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DEAR CUSTOMERS

Glass packaging is part of our everyday life. It is a rare breakfast table that has
no honey or marmalade jar. The sweet spread helps us ready ourselves for the
challenges of the coming day. This is why we’ve used it as our cover picture

for this issue of Vetrotime. Celebrations also find us reaching for a glass bottle:
goods packaged in glass enhance our enjoyment. This is well known by our
customers and by those consumers who opt for traditional, natural packaging
when they shop. In short, glass is in fashion. So much so that it’s even learning
to speak, as the article on the following pages shows. A fantasy? Time will tell.
There are no limits to the imagination.

But for now, back to the present. More precisely, back to the international beer
market and beer consumption. Trends and developments in this segment are
described and explained on page 6 — complete, of course, with interesting
current examples. It’s exciting and inspiring to peek over the garden fence. It’s
just as enthralling and edifying to learn how companies are seen by their custo-
mers. Is there a widening gap between the company’s image of itself and the
customer’s? What can be improved? The right information can result in accurate
customer-satisfaction analyses. A good example of this can be seen on page 15.

The first half of 2008 is now behind us. These were six successful months with
optimal conditions and a full workload at all our facilities. Still, rising raw
material and energy prices are a cause for increasing concern. There is no end
in sight, and assessing further development remains a tricky business.

Sincerely yours,
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Claude Cornaz



UTOPIA

MODERN SHOPPING

Talking glass
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The traditional wine bottle is becoming a high-tech product. Bar codes and radio chips now enable bottles
to provide consumers with additional information on this sublime drink. The first ‘talking’ bottles are already on

shop shelves in Switzerland.

Mirror, mirror on the wall, who’s the fairest of them all? —

Until now, ‘talking glass’ was known only in fairy tales. But
today, modern technology is making the fairy tale come at
least partially true. Today’s wine bottle is able, in a figura-

tive sense, to ‘speak’ to the consumer and simplify shopping.

In practical terms, two different technologies are turning the
wine bottle into an informative medium: the QR code and
the RFID radio chip.

More information from the label and radio chip
The QR code (Quick Response code) is a two-dimensional

bar code integrated into the label. In contrast to the familiar
one-dimensional bar code, the QR code is a square dot
matrix field about the size of a postage stamp. It contains
precise background information concerning the product,
such as fuller details on the selection of grape variety. It can
be read via the camera on a standard mobile phone on
which the necessary software has been installed. The
information is then shown on the display. The QR code can
be implemented without major expense.
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The radio technology known as RFID (Radio Frequency
Identification) works in a completely different way. A radio
chip, also called a transponder or a tag, is fastened to
sample bottles. When the consumer places a sample bottle
of his desired wine on an interactive info terminal, the radio
chip links to a wine databank and a monitor allows the
consumer to view information about the origin of the wine,
suggestions concerning decanting or appropriate food
choices — and, if desired, watch additional videos about the
wine regions or producers concerned.

Award-winning Vetropack bottle with QR code

In Switzerland, two Vetropack customers are already
equipping their bottles with the new information technology.
The 75-year-old Uvavins winery in Tolochenaz is known to
wine consumers for its creativity. For their new uvanomine
line, they’ve opted for the QR code. The uvanomine bottle is
the recipient of several awards and is considered

a modern classic. Geneva graphic artist and painter Roger
Pfund has designed a standard round back to the bottle, but
a flat front (which, by the way, does away with rolling
bottles). Its round side displays grape leaves in an exclusive
relief, and on the front side is the confident logo uva+.

The QR innovation, however, is apparent only at second
glance, as the code is integrated into the label. uvanomine
wines are thus among the first beverages in Switzerland to
offer the consumer valuable information about the product
by means of a bar code.

“Have fun reading Vetrotime.
Your Vetropack”

This message — in German — is hidden
beneath the QR code pictured here. Simply
scan the code into your mobile phone and
the information will appear on the display
(see the pictogramme at right). If the QR
reader software is not already installed on
your phone, you can find it on the Internet.

Vetropack bottles with RFID radio chip

VistaSys AG, a specialist in the application of RFID, has
gone a different, but no less futuristic, route. In conjunction
with Weinkellereien Aarau SA, they have introduced the
‘Wine Information System’ to some clients. Wine connois-
seurs can test the efficiency of this new information and
appraisal system for themselves at the Bacaro fine food shop
bar in the airport shopping area at the Zurich airport. Here,
they will find the first sample bottles equipped with radio
chips, manufactured by Vetropack and others.

