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No end of openings

years wrestled with the challenge of
developing an end that enables a bev-
erage can to be resealed.

The range of designs seen by The Can-
maker is legion, but only one has passed the
commercial winning post: Ball Packaging
Europe’s BRE (Ball Resealable End) which
was first used by Coca-Cola in 2008 for its
Burn energy drink.

The BRE's design provided encourage-
ment for other developers to evolve what
they think are better versions, the most
recent of which is being marketed by Ger-
man company Can2Close, based in Munich.
The design is still in commercial testing,
having won a silver award in the Prototypes
category at The Canmaker’s Cans of the
Year Awards in 2012.

Can2Close’s recloseable end consists of
injection-moulded polypropylene compo-
nents and a sealing ring. The end is opened
when the consumer breaks a tamper-evi-
dent seal on first use of the can by rotating a
plastics tab that sits on top of a cylindrical
base.

Once the tab has been set to the open
position, the whole plastics mechanism is
pushed back into the can, leaving a large,
30mm-wide drinking aperture. To reseal the
can, the plastics tab is rotated back to the
starting position bringing the cylindrical
base back into profile.

Andreas Kleiner, chief executive at
Can2Close, says the benefits of the end are
numerous. “I really believe that this solution
offers something new and different, with
key advantages over existing products on
the market,” he confirms. One key differ-
ence he highlighted is the direct opening
into the can — no plastic parts touch the
mouth, obstruct the flow of the beverage or
block the use of a straw.

With a background in start-up and devel-
opment companies, Kleiner additionally has
experience in the recloseable can market,
having worked as head of operations at
Xolution — also based in Munich —in 2008-
2009.

His latest venture in this segment start-
ed in 2010, when Kleiner began working
with Christian Schandl, a private inventor,
who had devised a recloseable can end made
entirely from aluminium.

“We made an extensive business plan,
looking at the other solutions available and
how we could exploit what we perceive to be
a gap in the market,” he says.

The main competition comes from
Xolution’s latest XO can end, earlier ver-
sions of which have been featured in The
Canmaker and is set for a commercial
launch this year, and Ball’s BRE.

BRE is currently being used by energy
drink brands including Relentless and Mon-

ster, with production at injection-moulding

P ackaging designers have for many
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sub-contractor Foboha at Haslach in Ger-
many currently about 130 million units per
year.

“Can2Close is very easy to use,
and is based on a straightforward
design,” argues Kleiner. “It has a
lower profile than existing
solutions, making it compat-
ible with existing filling
and seaming equipment,
without any need for line
modifications.

“This saves filling com-
panies downtime and
costs, which is very impor-
tant, especially for medi-
um- and small-sized
beverage manufacturers.
The low profile additionally
makes the end more stack-
able.”

The large aperture is said to
allow easy drinking — directly or with
a straw — as well as being suited for use
with beer and wine products, where aroma
is a key selling point for the consumer.

“The large opening directly under the
nose allows much more aroma to be smelled
during drinking. This increases the per-
ception of flavour, which is especially impor-
tant for drinks such as beer,” notes Kleiner

After securing initial investment for the
company, Kleiner began refining the prod-
uct with its inventor and a third-party
design agency. “For our fist step we took the
decision to test the closure in polypropylene
(PP), rather than aluminium,” he explains.

“By switching the material to PP, we are
able to offer improved branding by using dif-
ferent colours of plastics, and increase mar-
keting differentiation. Usability for the
consumer has also been improved.”

Noting the success of Ball's BRE, Klein-
er says that the initial target for Can2Close
is to produce hundreds of millions of units
annually within the next few years.

The company is currently working
with injection moulding and industrial
automation specialists to make the closure,
and in various stages of discussions with
brand owners and potential investors.

“At present we are in the development
process,” says Kleiner, “working with a
number of industrial partners. I prefer to

A number of resealable can ends
have been developed over the
years. Tom Woerndl looks at what
the latest one has to offer

make a conservative estimate on how long
it might take before the closure is applied
commercially, because the necessary testing
and approval procedures take quite a lot of
time with big companies.”

Among these discussions, Kleiner has
been in contact with major canmakers and
has also had discussions with internation-
al soft drink brands. “The feedback we have
had from the drinks industry has been very
positive,” he confirms.

Can2Close is compatible with all can
ends — 200, 202, 206 and 209 — and filling
line speeds of up to 1,800 cans per minute,
withstanding processing pressures of up to
8bar.

“We see the main market as 50cl cans, as
there is much more need for recloseability
with this size,” says Kleiner. “As for prod-
ucts, the possibilities are endless, but we
envisage a strong market for products like
energy drinks, carbonated soft drinks
(CSDs), beer and mixed alcoholic bever-
ages.”

More information from Can2Close,
Moehlstrasse 34, Munich 81675, Germanyy.
Tel: 49 89 4161 77860. Fax: 49 89 4161
77862. Web: www.can2close.com ®@®
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