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[bookmark: _Toc2717990]Executive Summary
This initiation document contains the project description document (PDD) of the consultancy project of new product/service prototyping of Hansen Craft Beer House and a brief introduction of the project background and rationalization. Hansen Craft Beer House is a partnership-based craft beer house based in Beijing founded by several friends. The consultancy project is to offer external consultancy and management expertise for the beer house to develop and prototype new craft beer products and services. The research methodology of the project will be primarily secondary. The duration of the project will be around two months. 
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1. [bookmark: _Toc2717991]PROJECT AIMS AND OBJECTIVES
The reason for choosing the new product/service development of Hansen Craft Beer House stems from multiple perspectives. The first is the personal fascination of me on craft beer as a new trend in the alcoholic beverage market (Murray and O’Neill, 2012). Till 2016, there are over 8000 craft breweries in the world. In the US alone, craft beer sales have contributed 13% of entire beer consumption in the country. Though the volume of craft beer in the global beer industry is still neglectable (less than 1% in global beer consumption), the value created from craft beer industry accounts for 35% of the entire beer market value (Elzinga, Tremblay and Tremblay, 2015). Numerous beer houses in major beer consumption markets are emerging as local craft beer houses to produce and merchandise craft beer with tailored taste and flavour. As one of the largest beer production and consumption countries in the world, the craft beer house in China deserves special attention when they are endeavouring to survive and prosper. The second reason is based on that; as an international student in Swansea Business School, I have a deep interest in solving real-world issues in organizations especially those who serve local customers. These organizations, such as Hansen Craft Beer House in this case, serves as the local hub and can help me as a consultant to better understand the management consulting in local SMEs. The third reason why this specific company is chosen is based on that the beer house faces challenges that many similar organizations are facing in the market (Reid, McLaughlin and Moore, 2014). The process of solving the issues in Hansen Craft Beer House can help both the organization and the consultant to gather experience when facing similar problems. 
The objective of this project is to utilize the expertise from external consultant to formulate a referable consultancy report on how the company should develop new craft beer products/services. The consultancy report is to help the company to develop new products as well as enlarging customer group into the younger generation of beer drinkers in the coming years. 


2. [bookmark: _Toc2717992]RATIONALIZATION OF THE PROJECT 
Hansen Craft Beer House was one of the earlies craft beer houses in Beijing. The customer base of this company is converged on the middle- and high-income class in Beijing who requires special fine taste of beer. To serve the needs of these customers, Hansen Craft Beer House has developed a series of original craft beers together with selected snacks. This strategy to maintain the high-end market has been enabling the beer house to grow at a steady pace. However, with the younger generation showing greater purchasing power especially when the Millennials generation began to work (Podoshen, Li and Zhang, 2011; Aquilani et al., 2015), the lack of diversity in the customer base of the beer house has put it in potential threat. During the past two years, as many companies are moving their offices in CBDs to remote regions in Beijing, the customer base of Hansen Craft Beer House experienced a significant decline. 
Except for the customer base, the craft beer market in Beijing is forcing Hansen Craft Beer House to perform certain changes on products or services. More and more beer houses and beer producers are introducing the latest technologies and techniques in craft beer brewing from Germany, UK and Ireland. The diversity of craft beer in taste and in other aspects are exploding as the brewing itself is not as complex as many expected. It is estimated that several hundreds of craft beers are being served in pubs, clubs and beer houses in Beijing (Pablo, 2017). This red-sea market is demanding the Hansen Craft Beer House to produce more craft beers that can fit the diverse taste preferences of customers. 


3. [bookmark: _Toc2717993]THE BACKGROUND OF THE CASE AND KEY LITERATURE
[image: ]The craft beer industry has experienced an explosion in China. There were only several craft beer producers in China, and the number of craft beer producers is estimated to be hundreds in Beijing alone (Angela, 2018). Craft beer is a new generation of beer originated from the United States. The official definition of craft beer generally means producing beer in personalized taste with a small quantity of production (Brewers Association, 2018). The customer awareness of craft beer has gone beyond 40% meaning that half of US beer drinkers have at least tasted craft beer once (Statista, 2018a). The craft beer booming in the US is based on its large production and consumption of beer. This is also the reason why the US is leading in the craft beer market with more than 700 craft breweries. The craft beer was introduced to Chinese customers in the late 1990s. However, not many were accepting the idea of producing beer without famous bran tagged on it. The boom of Chinese craft beer market started in 2008 when the Olympics games were held in Beijing and tourists from all over the world were asking about the craft beers available in Beijing (Garavaglia and Swinnen, 2017). Even though China has become the largest beer production and one of the largest beer consumption market, the craft beer penetration in the market is incomparable to the beer production scale. As shown in figure 1, China has the hugest gap between beer production, consumption and craft beer penetration. This creates great potential as well as threats for the Hansen beer house. As shown in the research conducted by Fertő et al.,(2018) and Bentzen (2018), the new product/service development is direct related to the ability of craft beer brewery to maintain a customer base in the future years and maintain revenue growth. 
Figure 1. Beer production, consumption and craft beer penetration in leading beer industry markets. The graph is reproduced from data acquired from Statista (Statista, 2018a, 2018b).


