
Retail Edge Seasonals The Beer Guy New Products Programs
T H E  I M P O R TA N C E  O F  G L A S S W A R E  |  W I N T E R  S E L E C T I O N S  |  L E V E R A G I N G  Y O U R  B R A N D

A BALANCED  ASSORTMENT  OF

DRAUGHT 

BEER
D R I V E S
P R O F I T S

BREWERY HIGHLIGHT
SONORAN
B R E W C O .

Winter 2015 | V.13   FINLEY DISTRIBUTING



HAPPY NEW YEAR! I HOPE YOU HAD A WONDERFUL 
holiday. As we start off 2015, I wanted to share with you 
consumers’ current preference for beer is the highest it’s 

been since 2005. Although there has been a shift in specific beer-
style preferences, light beer still dominates with about 49% of the 
total beer category. Americans still drink light beer, just on fewer 
occasions. Those light-beer drinking occasions are coming in the 
next few months. Starting with New Year’s resolutions, many beer 

drinkers will be choosing lighter, more refreshing, sessionable beers. During this 
time of year, many customers’ desires shift and their beer is selected based on 
their “need” for fewer carbs, less calories, less heaviness, and greater control. 
All of these qualities are found in light beer and make it a powerful force. 

Research shows millennial consumers [legal drinkers age 21-33] prefer 
authenticity. Many of our light brands are the most authentic in the business. Our 
domestic light beers are also award winning! Miller Lite, “The Original Light Beer” 
was Gold Medal Winner in the light beer category at the 2014 Great American 
Beer Festival, and Coors Light, “The World’s Most Refreshing Beer,” took home 
Silver. It is important to include both brands in your line up. For 2015, each 
brand will have programming and support in the on and off premise for the 
upcoming important beer-drinking occasions: 

Our economy light beer brands, Keystone Light, Milwaukee’s Best Light, and 
Miller High Life Light, are leading beer brands in the industry and great options to 
have on hand for your value brand customers. 

As the traditional lager-buying, brand-loyal beer drinker has had to scale back, 
the industry has sought to understand its potential new customers. It has found 
millennials are variety seekers who like to try different things. Brand loyalty is not 
as important to them and that is a major factor in current beer trends. Today, 
consumer tastes are evolving, which means they are willing to trade up to imports 
and crafts with more flavor. To satisfy the trade-up and meet the desire for light 
beer, offer a few selections from the craft and import segments. For craft, Shiner 
Bock has created a flavorful light beer, “Light Done Right,” in their Shiner Light 
Blonde. As for imports, Corona Light has twice the IBU’s as an average domestic 
light beer, which offers a true taste advantage in the light beer category. Other 
light imports we have available are Heineken Light and Amstel Light. These 
are great options to include for a light beer with full flavor. Tecate Light is an 
established brand which has shown impressive growth. Our import brands will 
also have programming and support for several key beer-selling occasions in the 
coming months and it would only benefit to include them where you can. 

The importance of a balanced line up is the constant that remains to increase beer 
sales. Take a look at the following pages and consult your route representative for 
updates to your portfolio that will work for your customers. We have exciting things 
happening here at Finley in 2015 and I wish you all, our valued customers, a 
successful year! As always, thank you for choosing Finley Distributing. 

Dennis Shields 
President
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Letter toTHE TRADE

Heady Times is published four times a year, courtesy 
of Finley Distributing Co., LLC.
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• NBA Season 
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• NHL Playoffs and Stanley Cup

• St. Patrick’s Day 



Offering Your Customers a Balanced Assortment of 
Draught Beer Drives Profits

THE MAJORITY OF RESTAURANTS AND TAVERNS 
still have a diverse customer base when it 
comes to preference in beer. Chances are, you 

have many guests who are only seeking their favorite 
national brand, and others who are avid “beer 
adventurers” looking for unique craft and specialty 
options. Setting your draught lineup to satisfy only 
one type of consumer can be a costly mistake since 
54% of craft sales come from drinkers who consume 
products from beer’s three major segments – 
domestic, craft and import. 

And now, there is one more category to consider. 
New to the definition of what makes a balanced tap 
list is, cider. The category is coming on strong. In 
fact more than a few industry analysts note that it 
is growing faster than the entire U.S. wine market. 
Cider is a segment that is not to be forgotten. 

