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SUMMARY, - .
;

Mission mémbers have unahimously agreed fhat the
time spent at Interpack ;73 was highly beneficial. The new
NOWEA fairgrounds in Duesseldorf -— site §f Iﬁterpack}'?B -
prqvided an excellent setting for the show which is,’without
doubt, the largest énd_most comprehensive packaging éihibit—
‘ion in the world.

Based on the individual reports from mission
members, highlights of the Géfman/European’ﬁackaging industry
follow. | |

| @ Interpack is a natural véhicle for promoting
‘sales of Canadian equibment in Europe. However,
it is strongly recommended that Cahadian compan-
ies try to sell to Europe érior to exhibiting
at Intérpack because buyers frequently fequest‘
to viéw operating equipméht in local mérket
conditions.

p The recent monetary realignments, infiation in
Europe and scarcity of labéur in the EEC, have
now reached a levei whére European equipment
prices are on a pér with those Qf North America.
Labour costs have recen;ly increased tremendously
within thg EEC., |

© Canadian companies éppear\tb‘be more experienced
and have highef.speed and higher volume product-
ion machinery than the'Eﬁropeans. Also Canadian
équipment generally has higher line efficiencies.

- ® Canadian technology in selected areas is at least




comparable with -- if not better than --

European technology. ' e

Film packaging is more prevalent in Europe than

in North America and the shrink concept is well
established.

Forest products packagihg materials (e.g. cor-
rugated) are more expensive and poorer iniqﬁality
than North American materials.

There appears to be a trend toward amalgamations
and takeovers within the EEC. This is resulting
in larger production runs and, comnsequently, a
greater demand for high speéd/volume_equipment.

1

It is strongly recommended that Canadian compan-
ies use "nativehibérgggnel in Aealing.within.
the EEC.

Supply of spare parts from Canada presents nQA
problem because of frequent intercontinental
flights.

An adeQuate servicing arrangement is mandatory
if sales are to be made in Europe.

European machines generally have é~better finish
than those of Norfh America. -

Codes and standards pose little problem to a
Canadian manufacturer trying to introduce equip-
ment into Europe. He should, however, use

European components, such as pneumatic and

hydraulic cylinders and valves, wherever possible.



‘e Buropcan equipment manufacturers have cxcel-
Llent capability to Sﬁpply complete éystems
including machinery, teéhnology and packagin@
materials.

© Greater affluence in Europe is ieading toward
greater demand for portion packaging of many
products, especially foodstuffs (i.e. snacks) .
This in turn ié'resulting in the establishment
of supermarkets; |

@ Proposed marketing methods in order of'preferehce
are: |

a) Own European sales force and offices;

b) Selling direct from Canada via frequent
visits of company representatives to Europe
(mainly for large ofders);

cj Selling through agents; and

d) Selling through existing European equipment
m%nufacturers‘ ﬁarke@ing organization;

In discussing the German/Euroﬁean packaging mach-
inery manufacturing sector, ROn'Langen, chairman of the
Packaging Machinery Division df the_Méchinery and Equipment
Manufacturers Association of Canada, said'that Canadian
equipment manufacturers:do not fake a. backseat to European
manﬁfacfurers eithér.in terms oftqﬁality of ‘equipment or
innovation. He added that, “there,is a tremendous opportun-

ity for us in Europe, especially now that currency realignments




have made Canadian equipment more competitive pricewise!.
The market is there...Canadians can compete...what is needed’

is a concentrated marketing effort, NOW.




PART I

Introduction

One of the most export oriented sectors of Canada's
machinery industry is packaging‘eQuipment manufacturing.
In 1972, this sector exported about 90 per cent of its prod-
uction,‘mainly.to the United States. To a éreat extent,
this export success is due to thé nature of demand for packag-
ing equipmeht in the U.Sa Aggregate demandlfor packaging
'equipment in the U.S. is sufficiently high that it provides
a sizeable market for high volume equipment and machines for
specific application -- the area in which Canadian manufact-
urers have developed competitive supply éapability, Although
this high level of exporﬁs is a creditéble achievement, the
concentration of sales into one foreign market could become
a long~run disadvantage. The industry, therefore,'is inter-
ested in selling to other markets. |

As packaging is mainly utilized in the more devel-
oped nations, a natural extension to Canada's export market-
ing is Western Europe where the demand for packaging equipment
is expected t; reach $500 million by 1975 (see Appendi% A).
A number of Eu;opean counéries (notably West Germany, Britain
and Italy) have suppliers who are able to fulfill the ma jor
part of this demand. However, because of the wide variety
of packaging eguipment requirements, no one European natiop

can furnish all its needs. Consequently, all ihport some

packaging equipment. This offers an exciting challenge to




Canadians, especially those with sophisticated or unique
lines of produdts.' The reﬁent currency realignments have.
helped Canadian manufacturers become more competitive . cost-
wise and the enlarged EEC has expanded the market for the
ma jor EBuropean processors resulting in larger production

runs, requiring high speed, automated'packaging equipment.

Canadians already supply this type of high capacity machinery

to the U.S. market consequently they are familiar with the

" changing requirements of European processors. Additionally,

labour shortages being experienced in Western Europe are
creating a demand for more and more labour-saving equipment
to be incorporated into production lines, therefore ensuring
an expanding market for highly automated packaging equipment.
The labour shortages have also caused.wage increases that
are effectively helping to make Canadian equipment more
competitive.

To evaluate this promising market further, a
mission té Europe consisting of eight executives from some
of thé major Canadian packaging equipment manufacturing
companies was organized by the Department of Industry, Trade
and Commerce. As West Germany is the largest producer of
packaging equipment in the world and as.Interpack is the
worldfs largest packaging equipment shéw, the mission's visit
was timed to coincide with this-event. The Department also
felt that Interpack would provide‘an exceilent opportunity

for mission members to view a wide range of competitive



European cquipment in one location. As it turned out, mission
members viewéd firsthand the productslof 560 companies exhibit}
‘ing ét thelfair; Not unexpectedly, Euf0pean companies were
predominant, although the second largest exhibiting nation
(after West Germany) was the United States. The next_Interpack
fair will be in May, 19753

Objectives of Mission

The=main objecfive of the Packaging Equipment Mission
to‘InterpackA}73 was to study firsthand the most recent advances
in the German/European packaging industry. Members were to
survey the market potential for packaging equipment in the
Federal Reppblic éf Germany, discﬁss ideas on new prqduct de-
Qelopments and to investigate the possibilities of establish-
ing licensing agreements. Each'member'has submitted a com-
prehensive report outlining hié findings and suggesting possible
marketing methods that could be adopted by other Canadian

packaging equipment manufacturers in pursuing this market.
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PART 11T

Mission Reports

The following reports were prepared and submitted
by the mission members. Each member worked independently on
a sector of particular interest to him and his company.
This gave rise to some duplicationg héwever the approach
ensured that each sector was studied in depth and that many
different viewpoints-wére presenfed.

