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Old Bay seasoning returns to its classic tin packaging

US seasoning brand Old Bay, owned by 
McCormick, is returning to its roots 

by switching its packaging from plastic 
back to its original tin can format.

The seasoning, which has been on 
the market for more than 80 years 
and contains a blend of 18 herbs and 
spices, will again be sold in a metal 
tin. The packaging retains the brand’s 
established yellow colour scheme and 
blue-and-red branding.

Giovanna DiLegge, Vice President 

Marketing, US Consumer at McCormick 
& Company, said: “Old Bay is more 
than a seasoning; it’s a symbol of 
heritage, flavour and Baltimore 
pride. The return to tin is our way of 
honouring generations of fans who’ve 
made Old Bay a staple for decades.”

The company said the move reflects 
consumer interest in the brand’s 
original packaging format and follows 
sustained demand for the tin design.

Kraft Heinz names Steve Cahillane CEO

Global printing inks and coatings 
company INX International Ink 
Co has earned a Silver medal 
sustainability rating from EcoVadis.

“Attaining a 
Silver medal 
confirms 
that our 
management 
systems have 
matured and 
our evidence 
base is 

stronger,” said Peter Paul Obijaju, INX 
Director of ESG, noting the advancement 
from the Bronze rating received in 2025. 
“The next step is to maintain momentum 
and improve our targeted goals so we 
can move upward to the Gold standard.”

EcoVadis evaluates more than 100,000 
companies in 175+ countries across 200 
industry categories, assessing their 
environmental practices, labour and 
human rights, ethics and sustainable 
procurement. This year, INX made 
notable progress on several fronts, 

INX achieves silver medal sustainability status from EcoVadis
particularly in the Environmental 
category.

Obijaju explained: “The most notable 
improvement was achieved in the 
Environmental category, which 
increased by 21 points. This progress 
reflects the relentless environmental 
policy and product stewardship 
drive that has been fully integrated 
into our operations. It is led by 
the environmental team under the 
leadership of Kevin Cochran, our 
Director of Global Operational S&E.”

The Kraft Heinz Company has named 
Steve Cahillane as Chief Executive 
Officer, effective 1 January 2026, 
with Carlos Abrams-Rivera stepping 
down and serving as an advisor 
until 6 March to ensure a seamless 
leadership transition.

Cahillane will also join the Board of 
Directors and serve as CEO of Global 
Taste Elevation Co, following Kraft 
Heinz’s planned separation into two 
independent, publicly traded companies.

Cahillane brings a wealth of industry 
experience to Kraft Heinz, having most 
recently served as Chairman, President 
and CEO of Kellanova until its recent 
acquisition by Mars, Incorporated.

Cahillane said: “I am honoured to be 
joining Kraft Heinz as CEO at such a 
pivotal and exciting time. Like millions of 
people around the world, I have a deeply 
personal connection to the Kraft Heinz 
brands, dating back to my childhood. 
I’ve devoted my entire career to building 
brands, and the opportunity to do the 
same with Kraft Heinz’s iconic portfolio 
is a dream come true.”

As part of the leadership transition, 
John T Cahill, Vice Chair of Kraft 
Heinz’s Board, who previously served as 
CEO of Kraft prior to the combination 
with Heinz, will become Board Chair. 
Cahill will continue to lead the Board’s 
Separation Committee, which he has led 
since its formation earlier this year.

Miguel Patricio will continue to serve 
as a Board Member of Kraft Heinz. The 
Board will also initiate a global search 
for a CEO to lead North American 
Grocery Co.
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SBTi approves Trivium’s net-zero target

socialising 
trends.

“The £1.2m 
initial 
investment 
in 2020 
allowed us to 
expand our 
services and 
capabilities into canning, with capacity 
to produce 26 million cans per year 
in 150ml, 187ml, 200ml, 250ml and 
330ml formats. With more investment 
in the pipeline, our capacity and 
capability will increase even further in 
2026 and beyond.”

Trivium Packaging has announced 
that the Science Based Targets 
initiative (SBTi) has approved the 
company’s net‑zero target, confirming 
Trivium’s long-term greenhouse gas 
(GHG) reduction goals are consistent 

with a 1.5°C pathway and the global 
objective to reach net‑zero emissions 
by 2050 at the latest.

“SBTi approval gives our teams and 
partners confidence in our commitment 
to decarbonisation,” said Michael Mapes, 
Chief Executive Officer at Trivium 
Packaging. “We’ll continue to focus on 
sustainable sourcing, increasing our 
use of renewable electricity, prioritising 
eco-design, and minimising our energy 
consumption while enhancing efficiency. 
We’ll also be transparent about our 
progress every year.”

To achieve its net-zero target, Trivium’s 
execution remains focused on key 
levers: sustainable sourcing, increasing 
renewable electricity, prioritising eco-
design, minimising energy consumption 
and enhancing efficiency

Trivium reduced Scope 1 & 2 emissions 
by 31% since 2020. For Scope 3, it has 
reduced its emissions by 19% since 
2020. Trivium also retained EcoVadis 
Platinum and CDP A List recognition, 
further strengthening the foundation for 
its SBTi-approved pathway.

Kingsland Drinks supports Vinca canned wines’ expansion
UK-based independent drinks 
specialist Kingsland Drinks has 
announced a strategic partnership 
with canned wine brand Vinca to 
support its next phase of growth.

Vinca was launched four years ago by 
founders Zak Walters, Jack Green and 
Charlie Vass. Its range includes red, 
white and rosé wines in 187ml cans, 
plus sparkling options in 200ml cans.

Anticipating substantial growth in 
2025 and even greater expansion in 
2026, Vinca set out to find a partner 
with advanced machinery and the 
capacity to support its ambitious 

Ball acquires stake in European beverage can manufacturer 

trajectory. Having recently invested in 
a high-speed canning line, Kingsland 
Drinks offered the solution.