Interactive consultation

And so, wine bottles have learned to talk. Thanks to the QR
code and the RFID system, bottles are now able to optimally
meet the needs of their customers by providing more infor-
mation and individual advice.

Whether and how quickly the QR code and the RFID radio
chip will catch on as a shopping aid depends on user
acceptance. But perhaps computer-aided shopping will be
part of our everyday experience as soon as tomorrow, and
the ‘talking’ wine bottle will be fashionable.

mobike phong with QR seode

scan fhe
Guic Respangs foda
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Tomorrow: custom-made service

One possible shopping scenario for the year 2020: either At home, the wine is stored in an ‘intelligent’ wine cellar

each shopping trolley will be fitted with a small computer or cabinet that is informed by the radio chip when the

connected wirelessly to a central company system, or each  wine is ready to drink or stocks are low, and the consumer

customer will receive a small RFID reading device that can determine the amount of wine to be kept on hand.

offers the same features. All wine bottles will have a radio

chip integrated into the label or the cork. The chip in the The technologies described here are still in development

cork can also be used as a certificate of authenticity, as it or being tested in pilot projects. But it will be a few years

is not as easy to exchange as a label. or decades before every product — not just sample wine
bottles — comes with its own radio chip.

But back to shopping: the consumer types in the name of

the wine and is immediately directed to the right shelf.

Wine bottles with the RFID radio chip inform the consu-

mer not only who and what they are, but also where they

can be found.
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GOOD PROSPECTS

Beer — more choice,

more SUcCCess

More and more beverages are being sold worldwide, with beer showing the greatest growth — above all in
Asia, where its popularity is on the rise. With a constantly expanding product range, breweries are reaching new
consumer groups in all corners of the world. And the glass packaging industry is benefiting from this boom.

The world is thirsty. The beverage industry has been growing
at a constant pace for several years now. Every year, more
and more mineral water, fruit juice, soft drinks, beer, wine
and spirits are consumed around the globe. Industry experts
are predicting growth of some seven per cent in the consump-
tion of all beverages between 2006 and 2009. Good pros-
pects — for the beverage producers, and also for their suppliers.

A growing beer market
In a detailed analysis of this growth, two distinctive features
emerge. Firstly, beer’s contribution to this beverage boom is

above average. Secondly, there is a substantial difference in
the beer consumption and rate of growth in various regions
of the world. The most beer is consumed in Asia and
Oceania, followed at a distance by Western Europe, Central
and South America, as well as North America and Eastern
Europe. Asia also comes in first in growth rate. Absolute
growth in beer consumption in China over the last five years
corresponds almost exactly to total beer production in
Germany. Increases in Central and South America are
smaller. Forecasts for Europe range from zero to twenty per
cent over the next seven years. This broad spectrum does not
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represent uncertainty on the part of forecasters, but rather
reflects the differing expectations for each country. Between
Western and Eastern Europe there is a converse develop-
ment of per capita consumption. A further rise until 2015 to
the western European level is predicted for the east, whereas
slightly declining tendencies are discerned in the west.
Beverage producers expect a slight increase in beer con-
sumption only in the traditional wine-drinking countries of
Spain, Portugal, Greece and Italy.

Consolidation process continues

Last year, the five largest brewery groups were responsible
for approximately half of the world’s beer production. There
were company mergers this year, which further extended
concentration among branch leaders. A study of the brands
presents the following picture: the ten largest beer brands
cover about one-fifth of total beer consumption. Bud Light
and Budweiser are the strongest brands. The concentration
is also impressive in the export field: more than two-thirds of
exported beers originate in Europe. The Netherlands,
Mexico and Germany reign as the biggest export countries
in the world, with almost fifty percent of the beer business on
foreign markets.