Sector Titles

1. Bottling and Canning Equipment

24/Case and Cartoning Equipment

3. Forming Equipment

4, Heat Sealing Equipment

5. Pouch Machinery
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SECTOR 1 —-- BOTTLING AND CANNING EQUIPMENT
By D. A. CAULFORD
PHIN UNIVERSAL

DIVISION OF CANADIAN STACKPOLE LTD.

German/European ‘Bottling and Canning.Industry

At a packagiﬁg-shoﬁ as widé and as comprehensive
as Interpack '73, it wés difficult to.pick out any definite
trends in méchinery for the boftling and canning segment. of
the European packaging industry. There was an obvious
abundance of shrink wrapping machines for unit packé and

pallets. There was also an increase in the plastic bottle

in-mould decorating equipment. The French, British and

Germans all displayed methods of in—mouid decoration of
plastic containers.

We get a better feel~fof the trends through our
own attempts to market our labelling machinery in the Common
Market area. For years, we have met with little success

except in Britain and Spain where the liquor and wine indus-

. tries have a definite need for our type of equipment.

In recenf months, since ﬁhe enlargement of the EEC,
we have defiﬁitely noticed increased activity and interest in
our machinery on the Continent. It appears that the enlarged
Common Market is enabling bottlers and canners to increésé
their output and they are .looking for higher speed automated

production lines.



Our observations would indicate that the Common
Market represents a tremendoué potential for Canadian
packaging machinery manufacturers. It will be necessary
for eaph supplier to seek out the countries that are special-
ists in producing the products that require specific packaging

equipment. These specialist countries are now looking at a

greatly expanded market for their products and will be looking
for more automated packaging machinery.

The European countries are all suffering from
increased labour costs and this, coupled with the realignment
of currencies, gives Canadian manufacturers an excellent

opportunity for promoting the sale of their equipment.

German/Buropean Bottling Eguipment

The bottling and canning equipment displayed at
Interpack did not indicate any basic change in trends of
macﬁine design for higher speeds, etc. With the exception
of high speed beer and soft drink labelling machines, there
did not appear to be ény machines of better gquality or capacity
than those available in North America.

There does appear to be a trend toward bulk
palletizing of glass bottles and an increased use of wrap-
around casing equipment. There was no evidence of any
overall standard of safety protection, etc. 1In some cases,
the machine guarding was primitive. In others, it was extremely
sophisticated with limit switches and interlocks to shut the

equipment down as soon as a guard was removed.

i
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The cost.of Buropean equipment gehefally,.and
German machinery in particular, has increased over the past.
few years. At the present time, Canadian machinery should
enjéy a much better CompetitiveAposition in the'Common
Market due to the increased cost of Europeaﬁ equipment.
These cost increases are due to two basic factors: (a) the
realignment of currencies resulting in a much cheaper Canadian
dollar; and (b) the rapidly increasing cost of labour in
practically all of the Common Market countries. Germany in

particular is becoming a very expensive labour market and is

suffering from an acute shortage of skilled labour.

As to technology, it was our impression that the
Europeans (Germans in particular) are more édvanéed.with
respéct to beer bottling than we are in North America. This
is not so, however, with their liquor and;wine.bottling
equipmeht. For this reason, I feel theré is a good potential

in these industries for North American machinery.

Marketing of Canadian Equipment in. Europe

The method of marketing Canadian equipment in
Europe would depend to a large extent on the complexity of
the machinery and, of coursée, the qompetitive ﬁosition.
Basically, our approach has been to have our own office
located in Britain selling‘through sub-agents in the various
countries on the Continent. The methods of doing Business
vary from country to country and it is.usuélly an advantage
to have a knowledgeable native of the country'prombting the

sale of one's equipment.



To market successfuily throughout Europe, one
has to maintain an extremely flexible attitude to the methods
of doing business énd be prepared to practise that old axiom:
"When in Rome do as the Romans do'.

It is very difficult to sell packaging.machihery
direct from Canada unless one has a highly speéialized piece
~of equipment that is not available from a Buropean supplier.
The language barrie?, combined with the long lines of com-
munication, usualiy make it impractical to try to sell direct.

Geographically, we have a distinct advantage of
servicing customers in Eufope that many companies tend to
overlook. The European pustomer considers Canada a faraway
place and, as such, is concerned about the availability of
parts and service; What they don't appreciaté, however, is
that we are an overnight flight away so that parts:and.service
can be made available on short notice. For example, a report
6f a machinc breakdown requiring parts and/or service could
originate at 4 p.m. European;time. ‘This is 11 a.m. our time
giving the Canadian supplier an opportunity to send a service—v
man with the necessary parts on a-flight to Europe that evening,
and be in the customer's plant the following.morning,‘ We have

taken advantage of this many times and our customers in Britain

have been pleasantly surprised.

Interpack '73

The Interpack show is, of course, an excellent

vehicle for promoting packaging machinery in Western Europe.

The Iron Curtain is still an effective barrier to travelling




of technicians from Eastern Europe. It was unfortunate that
wé were not able to display Canadian machinery at this past
Interpack and our recommendations would be that everything
possible should be done to acquire space to provide a good
display ét the next one. Interpack is by faf_fhe largest .
and most comprehensive packaging exhibition‘in-the world
and, as such, not oﬁly gives maximum exposure of one's
equipment but.gives maximum opportunity tvoBserve othér
countries' machinery that could be saleable in North America

through manufacturing licensing agreements.




SECTOR 2 -- CASE AND CARTONING EQUIPMENT
By H. HAGEDORN

PYRAMID MACHINE WORKS LTD.

German/European Packaging Industry

The expanded EEC is starting to have noticeable
effects on the German/European packaging industry. The
increasing demands for all products are resulting in larger
production runs by processors which is especially assisting
the larger companies to reduce their production costs. ‘This,
however, is effectively reducing the amount of competition as
smaller companies cannot compete with the iarger processors.
Subsequently, they are purchased by the larger companies or
are forced to amalgémate with others. This is a repetition
of the North American experience.

