
European tube industry holding its course:

GROWTH DESPITE 
STORMY CONDITIONS
The environment may have been difficult but the Eu-
ropean tube industry maintained its course of growth 
again in 2014. The member companies of etma, the 
European tube manufacturers association, report 
growth in annual production to 10.5 billion tubes. And 
this was despite flagging economies in the south of the 
continent and the politically and economically ex-
plosive situation in the Ukraine and Russia. “The fact 
that we again achieved growth of almost two per cent 
under such difficult conditions is more than a respect-
able result and makes me 
feel very optimistic about 
the future development of 
the European tube industry,” 
is the positive balance drawn 
by etma Secretary General, 
Gregor Spengler.

continued on page 2

THE COMMUNICATIVE  
VALUE OF PACKAGING
A new study has investigated the value of packaging as a 
mean of communication. The result: packaging achieves 
billions of touchpoints with consumers that add up to an 
equivalent media value of several hundred million euros 
in Germany alone.

More about the study on page 11

EXCLUSIVE INTERVIEW
Tubes & Trends spoke to Dominic Bakic about 
current trends in fast-moving consumer goods 
(FMCG), about packaging in general and of 
course about the design of tubes in particular.
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The annual production of etma’s member companies 
accounts for about 80 per cent of all tube production in 
Europe. Aluminium tubes are responsible for about 40 per 
cent of total production, followed by laminate and plastic 
tubes each with a market share of about 30 per cent. To a 
large extent these figures have been stable for years, even 
though the growth in laminate tubes was somewhat more 
pronounced in 2014.

The apportionment of tube production to the individual 
market segments also remained almost unchanged in 
2014. Just under 45 per cent of all tubes produced find use 
in the cosmetics market, followed by a 20 per cent market 
share each for the pharmaceutical and dental care sectors. 
Industrial products and household uses together total 
about five per cent; the food sector recorded slightly above 
average gains and now has a market share of some ten per 
cent. “In particular the market for the tube as packaging 
for foodstuffs is far from exhausted thanks to outstanding 
properties such as excellent barrier properties, the highest 
hygiene standards, ease of handling, good resealability, op-
timal product safety and numerous convenience aspects,” 
says Spengler with conviction.

Although the European tube industry has mastered 
all of the challenges it has had to face in recent years with 
flying colours and shown an overall stable upward trend, 
Dr Monika Kopra-Schäfer, etma President, is cautious about 
future developments: “Our member companies’ innovative 

capability and flexibility, which they have demonstrated 
impressively during difficult times in recent years, make me 
optimistic for the future as a whole. But despite all this con-
fidence, the weakness of the euro and the fact that national 
economies in Europe are continuing to flag conceal consid-
erable risks.”

The etma member companies can only benefit to a lim-
ited extent from the weakness of the euro in their export 
business because the lion’s share of their production stays 
in Europe. However, the strong dollar makes all feedstock 
and materials priced in US dollars more expensive. This 
could lead to further intensification of cost pressures in the 
tube industry.

As Dr Monika Kopra-Schäfer explains, the industry is 
already under enormous pressure because of ever shorter 
delivery times and ever smaller batch sizes: “This develop-
ment has been going on for years. The tendency of clients 
to keep virtually no stocks at all with the resultant just-in-
time production, coupled with smaller quantities being or-
dered and extremely short ordering cycles require constant 
optimisation of production and logistics along the whole 
process chain.”

Despite this, etma also sees good opportunities for the 
tube industry in future. Gregor Spengler is optimistic: “The 
trend in packaging is to ever higher grade designs and ever 
more demanding closures and dispenser systems. Tubes 
are the optimal form of packaging and with their expertise 
our member companies are the ideal partners for their 
clients. Fertile dialogue and creative interplay is resulting 
in new innovative products that delight the consumer and 
open up new market potential.”

A FANTASTIC RANGE OF SPLENDID METALLIC EFFECTS
The new plastic barrier laminate (PBL) tubes from Albéa have a web structure 
with multiple metallic effects and bounce back properties similar to conven-
tional plastic tubes. This innovation lets the tube return to its original shape 
once any pressure has been let up, while benefiting from a metallic effect.

