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Those who show their colours benefit in many respects: 
employer branding is not only effective in attracting 
employees. It also increases employee identification with 
the company.



Ball Packaging Europe takes the “Europe” in its name literally. Concepts  

for cross-border cooperation were required following the reorganisation 

from a regional to functional corporate structure in 2003. In order to benefit  

from every employee’s expertise and to offer optimal career opportunities,  

Ball finds individual solutions for “commuters”. 

European corporate culture 
creates efficiency

INSIDE

Ball Packaging Europe regards itself as a multinational 

company with an overt and performance-related cor-

porate culture. That makes it possible and necessary 

to deploy qualified staff from the national companies at 

other locations – and at the same time to ensure a mini-

mal burden on families as far as possible. The hurdles 

which have to be overcome are just as varied as the op-

portunities which accrue for the company as a whole. ¬

Commuters commute at a high level

Commuters are nothing out of the ordinary. At Ball, 

however, the distance to be travelled between the place 

where an employee lives and a workplace in the head-

quarters in Ratingen, Germany, or the Technical Centre 

in Bonn, Germany, can amount to several hundred kilo- 

metres. In contrast to temporary employment abroad  

for a specific period, the term commuter relates here 

to long-term employment in the international manage-

ment team. Klaus Steingass, Vice President Human 

Resources, knows that the individual solutions are tech-

nically complicated: “First the different salary levels have 

to be orchestrated, and then there is social insurance  

to be considered and tax obligations to be handled.” ¬

Diversity increases the expertise

The large amount of administrative work is offset by the 

disproportionately greater positive effects. Werner Ter-

horst, Human Resources Manager at Ball responsible 

for personal development, regards the international 

expertise transfer as a definite gain. “At Ball, we at-

tempt to reconcile family and career across borders 

and at the same time want to optimise our efficiency 

and ability to develop innovations”, says Terhorst, 

referring to the successful synergy effects. For in-

stance, for the “resealable can” project the expertise 

of various employees was combined in an international 

team to successfully develop the innovation to market 

maturity. “Apart from creating a better understanding 

in international day-to-day business, prejudices are 

also removed, cultural knowledge exchanged and the 

‘we-feeling’ strengthened”, says Terhorst, pointing to 

the gain through variety. ¬

Commitment and incentive all in one

Alongside all the soft factors, the economic calcula-

tion naturally also counts: “It is definitely not possible 

to purchase the specific expertise which we have de-

veloped in the different countries in the form of new 

employees”, explains Klaus Steingass. The success of 

the programme shows that he is right: within four years 

the number of commuters has increased from 10 to 50.  

It is clear that such employee commitment programmes 

also act as an incentive mechanism to attract top 

managers externally. And both naturally strengthen  

the competitiveness of the entire Ball company. //
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Constantly on the go: Ball Packaging Europe benefits 
from the expertise of its globally active management team, 
not least when it comes to innovations.



Every drinks can you  
recycle could be a new  
one in just six weeks!
You know recycling makes sense - it saves energy and 
natural resources and cuts emissions. Recycle your drinks 
can and it could soon be back on sale as another can.  
All drink cans are 100% recyclable - make yours count today!

Use this space to tell people where their  
nearest recycling point is and the name and contact  

details of their recycling champion

For more information visit  
everycancounts.co.uk

Insert your company  
logo here
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you
drink
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The United Kingdom is the largest can sales market in Europe with 

around 8.5 billion filled beverage cans per annum. Thus the largest 

 volume of cans should also be recycled here. Indeed, the UK did meet 

the EU-wide metals recycling rate of 50%, but that is not enough 

for the beverage can industry. It is trying to improve recycling habits 

through the initiative “Every Can Counts”.

Pro-active campaign promotes 
recycling

sUstaInaBILItY



From a can

to  a can in

just six weeks!

Your empty drink can  
is 100% recyclable –  
make yours count today!
You know recycling makes sense - it saves energy  
and natural resources and cuts emissions.  

Recycle your drinks can and it could soon be back  
on sale as another can. All drink cans are 100% 
recyclable - make yours count today!