In conjunction with iarger production runs, it
was observed that European producers.are packing a‘greater
number of cans or bottles in each case or carton. This is
obviously a more economical usage of corrugated medium.

The quality of European corrugated‘and hardboard
is generally lbwer than, North American maferials,,although,
because of the pricing policies of the multinationally owned
suppliers of this material, it was noted- that Nofth American
and European material prices are aﬁproximately equal. It is
suggested that Canadian manufacturers of equipment that

utilize this lower quality material should run samples on

their machinery prior to installation of the equipment.




One other noticeable trend in Europe is the greater

utilization of shrink wrap due to the lower costs of film in

Europe vis-a-vis paper. products.

German/European Packaging Equipment

There are only a few Euroﬁean manufacturers of
wrap-a-round case packers. These inciﬁde companieé in West
Germany, Italy and Sweden.

Although Européan equipmeﬁf.priées Were lower

than those in North America, the recent monetary realign-

. ments have resulted in competitively priced Canadian equip-

ment.

Apart from the obvious advantages of using metric,
standards are generally not too much 6f_a problem iniadapting
Canadian machinery to European needs (Britain and U.S. com-
panies are already seiling extensively in EUrope){ Component
parts, such as pneumatic cylinders and control valves, are
manufactured in Europe by companies that are élso manufactur-
ing in North America. This helps to ensure ready aVailabilify
of these units. Naturally, Epropean'electrical equipment
(e.g. motors) should be specified wherever possible due to
the differences in voltages that-are\used._:

Technologically, the Europeans have comparable
expertise to North American machinery manufacturers. However,

in the past, smaller production runs were prevalent and

European manufacturers had to design equipment that was

easily changeable for different product runs. Now larger




production runs are being intréduced and Canadian equip-
ment is a natural because Canadian manufacturers have had
practical operatingAexperience on large-scale operations.

European machines have a better éverall finish
than North American ﬁnits. For;example, European machines
frequently have baked enamel finishesg more elaborate guard-
ing and are generally more "closed" in than North American
machines which are quite open and accessible.

Labour costs, a major component of machine prices,
were studied and it was discovered that, generally, there
are no real labour problems in West Germany. The German
machinists' union (Metal Industry Union) is national in
scale; therefore no local labour difficulties arise and
machinery manufacturers can plan ahead wlth-ponfidence.

West German companies can also automate plant equipment
without the concern thét unions will buck such installations
because of fear of layoffs, etc. Thié is obviously beneficial
both for the processof (fhe machinery buyer) and the machinery
manufacturer interested in installing ﬁachine tools.

Another interesting observation concerning labour
is that piecework is used extensively by machinery builders.
This‘is possible because European cémpanies have long exper-
ience in manufacturing equibment and they have developed
extensive records to assist them in producing accurate time
records. Piecework ensures fastest possiﬁle production time

but inspections have to be quite stringent.




European equipment manufacturers appear to be
quite R & D oriented. Using U.S. price schedules and savings
achieved by lower labour cests (until recently), they have
been able to expend a greater part of their sales doliar on
R & D than competing North American manufacturers.\ However,

this may change in the future.

Marketing Requirements and Opportunities

The best selling method in Europe appears to be
direct selling from Canada. However, a company marketing
representative should be stationed in Euroﬁe almost permanently.
Having one's own man in Europe ensures loYalty-fo the company
and avoids the difficulty of diversified interests so eften
noticeable in aéents. Most agencies have been observed to
have.too wide a range of'Products end, therefore, have no
vested interest in the machinery.builder;

| An alternative to direct selling (especially if
the Canadian company's priees are not competitive) would be
to set un a European subsidiary to manufacrure under Canadian
head office_direction. This could be reasonably and easily
accomplished by buying out a small European maehine shop and
probably opereting it initially on an assembly basis. As the
ma jor markef>for packaging .equipment ‘seems te be in Southern
Germany, this woula be the logical location to establish a
manufacturing operation.

To provide servicing, a full-time European represent-




ative would be needed once sales have been made. This
person could be phased in gradually, poséibly by using him
as a back-up salesman while sales are building up. Delivery
of spare parts is not a problem as flights‘from Canada can
‘T ensure promptnéss°

Personally, I do not recommend licensing (either
in or out ) as a method of entering the European market.
I have observed that a company licensing its product designs
is frequently only interested in licensing outdated designs.
Alternatively, to license designs to another company would
encourage eventual piracy of these'designs by the licensor

company.

Interpack '73

Interpack is undoubtedly the largest packaging show
in the world and participation in it appears mandatory for
any company endeavouring to crack the European market. The
fair grounds are extremely well laid‘out and the range of
exhibits provides‘plenty of dincentive for potential purchasers
to attend. It is, theréfore,'strongly recommended that the
next Interpack show (1975) be utilized as a vehicle for

promoting Canadian equipment sales in Europe.




SECTOR 2 -- CASE AND CARTONING EQUIPMENT

By R. LANGEN

H. J. LANGEN & SONS LTD.

German/European Packaging Industry

(a) Trends

A great many opportunities
packaging machinery suppliers in the
industries, it is apparent that more

centralized as the community becomes

are opening up for
eXﬁanded EEC. In ma
operations are being

more closely knit.

ny

This

centralization trend is being spurred by the elimination of

tariffs among European countries and because transportation

costs for finished products are not excessive; there are

relatively short distances between markets in Europé vis~a-vis

those in North America. 'Centralization should lead to the

building of new plants wherein emphasis will be placed upon

acquiring complete packaging systems.

The demand~for_a systems approach by.European

companies is following the North American trend.. From th

is

épproach, the packager benefits from a machinery synchron-

ization aspect and through obtaining single source respon-

sibility.

Another trend, observed in Germany, was that'more

emphasis was being placed upon larger individual portion

packages. This trend was noted during-a trip through super-

markets.




Other forms of packaging popular in LFurope include
a tray with shrink wrap; a wrap-a-round case packaging system

utilizing corrugated material that produced a full overwrap

case; and a case packaging system that has a complete corrugated

sleeve with a shrink film end. The economics of the latter
system are somewhat questionable, however, it does provide

a tight pack and has the advantages of a full wrap-a-round

corrugated case.