The tube is being marketed under the 
name Reflexion. It offers a broad range 
of unusual metallic effects. It is pos-
sible to have ultra-gloss, mirror effect, 
metallic decoration or satin metallic 
gloss, brushed aluminium effect or a 
hot-stamped effect by reverse print-
ing. The tubes can be printed in eight 
colours by flexography, silk screening 
and hot stamping. Metallic effects 
can also be combined with photore-
alistic, gradated, matt and gloss and 
other effects to stand out even more. 
In addition, thanks to a new seaming 
process and 360° printing, the side 
seam is virtually invisible and almost 
imperceptible to the touch.

ReflexionTM tubes are now avail-
able with a 50 mm diameter for 100-
300 ml volumes. Tubes can be fitted 
with screw caps or flip tops in matt 
or gloss and coloured or uncoloured 
versions.
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Dominic Bakic is CEO of DieterBakicDesign and DieterBa-
kicEnterprises. The core competence of DieterBakicDe-
sign is product and communications design. Its commu-
nications design activities include taking care of brand 
strategy, packaging design and communications for 
well-known companies throughout Europe. With regards 
product design, it carries out the conceptual design of 
functionally demanding components, such as functional 
closures, pumps or electronic care equipment, in addi-

Spanish tubemaker Witte y Solá has designed and intro-
duced a new aluminium tube for a new hair care product 
from Kin Cosmetics. It had looked for a solution that pro-
tected the product as much as possible and made it easy 
to apply. The design had to convey the premium quality 
of the new product: a beauty elixir for the hair based on 
the country’s five finest oil-based beauty essences.

EXCLUSIVE DESIGN  
FOR A PREMIUM PRODUCT

The luxurious and exclusive look is 
simply sensational. Witte y Solá de-
veloped a new gold-coloured enamel 
specifically for this in order to be able 
to present the shiny effect symbolically 
on the tube that the product promises 
for the hair. It has really succeeded: 
the plot applied and the exclusive inks 
used reflect very precisely the look of 
silk and arabesques.

PLENTY OF ROOM FOR PUTTING  
CREATIVE IDEAS INTO PRACTICE

tion to the design of the usual types of packaging. Diet-
erBakicEnterprises specialises in implementing standard 
packaging lines and marketing them internationally. 
The range of lines covers a multitude of self-developed 
packaging types, sizes and forms of application for both 
the care and colour cosmetics sectors. DieterBakicEn-
terprises has implemented a large number of customer-
specific solutions, which were often previously drafted 
and designed by DieterBakicDesign.

Tubes & Trends spoke to Dominic Bakic about current 
trends in fast-moving consumer goods (FMCG), about pack-
aging in general and of course about the design of tubes in 
particular.

What are the current trends in fast-moving  
consumer goods?
We are experiencing a period in which many different, 
sometimes conflicting, tendencies and trends are domi-
nant. This is also a reflection of the ever-advancing indi-
vidualisation of consumption wishes. 

For example, important trends are the continually grow-
ing importance of natural cosmetics, which have now be-
come very much more strongly differentiated. Here topics 
such as ethics, social responsibility, authenticity and vegan 
are becoming increasingly important for the consumer. 
In this respect, design for natural products no longer 
has to automatically include obvious elements, such 
as leaves, trees or the like. One also finds very crea-
tive and innovative new concepts in the market-
place, such as those of Jean&Len.
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ple Axe. However, if one compares them with the design 
opportunities offered by other forms of packaging, they are 
relatively limited here, of course.

Having said that, one must also take into consideration 
the fact that from a cost and production flow point of view, 
tubes are extremely efficient packaging materials when 
considered in the context of the whole process chain. The 
one or other design restriction appears to be completely 
acceptable when seen in this light.

What significant future trends do you see in the  
packaging sector as a whole and what role will  
packaging design play here?
In my opinion, packaging will become more and more 
important in the future when it comes to putting a face 
on a brand and giving it a personality. This is due among 
other things to the fact that the importance of other brand 
touchpoints, such as online and offline advertising, social 
media etc., is decreasing due to the inflation of news that is 
raining down on us. 

Really tangible, in other words touchable, brand car-
riers, namely the packaging, will profit from this. Conse-
quently, sensory brand experiences will become ever more 
important: what does something feel like?, what noises 
does it make?, etc. I think that there will still be some inno-
vations in this area in future. 