4. [bookmark: _Toc2717994]POTENTIAL ISSUES TO THE ORGANIZATION 
The potential issues come from outside as from the market and the external consultant and from inside of the beer house. The issues from the market lie in that many craft breweries are emerging in Beijing over the past years. Venture capital and angel investors are seeing the craft beer as the next opportunity to redefine the drinking habit and beverage market in China. The large companies such as China Resource Snow brewery (the third largest in the world), Tsingtao brewery (the sixth largest in the world) are putting multiple craft beer products into the market (Li et al., 2018). This issue from the market is one of the targets that this consultancy aims to resolve.
The second issue comes from the company itself. As a company owned by several friends, Hansen Craft Beer House has built success on the intimate and efficient cooperation between the founders. The partnership-based structure of the company also requires the consultant to highly respect the interests and intentions of each founder of the beer house. Even a consolidated consultancy report is provided, the actions taken by the company can take a long time to be universally adopted by the founders of the beer house. 
As this project is conducted by an individual external consultant, it is likely that issues can come from the facts that the consultant cannot cover every aspect of the organization and cannot foresee every possible issue in the future (Biggs, 2010). This issue can only be resolved using knowledge in management consulting and commencing the entire project based on solid information and data. 


5. [bookmark: _Toc2717995]POTENTIAL BENEFITS TO THE ORGANIZATION 
The largest benefit Hansen Craft Beer House can gain from this project is the expertise brought by the external consultant. Whether the success of new craft beer (service) can be achieved, the market research conducted during the process can be a valuable reference for future strategic design. The professional tools used by an external consultant can help the company to discover problems that can hardly be identified within. In many consultancy projects, the outcome is not as satisfying as expected. However, the process of conducting consultancy projects have brought many insights to the managers (Hirst, Thompson and Bromley, 2015). The data and analysis reports formulated by the external consultant are sometimes even more valuable than the outcome of the project. 
The consultancy report on how the beer house should develop new craft beer product/service is the explicit benefit to the company. As one of the earliest entrants of the market, Hansen Craft Beer House has to guide itself through organizational changes from multiple dimensions to guarantee sustainable development and retain revenue growth. The development of new product and service is a necessary step in the organizational changes. The success of this consultancy project can help the beer house to transform its years of experience in brewing authentic and popular craft beer into enlarged market share. 


6. [bookmark: _Toc2717996]RESEARCH METHODOLOGY 
Due to the multiple limitations and the purpose of the project, this project will be wholly based on secondary data collected from journal articles, magazines, business reports, annual reports, and online blogs and news. Most collected secondary data will be external data. The access to the internal data is hard to acquire from the Hansen Beer House, as they regard these data as highly confidential and sensitive. However, even I cannot get access to the internal data, the multiple sources of external data can totally fulfil the purpose of this project. 
Although secondary data collected from external sources may be vulnerable regarding the issues of reliability and accuracy, resulting in the biases and even distortion of the project results. Thus, as a management consultant with fully respect on the industrial moral standards, during the data collection and sorting, I will pay special attention to the authenticity and copyright of sources. 


7. [bookmark: _Toc2717997]AS A MANAGEMENT CONSULTANT
It is widely acknowledged that an excellent management consultant is required to be highly motivated and passionate in the consultancy work. Although I am a novice at the field of management consultancy, I am very interested in the cross-discipline challenges posed by some management consultancy project, including conducting market research for the Hansen Beer House. Although the craft beer is an emerging industry in China known and accepted only by a small portion of Chinses people, the future potential for this market is proved to be huge. I have some basic knowledge about the craft beer, but I am a quick learner. Through the process of data collection, I believe I can combine the knowledge of different domains to develop comprehensive market research for the Hansen Beer House. The theories I mastered from business school has laid a great foundation for me in conducting this project, especially theories from marketing, organizational consultancy, financial management, international human resources management, international communications etc. Meanwhile, as a Chinese, I certainly have a more comprehensive and integrated insight towards the Chinese market. Years of studying abroad have made me aware of the differences between Chinese and European lifestyle and preferences, which can be useful in this project.


8. [bookmark: _Toc2717998]PRELIMINARY PROJECT PLAN
As all projects are future-oriented and change-directed, so the project plan is just developed to organize the proceeding of the whole project. If there is unexpected happened during the period, appropriate measures will be immediately taken to ensure the smooth operation of the project. Within the given time framework, I personally expect this project to be finished within around two months, and this period does not include the formulation of initial idea and document. The whole duration will be divided into several parts according to the work breakdown structure and the workload of each breakdown. Each part will develop some deliverables which the prerequisites of next part. The project will begin with a comprehensive market research of the adoption situation of the craft beer in China. Under this circumstance, I will investigate the preferences in the choice of craft beer by Chinese customer. The differences between favors of Chinese people and western people will be critically compared. Meanwhile, major competitors of Hansen Craft Beer House will be singled out, as well as their products. Related literatures and websites in that phase will provide a helpful source of data in identify the potential issues and possible solutions. After these parts, I will start to work on the development of the ultimate solutions for Hansen Beer House. As I have mentioned in the project aims and objectives, a reliable consultancy report to make decisions on the necessity of launching new products or whether develop more optimized solutions will emerge and take shape. The time allocation will be one month for market research, two weeks for problem solving and two weeks for consultancy report. 
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