Eileen Hay, Contract Pack Business 
Account Manager at Kingsland Drinks, 
said: “Vinca has made its mark on the 
canned wine sector, and we’re thrilled 
to be on the growth journey with them 
as they enter the next phase of their 
expansion.

“In the last few years, we have invested 
heavily in our high-speed canning line 
at our production facility in Salford as 
we know this sector is ripe for growth, 
in line with consumer lifestyle and 

Ball Corporation 
has entered 
into definitive 
agreements to 
acquire a majority 
stake in Benepack’s 
beverage can 

manufacturing businesses in Europe, 
consisting of its two production 
facilities in Belgium and Hungary.

Under the terms of the agreements, Ball 
will acquire an 80% stake for a total 
estimated cost of approximately €184 

million – an attractive purchase price 
that reflects the strategic fit, geographic 
complementarity and high-quality 
footprint of the Benepack business. The 
remaining 20% interest will continue 
to be held by existing Benepack 
shareholders.

All required regulatory clearances 
have been received for the proposed 
acquisitions, and the transactions are 
expected to close in the first quarter of 
2026, subject to the satisfaction of the 
remaining customary closing conditions 

set forth in the purchase agreements.

Ron Lewis, Chief Executive Officer of 
Ball Corporation, said: “Benepack’s 
plants in Belgium and Hungary are well-
positioned to serve a growing base of 
beverage customers across Europe.

“This investment further optimises 
our European manufacturing network, 
supports long-term volume and EVA 
dollar growth with key customers and 
reinforces aluminium beverage cans as a 
sustainable, scalable packaging choice.”
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Introducing Georgia Forsdick: 
Sonoco’s toolmaker extraordinaire

In canmaking, you don’t often come 
across many female engineers. But 
they are there, shaping products, 
solving problems and quietly changing 
the face of manufacturing. One of 
them is 24-year-old Georgia Forsdick.

Georgia is a full-time toolmaker for 
global packaging company Sonoco. 
Her role involves crafting precision-
engineered components that keep 
high-speed metal packaging production 
running smoothly. She is steadily 
dismantling the idea that engineering 
is “not for girls”. Her message to other 
young women is: “Everything is within 
your grasp. If you’re willing to work for 
it, you can get it.”

Georgia joined Sonoco through an 
engineering apprenticeship after 
finishing college. She initially started at 
the Sutton Aerosol Manufacturing Plant 
in 2019 as a maintenance engineer, but 
just before Christmas 2022, was offered 
a role in the toolroom and transferred 
to the Mansfield Promotional Packaging 
site. “I’d worked with them for a week 
the previous summer and impressed 
them,” Georgia recalls. “I thought it 
would be something else I could learn, 
as well as maintenance.”

As with many young people, engineering 
wasn’t the default option at Georgia’s 
school, but it was always the thing 
that interested her most. She did a 
mechanical and electrical engineering 
course at college, but at the end of 
those two years, hit a major crossroads. 
Georgia explains: “Then came the 
decision: do I go to university and carry 
on with my education or do I apply for 
an apprenticeship? I did both. I got 
accepted to both.”

Unsure which way to go, she turned to 
her dad, who is also an engineer. “He 
talked me through all the benefits of an 
apprenticeship: gaining experience while 
learning. Then we looked at the positives 
of university. For me, the apprenticeship 
was better suited. I’m a lot more 
practical than I am a writer.”

Looking back, Georgia can see that her 
path into engineering started as a child. 

“I was always that kid who followed my 
dad around doing DIY, probably being 
more of a hindrance than a help,” she 
laughs. “I’d be asking loads of questions. 
Why? Why? Why? Very annoying, but he 
always answered me as best he could.”

That relentless questioning has never 
really gone away. Georgia continues: “I 
like to know how things work – why they 
work, how they fit, why they broke, how I 

Canmaking News spoke with Sonoco toolmaker Georgia Forsdick about her journey in metal 
packaging – from starting out as an apprentice to building a rewarding career in the industry

Georgia Forsdick

FEATURES
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can fix them. I’ve always enjoyed 
problem-solving, so engineering 
felt like a natural fit. Almost 
everything can be explained. My 
brain needs an answer.”

Even her childhood toys hinted 
at where she was headed. “When 
I was a child, I got a motorised 
Lego Ferris wheel kit for 
Christmas. My sister got makeup, 
but all I wanted to do was build 
my Ferris wheel. Honestly, my 
family supported me more than 
school did. They’re the reason I 
had the confidence to get into 
engineering.”

Georgia calls her dad her 
“number one fan”, explaining: 
“When I told him I wanted to 
be an engineer, I expected him 
to say it wasn’t girls’ work. But 
he said, ‘Great! What sort?’, 
and when I said I didn’t know, 
he explained civil, mechanical, 
electrical – all of it. He took me 
to all the open evenings and 
interviews.” Her mum is equally 
important – even if the technical 
detail goes over her head – and 
her sister and granddad have 
also been constant cheerleaders 
in the background.

At work, she points to Lee, 
her manager, and John, an 
experienced toolmaker, as key 
mentors. “They’ve taken me 
under their wings. Any question 
I’ve got, they answer. They’re 
teaching me the proper, precise 
ways of machining.” For Georgia, Sonoco stands out as 

an employer because of the support 
she receives – both professionally and 
personally. “They’re really supportive,” 
she says. “They actually care about you 
– not just whether the job is done. You’re 
not just a number.”

Regular one-to-ones with her manager 
focus on far more than the day-to-
day work. Each month, they discuss 
positives, challenges, any concerns and 
where she wants to progress within the 

company. Training and development 
play a big part in these conversations, 
and Georgia values the opportunities to 
attend courses that help her grow.

She is keenly aware that Sonoco took a 
risk when they first hired her. “They took 
a chance on me with no experience in 
engineering. They had nothing to go on 
except my college grades. But it worked 
out, and they’re still taking chances on 
me.”

