorption barriers, 
the PET bottle will continue to be a 
reference product. It should not be 
forgotten that PET is a recyclable ma­
terial, something that adds to its stra­
tegic value.

Following the positive growth, the 
main goal is to be the first choice for 
clients by 2010, a target which Sidel 
is confident of reaching. On the Iberian 
Peninsula this will be achieved by de­
veloping Sidel’s supply to the needs 
of every client, making sure that Sidel’s 
service continues to be of the same 
excellent quality that it already is today.

Sidel believes sustainability is a major approaching industry trend 
that will influence the sector heavily in the immediate future.



Lightweight NoBottleTM 
benefits the environment

14 _  Sidel R&D

The NoBottleTM is a breakthrough in lightweight 
plastic bottles. Using the new Flex technology 
from Sidel, it weighs 25 to 40 per cent less 
than an ordinary plastic bottle.

It all started with a simple idea: design 
a water bottle that maximises shelf 
appeal and minimises environmental 
impact. The task was to look at the 
entire manufacturing process, from 
blow moulding to palletising, to pro­
pose a simple solution for customers. 
After a year, Sidel unveiled the No­
BottleTM which combines appealing 
design with an unprecedented weight 
reduction in a bottle that can be man­
ufactured and distributed on an in­
dustrial scale.

Based on Flex 
technology

Weighing only 9.9 g (500 ml package), 
the NoBottleTM is based on another 
breakthrough from Sidel, the Flex 
technology. Typically, when bottle 
weight is reduced, ribs are added to 
brace the bottle walls. When com­
pressed, these bottles are brittle and 
noisy, which reduces shelf appeal 
and premium image. The ribs also 
limit the scope for lightweighting.

“Instead of focusing on ways to 
brace bottles, we had to address the 
problem from a totally new angle. After 
various tests, we ultimately developed 
the Flex technology. It is based on 
shape memory and flexibility, allowing 

the packages to spring back to their 
original shape after being squeezed 
or tampered”, says Franck Hancard, 
Packaging Solutions Manager at Sidel.

All sorts of shapes

Not using any ribs, the Flex technol­
ogy allows bottle designers to create 
all sorts of shapes, even for extremely 
lightweight bottles. These bottles are 
easy to grip, are supple and substan­
tially less brittle than conventional 
bottles. And, thanks to the shape 
memory, they are better able to with­
stand conveying, packing, transport 
and handling.

The NoBottleTM weighs 25 to 40 per 
cent less compared to the average 
weight of a water bottle of the same 
capacity. This results in less plastic 
material to be recycled, proving to be an 
evident benefit to the environment.

“Water is the largest beverage 
market by volume with some 160 billion 
litres consumed globally in 2006. It also 
represents the highest growth sector 
and is expected to grow by 5.7 per cent 
annually between now and 2010. The 
additional tonnes of waste eliminated 
by this new, lighter design will be con­
siderable”, says Franck Hancard, 
Product Manager Packaging.



Meeting market 
demand
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Constant development

The key strategy for Sidel to stay on 
top of the competition is to invest in 
innovation and product development 
to create an uncontested market 
space in our selected global and local 
segments. “Sustainability demand 
gives us the opportunity to differenti­
ate ourselves and create this space”, 
says Ludovic Tanchou.

Complete Lines to 
Meet Sustainability 
Demand 

Ludovic Tanchou labels 2007 as the 
year when environmental thinking 
made a big breakthrough in the in­

The main tasks of the Complete Lines 
Center of Excellence, headed by Lu­
dovic Tanchou, are to develop the 
competitiveness and profitability of 
complete lines while simultaneously 
ensuring consistent practices. Sidel is 
one of the biggest suppliers of comp­
lete lines in the world and Ludovic 
Tanchou, sees a growing market for 
these complete solutions. 

The competition however, is fierce. 
“Even if Sidel covers almost any geo­
graphical area, you will always find a 
competitor wherever you go and for 
each deal you want to make”, he says.

At the end of 2007, Ludovic Tanchou 
and his team made an extensive mar­
ket analysis for PET lines. The end result 
is a global and local segmentation 
with a list of key properties to be ful­
filled in order to answer and satisfy 
market demand.

dustry. He predicts that sustaina­
bility will be one of the central key 
buying factors in 2008 and com­
ing years. This means highlighting 
Sidel’s sustainable solutions and 
strong product development pro­
grammes. 