(b) Materials

Although European pulp and paper mills are working
at capacity, there is still a shortage of forest products
materials in Europe.
| Because of the demands of environmentalists, mnew
packaging materials are being introduced that will not harm

the ecology.

‘Lg) Impact of the Enlarged EEC on the Industgz

The impact of the enlarged‘EEC on the European
packaging industry will be significant. The expanded and
centralized manufacturing operations being built will provide
economies of scale that will undoubtedly increase the utiliz-
altion of cartoning and case packing.

Multi-lingualism within the EEC handicaps large
integration of the various economies and this could have a
retarding effect.

() Major Markets

The méjor European markets for packaging machincry,

in order of importance, are France, Britain, the Benelux




countries, Germany and Italy.

France has a relatively podr packaging equipment
manufacturing industry, thus offers the greatest potential
for sales. It alsé has historic ties with Canada which could
be beneficial to Cahadian manufacturers.

Britain remains an important market. There is no

language barrier; dialogue can be readily established and

marketing methods and demands are similar to those of North

. America. Britain can also serve as a stepping stone to the

European market at large.

The Benelux countries also provide for a substantial
market. Although there is some manufééturing of packaging
equipment in the Netherlands, Dutch.companies do not produce
relatively high speed, highmeffiéiéncy iines.

Germany presents a large market but, because of
fierce domestic competition, it may be difficult to penetrate.
Promotional efforts may be better rewarded.elsewhere. |

Italy also has a substantiél industry of its own
and it would be difficult to penetrate this market with the
type of machinery madé in Canada;

(e) Overall Impressions

From a viewpoint of obtaining business, the European
mayket is encouraging, and with the establishment of a good
dialogue with various machinery manufacturers, sdme'immediate,
results might be expected. However, of immediate consideration

should be a program of better domestic co-operation.




German/LEuropean Packaging Equipment

(a) Trends

<

Because of centralization, there is a definite
trend in Europe toward marketing complete systems. It was
noted that lafge organizations, such as Robert Bosch, Fig,
Rovema and others, displayed complete systems at the Interpack
show. They featured, for example, form/fill/seal and carton-
ing equipment as well as case packdging units.

Machinery offering high capacity in terms of speed,
and economy of labour and material, will receive increased
consideration from European buyers. Because of the sophis-
tication of this equlpment, the systems approach supplier
will have a substantial edge over competitors.

(b) Codes and Standards

Compliance with strict Canadian and U.S. codes and
standards (electrical, mechanical, safety and sanitary) helps
to give our equipment a substantial advantage over European
equipment exhibited at Interpéckq

(¢) Cost of Equipment

O TNIRITGERT A

The cost of European equipment compares favorably
with Canadian-made equipment. The recent currency realign-
ments and German inflation have helped to reduce the price
gap that once existed. Canadians can‘compete well in terms
of production performance versus costs, but in regards to
machinery quality versus cost, Canadian products are generally

somewhat more expensive.
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(d) Level of Technology

Technology used in packaging machinery made in
Europe'is ahead of that of North America in areas £hat
require a great deal of novelty packaging. However, in
terms of maéhine performance, production speed and-reliabil—
ity, Canadian-produced equipment has a considerable lead.
Canadian manufacturers élso appear to possess superior
technological knowhow in such areas as cartoning, case
packing, éccumulating, pouching, shrink packaging, pallet
shrinking and portion packaging. '

A detailed examination of Eﬁropean machinery revealed

that the quality of workmanship was, in most cases, good. It

" was also noted that Canadian machinery manufacturers on the

average incorporated more ingenuity into their equipment than
their Buropean counterparts. |

European equipment is frequéntly unsuitable for
North_American multi-shift processing plants because it is
generally built for single shift, low to medium—sﬁeed prod;c-
tion and is designed for frequent changeover of pfoducts.
These characteristics are mnot required for the high speed,
high volume North American lines. FEuropean machines also
do not.appear to have the reliability and efficiencies
demanded in the North American market. This was éspecially
noticeable in the cartoningvequipment viewed at Interpack.
European machines were definitely 1igh£er and less ruggedly

built than Canadian-manufactured equipment.




On the other hand, the Europeans displayed a
superior lével gf knowﬁow in pharmadeutical machinery.

Even if a Canadian manufacturer did develop a machine for
this industry it would be difficult to introduce it to the
European market without the assistance of an established
European manyfacturer ( preferably German). In this case,
licensing would perhaps be the best approach.

European wrap-a-round corrugated>case machinery
manufacturers all use a concept similar to that introduced
by fhe former Griswold Engineering Ltd. of Montreal. - Accum-
ulating systems, etc., displéyed by the Europeans, were éll
similar. All machines shown were of the intermittent motion
type and were geared t0'loﬁ and medium-speed produétion.
These machines are well suited for casing larger products
such as quart bottles or cans.

(e) Overall Impressions

The German packaging machinery industry today is
mature and well-developed. Thié waé particularly evident
at Interpack where it was oﬁserved that most sectors of the
packaging machinery industry have been well developed and
exploited.

The Europeans have made considerable progress in
forming consortia and arranging mergers (the Robért Bosch
group is a good example of this trend). . This type of co-

operation will be important in future world compefition°

Already it has assisted in the marketing of complete packaging

. !
systems.
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Organizations such as Europe Emballage and Europa
Carton can readily supply a complete system service including

the machinery, the expertise on packaging_materials and the

. supplies to cover such contracts. (It should be noted that

material suppliers in North America have been employing this
technique‘for many years,) However, during discussions with
various packagers, an increasing resistance fo this approach
surfaced. Packagers are becoming more reluctant to sigq up
for long-term systems contracts (including materials supplies)
because the systems approach‘works naturally to fhe aﬁvantage‘

of the supplier.

There is a great deal of duplication among European

"manufacturers. For example, at Interpack, at least 12 producers

of wrap-a-round case packers exhibited.identicél or mnear
identical machinery. It is somewhat_surprising that the
German economy can sustain this massive duplication which
has taken.place within the industry.

In summary, I would have to state emphatioally
that Canadian equipment manufacturers can take-suﬁstantial
advantage of the Europecan market and exploit our kﬁowhow in
selected areas. Canadian hanufacturérs have nothing of which

to be ashamed in comparison with our European colleagues.

Marketing Requiremenfs and Opportunities

(a) Preferred Marketing Methods

Marketing,requirements in BEurope vary greatly.

