
Verallia, one of the world’s leaders for glass 

packaging for beverages and food products, 

named the winner of the grand finale of its 

design competition, Verallia Design Awards. 

Aura Ramos, Deniz Dönmez and Rohit Sahas 

Rabudhe, three students from the Italian edition 

of the contest, were selected for their project De 

Fiasco, a bottle for the wine market.

THE FIRST 
INTERNATIONAL 
FINALE OF THE 

VERALLIA DESIGN 
AWARDS

Since 2009, various 
Verallia group subsidiaries 
have held an annual design 
competition. In 2017, Verallia 
Design Awards were held in 
seven countries: Germany, 
Brazil, Spain, France, Italy, 
Portugal and Ukraine. Almost 
1,000 art or design school 
students and recent graduates 
designed an innovative glass 
container based on a given 
theme. The participants were 
provided with support from 
the Verallia teams, in par-
ticular to provide them with 
details about glass and its 
manufacturing requirements.

 VERALLIA
awarding tomorrow’s      
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SELECTION FOR 
COMMERCIAL RELEASE

With this design competition, 
Verallia provides an unprec-
edented approach to innovation 
for its customers who are closely 
involved in the selection of the 
winners. Some designs have even 
been selected for commercial 
release. Such was the case of the 
Soirée à Rosé bottle (designed by 
the winner of the first competi-
tion in 2010), marketed and sold 
by Gérard Betrand, and the Serac 
bottle (winner in 2016), selected 
by Maison du sud – Jeanjean. 
These two products have enjoyed 
significant success in France and 
internationally. The Serac bottle 
has also just won two packag-
ing Oscars in the Consumption: 
design and graphic identity, and 
Glass transformation categories.

As the number of young 
designers presenting a project 
has increased each year and as 
customers are increasingly keen 
to explore new ideas, Verallia 
decided to open up its compe-
tition at an international level  
and prepare this first grand 
finale. The competitors are all 
winners of the various national 
competitions.

THE ITALIAN ‘DE FIASCO’
Italy’s project De Fiasco was 

singled out by the jury meet-
ing in Paris whose members 
include seven finalists, cus-
tomers, professional designers, 
journalists and representa-
tives of Verallia’s sales and 
marketing teams. Drawing 
its inspiration from a typi-
cally Italian flask-shaped 
bottle, De Fiasco is a 
new interpretation of an 
old bottle, which at the 
time combined various 
materials (straw, laces 
and glass), to provide 
a 100 per cent glass 
modern version.

The original bot-
tle finishing using 

straw and laces has been 
replaced with external 
engraving.

THE GRAND FINALE
“With the Verallia Design 

Awards, we are encourag-
ing a privileged exchange 
with young designers around 
glass. We are also providing 
our customers with an unprec-
edented innovation approach, 
as reflected in the various sales 
success stories since the com-
petition was introduced,” said 
Michel Giannuzzi, Chairman and 
Chief Executive Officer of the 
Verallia Group at the ceremony.

“With this grand finale, a first 
in the competition’s history, we 
wanted to thank all participants 
for having placed their creativ-
ity at our customers’ service as 
they are constantly on the look-
out for differentiation on their 
highly internationalized mar-
kets. It is these same customers 
who encouraged us to reach out 
beyond the national level. It is 
obvious that a project conceived 
by students in Italy for prosecco 
might equally attract a French 
or German producer of spar-

kling wines,” added Emmanuel 
Auberger, CEO of Verallia 
France.

Packaging is a major com-
ponent of the agri-food bev-
erage industries’ marketing 
and environmental strategies. 
Verallia works with its cus-
tomers throughout the pro-
cess leading to the creation 
of glass packaging to arrive 
at a design that enhanc-
es their products to best 
effect. Convinced that 
glass is the ideal mate-
rial to promote cus-
tomers’ products and 
to protect consumers 
and the environment, 
Verallia is commit-
ted to encouraging 
tomorrow’s designers 
to use this material.

AN UNPRECEDENTED 
AND VALUE-CREATING 
APPROACH TO INNOVATION
A springboard for young designers

Since the creation of the 
Verallia Design Awards in 
France in 2009, Verallia has 
opened up this design competi-
tion to several other countries. 
The Verallia Design Awards 
attract hundreds of participants 
from the best design and pack-
aging schools. Students and 
young graduates are invited to 
submit innovative projects for 
bottles and jars, paving the way 
to future market release.