I see a further trend in the stronger relationship be-
tween product and dispenser application. This might be 
because of the fact that the consumer will pay attention to 
more efficient product dosage even with respect to con-
venience aspects. However, innovative forms of application 
might also permit new chemical product characteristics. 
Cushion Compact from Amore Pacific is certainly a good 
example of this!

Another topic and one that is becoming increasingly 
more important is the mechanisation and digitalisation 
of our industry, of course. Electronic cleaning brushes, 
anti-aging equipment, which for example influence the 
structure of the skin using light, or apps that tell us which 
colours match our complexion or determine the dryness 
of our scalp using photos, are doubtless only the start of 
a world in which everything is digitalised, stored, evalu-
ated and can be simply compared with others (catchword 
gamification). 

What do designers expect of the tube industry?
I think that if one tries jointly to find a solution early on in 
an innovation process it always creates an opportunity for 
both sides, in other words for the designer and the tube 
manufacturer. I have the feeling that some very good 
technical production concepts fail, or lose much of their 
momentum, because one has begun too late, or even not 
at all, to give thought to designing these innovations. 

A critical point here can be that the manufacturer shies 
away from the costs of the design and in doing so oversees 
that a good design can boost return-on-investment several 
fold. 

Of course, this requires agencies that are technically 
capable and are familiar with designing concepts that can 
then be implemented in a manner that is technically and 
economically viable.  

Many brand presences in the market for cosmetics for 
men have also latched on to the authenticity aspect. One 
can definitely cite the world of the Barbor Shops as the lat-
est manifestation of this. Tradition, naturalness and authen-
ticity are linked with male body care and conveyed as val-
ues. One currently sees lots of retro-designed, masculine, 
iconically appealing packaging designs in this area, such as 
Brooklyn Soap Company, Rumble59 or Reuzel. 

Arising directly from this there is also the newest 
‘beauty on prescription’ trend: packaging and brands that 
look like they have been stored in a pharmacy for the last 
30 years and forgotten about. Besides a certain degree of 
nostalgia they radiate the traditional values effectiveness, 
trust and yearning. Aesop provides a good example of this 
approach. The design is strongly suggestive of a package 
insert because the monochrome typography is predomi-
nant. 

What aspects of the tube offer creative design potential?
Although their three-dimensional shape means tubes offer 
relatively little room for design, their large surface area and 
the multiplicity of available technologies, materials and fin-
ishing effects allows them to offer plenty of room for put-
ting creative ideas into practice: photorealistic representa-
tions, typographic concepts or almost unlimited illustrative 
styles. There are actually only a few graphical approaches 
that cannot be implemented on a tube!

A whole range of innovative applicators have appeared 
in recent years, for example for the skincare sector, and 
these offer plenty of space for innovative brand ideas. In 
turn, they give the classical tube a new and multifaceted 
image. As an example of this one can cite, of course, the 
materials and finishing processes with an aluminium look-
and-feel that can currently be found in the haircare sector. 

The design side also strongly presents the premiumisation 
trend, in other words the graphical upgrading of brands 
and products in the mass market. At the same time this also 
allows positioning so as to charge a premium price. 

What particular challenges does the packaging  
designer face when using the tube?
As described already, there are only limited opportunities 
to design the tube three-dimensionally; this is a particular 
limitation when trying to establish brand differentiation. 
It means the designer is lacking a dimension that he can 
normally take into account with regards creativity. There 
are certain initiatives and opportunities, though, for exam-
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Tubemaker Essel Propack is present-
ing a new eco-friendly laminate tube 
under the name Green Maple Leaf. 
The laminate prevents oxidation of 
the contents and is thus well suited for 
cosmetic articles and products for per-
sonal care as well as for applications in 
the food sector.

The new laminate tube is com-
pletely recyclable, its so-called carbon 
footprint is significantly improved and 
its eco-friendliness has been markedly 
improved. The Green Maple Leaf will 
thus be an important part of Essel’s 
Go-Green initiatives.