FEATURES

I’d like to encourage more 
women to consider engineering 
and manufacturing. It’s a great 
career with variety, growth and 
real opportunities.
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You can’t sugarcoat the fact that 
engineering and manufacturing remain 
male-dominated industries, and Georgia 
hasn’t been immune to the challenges 
that can bring. “I bulldozed my way 
in,” she says frankly. “I’ve got a strong 
personality. I could stand up for myself 
and that earned respect. It has been 
challenging in my previous experiences. 
But at Sonoco, everyone has been so 
welcoming and supportive.”

So, what’s life like beyond the toolroom? 
Outside of work, Georgia describes 
herself as “two sides of a coin” – and her 
hobbies back that up. The drive home 
is her time to switch off with true-crime 
podcasts, while evenings often involve 
crafting. “I make sun catchers and do 

diamond art. I’m very girly – everything’s 
pink!” But she also loves cars. “My 
fiancé is a mechanic – he’s taught me 
everything I know. We work on our cars 
together, go to car shows and racing 
events… it’s probably quite nerdy, really.”

For now, Georgia is focused on 
mastering her manual craft, including 
a cylindrical grinder. But the future is 
digital, as well as manual. “I’m currently 
a manual machinist, working on all 
sorts of machines. We also have CNC 
machines. Eventually, I want to learn 
CNC (Computerised Numerical Control) 
where you write a programme and the 
machine carries it out,” she says. “One 
day, I wouldn’t mind being a toolroom 
manager. I enjoy being on the tools and 

probably will for the next 20 years. I 
know Sonoco will give me the skills I 
need when I’m ready.”

Her final words are aimed at the next 
generation of women considering their 
options: “I’d like to encourage more 
women to consider engineering and 
manufacturing. It’s a great career with 
variety, growth and real opportunities. 
And I wouldn’t want people to overlook 
apprenticeships – there’s so much value 
in them.”

Life in the toolroom, she adds, is shaped 
just as much by the people as by the 
work itself. “I have a good laugh with 
all my colleagues,” says Georgia. “At 
Christmas, for example, it’s always great 
fun to be out with them. It’s not always 
about work – there are real friendships 
too.”

If there was ever proof that engineering 
has room for women – and that 
canmaking can offer a fulfilling, future-
proof career – Georgia Forsdick is it. Her 
story with Sonoco is still being written, 
but it already stands as a powerful 
example of how apprenticeships, strong 
mentoring and the right culture can 
unlock potential.

Georgia and her dad 
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DRT Holdings’ push for precision, 
efficiency and strategic growth

In the hyper-competitive global 
beverage market, innovation that 
delivers a clear technical advantage 
and elevated performance is what 
sets manufacturers apart. At the 
heart of DRT Holdings’ competitive 
strategy is a small but mighty piece 
of engineering: the JCAT91RS tab, 
which establishes a new benchmark 
for material efficiency in commercial 
beverage packaging.

The impact is measurable. The 
JCAT91RS provides a 14% cost reduction 
over the JCAT91R, translating to roughly 
$240,000 in annual metal savings for a 
typical customer. Its optimised geometry 
also yields 150 additional tabs per 
pound, while outperforming competing 
commercial tabs with a 6-9% cost 
reduction.

So, where did the piece of technical 
innovation spring from? Under the 

strategic leadership of Larry Churchwell, 
the company’s technical superiority 
is being leveraged to solidify DRT’s 
position as a dominant force in can-end 
systems. Churchwell, who joined DRT in 
July 2022, is steering the Dayton-based 
pioneer of the “pop-top” easy-open 
end into a new era defined by technical 
efficiency and advanced material 
optimisation.

THE JCAT91RS ADVANTAGE: 
MAXIMUM EFFICIENCY
The cost efficiency of the JCAT91RS 
is the direct result of sustained R&D 
investment and advanced engineering. 
Its geometry has been precisely 
optimised to maintain full structural 
performance while reducing the 
metal required, delivering measurable 
savings through intelligent design – not 
compromise.

Churchwell views this innovation as the 
spearhead of DRT’s market approach. 
“The competitive edge in packaging 
today isn’t just about having the best 
equipment – it’s about delivering 
sustained value,” he explains. “The 
JCAT91RS currently offers the strongest 
tab economics on the market. We’ve 
launched it in the Middle East and 
Europe and are looking to expand 
further. It’s another product we’ve 
brought forward to drive efficiencies.”

This focus on material reduction is 
part of a wider industry trend, which 
Churchwell notes: “Much of the 
innovation that’s come through the 
industry focuses on lightweighting – 
whether it’s end designs, body stock or 
virtually any component.”

A PURPOSE-DRIVEN RETURN TO 
METAL
Churchwell, with over 25 years in 
packaging, emphasises that his move 
back into metal packaging was driven by 
an ethical consideration for the future. 
Having worked in plastics, he champions 
the circular economy of aluminium and 
steel.

He explains: “There was always an 
ethical dilemma for me working in 
plastics. With aluminium and steel, you 
have materials that can be recycled and 
turned back into another package with 
near-perfect efficiency. For me – and 
for my kids – I wanted to help leave the 
world better than I found it.”

This ethical consideration aligns 
perfectly with the biggest trend 
currently sweeping the sector. 
Brandon Rinehart takes up the case. 
“Sustainability is the defining force 
reshaping our industry. There’s a clear 
push toward solutions that enhance 

Larry Churchwell, President of the Metal Packaging Solutions and Precision divisions, and 
colleague Brandon Rinehart, Vice President Innovation, detailed DRT Holdings’ focus on 
efficiency, modernisation and expanding aluminium cans into new markets.

Larry Churchwell

Brandon Rinehart
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environmental responsibility and 
simplify recycling and recovery. Our 
work is centred on bringing forward 
technologies that create real advantages 
for manufacturers and consumers alike.”

