Just some of what | have been working on for the Iast 18 years.
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Budwelser

Examples of extending the bold primary and secondary packaging design to promotional sku's where
they are very effective without harming the timeless identity of the 12 oz iconic glass bottle
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Budwelser

Alternative expressions of the Budweiser brand to engage new consumers
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Budwelser

Bowtie exploratory with concepts to tie to advertising campaigns, and secondary

The Great American Lager
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Budwelser

Exploring if the bowtie can work on the secondary
graphics (quietly or more prominent)




Bud Light Redesign

Current packaging and some concepts leading to the final design
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Bud Light

Alternative expressions of the Bud Light brand
translated to promotional packaging
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Bud Light

Point of Sale executions that mirror the packaging
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Bud Light Lime

Current primary and secondary packaging




Bud Light Lime

Examples of outdoor and POS
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Bud Light Golden Wheat

Current packaging and some concepts leading to the final design
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Budweiser Select and Select 55

Packaging and POS executions
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Michelob ULTRA

Current Packaging




Michelob ULTRA

Michelob ULTRA Values Based Positioning model guides
the design of the Visual Key Principles

ABI VBB Positioning model

Brand : Michelob ULTRA Country : USA
Consumer benefits
Functional Emotional
=  Superior light beer Makes me feel...
*  Easier to drink Smart and in control.
Brand
essence
Reasons to believe Pursue Brand personality

ultimate

. Proactive
« Self Confident

+ Michelob tradition of quality balance
=  First to market w/ low carb

* Social
» Savvy

= 95cal /2.6 carbs




Michelob ULTRA

Visual Key Principles give clear direction to agencies for photographic
techniques, color palette, and cropping techniques unique to the brand.
These principles then guide the way to the development of the brand block.
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Visual Key Principles u LI RA

Posmve Angle Cropping
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Clean, Snmple Color Palette

- : c
mu-s-m n\v--ln. whel>

st m‘w

0 s
Visual Kay Princpies ULTRA

Wide Angle Perspective r—

RN RSN — m.,.nv« " ] hrq'ﬂ >

sy Opansets

b smedalmine s ly

Jabe

.
Vinual Kay Princpies ULTRA

Inviting Close-Ups
(1™ TRA Sk s - e wilet vt
ngung 1wt b o weib-corddunce
! el e —zmrés of dwap be
sond, Mover u.'u

Mhowy havg told




Michelob ULTRA

The Visual Key Principles were then used to guide the design of the brand block,
which acts as inspiration for any agency to use in creating POS, print, outdoor,
and digital executions while allowing for some creative license.




Michelob ULTRA

Proposed packaging design

SUPERIOR LIGHT BEER
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Michelob ULTRA

Executions based on brand block and visual key principles

SUPERIOR COMPETITOR
SUPERIOR TASTE
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ALPHA SEARCH = GLOBAL SEARCH
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BRAND IDENTITY
GUIDELINES (T

BRAND BLOCK
LOGOS
TYPOGRAPHY
COLORS

GRAPHIC ELEMENTS
PRODUCTION ART

PACKAGE ART

PHOTOGRAPHY
GALLERY

The aloohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be guked accordingly.
2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB ULTRA

ALPHA SEARCH = GLOBAL SEARCH

BRAND BLOCK Far questions or help, contact Brand Creative Services

The Michelob ULTRA brand
block is a visual expression of

v _..a' —
@ 4 the spirit of the brand. Itis not a
BRAND IDENTITY @ design solution per se, but

GUIDELINES rather a method to show how

the key brand elements work
BRAND BLOCK @ together. All Michelob ULTRA
L060S o design applications will at a

minimum need to use the core

TYPOGRAPHY n A brand block elements before
COLORS = \ “ / any secondary visual elements
r - may be added,
GRAPHIC ELEMENTS
PRODUCTION ART SUPERIOR LIGHT BEER @ Brnd Hlock Elomonta:
1. The Background
PACKAGE ART 2. The Anheuser-Busch Eagle
PHOTOGRAPHY @ 3. The Brand Statement
= e 4, The Script “M'
GALLERY 5. The Logo

O A A C  E  E  E  C T L L

<>

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.
#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB ULTRA

ALPHA SEARCH = GLOBAL SEARCH

BRAND BLOCK ELEMENTS

Far questions or help, contact Brand Creative Services

BRAND IDENTITY
GUIDELINES

BRAND BLOCK
LOGOS

TYPOGRAPHY

COLORS

GRAPHIC ELEMENTS
PRODUCTION ART
PACKAGE ART
PHOTOGRAPHY
GALLERY

(CLETTIVIFRITTREI RV A
_

SUPERIOR
LIGHT BEER

The Background:

The background is a visual
expression of Michelob ULTRA
tself. The undulating blue band
symbolizes the beer's refreshing
body. The cream color repre-
sents Michelob ULTRA's light
style and low calories. The hints
of gold and orange speak to the
notes of citrus, and the silver

The Brand Statement:
The brand statemeant
lypelace is understated

The Anheuser-Busch Eagle:
The Anheuser-Busch eagle icon
is @ symbol of strength and an
endorsement of quality

The Script “M":

The script “M” represents the
layers of dedication behind the
Michelob family of brands, The
movement in the letterform also
speaks Lo an active lifetstyle
associated with Michelob ULTRA

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.

—

»

#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB ULTRA

ALPHA SEARCH B GLOBAL SEARCH

BRAND BLOCK ELEMENTS Far questions or help, contact Brand Creative Services
The “Michelob” Logotype: The “ULTRA” Logotype: The Ribbon and Flourishes:
The Michelob logotype is tradi- The ULTRA logotype s classic. It The nibbon element represents
tional. Like a signature it shows represents the vaiues of quality the heritage of the Michelod
BRAND IDENTITY W personal investment and an and craftsmanship. family of brands, while the

GUIDELINES l l LT RA attention-to-detail flourishes represent the nuanced
. flavors of Michelob ULTRA
R\ l W

BRAND BLOCK
LOGOS

TYPOGRAPHY

COLORS

GRAPHIC ELEMENTS
PRODUCTION ART
PACKAGE ART
PHOTOGRAPHY

GALLERY

IS

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.
#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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ALPHA SEARCH = GLOBAL SEARCH

BRAND IDENTITY
GUIDELINES

BRAND BLOCK
LOGOS

TYPOGRAPHY

COLORS

GRAPHIC ELEMENTS
PRODUCTION ART
PACKAGE ART
PHOTOGRAPHY
GALLERY

“Home | BRanND | . BRANDED PRODUCTS
HOME , BRAND l P.0.5./PROMOTIONAL ITEMS

" 'SELLING SUPPORT | OPERATIONS SUPPORT | A-BCORPRESOURCES |

MICHELOB ULTRA

BRAND VISUAL KEY PRINCIPLES Far questions or help, contact Brand Crealive Services
iy Pt A o o o uiia Any creative expression of
Micheloby ULTRA should be

Positive Angle Cropping Clean, Simple Color Palette

inspired by these visual
principles. These principles
(llustrate how the Brand
aftributes (1.e. Positive Angle
Cropping) are expressed
visually. The visual principles
are meant to be Inspirational in
nature and not thought of as
final brand imagery.

Positive Angle Cropping Clean, Simple Color Palette

— —
Vissal Ky Prociphen U‘{“ Visual Koy Priscipion un.}u

Inviting Close-Ups

Wide Angle Perspective Inviting Close-Ups

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.
#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB ULTRA

v ABMARKETING.COM

ALPHA SEARCH B GLOBAL SEARCH

LOGO OPTION ONE (PREFERRED) For questions or help, contact Brand Creative Services

.

Bnégl%ériﬁ:«glrv SHetiotets kit EMichietob Michietol
; ULTRA. ULTRA ULTRA ULTRA.

BRAND BLOCK Al AR/ N 1 S\ 12

LOGOS

TYPOGRAPHY
COLORS CMYK 5 Color Spot 3 Color Spot 2 Color Spot

GRAPHIC ELEMENTS
PRODUCTION ART

PACKAGE ART m

PHOTOGRAPHY u LT RA

GALLERY =
AL

1 Color Spot

IS

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.
#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB ULTRA

v ABMARKETING.COM

ALPHA SEARCH B GLOBAL SEARCH

LOGO OPTION TWO Far questions or help, contact Brand Creative Services

&
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" GUNELINES K Sttt N Sltelsts N SHichetss N SHctiatet
ULTRA. ULTRA. ULTRA. ULTRA

BRAND BLOCK

LOGOS

TYPOGRAPHY
COLORS CMYK 4 Color Spot 2 Color Spot 2 Color Spot

GRAPHIC ELEMENTS
PRODUCTION ART

PACKAGE ART

PHOTOGRAPHY IW

1 Color Spot

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.
#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB ULTRA

v ABMARKETING.COM

ALPHA SEARCH B GLOBAL SEARCH

LOGO OPTION THREE Far questions or help, contact Brand Creative Services

—

st 00T — — —
ULTRA.  ULTRA. ULTRA

TYPOGRAPHY
COLORS CMYK 2 Color Spot 1 Color Spot

GRAPHIC ELEMENTS

PRODUCTION ART
PACKAGE ART
PHOTOGRAPHY
GALLERY

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.
#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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ALPHA SEARCH B GLOBAL SEARCH