Tubemaker Tu-Plast of Hungary is 
offering a new sugarcane-based tube 
which is a particularly eco-friendly 
packaging solution for cosmetics or 
personal care products. The inno-
vative tube solution uses a special 
sugarcane-based material from a 
tailor-made family of polyethylene 
compounds based on renewable raw 
materials. As the material offers the 
same characteristics and processabil-
ity as fossil-fuel based polyethylene, 
it is a drop-in replacement and can 
be run on conventional PE produc-
tion equipment. The sugarcane-based 
tube has enhanced barrier properties 
and is also resistant to chemicals. In 
addition to cosmetics, cleaning prod-
ucts can now be packaged as well.

The sugarcane-based tubes are 
made from up to 100 per cent renew-
able plant-based resources and are 
biodegradable: they can be decom-
posed to water and carbon dioxide by 
microorganisms. 

Hoffmann Neopac of Switzerland is equipping its new 
Airless tube de luxe with luxurious airless pumps from 
Aptar. The pump systems combine an elegant appearance 
with particularly simple and smooth operation. Two pump 
systems are available: Evolux and Evoclassic. Both systems 
include a variant in which the contents do not come into 
contact with metallic parts. They can be decorated indi-
vidually.

In each case they are an excellent visual match for the 
Polyfoil tubes, which are now also available as a high gloss 
variant. A special laminate was developed for this and of-
fers best possible product protection with a perfect, shiny 
surface. The tube body is highly transparent with the text 
also printed in gloss. Possible finishes for the tube are offset 
or screen printing with hot foil stamping. The tubes with 
the new Aptar pump systems are available with diameters 
of 25 and 30 mm and with a filling capacity of 15-75 ml. 

The Swiss manufacturer Hoffmann Neopac has reacted to 
strong market demand and is now offering its Fleximed 
tubes with an enlarged diameter. The Fleximed Vial and 
Fleximed Easymix tubes currently available have diameters 
of 13.5 and 16 mm. They are ideal for medical substances, 
for parenteral applications, for loading syringes or for mix-
ing single doses for infusion. 

The market has now discovered new applications for 
larger-volume Fleximed tubes. Hoffmann Neopac is there-
fore going to market a Fleximed tube with a diameter of 30 
mm and an intended filling capacity between 25 and 75 ml.

NEW AIRLESS PUMPS  
IN LUXURIOUS LOOK
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Touchpoints 2015 study: 

PACKAGING RESULTS IN CONTACTS WITH AN EQUIVALENT 
MEDIA VALUE OF HUNDREDS OF MILLIONS OF EUROS 

German tubemaker Tubex Wasungen has received the 
Supplier Award for Sustainability from Yves Rocher for its 
Expert Repair Lotion with Shea Butter plastic tube. Produc-
tion of the tube, which is produced using the shoulderless 
tube (SL-T) process, uses 25 per cent less plastic. The tube 
does not have a ‘normal’ shoulder; on the contrary, the 
closure is welded directly to the tube body. This means less 
weight and in the ideal case this SL-T tube can achieve a 
weight saving of up to 40 per cent.

The elimination of the shoulder means there is no 
longer a gap between the shoulder and the closure. This 
is also more hygienic, particularly when the tube is used in 
wet areas. The tube closures are available as single or dou-
ble colour flip-top caps, either matt or shiny. The tube from 
Yves Rocher is produced by hybrid printing; hybrid printing 
(in-line flexo and screen printing) is ideally suited amongst 
other things for producing photorealistic images. One can 
reproduce the finest gratings repeatedly without difficulty. 
Great emphasis is also placed here on sustainability: by us-
ing LED inks, less energy is used for drying with this print-
ing process than with conventional offset printing. 

SUPPLIER 
AWARD FROM 
YVES ROCHER Packaging is one of the most effective communication 

channels of all. Besides purely factual information they 
convey above all brand logos, slogans and claims as well 
as emotional images, colour schemes and brand identi-
ties. They make a massive contribution to the decision to 
buy because consumers attribute an outstanding role to 
packaging as a communicator when compared with the 

classical media. That is the result of a study carried out 
by FFI Deutschland (German Association of the Folding 
Carton Industry) and the European trade association 
Pro Carton. For the first time, the new Touchpoints 2015 
study conducted by the two organisations has quantified 
the media value of this communication performance: 
several hundred million euros.