INNOVATION BEYOND THE 
BEVERAGE CAN
While the Metal Packaging Solutions 
division, which houses the JCAT91RS 
tab, drives core revenues, Churchwell 
and his team are actively using their 
technical knowledge to push into 
new markets and support external 
innovators.

“We’re trying to encourage the metal 
packaging industry to grow even further 
beyond food and beverage into other 
spaces. So, when I say ‘do more’, that 
applies across many fronts for us,” says 
Churchwell.

A clear demonstration of this is the 
company’s partnership with Meadow, 
which is expanding the role of aluminium 
packaging into personal and home care 
sectors (soaps, lotions, shampoos).

“Meadow is extending the sustainability 
advantages of aluminium cans into 
personal care. Brandon’s team led the 
commercialisation engineering and 
helped build the strategic relationships 
to support it. The collaboration began 
in earnest about three years ago,” says 
Churchwell.

Brandon, who leads the engineering 
and innovation efforts, notes this is 
about growing the entire segment: “We 
want to enable the industry to continue 
expanding. There are emerging markets, 
like personal care, where aluminium 
cans can play a significant role.”

FOSTERING A CULTURE OF 
IDEATION
76-year-old DRT, which started as 
Dayton Reliable Tool, maintains a 
rich legacy of invention – a tradition 
Churchwell is committed to renewing 
through his leadership style.

“I never want to be the smartest person 
in the room. If you surround yourself 
with very smart people, it’s going to 
raise the level for everybody,” he says 
about his team approach.

Rinehart confirms the focus on 
unlocking talent internally, stating: “I’ve 
found that there is a ton of unlocked 
potential hidden away in folks’ minds. 
Providing a platform to express 
and develop those ideas has had a 
meaningful impact.”

This culture extends to talent 
development, with DRT actively 
supporting co-op and internship 
programmes, acknowledging the 
valuable, tight-knit nature of the 
industry: “It’s a big industry, but a 
small, close-knit community. I jumped 
at the chance to get back in because I 
think there’s a lot of good relationships 
and lifelong bonds that are formed in 
canmaking.”

With its roots in the “pop-top” end 
and its eyes fixed on next-generation 
lightweighting, DRT Holdings, under 
Larry Churchwell’s leadership, is 
perfectly positioned to leverage its 
technical history to dominate the future 
of global metal packaging.

FEATURES
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Believing in steel: From policy to 
practice in a circular economy

As EU packaging legislation evolves 
and scrutiny of green claims 
intensifies, Steel for Packaging 
Europe – the association of European 
producers of steel for packaging – says 
the time has come to tell a clearer, 
more confident story – starting with 
a simple message: believe in your 
material.

2026 is set to be a standout year 
for Steel for Packaging Europe as 
it celebrates its 40th anniversary. 
Many readers will be familiar with the 
association under its former name, 
APEAL, prior to its rebranding in mid-
2024. Four decades as the voice of the 
steel packaging industry in Europe is no 
mean feat, and an exciting programme 

of activities has recently been 
announced, including a new recycling 
status report, launching in April, to mark 
the milestone.

Since its founding in 1986, Steel for 
Packaging Europe has championed steel 
as a sustainable and resource-efficient 
packaging solution across a wide 
range of applications – from food cans 
and general line products to closures, 
personal care packaging and aerosols. 
This mission is now led by Steve Claus, 
the industry’s very own “Man of Steel”.

Steve joined the association in 2018 
as Sustainability Manager and in 2023, 
took up the role of Secretary General. 
With more than 25 years’ experience 

in Extended Producer 
Responsibility (EPR), as 
well as the collection, 
sorting and recycling 
of packaging waste 
and sustainability more 
broadly, he is uniquely 
positioned to represent 
the sector at a critical 
moment for European 
packaging policy.

According to Steve, the 
industry is entering a 
particularly interesting 
period. Speaking ahead 
of this year’s Aerosol and 
Dispensing Forum (ADF) 
in Paris, which takes place 
on 5 and 6 February as 
part of Paris Packaging 
Week, he explains that his 
presentation will focus 
on how steel aerosols 
fit within the evolving 
regulatory landscape.

To understand why, he says, it helps 
to look back. When Packaging and 
Packaging Waste Legislation (PPWR) 
first emerged in the 1990s, the emphasis 
was almost entirely on lightweighting. 
“At that time, nobody really considered 
end-of-life issues or recyclability, or the 
link between performance grades and 
recyclability,” he points out. “That only 
came in with the most recent piece of 
legislation.”

He adds: “What I want to convey during 
ADF is where steel aerosols currently 
stand in relation to the legislation. How 
do we fit within today’s sustainability 
framework for packaging and 
packaging waste? We are talking about 
recyclability, high-quality recycling 
and high recycling rates. All of that is 
important, but it’s not just about looking 
at today or the past. For me, what 
matters even more is looking to the 
future.”

Steve Claus, Secretary General of Steel for Packaging Europe (SfPE), discusses regulation, 
recycling and the future of steel

Steve Claus
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Steve believes that future policy 
will increasingly distinguish 
between packaging that is 
theoretically recyclable and 
packaging that is recycled in 
practice. “It’s not only about 
designing your packaging for 
recycling – what we call design 
for recycling or DfR,” he says. 
“From 2035 onwards, the 
concept of ‘recycled at scale’ 
also comes into play. There is no 
point in having packaging that is 
perfectly designed for recycling 
if, at the end of its life, it is not 
actually collected, sorted and 
sent through the recycling 
process. Both elements are 
essential.”

In parallel, he expects the market to 
move towards more visible performance 
signals. “What we will see towards 2030, 
2035 and 2038 is the introduction of 
packaging recyclability performance 
grades,” Steve explains, comparing 
them to familiar A-F labels used in other 
sectors, such as energy and nutrition. 
“If we reach a point where packaging 
carries a recyclability performance 
label, it becomes immediately clear to 
consumers. They can see, for example, 
that a pack with an ‘A’ grade is highly 
recyclable. That will be very powerful, 
and this system is coming.”