BRAND IDENTITY
GUIDELINES

BRAND BLOCK
LOGOS
TYPOGRAPHY
COLORS

GRAPHIC ELEMENTS
PRODUCTION ART
PACKAGE ART

PHOTOGRAPHY

GALLERY

THOME | BRAND |, B TS s | SELLINGSUPPORT | OPERATIONS SUPPORT | A-BCORPRESOURCES

MICHELOB ULTRA

TYPOGRAPHY

Far questions or help, contact Brand Crealive Services

Mctoelot

ABCDEFGHIIKLMNOPQRSTUVWXYZ
abcdefghijklmnoparstuvwxyz
12345678901 @#$%M&*()

2.6 GRAMS CARBS
95 CALORIES

Sloop Medium One

ABCDEFGHIJKLMNOPQRSTUVWXYZ
ABCDEFGHIJELNMNOPQRSTUVWXYZ
123435678901 WH#5% " &*()

.
L3
12 PACK
HOTTLES

Engravers’ Roman BT Bold (Also used for Pricing Signage)

Baker Signet Regular

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.

#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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COLOR PALETTES Far questions or help, contact Brand Crealive Services

CHYK CMYK CHYK CHYK
100 C 100C 0¢ 20
82 M 52 M 5\ 2N
BRAND IDENTITY 0Y 0Y 25 Y 100 Y
GUIDELINES 2K 0K 0K 15 K
G
BRAND BLOCK PANTONE® ™ PANTONE® 1% PANTONE®  ™** PANTONE® "%
L0808 ReflexBlue b 35 2935C 9] § 7401 C 276 17¢C 1536
498 1878 1878 08
TYPOGRAPHY
COLORS Michelob ULTRA Dark Blue Michelob ULTRA Light Blue Michelob ULTRA Cream Michelob ULTRA Light Gold
GRAPHIC ELEMENTS
CHYK CHYK CHYK CHY
PRODUCTION ART 8L 00 70 80
51 M 100 M 100 M 5\
PACKAGE ART b ey 65 ¥ Y
PHOTOGRAPHY 17K i 32K 13K
GALLERY » RGB ® REB ® RGB » RGB
PANTONE® ~ ©7, PANTONE® . PANTONE® ~ ° PANTONE® "
874C 1106 186 C 126 201C 306 Cool Gray3C ¢
B0 B 188 50 8 200 B
Michelob ULTRA Dark Gold Michelob ULTRA Red Michelob ULTRA Dark Red Michelob ULTRA Gray

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.
#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB ULTRA

4 - ABMARKETIVG.COM

ALPHA SEARCH = GLOBAL SEARCH

GRAPHIC ELEMENTS Far questions or help, contact Brand Creative Services

BRAND IDENTITY
GUIDELINES

BRAND BLOCK
LOGOS

] ;
LLEERRRLRERNERRRRRRRERRRARRRRERRY N O
——————el
TYPOGRAPHY

COLORS Script “M” Accent Border Ribbon & Flourishes Eagle

GRAPHIC ELEMENTS
PRODUCTION ART
PACKAGE ART
PHOTOGRAPHY
GALLERY

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.

#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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ALPHA SEARCH | GLOBAL SEARCH
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AT

BRAND IDENTITY
GUIDELINES

BRAND BLOCK
LOGOS

TYPOGRAPHY

COLORS

GRAPHIC ELEMENTS
PRODUCTION ART
PACKAGE ART
PHOTOGRAPHY
GALLERY

HOME | BRAND | 5 Y EROHoT

MICHELOB ULTRA

PRODUCTION ART Far questions or help, contact Brand Crealive Services

I ird
* 3
o ULTRA

12-0z. Bottle 12-0z. Can - Slimline 12-0z. 6-pack Bottles 12-0z. 12-pack Bottles

12-0z. 12-pack Cans - Slimline

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.

#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC
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MICHELOB

A0

A-B CORP RESOURCES

2 |
ALPHA SEARCH = GLOBAL SEARCH
PACKAGE ART Far questions or help, contact Brand Crealive Services
4ETHA
BRAND IDENTITY
GUIDELINES

BRAND BLOCK

LOGOS

TYPOGRAPHY

COLORS 12-0z. Bottle - Dry 12-o0z. Bottle - Cold 12-0z. Can ~ Slimline - Dry 12-0z. Can - Slimline - Cold

GRAPHIC ELEMENTS

PRODUCTION ART
PACKAGE ART
PHOTOGRAPHY

GALLERY

12-0z. 6-pack Bottles

12-0z. 12-pack Bottles 12-02. 12-pack Cans - Slimline

The alcohol beverage laws of individual states vary in regards to the promotion and merchandising of beers. You shouk be gukled accordingly.