Europe must be considered as a market in which many countries




work together each with it; own culture, custqms and language.
This presents various problems and it is difficult to envis-
ion one agent for the whole of Europe. The most logical
marketing approach would be to have agents or distributors
established iﬁ.each of thé ébﬁntfies, Pféférably,”these
agenfs would be.natives Qhé speak Eﬁgiiéh;A The dist;;;e
between Europe and Canada does not make it conducive to deal
directly with end users, thus this approach is unlikely to
produce any concrete results.

Another approach to marketing in Europe is co-
ordinated Canadian action. To date, the achievements of
Canadian manufacturers in selected product éreas have been
most encouraging. Individual items of equipment can be con-
sidered equal to, or better than, equipment viewed at Interpack.
However, the trend toward complete systems approach has become
well established and individual Canadian manufacturers cannot
compete in this area with such European giants as Bosch, Iig
and Europe Embellage. Accordingly, a much g;eater degree of
co-operation within our indu;try is needed if we are to compete
successfully with these large European organizations. I would
like to add that enquiries received by my company from many
areas of the world alsoipoint to the necessity for a co-ordi-
nated Canadian systems approach to marketing.

Without co-operation, all we can expect to achieve
is the supply of component machines’fbr‘these'systems.which

would mean that the Canadian manufacturer would have to
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‘establish a working dialogue with the Eﬁropean companies.

It should be noted that these large European giants are
actively marketing their systems in Eastern Europe, including
the Soviet Union, and this could conceivably opeﬁ up these
markets to us.

(b) Other Approaches to Marketing

Another approach to marketing and perhaps the most
effective, would be to appoint a marketing director‘who would
have salesmen, some of them multi-lingual, é£rategica11y located
in various parts of Europe. This approach, although offering
the best chance of success, is also the most difficult to get
started. The Nordsoﬁ Corp. of Amherst, Ohio, is a good example
of a firm which has utilized this approach successfully.
However, it is unlikely that any company~in'dur industry
could afford to market in this manmer in Europe.

(c) Direct Sales Opportunities

There are areas in Europe where direct sales efforts
might be successful especially for equipment worth 370,000 or

more. Direct sales, however, can only be justified if prospects

. can be investigated and if a high degree of quotation versus

sales enquiries can be realized. On'equipment below ﬁSO{OOO
the cost of sales efforts becomes prohibitive.'

Since there was hardly any medium or large-sizcd
cartoners at Interpack, this is possibly an area in which
Canadians could be successful. Discussions with European

converbors have reinforced this opindon.




Another potential area for Canadians may be the
supplyihg of the largerfsized pouch packaging machinery.
Germany is using mofe and more of the larger pouches and
if Canadians act now ﬁhey could obtain business. It may
be presumed that Canadian fechnological leads will.not last
long (German companies may soon develop competitive unitsf
so there is some urgency to exploit'the demand immediately.

(d) Opportunities for Licensing

There are situations in which licensing could be
successfully exploited. There are, however, a number of
hazards that should be evaluated prior to making any arrange-
ment. Since packaging machinery requires a high degree of
innovation it would be difficult to maintain a long-term.
licensing arrangement. It would be better £o make an agree-
ment with a machinery manufacturer to supply him with componeﬁt
parts or a machine within a system. These types of arrange-
ments have the best chahce of success over the long term.

It should also be kept in mind that German machinery
manufacturers are now finding neﬁ develbpments‘expensive,
mainly because of inflatién and the realignment of currencies.
My earlier remarks on pharmaceutical equipment are also
applicable here. |

(e) Servicing Requirements

In dealing with sophisticated machinery, a service
department is a necessity and it is recommended thatl a central

one be established to meet the various agents or distributors
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immediate requirements for spare parts. Our system of measure-
ment still presents a hindrance to procuring sales, thus it
is parémount that good access to spare parts is provided.:

(f) Other Comments

Europe offers opportunities that could be profitable
for all Canadian manufacturers. However, a much:gréatér
degree of co-ordination is necessary. We should, therefore,
establish within the Packaging Machinery Aséociatiog, a means
of dialogue where such co-ordination can be achieved aé it
is unlikely substantial results will be obtained if WQ main-

tain the fragmented efforts that now exist.

Interpack '73

The Interpack show is one of the largest events of
its kind in4the world. The facilities‘are tremendous and the
event itself is extremely well organized. It proVides maximum
benefits to the packager (user of machinery and materials),
manufacturer of packaging materials, and maéhinery manufacturer.

In touring Interpack, one had to seléct carefully the
segment of special interest to oneself otherwise the full
benefit of the show wquld not be obtained. Thére was a vast
amount of‘machinery on display wﬁich covered the entire in-
dustry and ranged from equipment used to process convertéd
raw material through to the packaged product.

For future promotional efforts in Burope, Interpack
would be the most suitable show. It attracls visilors 'rom

all o BEuwrope and reppesentatives from many Norvlh American




owned multinational corporations. As such, all promotional
dollars allocated to this effort will produce a substantial
reward. Here, again, co-ordination among various Canadian

packaging machinery manufacturers is of great importance.

-—————-u——-————_ﬁ—_———
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SECTOR 2 -- CASE AND CARTONING EQUIPMENT
By J. M. SINCLAIR

EDSON PACKAGING MACHINERY LTD.

German/European Packaging Industry

In Europe, the use of corrugated board has grown
recently at a relatively slow rate but there has been a rapid
growth in the use of plastics as an alternétive material.
This trend is partieularly notiqeable in the tissue,.canning
and bottling industries. Chipboard trays, with shrink over-
wrap for cans and bottles, are also being wideiy used.

Many applications, whe?e the product itself is self—
supporting, have goné to shrink wrap.: Tﬁe cost differential .
between plastics énd corrugated in Europe was much more ad-
vantageous in favour of shrink film than in North America.
Broad acceptance of pléstic packaginé by méjor chains and-
favourable treatment by freight associations has created a
good climate for the rapid increase in plastics packaging.

It was apparent, hoWevér; that a wide Variety'of
products, which are packed into corrugated cases in North
America, aré also packed into corrugated in Europe. The
added protection.and stacking streﬁgfh of corrugated hévé
limited the use of film for many products that are suséept—
ible to damage in storage or in transit.

Wrap-a-round case packing is being used more widely
in Burope Lhan in North Am(:r‘:i;c‘a particularty for producls
that arc sclf-supporting and where changeover of gize ol

case is rare.