Steve points out that while the 
Packaging and Packaging Waste 

Regulation now provides the 
overarching framework, it is the 
secondary legislation that will ultimately 
determine how those rules are applied 
in practice. “A good example is the 
delegated act on design for recycling, 
which must be drafted by no later than 1 
January 2028,” he says.

Crucially, that delegated act will take 
account of existing industry standards. 
“The regulation explicitly refers to 
considering European Committee for 
Standardisation (CEN) standards,” Steve 
notes. “That means the work industry is 
doing now really matters.”

Rather than waiting for requirements to 
be imposed, Steel for Packaging Europe 
has taken an active role in shaping those 
standards. Steve is closely involved 
in CEN’s design-for-recycling work on 
material recovery and recyclability. He 
observes: “We volunteered for that role 
because, as steel packaging, we know we 
can set the bar very high.”

For steel aerosols, this represents a 
clear opportunity. Active participation 
in standards-setting allows the sector 
to demonstrate, with evidence, that 
steel packaging belongs in the highest 
recyclability performance categories. 

Beyond legislation, clear communication 
remains fundamental. “It’s about 
conveying clear messages, not 

FEATURES

I really believe in steel 
packaging. We just need to 
keep promoting it and make 
sure that everyone understands 
why steel packaging matters 
and why it is a cornerstone of 
the circular economy.

“
“

only to B2B audiences but also to 
consumers,” Steve asserts. “Steel 
packaging, including steel aerosols, is 
highly recyclable, but that’s not always 
understood. There are still assumptions 
that steel aerosols are difficult to 
recycle, and that simply isn’t true. 
There are no elements in a steel aerosol 
that hinder the recycling of the steel 
components, which represent more than 
80% of the total weight of the pack.”

From a technical standpoint, steel 
aerosols are well aligned with existing 
recycling systems. Steel can be easily 
collected, separated and recycled, 
often using simple magnetic sorting. 
In some cases, pre-processing is 
required, particularly as more plastics 
are accepted into recycling streams. 
Certain plastic components can become 
entangled with steel packaging, 
affecting the quality of bales sent to 
recyclers, which is why additional steps 
such as shredding are sometimes used.

As Steve explains, this highlights the 
need for continual optimisation across 
the entire value chain. “From collection 
and sorting through to pre-processing 
and high-quality recycling, ensuring 
a clean, non-contaminated stream 
reaching the recycler is essential,” he 
says. “We are in a strong position, but 

there is still room for improvement, and 

that improvement is closely linked to the 

work we are doing within CEN.”
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But is infrastructure alone enough? 

Steve argues it is not. Consumers must 

be put at the centre. Even the best 

collection and sorting systems will fall 

short if consumers do not do the right 

thing. Raising awareness around proper 

waste sorting is essential – not only at 

home, but also on the go. 

Around 40% of consumer spending 

takes place outside the home, 

underlining the importance of having 

appropriate recycling options in public 

spaces. “People need to know where to 

put their packaging, wherever they are,” 

Steve reinforces. That, in turn, requires 

municipalities to invest in simple, 

consistent systems, such as dual-bin 

approaches separating recyclables from 

residual waste.

Alongside consumer behaviour and 

infrastructure, Steve points to policy 

levers that can accelerate progress. In 

his view, EPR frameworks need to apply 

the net cost principle consistently – 

ensuring that each packaging material 

covers its own costs for collection, 

sorting and pre-processing for 

recycling. “If this principle were applied 

consistently, it would strongly support 

the message of steel being highly 

recyclable.”

He also argues that fee structures 

should do more than recover costs, 

explaining: “Through eco-modulation of 

EPR fees, highly recyclable packaging 

should be rewarded.” In practice, 

that means providing incentives for 

packaging that achieves the highest 

recyclability performance grades. 

FEATURES

“Give benefits to packaging that has a 

recyclability performance grade A or B, 

compared to C or D,” he adds.

Steve highlights several wider 

developments that will shape 

how packaging sustainability is 

communicated and understood in the 

years ahead. One is the digital product 

passport, which aims to improve 

traceability by making it easier to follow 

where materials go and what happens to 

them throughout their lifecycle. 

Labelling is another area under close 

scrutiny. “How sustainability information 

is presented on packaging will play a 

critical role in helping consumers make 

informed choices,” says Steve. “This 

links directly to the growing focus on 

green claims and the need to ensure 
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that such claims are meaningful rather 

than misleading. Simply stating that 

packaging is ‘100% recyclable’ means 

very little today – it’s essentially an 

empty claim.”

Steel for Packaging Europe has already 

been active in this space, publishing 

guidance on green claims and the 

importance of reporting real recycling. 

As Steve notes, this focus on credibility 

is fundamental to building trust with 

policymakers, brand owners and 

consumers alike.

Ultimately, Steve’s message to the 

industry is as much about confidence 

as it is about compliance. Over the past 

two decades, steel has sometimes been 

viewed as an old-fashioned packaging 

material, particularly as attention 

shifted towards lightweight formats. But 

weight alone, he argues, is a poor proxy 

for sustainability. “Steel is a permanent 

material,” says Steve. “You can replace 

MEET STEVE AT ADF
Steve’s session ‘Navigating PPWR, CEN Standards & the Future of 
Recyclability’ takes place on 5 February between 2.45pm and 15.10pm at the 
Aerosol & Dispensing Forum (ADF), part of Paris Packaging Week 2026

virgin material with recycled content 

without losing properties. You can use 

it again and again. That is what high-

quality recycling really means.” He 

points readers to the association’s 2022 

report, Why Steel Recycles Forever, for 

further insight. 

To fully realise steel’s advantage, 

however, we must continue to invest 

– not only in collection and sorting 

systems, but also in consumer 

awareness and clear, credible 

communication. Active engagement in 

shaping future regulation will also be 

critical. Steve concludes: “If we do that, 

we reinforce the message that steel 

packaging is not part of the past; it is 

very much part of its future.”