#2004 - 2008 Anheuser-Busch, Inc. - St. Louis, MO, USA - CC



Secondary Proofing

Careful attention needs to be paid to hand holes,

flaps, code bars, scores, etc.
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Secondary Proofing

Careful attention needs to be paid to hand holes,
flaps, code bars, scores, efc.

DATE ISSUED DECEMBER 8, 2010
SUPERCEDES DATE __JUNE 17, 2010

PRINTING INSTRUCTIONS
THIS MINIATURE SHOULD NOT BE FOLLOWED FOR SIZE OR COLOR.

NOTE: RECEIFT OF THIS PRINTING INSTRUCTION CONFIRMS THMAT ANHEUSER-BUSCH CORPORATE QUALITY
ASSURANCE MAS APPROVED THE UPC AND THE HUMAN READABLE FOR ACCURACY.

SPEC. NO. 1920
CASECODE 53028
ITEM NO. 873765

e " h

‘0N SIN0T 18
VM KOS INO
*ONI ‘HOSNG-VISNIHNY

BV — . W —— - A - : h .
—_—T= L e

REASON FOR CHANGE: TO REVISE GRAPHICS

INK COLORS: GCMI 34 BLUE; PRINTED ON KRAFT

INTENDED PRINTING PROCESS: POST-PRINT

CODE AREA: SHALL BE THE AREA 1* DOWN FROM THE TOP FLAP SCORE ACROSS BOTH SIDE PANELS




LandShark

Packaging and POS executions

LANDSHARK

PREMIUM QUALITY

ISLAND STYLE LAGER
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A WHOLE NEW WAY TO LET THE FIN BEGIN!
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Tilt

2010 Redesign and competition




Tilt

POS executions utilize the packaging for inspiration

ATTITUDE WITH FLAVOR \
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Mojito Line Extension

Current Bacardi Silver Mojito and new Light line extension concepts




New Product Infroductions

A sampling of just a few of the new products I've directed
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Typical Informal Design Review

Comparing and confrasting designs informally with the brand manager
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Ad Hoc logo projects
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Ad Hoc projects

Vehicle graphics, Busch Stadium signage, Brewery lobby artwork
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Wrhouser-Fusch

Hhoaser - Boessch

B Bohewson Bsch

B Didssinr- Bk

B Aihiosor Brasok S

Corporate ldenftity System

All print materials and signage converted system-wide

BUSINESS LETTER

MONARCH LETTER FAx

Annzuser Y BuscH

Antzusr i Busen

.........

INTEROFFICE MEMO

......

ENVELORY

BUSINESS CARD

i st g e e b

NOTEPAD

Annzusia i Buscn

Anneusen fp puicn
[~

ANHEUSER #

BUSCH

NAME PLATE

ANHIUSII* BuscH
Comparios




Package Project Tracking System

Co-developed a domestic packaging project management system used by the North American zone

Global Project Management
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Packaging Promotional Calendar

2010 PROMOTIONAL PACKAGING CALENDAR
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Secondary Packaging Artwork Checklis

| developed this hard copy checklist that is routed for approvals of actual size panel prints

Job Description:

Projoct Name:
Project #;

Spock: .
Date Relsased:

Brand Creative Services Reguirements: —— —T——
Creative Creative | Graghice | Graphic

Legal Mandatories* Coerdinalor |Supervisor
U Origin Statemen: ]

U ClessPrand Statement

L Pl Murmbxer

o Web Addross -

-1 Traderreark (TTW, & or Ocher)

“Legal Mandatory Copy (Appears On the Bottom of Package)

- Content Slatement

- Alcobel Slatement

J Special Snipea L Limited Failion 0 Other

0 Code Araa U Bom Or  uJulian

3 UPC (eze, placament. more than ono needed?)

3 Chacked Phatography

0 Chedlezd Spelling

0 Compared to Previous Package

O Consistency in Plgz vithin Brani Fzmily 5
Q Appreval on Traderrark Ussge from Parlneding Orgasizations
0 Avoid Hand Holde, Gaps, Flaps & Seams

General Content

Additional Comments

Southern Requirements:
Printar —
Prnter Leaation:

Print Proceas:

A. B Matarlal Number:

UPC Code Mumbers:
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THANK YOU!