“At the end of 2007 we launched a 
programme to simultaneously mobi­
lise the entire Sidel Product Manager 
community to develop the Sidel 
Sustainable PET Line”, says Ludovic 
Tanchou. Today the concept is ready 
and promotes the capability to blow, 
fill, cap, label, pack and palletise a 
lightweight (below 10gr) 500ml PET 

bottle. The solution has been devel­
oped in order to reduce air, water and 
electricity consumption but also reject 
rates. “The TCO of our sustainable line 
will be about 20% lower than a tradi­
tional solution”, says Ludovic Tanchou.

“To validate our concept we tested 
each individual operation from blowing 
to full pallet transportation. We faced 
some difficulties and solved them. To­
day we are confident that we have an 
excellent product to meet sustainability 
demand”, concludes Ludovic Tanchou. 

Flexline, the Sidel Sustainable PET 
line, will be presented to the market in 
April 2008 at Interpack. 



Options & Upgrades 
are tools to reduce 
consumption on your 
machine fleet 

China plant with 
green design

In Sidel’s new plant in Beijing, China, Sidel had 
put green thinking at the centre of attention. 
With an investment of 35 million euros, 
architectural teams have worked to reduce 
environmental impact, especially through 
the use of systems designed to conserve 
water and electricity. 

Finding ways to reduce water, electri­
city and CO2 consumption has become 
a way of life as companies strive to 
preserve natural resources and gene­
rate sustainable growth. As an equip­
ment supplier, Sidel offers customers 
concrete solutions. The company has 
developed Options and Upgrades 
specifically designed to reduce the 
environmental impact of its global base 
of 27,000 installed machines. As part 
of Sidel’s complete portfolio of Lifecycle 
Management services for machines 
and lines, Options and Upgrades en­
able the customer to lower consump­
tion on already existing equipment while 
maintaining top production perform­
ance. And these consumption cutting 
measures come with a quick return 
on investment.

Options & Upgrades are specifi­
cally designed for existing equipment. 
They either add new functionalities to 
equipment (Options), or make improve­
ments to existing functionalities using 
the latest technological advances 

(Upgrades). For example, the Options 
& Upgrades range dedicated to cur­
tailing consumption includes the air 
recovery system that makes it possible 
to reuse up to 40 per cent of the air 
expelled during bottle blow moulding. 
This results in a 15 per cent overall 
drop in consumption.  Sidel’s Option 
& Upgrade solutions also include a 
vacuum pump water recovery system 
for fillers. The system cuts the pump’s 
water consumption in half. PRINCE 
(PRediction IN Control Equations), 
Sidel’s control system for pasteurisa­
tion, slashes pasteuriser consumption 
of water and steam. 

In all, Sidel offers nearly a dozen 
solutions for every step in the produc­
tion process from blow moulding to 
product preparation, rinsing, filling, 
pasteurisation and washing. And Option 
& Upgrade possibilities are constantly 
expanding. Sidel is developing new 
solutions to reduce the consumption 
of chemicals, to curb pollution and 
noise, and to cut product losses.

The philosophy is to work with nature, 
taking advantage of the environment 
when possible. This has resulted in 
using natural working light in some 
working spaces near windows, and 
providing natural shade by using plants 
and trees around the building. The 
presence of plants lowers the ground 
temperature by two to four degrees 
and helps natural air flow through the 
building, a welcome and much needed 
cooling effect during the hot Chinese 
summer months. Another feature is 
that the plant collects rain water for 
watercloset, maintenance and land­
scape 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 
natural and recycled products.

The Chinese beverage market is one 
of the world’s most dynamic, posting 
annual beverage consumption growth 
of about seven percent. It is also one of 
the most competitive. The plant will 
be Sidel’s first multi-product facility, 
and it will assemble all equipment 
found on Sidel’s complete lines, from 
blow moulding to palletising.

But the green design does not mean 
compromising production, quality or 
efficiency. In fact, the site will follow 
the same manufacturing processes, 
work practices and quality standards 
in place at all Sidel plants.
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Eco-packaging trends 
turn towards plastics

Green chemistry creates 
tomorrow’s materials 

Producing plastics from cereals is just one 
example of how new research is making 
way for the products of tomorrow. Sidel is 
an active partner in BioHub™, a program 
devoted to green chemistry, creating 
chemical products from renewable agri­
cultural sources.