For more information visit  
everycancounts.co.uk

Insert your company  
logo here
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Two fundamental assumptions form the basis of the 

campaign. “On the one hand, recycling is a purely 

habitual behaviour. That means one needs to look at 

consumption habits in order to change anything. On the 

other hand, in the United Kingdom, more than 30% of 

all beverages in cans are consumed away from home”, 

explains Norman Lett, European Recycling Manager at 

Ball Packaging Europe. On the basis of this knowledge, 

the “Every Can Counts” campaign was launched in 

September 2008 to comply with the recycling offensive 

supported by the British Ministry for Farming and the 

Environment. The project was initiated by Norman Lett 

in cooperation with alupro, the Aluminium Packaging 

Recycling Organisation, which Lett is involved in along-

side his commitment at Ball, UK can makers and at the 

Beverage Can Makers Europe association BCME, who 

are the principal funders. The campaign is also being 

supported by the non-profit organisation WRAP (Waste 

& Resources Action Programme) which is funded by the 

government and by the British Minister for Farming and 

the Environment, Jane Kennedy. ¬

Enlightenment is the first step

True to the motto, the initiative “Every Can Counts” 

focuses primarily on creating awareness for the can as 

a resource product, one which is both easily and totally 

recyclable. Therefore attention-raising and informative 

communication and advertising are a mainstay of the 

campaign. The intention is to persuade both compa-

nies and individuals to set a good example at their 

workplaces, at schools or at university by providing the 

means to recycle. Anyone wishing to participate in the 

recycling campaign can order the eye-catching green 

can cardboard collection boxes and other information 

and advertising material via the campaign website 

(www.everycancounts.co.uk). The arguments cited in 

the campaign are clear: companies can make a definite 

commitment to sustainability and reduce the costs 

which would otherwise be incurred for the disposal of 

the greater quantity of waste. In addition, they can meet 

the most recent directives which instruct companies  

to pre-treat waste. In so doing, companies also take  

the first step towards complying with the standard  

ISO 14001, demonstrating that they have a lesser impact 

on the environment. ¬

Recycling thrives on participation

The message and the arguments obviously achieve 

their aim: well-known British companies such as 

Honda, the energy service provider Centrica and the 

large supermarket chains Waitrose, Asda and Tesco 

are participating in the “Every Can Counts” pro-

gramme. After so short a period, this can be regarded 

as tangible success. In the next edition of Can Courier, 

there will be a report about so-called “Kerbside 

Collection”, a project to increase the recycling quota 

initiated by Norman Lett in collaboration with the UK 

local and national waste authorities. //

Left_ Eye-catching collection boxes –  

highly attractive advertising material. 

Right_ The campaign message has  

proved effective within a very short time. 



Direct communication for targeted improvement: in  regularly 
held customer surveys, Ball Packaging Europe resolves expect-
ations in respect of quality, service, performance,  innovation 
and customer relationship management.
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Regular customer surveys are part of our Customer Relationship 

Management and help increase our customers’ satisfaction –  

by identifying their wishes and needs and initiating improvements. 

This year, Ball Packaging Europe is carrying out another survey, 

although on a limited scale. 

What you want
INSIDE

At regular intervals, Ball Packaging Europe carries out a 

satisfaction analysis among the largest possible num-

ber of customers throughout Europe. The results are 

evaluated, and on this basis action plans are developed 

to optimise our products, processes and services. This 

year, we are carrying out a further analysis – but this is 

an intermediate survey, in which only a limited number 

of Ball Packaging Europe’s international customers  

will take part. It is merely preliminary to the regular cus-

tomer survey and will not replace it. ¬

Ball Packaging Europe has changed the form in order 

to obtain a more individual spectrum and be able to 

work even more intensively on the implementation 

of improvement measures. We want to scrutinise the 

way in which we carry out our customer satisfaction 

analyses to obtain the most useful data possible with  

a minimum of time and effort for you, our customers, 

in future. ¬

What is also new about this year’s survey is that it will 

not be anonymous, but – provided that the respondent 

consents – will identify the customer by name. We can 

then ask directly about potential for improvement and 

react quickly to wishes by passing on the information 

straight to the appropriate persons, who can then 

develop tailored solutions on the basis of their previous 

knowledge. Moreover, our commitment to implement 

improvement measures as quickly and as well as pos-

sible is enhanced through the personalised survey. ¬

The survey itself is a first step towards even better cus-

tomer orientation. The interview is noticeably shorter 

than the regular customer survey and will last only 

ten minutes at the most. It can take place by phone or 

Internet and as usual, to facilitate communication, will be 

conducted in the native language of the respondent. ¬

Tell us what you need

What are your expectations regarding quality, service, 

performance, innovation and customer relationship 

management? Help us to meet them even better. 

Thanks in advance to everyone who takes the time 

to answer the questions. The more we know about 

our customers, the better the position Ball Packaging 

Europe will be in to meet your requirements. //



“13.5% free”, “25% more beer”, 150 ml “Fun Size Cans” or the 

100-calorie can: since the EU has deregulated the specifications for 

packaging sizes, new marketing opportunities for beverage cans 

have emerged. It is now time to take advantage of these working 

jointly with the beverage producers. 

More turnover in special sizes
Can Market
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In the year 2006, the European Commission adopted  

a resolution to harmonise the packaging size ordin

ance. Throughout Europe, this has created new com-

petitive opportunities for one-way containers vis-à-vis 

refillables. This is evident in the German market, for 

instance, where the new regulations came into force 

on 1 April 2009. Ball Packaging Europe has carefully 

studied the market and consumer habits in order to 

develop new beverage can concepts. ¬

End consumers do not think in prices per litre

Ultimate aim is to enable consumers in the super

market to distinguish quantity and price advantages. 