Steve’s enthusiasm for the steel 

packaging industry is unmistakable. “I 

genuinely love what I do,” he explains. 

“My work with Steel for Packaging 

Europe gives me energy. And while these 

are challenging times for the industry, 

I really believe in steel packaging. We 

just need to keep promoting it and make 

sure that everyone understands why 

steel packaging matters and why it is a 

cornerstone of the circular economy.”
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From materials and processing 
to quality assurance, the second 
edition of World Can Experience 
(WCE) covered the full spectrum of 
canmaking fundamentals. Hosted once 
again at Dubai’s Le Méridien Hotel & 
Conference Centre, the event brought 
together over 300 attendees from 
all five continents to connect, share 
knowledge and network from 21-23 
January 2026.

Building on the success of its inaugural 
edition last year, WCE exceeded 
expectations with a full programme of 
expert-led training sessions, supplier 
presentations and an exhibition. 
Designed as a practical, engineer-led 
forum, it tackled real-world production 
and quality challenges across both 
beverage and food can manufacturing.

WCE 2026 reached an outstanding 
attendance figure of 348 participants, 
which the team consider a remarkable 
achievement. The conference welcomed 
canmakers from all over the world, 
including the United States, Europe, the 
Middle East, Africa, China and India, as 
well as a strong international presence 
of suppliers. Out of the total attendance, 
213 participants were canmakers, while 
135 were suppliers, reflecting a healthy 
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Training and innovation at WCE

balance between both sides of the 
industry.

Fernando Fuentes, Director of WCE, 
revealed that WCE achieved a 25% 
growth compared to the previous 
edition. “This is particularly satisfying 
considering it was a year of uncertainty 
due to other industry events that could 
have impacted WCE’s second edition,” 
he noted. “Achieving this level of growth 

in such a challenging context makes us 
very proud and even more excited to 
start planning WCE 2027.”

For Fernando, 2026’s conference 
created genuine opportunities for 
networking and business connections. 
“What stood out most for me was the 
overall positive energy and feedback 
from our participants – both exhibitors 
and visitors,” he said. “Seeing the 
training sessions run smoothly, the 
supplier presentations spark meaningful 
conversations and the exhibition area 
bustling with canmakers was truly 
rewarding. I was particularly inspired 
by the Middle East and neighbouring 
countries’ engagement as this region 
has a very high potential for business 
generation in our sector.”

INSIDE THE TRAINING SESSIONS
Across three days, WCE delivered a 
focused, practical training programme 
aimed at production engineers, quality 
specialists and technical managers. 
Parallel streams for two-piece beverage 
cans and three-piece food cans ran 
throughout, allowing delegates to 
tailor their experience while ensuring 
balanced coverage across the sector.

Day 1 established the technical tone, 
with Bruce Jones of OEE Container 
Technology examining troubleshooting 
on high-speed aluminium canmaking 
lines, using real-world examples and 
structured problem-solving approaches. 
In the three-piece stream, Tjaart Schutte 
of Can Consult addressed common 
food-can defects, highlighting root 
cause analysis and corrective actions 
to improve consistency and quality 
compliance.

Afternoon sessions reinforced core 
fundamentals. Sabine Koeppe explored 
what makes a can and end fit for 
market, focusing on key qualification 
parameters, while Kyle Teasel provided 
a practical overview of three-piece 
canmaking, from tinplate printing 
through forming, welding and double 
seaming.

Training on Day 2 moved deeper into 
operational challenges, with sessions on 
metal spoilage reduction, weld integrity 
and defect prevention. Jones returned 
alongside John Jennings to examine 
spoilage control in two-piece lines, while 
Schutte focused on achieving reliable 
weld performance in three-piece cans. 
Later sessions addressed beverage 
compatibility, double seam inspection 
and quality assurance.

SUPPLIER PRESENTATIONS FOCUS 
ON TECHNOLOGY AND INNOVATION
Supplier presentations were interwoven 
throughout the programme, providing 
delegates with insight into the latest 
developments in equipment, materials 

World Can Experience 2026 united canmakers worldwide for three days of training, technical 
insight and networking in Dubai
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and market dynamics. A strong 
emphasis was placed on technologies 
that improve inspection accuracy, 
efficiency and sustainability.

Attendees heard from representatives 
from Antares Vision, VMI Group, 
Pneumofore, Henkel, Autorrema, JBT 
Marel, Koenig & Bauer, Metal Packaging 
Europe (MPE), CIE MST Chemicals 
Group, Saspack Ventures, Belvac, 
OEG, SSICA, Steelforce Packaging, 
Mundolatas and Artience.

Among the highlights on Day 1 was 
Antares Vision’s presentation on 
advancements in machine vision. Kevin 
Johnsen demonstrated how increasingly 
sophisticated inspection systems can 
deliver a competitive advantage for 
canmakers, showcasing solutions 
such as Cyclops, Genius, Orion G6 and 
DecoMatch, designed to enhance defect 
detection, decoration inspection and 
overall line performance.

VMI Group also drew strong interest with 
the introduction of its new-generation 
can washer. Johan Jonkman described 
the industry’s need for greater flexibility, 
efficiency and sustainability in washing 
operations, while Gijs Bekkers detailed 
the modular design of the VMI Can 
Washer 2.0, positioning it as a future-
ready solution capable of adapting to 
evolving production requirements.

On Day 2, Steelforce Packaging’s 
presentation provided a broader market 

perspective. Davide Podovani outlined 
how global capacity shifts, changing 
trade flows, protectionist measures 
and regulatory pressures are reshaping 
the steel-for-packaging landscape. 
His analysis highlighted particular 
implications for the Middle East, where 
supply dynamics and pricing are 
increasingly influenced by geopolitical 
and regulatory factors.