The use of recycled board has increased rapidly
and it was’reported that the poor quality of some of this
material created many difficulties for automatic case péck~
ing equipment.

There appears to be greater use of taping_machines
as compared with glue sealing machines for case closing.
Several manufactdrers'of case tapers and case éluers indicat-
ed that, in BEurope, the cost of taping was lower than gluing.
The‘reverse is generally true in North‘Americaf

A number of European manufacturers indicated a
much greater interest in expanding sales to the mew EEC mem;
bers and to East European countries than to North America.
The recent currency revaluations have caused much concern-
regarding the competitive position of European machines in
-North Aﬁerica, Combined with this is the problem of metric
vérsus the inch standards which has made many European man-
ufacturers feel that their efforts would be more successful

in arcas other than Canada and the United States.

German/European Péckaging Equipment

The European packaging machinery industry is dom-
inated by Germany,.aﬂd the German packaginé industry is in
turn dominated by several large companies which are several
times larger than any U.S. packaging machinery company.
Gcrmén equipment is sophisticated, well-built and well-
ffinished. Deliveries are generally uxfended and safoely

regquirements arce high. Most equipmenil appcars to have
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extensive guarding.

There is a trend toward high speed equipment and
fully automatic sysfems. Checks of case packing’éQuipment'
priceé indicated European and North American price levels
were similar on several types of machines.

One manufacturer said his company's pay raté for
a mechanic was 5.5 DM ($2) per hour, but that the effective
rate, Witﬁ all fringe and social benefitsvincluded, was
approximately 11 DM ($4) per hour.

European manufacturers appear to have a ﬁigh level
of technology in most areas where market demahd has justified
expendifures on development of special—purﬁose equipment.
There appear to be certain specialized areas,.howevér, where
Canadian equipment that hés been developed for the U.S. mar-
ket could be sold in Europe with limited competifion from
manufacturers there.

It is understood that the return on sales.an& in-
vestment of the large German packaging machinery manufacturers
is very low. There is a growing trend in Europe to submitting
turnkey propoéals on packaging sys%ems, particularly.to the
East European countries. |

In areas ﬁhere the packaging methods afe comparable,
the level of technology between Europeaﬁ and North American
manufactufers appears tovbe equal. in high épeed case ﬁack—
ing of cartons, North American industry is perhaps somewhat .
advancaod. In case packing of somc irrcgular shaped containers,

Lhe Furopeans appear Lo have more expericnce and a higher
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level of technology. European industry spends a large amount
on rescarch and development and is highly competenl in arcas

of specialization.

Marketing Requirements and Opportunities

Germany is a major exporter of packaging machinery
to all EEC countries but buys little; other than specialized
equipment, from them. '

The European market for case packers, for the more
- standard applicatiénsz is now well served by European manufac-
turers. The potential for sales Qf this type of eqﬁipment
- appears to be limited, parficUlArly i Germany and Italy.
There appears, however, to be potential‘for éase packing
equipment 'that has been developed for non-standard applica-
tions of for spécialty end uses. Although these are fringe
markets, they could represent significant volume for a. Can-
adian maﬁufacturer, .We are optimistic that the potential in
Europe for our own specialized equipment can be developed
fairly Quicicly°

Séme multi-national companies in Europe seem to
be quite receptive toVCanadian equipmenf, if simiiar equip-
ment is in operation and performing well‘in'théir Canadian
and U.S. plants.

For a Canadiaﬁ packaging machinery mangfactgrer
to market products effectively in Eﬁrope, it is essential
to have a reliable'agent or agents, and to proviae adéquate
facilities for servicing the equipment. Multi-lingual
,1iLvrﬁture, with better than the nverége translation of

techiicnl Lerms, i4 alxo highly desleable,
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As a result of currency revaluations, there appears

to be an increasing interest by European companies in discuss-

'ing agreements for manufacturing under licence for the North

American market.




SECTOR 3 ~- FORMING EQUIPMENT
By E. D'S0OUZA

FIBRACAN INC.

German/European Disposable Cup and Container Industry

The- disposable cup and container industry in Germany
is fairly édvaﬁced and, in Europe, is probably second only to
Britain as far as total usage is concerned. The per capita
consumption, however, is considerably below Nérth‘American
levels although it is rapidly increasing -- hence the higher
annual growth rates than in Nofth America.

The Vacuu@;formed.and thermo-formed Cups and contain-
ers have the bulk of the market. Paper comes a distant second
with probably less than 40 per cent of the total market. Thefe,
are no foam cups and containers made in Germany and practically
none are used. Oné plant exists in the Netherlands, |

The disposable cup and éontainer industry is mainly,
divided into two fields: institutionél.and retail. Compared
with North America, the level of consumption in Europe is
quite low. The bulk of the.usage is in the manuai‘operafionr
and little in the vending field.

Rising wageé in Europe will tend to increase the
market but growth will depend on the pricing of the disposable
cups and containers. In the retail:field, the market is mainly
covered by department and stationery stores which is in céntrast
to North America where supermarkets'and'grocery stores have

played a major role in expanding this business.
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The retail field in North America is dominated by
foam cups sold at low prices to encourage use by housewives.

In Europe, foam cups are_préctically non-existent
with paper.cups tending to dominate the field. Possibly,
because of the high price levels opraper cups, ﬁhis market
has been restrained. Hence, the intréduction of foam cup
molding machiﬁes should produce low prices which should ex-
pand the field of disposables in general.

The fast-food franchise systems that have contributed
substantially to the growth of disposables in North America
are just starting to make headway in Britain and the rest of
Europe. Iﬁ a few years, the growing number of fast-food
franchise systems should contribute substantially to‘the
growth of disposéble cups gnd containers in ﬁurope.

Molding machines for manufactﬁring foém cﬁps and
containers were not exhibited at Interpack and, because of
laqk of raw material (expandable polystyrene cuphead) fof
foam cup making,.there is hardly any incentive for the develop—
ment of foam cup molding machinery. The fbam cup éna.COntainér
technology is considerably ahead in North America and oppor-
tunities do exist for exporting to Europe. |

At present, expandable polysty}ene bead (cup grade)
is not available in most of Eurépe and there isAonly-one
company in Britain manufacfuring this material. Unfortunately,
the quality of this company's product does not yet match
North American standards. Hence, the availability of good

cup grade bead 1is essential to the growth of foam cups and
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containers in Burope. In North America, this type of cup
and contaiﬁerAhas a major shafe of the market and has con-
tributed substantially to the growth of disposables. -

Germany leads the world in the export of paper cup
and cbntainer—forming machinery. In spite of this Europe
still offers good potential for the éupply of this type of
equipment since technology in Canada is at least on a par
with that of Eurépe, if mnot slightly ahead. |

In the future, the field of disposables should have
a _higher growth rate in Eufope than in North America, offering
Céhadian companies opportunities to sell production, printing

and packaging machinery.