The competition teaches the 
participants how to use glass 
through a practical case study 
involving the development of a 
product under semi-professional 
conditions. The candidates learn 
about the material in the field 
when they visit plants where they 
can watch the manufacturing 
process and learn about the role 
played by the Verallia product 
development centres.

Each national competition is 
sponsored by an experienced and 
renowned designer who shares 
his or her experience and advice 
with the participants. Verallia also 

the various national 
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engages its network of customers 
to establish a panel of judges 
who are beverage and agri-food 
professionals. All markets and 
various functions are represent-
ed (procurements, marketing, 
development, etc.). In addition 
to these customers, renowned 
designers (including the spon-
sors), specialist journalists and 
design agencies together select 
the best projects. This panel 
ensures the innovative dimen-
sion of the projects awarded and 
is the candidates’ guarantee that 
their creation will be viewed by 
experienced eyes. They can then 
include in their portfolio a crea-
tion that has been judged by 
professionals.

The Verallia Design Awards are 
one of the student competitions 
recognized by professionals.

In 2016, Les Echos Start (a 
leading French business daily) 
website placed it in the top 10 of 
student competitions that con-
tribute positively to a resume.

A SOURCE OF INNOVATION 
AND DIFFERENTIATION  
FOR CUSTOMERS
Design at Verallia

Packaging is a major compo-
nent in the agri-food and bever-
age industries’ marketing strat-
egies. Verallia works with its 
customers throughout the entire 
process for the creation of glass 
packaging. In order to meet their 
requirements, Verallia designs 
and manufactures a broad range 
of standard products tailored to 
the needs of local and interna-
tional markets. The glassmaker 
stands out for the extent of its 
range (colours, finish, content, 
etc.) and its ability to reinvent 
standards to enhance person-
alization: external and internal 
engraving, specific push-ups and 
finishing (screen printing, satin-
finish, etc.) at its three decoration 
plants (Saga Décor and Société 
Charentaise de décor in France, 
and Verallia Polska in Poland).

In addition to the standard 

products, Verallia works with its 
customers to co-develop unique 
models: the specialties. In each 
country where the Group oper-
ates, Verallia has one, or even 
two, product development cen-
tres that leverage their expertise 
to convert a creative idea into an 
industrial reality. Thanks to their 
technical expertise, these 13 cen-
tres rework customers’ projects to 
ensure the bottle or jar’s industri-
al feasibility. Adjustments to the 
model are sometimes required 
to ensure the best distribution of 
the glass, its mechanical strength, 
labelling possibilities, stability on 



glass machinery plants & accessories 1/2018 73

filling lines, maximizing pallet 
loading, etc. These centres also 
produce the drawings for the 
moulds used to manufacture the 
container.

Examples
In France the Albi development 

centre produced the drawings for 
the beer bottle STARCK beer, 
which was created by French 
designer Philippe Starck for 
the Brasserie d’Olt brewery.

The Chalon-sur-Saône 
development centre also made 
it possible to manufacture 
the Primer Rosé Marquès 
de Murrieta Spanish bot-
tle designed by José María 
Morera. This bottle is a 
nod to the Art Deco move-
ment with extraordinary 
work on its facets and 
the monograms originally 
engraved on the finish, 
shoulder and punt.

The Mumm cham-
pagne house entrusted 
Verallia with the manu-
facture of its new bot-

tle designed by Ross 
Lovegrove. Unprecedented 
with its hollow base pass-
ing through the body of 
the bottle, it was developed 
by the Chalon-sur-Saône 
development centre, in 
liaison with the Verallia 
Oiry plant near Epernay 
(France), where the bottle 
is now manufactured in 

375 ml and 15 l ver-
sions.

EIn Germany, the 
Paulaner brewery 
co-developed with 
the Bad Wurzach 
development cen-
tre the bottle for its 
Paulaner Zwickl 
beer, which has just 
won a 2017 Red 
Dot Award. The 
400-ml size and the 
screen-printed logo 
provide this new 

bottle with an innovative 
appearance while protecting 
its authenticity.

In Spain, the Azuqueca 
development centre devel-
oped the new bottle for 
Marie Brizard liqueurs. 
Commissioned to celebrate 
the brand’s 260th anniver-
sary, its Art Deco inspired 
design produces a shim-
mering effect for the col-
ours of the liqueurs in the 
range.