Together with contributions from 
coatings, chemicals and market 
intelligence specialists, the supplier 
sessions complemented the technical 
training by linking shopfloor challenges 
with wider industry trends 
and innovation priorities.

CONVERSATIONS 
CONTINUE AT THE 
EXHIBITION
Networking remained 
a core element of WCE 
Dubai, with the exhibition 
providing a central hub for 
discussion and relationship 
building. Taking place from 
3.30pm to 6.30pm on both 
Wednesday and Thursday, it 
created three-hour windows 
for focused yet informal 
engagement between 
canmakers and suppliers.

Canmaking News was present 
throughout the exhibition, welcoming 
readers, contributors and industry 
partners to its stand. Janis and Zoë 

used the opportunity to reconnect 
with long-standing contacts and meet 
new voices from emerging markets, 
while also promoting the Women in 
Canmaking Association (WICA), which 
attracted strong interest, both from 
women working across the industry and 
from companies keen to support and 
champion their female workforce.

The energy of the exhibition carried 
through into the evenings, with al 
fresco buffet dinners at the hotel and 
DJ entertainment providing a fitting 
backdrop for further networking. Our 
only complaint: Dubai proved chillier 
than expected!

LOOKING AHEAD TO WCE 2027
This year’s event was a resounding 
success, and Fernando has confirmed 
that WCE 2027 will definitely return to 
Dubai. “I believe Dubai is the perfect 
crossroads for the global canmaking 
community and the ideal stage to 
create an event with real international 
impact,” he explains. “While we haven’t 
announced the exact dates yet, we 
are aiming for late January or early 
February, and we’ll be revealing the 
details publicly in just a few weeks.”

According to Fernando, next year, 
participants can expect even more 
exciting features, innovations and 
improvements. “We are carefully 
refining the schedule to make every 

moment of WCE 2027 as impactful and 
valuable as possible, from networking 
opportunities to technical sessions 
and supplier presentations,” he says. 
“We can’t wait to welcome the global 
community again and make it our best 
edition yet!

FEATURES
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What metal packaging events can we look forward to in Q1 of 2026?

Q1 EVENTS FOCUS

Latamcan (Latin American 
Canmakers Conference)

For a deep dive into the Latin American canmaking market, 
Latamcan stands out as the go-to industry event. Scheduled for 
4-6 February at the Hilton Mexico City Reforma, the conference 
and exhibition returns to one of the region’s most vibrant capitals 
following record participation in Brazil in 2025. 

The Latamcan programme combines a full exhibition with a one-
day technical conference structured around parallel two-piece 
and three-piece canmaking sessions. Networking opportunities 
are built in through scheduled breaks and evening events. 

The exhibition opens on Wednesday afternoon, followed 
by a welcome dinner. Thursday’s buzzing agenda is led by 
supplier presentations addressing key production challenges 
and opportunities across beverage and food can operations. 
Companies presenting include Hyperion, CPM Packaging, 
Sacmi, HeatTek, Interlub, Wakol, Industrial Physics, IPS, Orbis 
Corporation, Belvac, Kestrel Vision, Actega, Intralox, Stolle, EKL 
Machine, Antares Vision and Prime Controls, among others. 
Topics span tooling, vision systems, lubrication, inspection, 
coatings, conveying, sustainability and digitalisation.

Thursday evening will feature the Latamcan Achievement 
Awards ceremony, recognising lifetime contributions to the Latin 
American metal packaging industry. Awards will be presented to 
two highly respected figures – Donaciano González Elizondo and 
Alberto Galván Rodríguez – recognising decades of leadership, 
technical contribution and industry development. This will be 
followed by Latamcan’s closing dinner and lively entertainment. 
The event concludes on Friday morning after a final networking 
breakfast.

WHEN: 4-6 FEBRUARY 2026
WHERE: THE HILTON MEXICO CITY REFORMA, 
MEXICO CITY, MEXICO
LEARN MORE: WWW.LATAMCAN.COM 

ADF Paris, part of Paris 
Packaging Week

ADF Paris 2026 is back from 5-6 February 2026 as a core part 
of Paris Packaging Week, reaffirming its position as the leading 
annual meeting point for the global aerosol and dispensing 
community. 

Organised by Easyfairs, ADF serves the €70 billion aerosol 
and dispensing market, bringing together brand owners, 
manufacturers, suppliers and designers from sectors including 
personal care, household, pharmaceutical, automotive and 
industrial applications. As the dedicated aerosol and dispensing 
exhibition within Paris Packaging Week, ADF will showcase 
the latest developments in spray systems, valves, actuators, 
dispensing mechanisms and innovative packaging formats. 
Visitors can expect a strong focus on technical performance, 
sustainability, materials innovation and production efficiency, 
reflecting the evolving priorities of the market.

The event takes place alongside the co-located PCD, PLD 
and Packaging Première shows, covering beauty, premium 
and luxury drinks and high-end packaging, to create Europe’s 
most comprehensive packaging festival under one roof. ADF’s 
Talks & Insights programme will feature senior speakers from 
leading global brands, including Unilever, L’Oréal and Henkel, 
sharing practical insights on innovation strategies, sustainability 
challenges and future market trends. Additional features include 
dedicated networking areas, discovery zones highlighting 
start-ups and emerging material and the Innovation Awards, 
recognising excellence in aerosol and dispensing technology.