Gencral Comments

Interpack is undouﬁtedly one of the world's largest
machinery shows. It is impressive, presents_a wide range of.
ﬁéckaging equipment and, as might be expected, is predominated
by German companies,. Onl& a feW Canadian companies exhibited
at the '73 show. Obviously, this participatioﬁ should be
improved if Canadians are going to exploit their techndlogy
aggressively in Eurépe.. It was noted'thathanadiaﬁ technology

compares favburably with that of other countries.




SECTOR_4 -- HEAT SEALING EQUIPMENT
By M. R. KATZ

AY

IDEAL EQUIPMENT.COMPANY LIMITED -

German/European Packaging Industry

The trend today in the German/European packaging
industry is foward larger and high speed automqtio packaging
equipment such as high speed sleevewrappers, bundlers and
overwrap- .machines. As the markét moves toward aooommodéting
supermarket retailing, there will be more portion papkaging,
utilizing more and moreAfilm. Chipboard trays wili replace
éartons and other materials for shipping goods.

) As there are more than‘E,OOO'supermarkets, énd as
German self-service stores account for over 80 per éent of
total food store sales, there will be mofe use of multi-pack
trays for cans (soft drinks, soups,. canned'fruits, été.)
which will be placed directly on the Store shelves. This is
already mﬁch in evidence in.some=supermarkéts.

Although Germany is now the leader in supermarkets

in Europe, the supermarket concept is being accepted quickly

'in France and the Netherlands and will soon spread to Belgium,

Switzerland, etc. This trend is of great importance to the
Furopean packaging machinery market as it will create a need
for high spéed sleevewrap, bundlers,ishrink tuﬁnels, and
pallet shrink machinery.

As the inflafionary trend in Europe éontihues,

there will be opportunities for packaging machinery that




offers substantial savings in labour costs and for cqntinuous
operation systems.' Recent statistics sﬂow that for sbme
German companies,blabour costs doubled from 1962 fo 1970.
With the present strong unioné and inflationary tfends,vthis’
problem will take on astronomical proportions.

Another factor that will affect the packaging
industry, and thus packaging machinery in Germany, is the
shortage of clerical staff. Plastic film, as a food wrapping
material, is bécbming more popﬁlar since the handling of many
unwrappéd fOQd items is restricted to medically inspécted
store clerks. There is a severe shortage of clerkslat present.

The growing markets in Germany for the coming years
will be foddétuffé, particularly canned goods'such as béverages,
fruits and vegetables which will be processed using continuous
operatioh systems.

Another trend iﬂ Germany is a growing penchant for
snack foods. German machinery builders have not concenfraﬁéd
on this area in the past, but, as Germany's 215 ﬁillion

population becomes more and more affluent, there should be a

large market for snack foods and packaging equipment. Canadian

manufacturers of packaging machinery who cater to potatoAchips,
pretzels and snack food industries should exploit this good
market potential as European packaging machinery manufacturers

have not developed machinery to any extent im this area.

German/European Packaging Equipment

Basically, European manufacturers build better

A




quality equipment than North Americans,.especially the average
type of machinery.

European strength in heat sealing equipment tends -
to be in the highly sophisticated, coMplex, automated gleeve—
wrapperé, pallet shrink ovens, pouch fillérs and sealers.

In regular L-Bar sealers and shrink tunnels,.there
are few startling innovations. Most manufactureréiin tﬁis
area produce the ordinary hot-wire, pneumaticallyiéperated
L-Bar sealer (some with side seals) and the basic air duct
system or infrared shrink tunnel, all of which are now
manufacturgd in Canada.

fhe.infrared shrink tunnél seemed to be more
popular as it is easier and cheaper to manufapture than_
shrink tunnels which use an air duct system. In thé latter
system, the air in the shrink tunnel is agitafed to become
turbulent, and in this writer's oﬁinion, gives a better shrink
result than the infrared method in which the air remains still.

Furopean machingry manufacturers offer large high
speed machinery, such as overwraps, which can process up to.
60 packages per minute, and also massive palle£ shrink equip-
ment, which has the appearance of a small cabéna. The pallet
enters the "little house'", the doors are ploéed, then after a
short time, the back door is opened and the shrinkwrapped
pallet emerges on a conveyor track. 'Thislshrink palletizing
appears to be quite strong. I'VQ seen brické palletized in

Italy and then shipped across the continent.




One factor that shéﬁld be ndted‘by.Canadians is
the high cost of machinery in Europe, particularly in.Germany.
Although Germans.produce quality packaging eqﬁipment, their
prices compare favoufably’with Canadian equipmeﬂt. As 
recently as two years ago, Germany offered a much better
dollar value for packaging machinefy than did North Americaﬁs.
But today; Canadian products can compete on an equal price
basis.

One cause of the high price of German machinery
is the cost of iabour and the grip the uhion ﬁas on,manufacf
turers. One German manufacturer explained.that it seems as
if the wﬁéleycountry.is tied dpwn to one, nationwide union.
If a manufaéiurer hires an individuél,and keeps him for more
than three weeks, he cannot lay‘him off even ifnbuéiness
drops off. In addition, the work Qeek has shrunk to about
37 hours from about 45 hours. Workers receive 15 months
pay for 12 moﬁths work.

This German manufacturer built a fine piece of
packaging equipment, but his price to our firm (as North -
American distributors of his préduct) was highérAthaﬁ ﬁhe

competitive U.S. firm's price to the final customer.

Marketing in Europe

Any small or medium-size Canadian-company that is
inclined to market its machinery products in Europe must
take great care in both the methods and policies it employs.

The most popular form of marketing machinery
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.products in a foreign country has been the utilization of

agents or distributors. The main reasons for this are that
most Canadians do not know the different European customs,

cultures, languages and modes of transportation. This un-

familiarity often creates problems.

