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Editors Notes

As of this writing no one has stepped forward to host this years Ex-
trava-Can-Za. Hopefully someone comes through as it would be a
shame to not have one this year. From what | have been able to find
out there has been an annual NPCC show every year since at least
1984. Since | do not have the early club records I don’t know for sure
what year the first annual show was held in. Any one know? As en-
couragement and to show the clubs appreciation it has been decided to
award the member who volunteers to host this show a free renewal in
the NPCC. This policy is retroactive to last years show, which means
Gene Judd (who has hosted the last 2 shows) received a free renewal
this year.

Speaking of volunteers no one has come forward to be the webmas-
ter of the NPCC’s new website either. This website could be a great
marketing tool for the club if just a little bit of effort is put into it.

If you would like to volunteer to host the show or help with the
website please contact me via email sodacans@sherbtel.net, phone
763-691-1759 or regular mail (use address on inside front cover.

A great big THANK YOU to every one who submitted articles or
pictures this issue. These submissions are greatly appreciated. A new
column appears in this issue, George Reichl has stepped up to write a
column on interesting auction results. 1 hope for George’s sake that
action on Ebay picks up soon. Is it me or has it been slow lately?

Now it’s time to start putting together the cans | will be bringing to
the Spring Thaw Show. Hope to see you there.

That’s it for this time! Lance .
Upcoming Show
] _ LR S Beer, Soda & Bottle
Ancther 151: 5cFROMCOCACOLA | Collectibles MEGA Show

July 26, 2007 - Jul y 28, 2007
Des Moines, 1A
Contact: Mike England

Email:
Mike.England@BCCA.com
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Supplement to Soft Drink in Cans Part 8

First Published in 1954

Characteristics of Cans
It should be of interest to know just how far cans have projected
themselves into our lives. Day by day we pay little attention to the
many cans that we open and throw away. The Wall Street Journal re-
cently published the following figures:

788 cans of food items used by the average American family every
year divided as follows——

288 Fruit and Vegetable 34 Seafood

96 Evaporated Milk 16 Shortening

86 Fruit Juice 113 Beer

48 Coffee 26 Miscellaneous
41 Meat and Poultry

35.6 Billion cans of all types of which 23 billion are food cans.

? (,':_’r.-n"f}_f!m[‘ | W f. .

i g ’ # liner is of the type previously in use
: ’ known as acid food-fruit type. The
: \ - weight of the steel and the amount of tin
! used are not vital factors. The lining is in

the form of an enamel, usually two

» __ . _mcoats. Baked on. The first is put on the

Wowwnd i flat metal, and in the case of the flat top
can the second is sprayed on after the
: g Can is formed. The inside side seam is
e e SR B then striped with a vinylite clear solution
1954 ad for Carnation Evaporated Milk  for added protection. With the cont top

can., a double coat of enamel is applied
(Continued on page 5)

4,@ PN In general, a can suitable for a carbon-
k = ated beverage has to be strong to with-

S _ \ stand the pressure of the gas. Strength of
 Momta it ( ' the side seam and strength and stiffness
% + of the ends are the paramount need. The
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(Continued from page 4)

flat on the cone, body and bottom material. After the cylinder is
formed the inside seam is striped. After the can is assembled., the en-
tire inside is sprayed with a micro-crystalline wax. This was, we are
told, is applied to cover any of the surfaces not sufficiently covered by
the lining after the can is formed. The wax, however, has a tendency
to absorb some types of flavors. This absorption must be compensated
for in the making of the beverage; otherwise, the final result after a
period of time will be a weak drink. This result has been quite notice-
able in the orange drinks in cone top cans.