That is the only way to highlight a lower price per litre 

for 500 ml cans in 6-packs compared to 330 ml bottles 

in 6-packs. The new packaging sizes which quickly 

catch the eye are ideal in this situation. Messages such 

as “13.5% free” or “25% more beer” then have a chance  

to positively influence purchasing decisions. ¬

Larger cans for longer enjoyment

Based on this principle, Ball Packaging Europe has 

developed various marketing concepts for new can 

sizes with promising sales prospects:

_�568 ml individual cans – with “13.5% free” or “13.5% 

more beer” (compared to half-litre containers) printed 

in colour 

_�6-packs with 568 ml cans with hi-cone sales packaging 

(can remains visible)

_�6-packs with 440 ml cans: “33% more content”  

(compared to 6-packs with 330 ml containers)

_�6-packs with 568 ml beer cans: “13.5% more content” 

(compared to half-litre 6-packs)

_�6-packs with 375 ml soft drinks cans: “13.5% more 

contents” (compared to standard 6-packs with 330 ml 

containers) ¬

As a general rule, the greater the capacity of the can, 

the more surface area is available to place the relevant 

messages, and the clearer the message is for the con-

sumer. More contents also mean better sales potential. 

The volume effect is even greater in the case of 6-packs 

or the 24 can multipack-carton where the “added value” 

is highlighted by the size. ¬

Small can – or fewer calories

150 ml “Fun Size Cans” are already proving success-

ful in France, The Netherlands and Belgium. This idea 

serves the trend towards portion containers. These 

are ideal for that little treat in between times or for 

children. The 100-calorie can also highlights new oc-

casions to consume health and low-calorie products. 

The message: “With the contents of this can, you 

only consume 100 calories” is not only well received 

by nutrition-conscious consumers. It is a real help to 

shoppers when making a decision. ¬

More information?

As one of the leading beverage can makers, Ball ac-

tively develops innovative marketing concepts. Now 

it is up to the industry and retail sector to support the 

new concepts in order to assess success potential  

in trial markets. Information on marketable concepts is 

available upon request. //



If one has already led the way, then it is easier for others 
to follow: the Hillary-Project at Ball Packaging Europe 
provides a greater overview and more customer comfort – 
a pioneering achievement with which we hope to attain new 
heights in service and customer focus!
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Sir Edmund Hillary was the first person to conquer Mount Everest. 

At Ball Packaging Europe, a project which will bring more transparency 

and efficiency to the corporate information processes has now been 

named after him. A pioneering achievement to serve our customers – 

because they benefit through an even better service, more transparency 

and increased efficiency. 

The peak of transparency
InsIde

On the path to the peak of transparency, those involved 

in the Hillary Project have now reached crucial mile-

stones in two sub-sections of the overall project. ¬

One base for each customer

The first sub-section is based on the idea of “One Face 

to the Customer” – customers should wherever pos-

sible only have one contact partner. Many customers 

are supplied with beverage cans and can ends from 

various different plants situated in different countries 

and language regions. In order to increase convenience 

for our customers and to make it easier for them to 

work with us, Ball Packaging Europe will now provide 

not only sales activities but also many other services 

from one and the same site as far as possible. These 

services include, for instance, the placing of orders 

and  billing. That means: each customer will only have 

to deal with one contact person at Ball irrespective 

of which Ball plants in the various countries actually 

 supply the cans. ¬

Naturally, we will remain flexible and international when it 

comes to where the cans and can ends are produced – 

because “a Ball can is a Ball can” i.e. each Ball can is 

absolutely of the same high quality, irrespective of where 

BPE produces it. ¬

Whereas this concept relates to customer friendliness 

and transparency outside the company, the second 

sub-section of the Hillary Project ensures more clarity 

and quality assurance at Ball Packaging Europe itself. ¬

More transparency in financial reporting

In future it will be possible to analyse the financial data 

from two different aspects and integrate them in the 

existing information system. “We are now in a position 

to make all value streams relating to production and 

customers available automatically with a virtually uni-

form structure”, explains Dirk Schönberger, Senior Dir-

ector Strategic Initiatives, who is heading the project. 

This is an important basis for Ball Packaging Europe, 

to enable it to retain its market position and also to 

continue to be a quick, competent and reliable partner 

for its customers. ¬

“Thanks to this project we have been able to structure 

the financial reporting system clearly and have adapted 

it to the challenges of the future”, says Dirk Schön-

berger. “It’s a crucial advantage in a growing company. 

It helps us to manage our processes effectively.” //