For instance, our Vice-President, a native-Austrian
who has lived in Canada for many yeafs, went to.Germany
recently to survey the European market for textile machinery.
In spite of being perfectly fluent in German, he had many
problems in travelling as road‘signs were cﬁnfusing. He’
also found the Europeén telephone system to be an impossible
means of communiéation because of the time and expense it
took to place a call in comparison with North American tele-
phone systems. A native German, on the other hand, is familiar
with the business practices of his country and can be effective
in starting to market in Europe.

"Aéent's and distributér's markups have been reported
to range from 3 per cent to 15 per cent of the selling price,
with the level related to the priée of the equipment and +to
the services provided." This quotation is from a report publish-
ed by the U.S. Department of Commerce. However, in our personal
experience, we find the rate is closer to 25'per‘cent.

Service is the one important point to keep in mind
when using agents or distributors in Eurépe. This factor can
make or break a company. If a Canadian machinery manufacturer
ties up with a distributor who cannot, or does not, provide

adequate service, the initial success based on -the machine's




capabilities will be wiped away. Furthermore, your company's
reputation may be ruined for a long time in ghé European
markel if inadequate service is provided.

The best areas for ser&ice centres'are iﬁ Cologne,
Duesseldorf. or any city mnear the Ruhr Valley, one of the mqst
industrialiied areas of Germany.

If a Canadian manufacturer wishes to deal dﬁrect
he could locate native FBuropeans to fepresént thebcompany in
various countries and have them start sales and service offices.
Ideal Equipment hopes to market this way in about'two years.
The kéy factor here, however, is the énormous cost of startup
and the training of the Europeans in yqﬁr company's equipment.
Usually, this entails bringing them tq Canada for ub to a year
to learn the company's products, marketing methods and service
requirements. Startup costs include ﬁhe seltting up of service
offices and all expense incurred. with a sales office.

On the other hand, a Canadian company using this
approach could be a "master df its own destiny". If im-
plemented correctly, this method could open up an entire new
production and marketing operation in Burope.

Another marketing method that may 59 successful is
direct selling, but only in large quantities. In other words,
a Canadian manufacturer would send one of his fop men to Europe
to negotiate for a sale of at least five or six piéces of
equipment depending, of course, on selling price and so forth.
To attempt to sell one setup, as we do in Canada; would be

ridiculous because of the selling and installation costs invoived.




The area in which Canadian manufacturers could
specialize is high volume sleevewrappers, bo# closers, and
tray formers in the shrink packaging line. Eﬁropéan manu-
facturers of L-Bar sealers, pallet shrinks and shrink tunnels
are extremeiy competitive; The U.S. enjoys 8 per cent of the
packaging machinery export market in Germany with sales of
approximately $1.5 million énnually. The Canadian manufac-
turer would do well to‘follpw the exampie of his southern
ﬂeighbour and market his products in Europe.

The opportunities for licensing are numerous, and
Ideal Equipment Co. Ltd. itself is expléring licensing and
distribution possibilities with more than 10 European equip—
ment manufacturers. Cer£ain Européan companies will distrib-
ute and service our equipment, aﬁd we will handle certain
European packaging machinery which will complement our line.

Other marketing factors to consider are that adver-
tising brochures and instruction manuals should be in the
foreign languages concerned to make sure informétion about
your product reaches the customer; machinery must conform to
the Electro-Technical Association (VDE) sténdards and the

metric system must be applied..

Interpack '73

The Interpack fair was impressive in scope and
magnitude. It was interesting to note the number of U.S.
firms exhibiting, such as Doughboy and Welderfron. Ideal
Equipment will participate at the next Interpack in 1975.
By that time, we will be able to follow up any leads from

potential customers who visit our exhibit.



SECTOR 4 -- HEAT SEALTNG EQUIPMENT
By K. LEE

WRAP-0-MATIC MACHINERY CO. LTD.

German/Europcan Packaging Industry
Trends. |

The trend toward wider application of shrink packaging
in Europe is expansionary with greater automation in the’use
of shrink for food packaging. Consgidering products other than
foodstuffs, such as wallpaper, magaiines, periodicalsiand
hardwaré items, automatic and high speed packaging is being
accomplished successfully and new machine designs are opéning
the markef to far greater use of éoft fiim wrapping and shrinking;

A neﬁ family ofvmachines, designed to paékage lafge,
bulky items éuch as fufniture, carpet rolls, kitchen appli-
ances and bicycles, offers good promise for.the future énd
has attracted the special interest of prospective clients
in North America.

Pallet shrink systems are widely used throuéhout
Britain énd’the rest of Europe. In Germany, éstimates aré
that 40 per cent of all pallet loads are now being processed
in soft film and it appears that this figure will expand
especially since lhere are now economical shrink machines on
the market.

In general, the use of soft film, for wrapping,
shrink packaging and bagging, is growing rapidly with tﬁe
advent of newer machine designs. These help to fill the

high speed requirement of many customers and provide lower-
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cost machines for low production runs.of many o£her forms
of packagiﬁg such as pallet loads.
Materials

The use of materials is much the same as in the
North American market, bearing in mind thét the coét of each
different type (P.V.C., polypfoﬁylene, polyethylene and
polythene), is comparable with Canadian/U.S. prices.

In Germany, however, many producers of shrink
polythene prepére the material with tiny perforated holes
throughout. The objective is greater ease in the protess
of shrinking. Improvements in the sﬁrinking of some dif -
ficult packages were obser&ed using this méterial. The
author knows of only one company in‘the U.S. which produces
perforated polyethylene.

A system of stretch film Wrapping of pallet lcads
was also observed. This is certainly a mew approach to the
art of packaging which formerly had been confined to using
shrink materials, the majority of which were pélyethylene.

Impact of Enlarged EEC on the Industry

Considering the market the enlarged EEC makes
available to industry, the machine manufacturers with whom
I talked (which included suppliers of automatic bag making
machinery from Germany, shrink packaging machines from Italy
and shrink packaging machine manufacturers from Britaiﬁ),
were not able to say if there was any significant change in
their business or in the promise of new markets. Generally

most people felt improvements in -the price and supply of foodw




stuffs, labour and raw materials, have occurred bécauée of

the enlarged EEC. But, mosf Telt there was no‘increase.in
markets since most companies already exporlt equipment through-
out Europe.

Major'Markets

The major burchasers of shrink wrapping machinery
and materials afe the food processors such as dairies,
breweries and canners of food and bev<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>