In order to bring these 
glassmaking projects to frui-

tion, the Verallia product 
development centres pro-
vide the Group’s custom-
ers with extremely efficient 
tools: computer-aided 
design (CAD), 3D printer, 
physical-realistic comput-
er-generated images and 
finite element mechanical 
resistance analysis. Verallia 
also enables its customers 
to participate interactive-
ly, directly or remotely, in 
the development of their 
model (3D display, com-

puter-generated images, scale 
models, etc.), while ensuring the 
product’s optimum weight and 
mechanical strength.

In response to its customers’ 
need for differentiation, Verallia 
also engages designers directly. 
In 2015, its prestige Selective 
Line brand commissioned 
Chantal Thomass to design a 
bottle and a carafe. This French 
fashion designer participated in 
each stage in the development 
of the bottles: (i) preliminary 
drawings, (ii) adjustments with 
the product development centre, 
and (iii) glass tests in the plant. 
Today, this “couture” range 
already has more than 40 refer-
ences on the market delivering 
truly differentiating packaging.

Verallia also helps its custom-
ers monitor design trends. Each 
year, its Selective Line premium 
brand presents a style book to its 

customers and design agencies 
to inspire their future develop-

ments. This book analyzes 
the upcoming international 
trends for the coming year 
and highlights the new con-
sumer habits and haunts. 
Along with these trends, the 
brand suggests new bot-
tle shapes and decoration 
ready to be developed. This 
is how the Stockholm and 
Los Angeles spirits models 

and the Roma wine bottle 
were added to the Selective Line 
Collection.

THE VERALLIA  
DESIGN AWARDS

In all the countries where 
Verallia holds this design com-
petition, its customers are closely 
involved in this unprecedented 
open-innovation approach.

is an actual consultation in 
response to a need expressed 
by a customer.

years, the Verallia Design 
Awards have added a category 
devoted to a specific market: 
-  Rosé Bordeaux in 2015 

(partnership with the 
Syndicat des Bordeaux et 
Bordeaux Supérieur);

- Provence rosés in 2016 
(partnership with the 
Syndicat des Vins Côtes de 
Provence);

- Decoration for the cham-
pagne market in 2017.

Each of the juries for the 
Verallia Design Awards is made 
up of customers. Those who are 
not members of the panel are 
invited to the award ceremony 
and receive a document present-
ing the best of the students’ pro-
jects. In prime place for the com-
petition, they can inform their 
own discussion in terms of pack-
aging and even select a project to 
use to sell their product, as was 
the case for Gérard Bertrand and 
Maison Du Sud – Jeanjean.



SUCCESS STORIES
Verallia adopts a 

position as a project 
supporter and incuba-
tor for the projects that 
attract its customers’ 
attention.

Soirée à rosé
Winner of the first 

competition in France 
in the wine catego-
ry, the Soirée à rosé 
bottle designed by 
Mélitine Courvoisier 
(Ecole Boulle, Paris), 
was selected by Gérard 
Bertrand for the Côte des 
Roses wines (white, rosé 
and red). Marketed since 
2013 in France and inter-
nationally, a magnum format 
was added in 2016.

Serac
Winner of the 2016 French 

competition in the Wine category, 
the Serac bottle designed by 
Leslie Dabin (Ecole Pivaut, 
Nantes) was selected by 
Maison Du Sud – Jeanjean 
for its white and rosé wines 
sold under a variety of brand 
names in France and inter-
nationally. Its streamlined 
design, facets and a chiselled 
base make this bottle up-
scale packaging Verallia’s 
premium Selective Line 
range.

AN ECO-RESPONSIBLE 
APPROACH

Verallia is convinced 
that glass is the ideal 
material to enhance its 
customers’ products 
and to protect consum-
ers and the environ-
ment. Its promotion – 
in particular to young 
designers – is part of 
Verallia’s Corporate 
Social Responsibility 
(CSR) strategy.

Glass has unparal-
leled virtues: it is a 
“permanent” mate-
rial. Manufactured 

from natural raw mate-

rials, it is 100% and 
infinitely recyclable 
in a closed circuit. 
This means 100% of 
glass collected can 
be recycled). Inert 
and neutral, glass 

packaging pro-
tects against any 
risk of chemical 
migration from 
the container to 
the contents. 
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