As a result of a year of production and marketing experience several
things have been noted. Most cans now have 4 or more colors in their
design. This increases the beauty of the can but adds to the cost. Some
canners who started out with a single can design for all flavors (with
the flavor designation on the lid or the crown) are changing to a sepa—
rate can design for each flavor. This change makes it
much easier for the consumer to find the flavor
wanted. It has been noted that when the flat top can is ,
opened with its double hole, it permits the entry of air
and allows the aroma to rise and enhance the enjoy-
ment of the drink. The aroma cannot rise when the en-
tire opening is covered with the mouth, such as with
the cone top can or bottle. The cone top can is liked
because it much more resembles the shape and form of =~
a bottle. For this reason it appears much easier for the 'LEMON LIME §
young people to drink from. Also it is easier for chil-
dren to open. While cuts on lips or fingers from a flat
top can have not made the news very widely, there is
always the feeling on the part of the parents that it might happen to
their child.

The question of sanitation is one that should not apply to any bever-
age container. The outside of either type of can, or even a bottle, is not
sanitary after traveling through the usual trade channels. The flat top
type of can is a little easier for the average person to drink from as it is
more similar to drinking from a glass. A flat top also can never be re-
filled. In the adult field with beer, the cone top can is practically with-
out popularity today.

Coming next issue brands & package type chart.......
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Pepsi's new marketing dance: Can Can
Originally published in the Wall Street Journal, January 12, 2007
Written by Betsy Mckay Submitted by Michael Harris

PepsiCo Inc. is seeing its cans in a whole new light.

For 109 years, the Purchase, N.Y., company has fiercely guarded the packaging of
its namesake cola, crafting changes to its labels rarely. Now, though, it is launching
a series of designs, to debut every three or four weeks -- a marketing shift that the
company hopes will grab the attention of increasingly fickle, restless and distracted
young consumers.

Over the next several days, Pepsi-Cola cans will start popping up on store shelves
in the U.S. with the first of the new designs, which include depictions of DJs, snow-
boards, emoticons and other images. New designs will debut in international mar-
kets later this year. A total of 35 new designs are coming this year, with more in the
works for 2008. They will be stamped on 20-ounce and two-liter soda bottles and
fountain-drink cups as well as cans.

It might not sound like a revolution, but Pepsi executives say the changes reflect a
big shift in strategy. Until now, the soda can was viewed mostly as a humdrum con-
tainer that nevertheless wasn't to be tinkered with except in rare and fleeting circum-
stances. Coca-Cola Co., for instance, stamps Santa Claus and polar bears on cans
around Christmas, and Pepsi has created football-themed cans for the Super Bowl in
recent years. Pepsi says it has permanently changed its label or logo only 10 times
since the drink was invented in 1898. Its most recent major design change involved
switching the color of the Pepsi can to blue from white in 1998.

The new graphics are part of a broader new thematic campaign for Pepsi-Cola
that emphasizes the brand's "fun, optimistic, and youthful spirit," Pepsi says. That
push will also include an ad campaign developed by Omnicom Group's BBDO, to

3 of the 35 new designs for Pepsi cans
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launch in February, says Cie Nicholson, chief marketing officer for Pepsi-Cola's
North American business. Pepsi hopes the fast-changing cans and labels create
buzz, much as the addition of U.S. state emblems has done for quarters.

To build on the concept of a can as a marketing tool, the first new can design,
dubbed "Your Pepsi,” touts a contest to design a Pepsi billboard, which will be
displayed in Times Square in New York in April. Participants can contribute to
an evolving virtual billboard canvas on the Web. At the end of the contest, the
company will select one for Times Square.

The can-design changes are the latest sign of how established consumer compa-
nies are wrestling to connect with the short attention spans of teens and young
adults. Annual sales of Pepsi's flagship cola in the U.S. have declined 18 percent
since 1998, according to Beverage Digest, an industry publication and data ser-
vice. Still, the average person spends 20 to 30 minutes drinking a can of soda,
giving Pepsi much longer to catch a consumer's eye than a cereal-box label might
have.

