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Back in the industry
Tinplate can manufacturer Eviosys was formed in 2022, bringing
Tomás López back to the canmaking industry. The company’s mission
includes enhancing its offering to customers, he tells Daniel Searle
It’s been around 18 months since
canmaker Eviosys was formed, from the
former European tinplate packaging
business of Crown.
The business was sold to private equity firm
KPS Capital Partners in a deal that valued
the business at €2.25 billion ($2.29bn),
with Crown Holdings keeping hold of a
20% stake.
The move was one of a few examples
of private equity investing in canmakers
in recent years, such as Platinum Capital
forming the joint-venture Ball Metalpack
with Ball Corporation, representing Ball’s
tinplate food and aerosol can businesses,
and the creation of Ardagh Metal
Packaging, formed by a merger between
Ardagh’s beverage can business with a
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special acquisition company created by
Gores Group, also a private equity concern.
Of course, running a canmaking business
is best done with specialist knowledge.
Eviosys is a huge operation: the company
covers the manufacture of food cans and
ends, aerosol cans, metal closures, and
promotional packaging, across 44 plants
in 17 countries in Europe, the Middle East,
and Africa, with a team of 6,300 staff. Sales
in 2020 were €1.9bn.
KPS therefore brought in a leader with
a huge amount of canmaking experience,
and indeed experience of working with
Crown. Chief executive Tomás López was
formerly the chief executive at Spain-based
canmaker Mivisa, which was acquired by
Crown in 2014. Many of the former Mivisa
plants are now part of the Eviosys network.
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“I initially agreed to stay on [after the
acquisition of Mivisa] for six months,” says
López. “In the end I stayed for two and a
half years.”
Since then, says López, he’s been
doing other things outside canmaking,
before KPS approached him to head up
Eviosys. As those in this sector are well
aware, it’s an interesting time to be in
the industry: opportunities for growth sit
alongside various challenges that have to
be addressed.
“We saw growth in all segments during
the Covid-19 lockdowns,” says López. “In the
last month of 2022 and early 2022 we saw
shipments coming back down to pre-Covid
levels, but this was partly due to the big
price increases in raw materials that were
coming into effect this year. Raw material
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the availability of some ingredients,”
says López. “For example in Spain,
tuna canners are running out of
sunflower oil.”

Promoting the product

KPS: AN INTRODUCTION

KPS is a leading global private equity firm
that makes controlling equity investments
in manufacturing and industrial companies
across a range of industries, including
basic materials, branded consumer,
healthcare and luxury products, automotive
parts, capital equipment and general
manufacturing. The firm has approximately
$13.4 billion of capital under management
(as of March 31, 2022) and uses its
over 30 years of experience as owners
of manufacturing businesses to create
industry-leading companies, says KPS. Active
investments in addition to Eviosys include
Life Fitness, aluminum rolled products
company Speira – formerly part of Norsk
Hydro – and Oldcastle BuildingEnvelope,
amongst others. KPS plans to invest further
in Eviosys.

prices went up by up to 85%, and everyone
knew it was coming – so if they could prebuy, they did.
“In May and June we saw the start of
a recovery in demand. Levels now are
slightly below where they were during the
pandemic, but they are still up overall.”
Some segments have continued to
grow regardless of raw material prices
and associated fluctuations in demand.
Pet food, says López, keeps expanding
as a segment, particularly single-serve
cans, while infant formula is showing very
strong growth.
The cost of metal is not the
only pressure being placed on the
canmaking industry by the general rise
in prices, though. “As well as tinplate and
aluminium, we are facing increased prices
of layer pads, lacquers, inks, power, fuel
for transport – it is not easy,” says López.
Inevitably, the conflict in Ukraine is having
an effect too, including in some quite
particular ways: “The conflict is affecting

One of the key goals of any canmaker is, of
course, to create packaging that promotes
the product inside the can – as well as
promoting the use of cans to fillers.
On the former, Eviosys – the name
derived from the Greek for ‘sustainable’
– is upgrading and expanding its print
capabilities across some of its plants, such
as the installation of a seven-colour printing
line at its facility at Concarneau, in the
Brittany region of France.
“Today, Eviosys is not 100% selfsufficient in printing,” says López. “Printing is
being outsourced at some plants in France,
Spain and Italy, and we are now investing to
bring printing in-house.”
In keeping with the current trend in the
canmaking industry, Eviosys is working with
digital printing. “We are currently running
tests,” says López. “The problem is the
difference in speeds between digital and
conventional printing – but we do want to
use digital printing ultimately.
“We’re seeing more digital printing on
promotional cans, which require smaller
runs: around 10,000-20,000 cans are
common, compared to a typical order of
25m-30m printed food cans.”
On competition from canmakers
in areas such as China, where labour
costs are lower, López notes that higher
transport costs eliminate any price benefit:
“And we produce decorative cans with
the latest technology, to get the highest
quality,” he adds.
Eviosys also works with its customers
to promote the use of metal packaging –
for example the use of peel-off foil ends.
“Mivisa was one of the first canmakers to
make these, and initial demand came from
the Mercadona chain of supermarkets,”
recalls López. “Today, peel-seam ends are
used for around 80% of the cans of tuna
in Spain, and whilst outside the country
the ends are not as commonly used, they
are becoming more popular. Markets that
haven’t used easy-open ends or peel-off
ends before are starting to use them.”

Here is where Eviosys’s promotional work
comes in – they work with customers to
help adapt canning lines such that different
types of ends may be used.

Twos and threes

Eviosys produces both two-piece and
three-piece food cans, and López
discusses the different niches that the can
types fill in the market.
“They are two different segments,” he
says. “Two-piece D&I food cans are mainly
produced in one size – half a kilo – as it’s
very difficult to change the size on the
production line. The lines run 365 days a
year producing the same size. Therefore, a
customer needs to be filling a large volume
of products, of the same size, to use twopiece D&I food cans.
“Customers filling smaller volumes are
much more suited to three-piece cans, as a
size changeover on the production line can
be performed without much downtime.
“Different national markets prefer
different cans: for example, Germany and
France use both two-piece and three-piece
cans, whereas Italy and Spain primarily just
use two-piece.
“But there’s always a big debate
between two- and three-piece cans, even
in terms of cost.”
Current state-of-the-art in terms of
gauges is a 0.27mm starting gauge for twopiece cans, which is drawn and wall-ironed
to 0.12mm, with the bottom remaining at
0.27mm, says López. For three-piece cans,
the gauge differs between customers, but
the average is 0.14mm, with a bottom
thickness of 0.18mm.
“Not much more can be done for
downgauging,” adds López. “We have one
customer using 0.13mm, one using 0.16mm
– below 0.13mm is possible, as thinner
gauges of canstock can be produced, but the
can filling processes would have to adapt.”
Whilst downgauging is not a priority,
and the company has no plans to expand
capacity in the immediate future, López
does have a list of goals for Eviosys: “We
plan to keep a very high level of quality
and service; to keep rationalising our
footprint; and to keep innovating to benefit
our customers.”
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