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Success Story Carlsberg

Why 1664 Blanc is so successful — and what
role its famous blue bottle plays

vetropack &b



More than just a beer

Carlsberg launched its 1664 Blanc beer as an international brand in 2016 - and ever since then,

it has never stopped growing. There’s no doubt that one major factor in this success is the
distinctive blue bottle supplied by the Switzerland-based Vetropack Group, one of Europe’s

leading glass packaging manufacturers.
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Carlsberg numbers among the world’s largest brewing groups.

Founded in 1847 with its headquarters in Copenhagen, this
Danish company has always set its sights beyond the bor-
ders of its home country. lts first foreign sales were made to
Edinburgh (Scotland) in 1868, and the British Commonwealth
was a major market for Carlsberg throughout the 20th century.
When Carlsberg merged with its main Danish competitor
Tuborg in 1970, it became even clearer that this success story

would not only go on - but go big!

Today, Carlsberg has brands and breweries almost every-
where in the world. Its advertising currently features the popular

Danish actor Mads Mikkelsen, and the company maintains

a longstanding partnership with Liverpool FC, now one of
Europe’s most successful football clubs. Carlsberg continues
to be a global trailblazer with a workforce of over 40,000,
production volume of 142 million hl (2021), and revenue in
excess of DKK 60 billion (2021; equivalent to about EUR 8 billion).
Popular international brands include Somersby, Tuborg,
Grimbergen, 1664 Blanc and - of course - Carlsberg itself.
The Group also owns many local brands such as Kronenbourg
in France and Feldschl&sschen in Switzerland as well as
Holsten, Wernesgriner and Libzer in Germany. Carlsberg’s
portfolio comprises a total of over 500 local beers, and the

Group is present in many Asian and other overseas markets.
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Global beer trends and the importance of glass packaging
The last two decades have seen a shift in global beer
consumption: a diverse spectrum of tastes has emerged to

challenge traditional recipes, with a clear trend towards

“Vetropack always stands ready to
support us in driving innovations and
customer-oriented initiatives.”

Nikola Maravié¢

non-alcoholic, mixed and speciality beers. As part of its
response to these changes, Carlsberg launched 1664 Blanc,
a premium wheat beer originating from France that brings
French lifestyle and savoir-vivre as international brand in the
premium segment. 1664 Blanc is a light and refreshing wheat
beer, with a layered taste profile. Its unique flavour comes
from the perfect harmony of its two distinct dimensions:

The Playful Side, a lively, crisp and refreshing wheat beer,
bursting with citrus notes, exotic fruits and a touch of

spice. And the Elegant Side, a beautifully delicate arrange-
ment of fine hops varieties with a touch of coriander.

Its subtle bitterness; balanced with notes of white peach.

1664 Blanc has experienced double-digit growth since its
launch as an international brand in 2016 gaining footprint
in Europe, Asia and North America; variants such as

1664 Rosé (brewed with a hint of raspberry) and an alco-

Nikola Maravié¢
Global Marketing Director
for 1664 Blanc

hol-free version are now available as well. Nikola Maravié¢
has been Global Marketing Director for 1664 Blanc for the
last three years, after joining Carlsberg ten years ago. He
reports: “A new, alcohol free variant of 1664 Blanc was
launched in France earlier this year and will soon be rolled-
out across key markets in Europe and Asia. But all the differ-
ent variants are there to strengthen the core proposition of
1664 Blanc - which, by the way, is probably the only beer

brand in the world to have a year of origin as its name.”

One of the key attributes that make 1664 Blanc stand out on
the shelf is the blue bottle. “With its special shape inspired
by the Eiffel Tower and its unique blue colour, the bottle perfectly

reflects the premium identity of 1664,” Maravi¢ points out.

“Blue is a colour that stands for trust, loyalty and stability - but
also for depth, wisdom and sincerity. It's one of our main ingre-

dients for a successful brand - ideally complementing the

special brew, the French lifestyle of elegance and joie-de-vivre.”
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Partnering to deliver sustainable value

The bottles are supplied by the Vetropack Group, a leading
European glass packaging manufacturer that can look back
on a long and successful business relationship with Carlsberg.
“Vetropack always stands ready to support us in driving
innovations and customer-oriented initiatives,” Maravié¢ notes.
“They are very reliable and professional, and they also
support us on our sustainability journey - by continuously

reducing the carbon footprint of our bottles.”

As a vital part of its business strategy, Carlsberg is driving a
more sustainable business with its “Together Towards ZERO”
programme with four clear goals: zero carbon footprint, zero
water waste, zero irresponsible drinking, and zero accidents.
For its part, Vetropack is naturally pursuing similar strategies -
so both companies can work closely together and adopt a joint
approach that will leverage potential to promote sustainability.
Examples of this collaboration include interlinked business
processes and supply chain management, light weighting as

well as new materials and technologies.

Furnace or feeder colouring

Glass is coloured either in the furnace or, later on in the production
process, in the feeder. The different colouring procedures are
applied in order to be able to respond more flexibly to customer
wishes and to provide a wide range of colours. Vetropack offers
both procedures. During the traditional furnace colouring procedure,
the colouring components are mixed into the melted glass mass,
which consists of quartz sand, soda ash, limestone, dolomite and
recycled glass. Depending on the colour, the proportion of used glass
can total up to 90%.

Still plenty of market potential for 1664

1664 Blanc has already made its appearance in over 40
markets across the globe: the brand has naturally established
a strong presence in Europe, but is also popular on other
continents including Asia - where China is leading the way.
This successful track record inspired Carlsberg to strengthen
their core proposition with another super premium variant

of 1664: an edition specifically designed for celebrations,

festivities and other special occasions.

“Without revealing too much of what is likely to happen
before the end of 2022, | can say that Vetropack is yet again
playing an important part in our product development,”
Maravié explains. “They will supply us with an even larger
blue bottle for this new addition to our 1664 brand house.

It will enhance our brand equity by conveying notions of luxury
and elegance that are normally associated with wine or
even champagne - the new product will be a popular, inclusive
international premium beer. We're greatly looking forward
to welcoming this new member to our successful 1664 Blanc
family, and of course we're very eager to see the launch

take shape in the upcoming months.”

High flexibility

Rather than colouring the content of an entire furnace, the feeder
colouring procedure involves introducing colouring additives into
the feeder, the supply line to the glassmaking machine, after the
glass has been in the furnace. This colouring method makes it possi-
ble to switch over to a different colour relatively quickly and is there-
fore suitable for small and medium batch sizes. With the appropriate
set-up, it is possible, with feeder colouring, to produce a different
glass colour in each production line of a furnace.
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