Ms. Nicholson says the soda can is "one of our most valuable assets." Frequent
design changes will help the company better keep up with changing tastes, she
adds. The cans will retain some similar design elements, she notes: all are still
blue and have the familiar Pepsi globe logo.

By changing designs so frequently, Pepsi runs the risk of confusing or alienat-
ing consumers who rely on familiar visual cues to find their favorite brands
among a changing sea of products, some marketing experts say. And some young
consumers could dismiss the cans as little more than clatter from a stodgy com-
pany. Indeed, the Pepsi plan resembles a tactic already used by smaller beverage
marketers like Jones Soda Co. of Seattle, which changes the labels on its quirky
premium drinks often, even inviting consumers to submit their own photos for
consideration as labels.

Pulling off such frequent changes in graphics won't be easy. Pepsi must make
sure that cans with the latest designs are delivered on time to bottlers, and that the
bottlers get the freshest cans on shelves, even when cans
with older designs haven't sold out yet. Ms. Nicholson
said the company devoted significant time to working out
potential logistical kinks to make sure the project would
be "seamless for our bottlers."”

Coca-Cola, which historically has guarded its flagship
brand's look more closely from major change, has no
similar plans. But the company does plan to update the
look of its Coca-Cola Classic can this year with some
slight tweaks, says Katie Bayne, senior vice president of
the Coca-Cola trademark for the company's North Ameri-
can business.

Still, given the waning cola sales, Pepsi's changes may
be worth the risk, says Tom Pirko, president of BevMark
LLC, a food and beverage industry consulting company.
"Consumers are bored, bored, bored,” he says. “"We have

to find some new way to get their attention and build

Jeff Gordon racing  bridges to new forms of loyalty."
themed can.
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Time Tidbits

Canned Candidate
Originally published in Time Magazine August 28, 1964

As the presidential campaign heats up, = | gE&{
Republicans will be able to cool off with G_._
a new made-to-GOPrescription soft w%nz

drink. Manufactured by Royal Crown i o
Cola Co., which has already sold g i
230,000 cases in 42 states, the new
coast-to-coast toast has a lemon-and-
lime flavor and comes in cans. Its name, $WiN{TAWAT ER
naturally, is Goldwater. . ‘
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Coke-in-Cans
Originally published in Time Magazine October 28, 1957

COKE-IN-CANS will soon be test-marketed after several false
starts. Big problem was to perfect a can liner that would not kill Coke
flavor; now that can companies have apparently licked problem, Coca-
Cola will try out idea in Gary, Ind.

Cola Wars Circa 1955
Originally published in Time Magazine May 2, 1955

PEPSI-COLA has pushed Coca-Cola out of the top spot in Chicago
in bottle sales, the first time that Pepsi has been able to claim the bot-
tled soft-drink lead in any major U.S. metropolitan area.

Giant Cokes
Originally published in Time Magazine June 13, 1955

GIANT COKES, tried out in test markets since last year, will soon
be sold nationally. So far, some 200 local Coca-Cola bottlers have
asked permission to put out either "king-size" (10-to-12-0z.) or
"family-size" (26-0z.) bottles, and the parent company has given them
the green light.
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Auction Watch By George Reichl

Here was an auction for a very
nice R-3 Click can mixed in &=
with two Pepsi cans which ended
early for a price of $15. Ebay
item #220077269341

Here is a very inter-
esting pre-zip code Queen- O
Grape soda can which is a different

variation from the R-2 can in Dave ,'ﬁ“
2

BTanner’s guide. Item RIS
#290067469917 received 8 bidesf
with a final bid of $515. o

Here we have item #180090153556 Pepsi |§i@
Double Dot cone top can that received 9 bids
and reached a final

2 selling price of $405.

Next we have a variety of paper

' Bidding was heavy on this cans and
all fetched a nice price for the seller.



Recent Finds

Thank You to the following people for making my job much easier (1) Maryland
Ousley, (2) Jeff Haas, (3) Erik Willenborg, (4) Barry Skokowski.
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