By developing chemical products 
from renewable agricultural sources 
such as cereals, the BioHub™ program 
will help limit the use of fossil fuels 
and reduce the production of green­
house gases. With a seven-year time­
frame and a 98 million euro budget, 
this research program is building on 
the synergies of chemists, public 
laboratories and manufacturers. Sidel, 
as a world leader in packages and 

Today, eco-friendly packages are 
among the market’s top priorities, a 
fact that creates a new wave for plastic’s 
popularity. In the industry, manufactu­
rers are turning to increasingly light­
weight packages. Compared to paper, 
glass or metal, plastic’s market share 
is rising steadily because plastic pack­

equipment for packaging liquid foods, 
will be contributing its expertise in 
processing materials and developing 
innovative plastic packages for foods. 
These include monomers and poly­
mers, which until now have been 
manufactured from petroleum. Creating 
these new possibilities will lead to new 
and renewable materials, a step for­
ward for both the food packaging 
market and the environment.

ages are lighter weight and require 
less energy to produce. Sidel gets a 
head-start on the competition by offer­
ing a wide portfolio of reduced bottle 
weight, new materials, energy saving 
technologies and improved produc­
tion performance.

17Sidel environment  _
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Combining total food safety 
with environmental thinking

18 _  Sidel product case

Sidel has put its expertise in preform contamination prevention to 
work on a technique to achieve better food safety for refrigerated 
products. The result is Predis, an innovative method of dry contamina­
tion prevention which is both economical and safe for the environment. 

An important advantage with the Pre­
dis system is the substantial savings 
it can make compared to traditional 
methods on the market today, saving 
both money and natural resources. 
Since it is a dry contamination pre­
vention system, no water and very little 
chemical products are required. With­
out a rinser, the process is also less 
complex with fewer mechanical parts, 
which helps to reduce maintenance 
and labour costs. In combination with 
the Sidel Combi, there is an overall five 
per cent energy saving compared to 

an in-line process. In all, fewer chemical 
products, less energy and using no 
water, Predis is a more environmentally 
friendly method for decontamination. 

A new technique for 
sensitive products

The preforms are decontaminated 
using hot hydrogen peroxide vapour. 
The process effectively stops recon­
tamination and guarantees a signifi­
cant reduction in microorganisms 
between the preform and the bottle, 
making it a highly hygienic method. 

The technique took several years 
to develop and this new industrial solu­
tion can be used for all types of sensitive 
products such as milk, liquid dairy pro­
ducts and fruit juices. With the Combi, 
a single operator station means that 
just one person is needed to super­
vise all of the production steps, mak­
ing it easy and reliable to use. It also 
requires less equipment and less space 
than a solution with a rinser.

Rising to the challenge 
in Croatia

In Croatia, Sidel has equipped the coun­
try’s leading dairy company Lura with 
the world’s first Combi equipped with 
the Predis decontamination system.

Driven by consumer demand for 
more health-oriented products, Lura 
has developed an entirely new line 
with probiotic yoghurt products, a sensi­
tive product range where hygiene and 
food safety is key. The company is 
also aiming to stay on top of their field 
in an increasingly competitive environ­
ment. More competitors are knocking at 
the gates with the prospect of Croatia 
joining the European Union in 2009. 

That is why Sidel’s Predis system 
appealed to Lura, combining a safe 
and economic choice with cutting-edge 
technology. Since 2006, they use Predis 
to package their BioAktiv probiotic 
yoghurt drink for the Croatian market, 
combining product quality with total 
food safety.



With the Combi, a single operator station 
means that just one person is needed to 

supervise all of the production steps, making 
it easy and reliable to use. It also requires less 

equipment and less space than a solution 
with a rinser.



www.sidel.com

Tetra Laval – Sustainability in every sense
On a daily basis the industry groups within Tetra Laval bring customer value in 

many dimensions. We integrate environmental matters into our operations and 

solutions, to us this is a natural part of industrial leadership.

We constantly evaluate the environmental performance of our business, by 

questioning every aspect of our current operations and solutions. Only then 

will we contribute to improved sustainability in every sense.
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Tetra Laval

Tetra Laval International S.A.

Case Postale 430

CH-1009 Pully, Switzerland

Tel +41 21 729 22 11

Fax +41 21 729 22 88

www.tetralaval.com

Tetra Pak International S.A.

Case Postale 430

CH-1009 Pully, Switzerland

Tel +41 21 729 21 11

Fax +41 21 729 22 44

www.tetrapak.com

DeLaval International AB

P.O. Box 39

SE-147 21 Tumba, Sweden

Tel +46 8 530 660 00

Fax +46 8 530 689 00

www.delaval.com

Sidel S.A.S.

1, rue mozart

F-92110 clichy-la-garenne, France

Tel +33 1 41 27 70 00

Fax +33 1 41 27 70 80

www.sidel.com