Development of
European beer consumption
2007 - 2015

-3 to -10%
-3 to +3%
> 3%

> 10%

mm > 20%
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A beer for everyone

The fact that the total number of brewery groups shaping the
market is shrinking does not mean, however, that the variety
of beers is also shrinking. On the contrary, the last few years
have seen a boost in innovation like never before. Breweries
bring new products for new target groups onto the market
on an ongoing basis, and more trends can thus be obser-
ved. Many new types of beer emphasise their positive effects
on the health and well-being of the consumer. The producers
support these assertions by adding vitamins or fruit juice, or
by reducing carbohydrates. The wellness trend in beer is
reinforced by those drinks made from purely organic
ingredients. Another trend is the ‘traditional’ one. New
products highlight the traditional brewing methods that
consumers associate with the highest quality. Breweries tend
to use pure spring water for traditional beers and position
them as premium products. Beers are increasingly offered

seasonally and marketed as seasonal specialities. And
finally, there is the trend toward less bitter beers, which are
sometimes fruit flavoured.

7
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Glass is growing, too

The growth in the beer market is having a positive effect on
the glass packaging industry, as some two-thirds of the
world’s beer today is contained in glass bottles. The high-
quality packaging material underlines the positioning of
beer as a lifestyle product. Only about one-fifth of beer is
consumed from cans, ten percent on tap, and not even five
per cent in PET bottles over the counter. The innovation
boom in beer, by the way, extends to packaging as well.
There is a clear trend in glass bottles toward more attractive
and smaller shapes.

The most significant beer trends

Wellness beers

The range runs from anti-aging to cholesterol-reducing
beers. In between is an assortment of beers featuring
added vitamins, added fruit juice or reduced carbo-
hydrate or alcohol.

Premium quality

Traditional brewing methods and totally organic ingre-
dients are being strongly touted, especially in new
products. The use of pure spring water also supports the
premium mentality.

Seasonal beers

Flavour variations are offered, fitting to the seasons — for
example, light beers in summer, bubbly beers in spring,
and heavier beers during the winter months.

Lifestyle demands

Beer bottles are getting smaller. The trend is 250 ml and
330 ml with twist crown caps. Beer lovers drink out of the
bottle. Non-returnable beer bottles in attractive containers
are taking over and creating a market thrust.

Individual design

Glass bottles with grips, large-scale engravings, and
special shapes and colours set identity-establishing
accents, heighten recognition and attract attention.

Flint glass with UV protection
Flint glass bottles with UV protection are offered
primarily in Germany and Austria.
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BEER FROM HUNGARY
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A new start of beer classics

Soproni ranks among the oldest and most popular
brands of beer in Hungary. It might be a unique case
worldwide that the name of a beer is connected with a
town that has been famous for its wine since medieval
times. However, the brewing art has had its roots in
Sopron for more than 100 years. Today, this brewery,
together with a younger one in the town of Martf ,
belongs to the international concern Heineken. Besides
the traditional Soproni brand, both breweries also brew
the beer of the parent company under licence.

Heineken Hungaria Sorgyarak Zrt., a Hungarian subsidiary
of the Heineken group, ranks among one of the most
important breweries in the country and its market share is
about 30 per cent.

Tradition obliges

The Soproni brand recently got a new, fresh face. Tradition
obliges — in the present and in the future. That is why not
only the recipe of this beer classic was improved, but its
packaging was also adjusted to the ‘new’ content. This is
due to participation of the Vetropack Moravia Glass (VMG)
glass works in the Czech Republic. It produced and delive-
red the 22 million glass bottles necessary for successful
conversion in July 2008.

Vetrotime magazine (VT) interviewed Mr Stefano Cavenati
(SC), picture right, from Heineken Hungaria. In his position
as technical and supply chain director, he took joint respon-
sibility for the Soproni project.

VT: Mr Cavenati, could you describe the project briefly?
SC: Within the framework of this relaunch, we decided to
replace the original brown glass bottles with green ones and
to modernise the label. The decision for the green colour
arose from the fact that this colour represents the premium
quality of Soproni much more clearly.

VT: When you look back, what was the biggest challenge?
SC: The biggest challenge for us, but also for Vetropack
Moravia Glass, | believe, was, among others, precise
preparation, perfectly detailed planning and design and,

last but not least, reliable delivery. It required a high
degree of coordination. A common task was to find

an optimum solution, to prevent critical situations and to
keep to deadlines.

VT Is it only a question of organisation and logistics, then?
SC: Yes, because you can fill, label and pack only if bottles

are available. Moreover, we brew in two plants: one is
situated in the west of Hungary, the other one in the east.





