The study was carried out by the 
Pointlogic consulting firm and is 
representative for the German popula-
tion. It first gathered information on 
the purchasing, use and day-to-day 
contacts with the products, which 
are all marketed in folding cartons. 
The investigation covered 16 product 
groups of everyday necessities. These 
included cereals, care products, facial 
tissues and even light bulbs. Average 
purchase and use scenarios were then 
developed for each product group: 
how a decision is reached in the 
supermarket, how a pack is stored at 
home and how it is used.

Ultimately, it emerged that there 
are two places where consumers 
have most haptic contact with the 
packaging, namely in the shop or at 
home. There are two types of contact: 
eye contact when customers see a 
product on the supermarket shelf 
or in the kitchen cupboard or haptic 
contact if they then actually handle it. 
A particularly strong effect due to the 
packaging develops at home in every-
day use. Customers sometimes handle 
a product several times a day within 
their own four walls. And these haptic 
contacts leave a particularly intensive 
and long-lasting impression.

The contacts with the individual 
products surveyed in the study were 
extrapolated and compared with the 
contacts with the products in the oth-
er media. Here, posters were chosen 
as the media with only eye contact 

and printed advertisements as the 
media for eye contact coupled with 
simultaneous haptic contact. Based 
on the average cost per thousand 
people reached (CPT) for a poster or 
a printed ad, one can extrapolate the 
corresponding values for the thou-
sands and thousands of contacts that 
the consumer has with the product. 
The prices calculated for most of the 
product groups were of the order of 
several million euros. All 16 product 
groups investigated would have had 
an average cost per thousand people 
reached – admittedly fictitious – of 
several hundred million euros. This is 
for a single year and only in Germany.

Although it is not possible to make 
a direct comparison with the media 
value of, for example, a single adver-
tising campaign because the number 
of contacts between the folding 
carton and the consumer are extrapo-
lated gross rating points that depend 
on the model approach described, 
it results nevertheless in a meaning-
ful equivalent media value. For the 
first time, this equivalent media value 
provides a robust starting point to 
estimate the marketing contribution 
of the packaging to the communica-
tion performance. According to the 
study, this is indeed impressive and 
certainly higher than presumed by 
most specialists. 

To what extent are these results 
applicable to the tube as a packag-
ing material? From the point of view 

of the values obtained perhaps not 
directly. However, without doubt the 
basic tendency of the study also ap-
plies to the tube. 

We only have to think of their 
presence in the household with their 
manifold visual and haptic contacts 
with the consumer during the course 
of a single day: the tube of mustard 
or ketchup at mealtimes or when 
barbecuing, the tube of shaving 
cream, hand lotion or other personal 
hygiene or cosmetic products that are 
omnipresent in the bathroom, or the 
toothpaste tube when cleaning one’s 
teeth several times a day to mention 
just a few common examples. And 
even when we are on the move, an 
ever-more mobile society is using 
tubes increasingly for the most varied 
quick applications thanks to its handy 
size. 

These and innumerable other con-
tacts at home and on the move result 
in the tube having umpteen visual and 
above all haptic and interactive con-
tacts with the consumer. This produc-
es emotional brand bonding, a high 
level of brand popularity and high 
recall values. The tube contributes 
significantly to the market success of 
brands and products via this quasi 
free mean of communication. When 
presenting the tube as a packaging 
material in future, this aspect should 
be highlighted with greater self-confi-
dence and afforded greater attention 
than hitherto.
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F O R  Y O U R  F E E D B A C K
You can find more information about tubes on our website: 

www.etma-online.org

If you would like a personal copy of tubes & trends sent to 
a different address, please use the section on the left of this 
page. There you can also give your agreement to receiving 
an online version and mention the names of colleagues or 
employees who would be glad to receive a copy of tubes & 
trends, too. And you can also use it to cancel tubes & trends 
if you no longer wish to receive it. 

Just make a copy of this page, fill it out and send it  
by post to: 

etma european tube manufacturers association  
Am Bonneshof 5, D-40474 Düsseldorf, Germany

or by fax to: +49 211 479625141 
or by email to: info@etma-online.org

We look forward to hearing from you!
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