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A. Project charter & ASCIK model

ASCIK model:
A (project manager): this is the person who is responsible for 
the project.
S (support): people who are part of the project. They give 
feedback, information and can make decisions. 
C (consult): people who give advice, but their opinion should 
not influence the project.
I (inform): people who should be informed by the projects 
state. 
K (client): the client gives feedback and is the most important 
decision maker.

CONFIDENTIAL
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Beer is one of the oldest and one of the most popular drinks in 
the world. There are even indications the Egyptians brewed beer 
[Megafactories: Heineken, Discovery Channel].  Over centuries, 
many flavours, brands and packages have been developed. 
Nowadays, there are many breweries all over the world. The 
largest and leading breweries are Anheuser-Busch InBev (e.g. 
Stella Artois, Budweiser, Beck’s, Hertog Jan, Jupiler), SABMiller 
(e.g. Miller, Grolsch, Tyskie, Lech, Pilsner Urquell)  and Heineken 
(e.g. Heineken, Amstel, Grimbergen).

The leading brands in the world are Heineken and Corona. 
Carlsberg and Budweiser are number three and four. 
 

B. Beer market

1 AB-InBev 18%
2 SABMiller 14%
3 Heineken 9%
4 Carlsberg 5%
5 Other 54%

Global beer sales by volume in 
2010%

Alcohol category growth%
Beer share of alcohol trends in major
emerging markets

Beer growth trends by volume%
Forecast five-year compound annual growth 
rate (CAGR) by region – 2011 to 2015

Source: http://www.sabmiller.
com/index.asp?pageid=39
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C. Global brands way (CBE 
model)
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D. Inspirational packages

Use of materials, printing 
techniques and brand 
identity.
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Printing techniques, 
production techniques 
(embossing) and ‘natural’ 
feel.
‘‘
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3D effect (anaglyph), 
surprising materials 
and advertising through 
artists.
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Creative punching, matt/
glossy, shapes.
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Re-use of material, brand identity, 
printing techniques, collectors item.
Source: Dieline.
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Special beer packs from all over the world. Source: 
Mintel.
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E. Workshop outcomes
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F. Development ‘Box’
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G. Holes test
Holes test: 4-12mm. Conclusion: holes visible from 7mm. 
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H. Plano ‘Box’

Option A (left), option B (middle), option C (right)
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I. Cost estimation clapperbox international & 4X0,45L
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J. Cost estimation ‘Box’

CONFIDENTIAL
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K. Development ‘Tube’
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L. Options Tupak

Option 1 Option 2 Option 3
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M. Cost estimation Tupak
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N. Cost estimation 1,5L & ice-bucket
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O. Cost estimation ‘Tube’
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