With a strong international audience expected, ADF Paris offers 
a valuable platform for sourcing new solutions, benchmarking 
industry developments and building high-level business 
connections across the packaging value chain.
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EVENTS

WHEN: 5-6 FEBRUARY 2026
WHERE: PARIS EXPO PORTE DE VERSAILLES, PARIS, 
FRANCE
LEARN MORE: PARISPACKAGINGWEEK.COM/EN/ADF
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The industry reference centre

THE SUPPLIERS HUB

INX International
Metal Decorating Division, 10820 

Withers Cove Park Dr, Charlotte, NC, 
28278, USA

Tel: +1 704 372 2080

Email: inxmetal@inxintl.com

Fax: +1 704 414 6491

2PC METAL 
DECORATING INKS

INX International
Metal Decorating Division, 10820 

Withers Cove Park Dr, Charlotte, NC, 
28278, USA

Tel: +1 704 372 2080

Email: inxmetal@inxintl.com

Fax: +1 704 414 6491

3PC METAL 
DECORATING INKS

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

BEVERAGE END 
MAKING SYSTEMS

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 COMPLETE 
END-MAKING LINES

Roeslein & Associates Inc.
9200 Watson Road Suite 200, St Louis, 

MO 63126-1528, USA

 Tel: +1 (314) 729 0055

Fax: +1 (314) 729 0070

Email: sales@roeslein.com

 CONVEYING SYSTEMS

Roeslein & Associates Inc.
9200 Watson Road Suite 200, St Louis, 

MO 63126-1528, USA

 Tel: +1 (314) 729 0055

Fax: +1 (314) 729 0070

Email: sales@roeslein.com

 CAN LINE 
CONTROL SYSTEMS

PERM Machine & Tool Co., Inc.

Mail: P.O. Box 660, Ship: 9660 Industrial 
Drive, St. John, IN 46373-0660, USA

 Tel: 219-365-5000

Fax: 219-365-4847

Email: perm@permmachine.com

www.permmachine.com

CHAIN & WICKETS

PERM Machine & Tool Co., Inc.

Mail: P.O. Box 660, Ship: 9660 Industrial 
Drive, St. John, IN 46373-0660, USA

 Tel: 219-365-5000

Fax: 219-365-4847

Email: perm@permmachine.com

www.permmachine.com

 COATER REBUILDS

PERM Machine & Tool Co., Inc.

Mail: P.O. Box 660, Ship: 9660 Industrial 
Drive, St. John, IN 46373-0660, USA

 Tel: 219-365-5000

Fax: 219-365-4847

Email: perm@permmachine.com

www.permmachine.com

 COATER PARTS
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THE SUPPLIERS HUB

Finzer Roller Florida
733 Kraft Road, Lakeland, FL 33815

 Tel: 863-682-2444

Email: sales@finzerroller.com

Web: www.finzerroller.com

INKER ROLLERS

Roeslein & Associates Inc.
9200 Watson Road Suite 200, St Louis, 

MO 63126-1528, USA

 Tel: +1 (314) 729 0055

Fax: +1 (314) 729 0070

Email: sales@roeslein.com

 ENGINEERING & 
INSTALLATION SERVICES

Antares Vision Group
2020 Vision Lane, Cuyahoga Falls, 

OH 44223

 Tel: +1-216-926-2222

Email: sales@appliedvision.com

Web: www.antaresvisiongroup.com

INSPECTION SYSTEMS

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 EASY OPEN END 
MANUFACTURING SYSTEMS

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 END & TAB 
CONVERSION TOOLING

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 END TEST EQUIPMENT

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 ENGINEERING &
INSTALLATION SERVICES

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 INSPECTION SYSTEMS

Belvac Production Machinery Inc.

237 Graves Mill Road Lynchburg, 
VA 24502-4203 USA

 Tel: +1 434 239 0358

Fax: +1 434 239 1964

Email: info@belvac.com

Web: www.belvac.com

 INTEGRATION SERVICES
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Roeslein & Associates Inc.
9200 Watson Road Suite 200, St Louis, 

MO 63126-1528, USA

 Tel: +1 (314) 729 0055

Fax: +1 (314) 729 0070

Email: sales@roeslein.com

SYSTEM INTEGRATION

PERM Machine & Tool Co., Inc.

Mail: P.O. Box 660, Ship: 9660 Industrial 
Drive, St. John, IN 46373-0660, USA

 Tel: 219-365-5000

Fax: 219-365-4847

Email: perm@permmachine.com

www.permmachine.com

OVEN SERVICES

GET IN TOUCH TO BOOK 
YOUR EXCLUSIVE METPACK 

SUPPLIERS HUB LISTING
Roeslein & Associates Inc.

9200 Watson Road Suite 200, St Louis, 
MO 63126-1528, USA

 Tel: +1 (314) 729 0055

Fax: +1 (314) 729 0070

Email: sales@roeslein.com

 PRODUCTION EQUIPMENT

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 SCORES & EMBOSSING 
TOOLING

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

 SENSORS & CONTROLS

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

SHELL TOOLING

DRT HOLDINGS
618 Greenmount Blvd. Dayton, OH 

45419 USA

Tel: 937-298-7391

Email: larry.clerkwell@drtusa.com

Web: mp.drtholdingsllc.com

REFURBISHED EQUIPMENT

INX International
Metal Decorating Division, 10820 

Withers Cove Park Dr, Charlotte, NC, 
28278, USA

Tel: +1 704 372 2080

Email: inxmetal@inxintl.com

Fax: +1 704 414 6491

SPECIAL EFFECTS INKS 
AND COATINGS

PERM Machine & Tool Co., Inc.

Mail: P.O. Box 660, Ship: 9660 Industrial 
Drive, St. John, IN 46373-0660, USA

 Tel: 219-365-5000

Fax: 219-365-4847

Email: perm@permmachine.com

www.permmachine.com

OVEN PARTS

Belvac Production Machinery Inc.

237 Graves Mill Road Lynchburg, 
VA 24502-4203 USA

 Tel: +1 434 239 0358

Fax: +1 434 239 1964

Email: info@belvac.com

Web: www.belvac.com

PRODUCTION EQUIPMENT 
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COATINGS THAT 
GUARD YOUR GOALS

Elevate your game with Sherwin-Williams. Our innovative 
valPure® V70 coatings keep your products at their best. 

© 2025 The Sherwin-Williams Company

Discover how valPure® V70 
keeps you winning.

packaging.sherwin.com
Contact us