Offering the right assortment of brands and styles 
is even more crucial when you realize that choices are made based 
on consumers’ needs at the time of purchase. One bar owner recently 
quipped that he thinks of brands like players on a team. They all have 
different talents and appeal, but together they make for a winning 
combination. When you think of it that way, consumers have a team or 
“personal portfolio” of go-to brands, even if they are the adventurous 
kind who always look for something new. 

When it is time to re-evaluate your tap assortment, remember that 
brands do matter. They are symbols of quality, innovation and value. 
Studies show that almost 70% of the time, consumers choose lead 
brands within major categories. And that is also true if you consider lead 
brands by style – IPAs in particular. 

Of course no one knows your customers better than you. But, by offering 
them a well thought out assortment of beer and cider that factors in 
brand, style, price and ABV, the majority of your guests can make a 
selection that delights them while leaving a solid portion of your draught 
system available for rotational discovery products. 

Fact: 

“The key to improving 
revenue trends and 
increasing the volume 
of beer sold at retail 
is the optimization 
of brand mix, styles, 
pricing and ABV levels 
available across beer’s 
entire spectrum.” 

– Peter Reidhead 
Guest Metrics VP of Strategy Insights

CoverSTORY
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BreweryHIGHLIGHT
Sonoran Brew Co. 

LIFE IS AN ADVENTURE, CHANGE IS 
good, finding yourself is priceless,” 
says Layrd Mahler co-owner of 

Sonoran Brew Co. When he and Master 
Brewer, business partner and Tucson native 
Zach Schroeder purchased Sonoran in 
2009, they knew it would be an adventure. 
Established in 1996 and now on its 3rd 
group of owners, Sonoran had lost its way; 
fact is, most beer drinkers had thought it 
closed years ago. Sonoran had to accept 
that things changed, they were no longer one of a handful of original 
microbreweries from Arizona, instead they were another “brand” fighting 
for survival in one of the fastest growing and increasingly competitive 
markets where new breweries seem to be opening daily. In a time where 
BIG West Coast style IPAs are all the rage and there are no shortage of 
opinions from every festival goer and cyber critic, Sonoran knew it was 
time to change.

So what did they decide to do; brew a super hoppy, palate-wrecking, 
über bitter West Cost IPA like everyone else? No, they brewed a White 
Chocolate Ale. Why? Because they aren’t trying to be the next Stone, 
Green Flash or Dogfish Head. Master Brewer Zach Schroeder brews 
from his heart and his heart told him, “Brew a beer that no one else is 
brewing.” And so he did.

Sonoran’s White Chocolate Ale was supposed to be a one and done, 
brewed to shake things up and get people’s attention, and boy has it 
ever. Now Sonoran’s flagship beer, White Chocolate Ale is getting love 
not only from beer drinkers, it recently won Gold at the Los Angeles 
International Beer Competition in the Chocolate Beer category, beating 
out Sam Adams Chocolate Stout. 

When it comes to chocolate beer, most people think stouts, porters, and 
dark beers. So Sonoran brewed a wheat beer, light in color and body, 
but not in flavor. As its legend and reputation continues to grow, so has 
Sonoran. Since moving from North Scottsdale to Phoenix in April of 
2013 (where they share a brew house with The Phoenix Ale Brewery), 
Sonoran has added 12 oz. bottles to their lineup and is now set to 
introduce their brews to Nevada and California.

To complement their unique brews, 
Sonoran is rolling out a fresh, fun and very 
cool new look. “For us, one of the things 
that has always been missing, was the 
identity of the experience, a genuine feeling 
that connects our passion with our beer so 
that the beer drinker truly embraces who 
they are,” says Schroeder.

Life is full of defining moments. Sometimes 
that moment comes in a 12 oz. bottle. So 
the next time you journey through the aisles 
wondering what to choose, take a moment 
to recognize that you’re not like all the rest 
and that it’s never too late to find yourself.

Check out Sonoran Brewing Company 
online at www.SonoranBrewing.com or 
Sonoran Brewing on Facebook, Twitter, 
Instagram and Untappd.

“



Raj and Verna Patel  
Local Owner/Operators of 
7-Eleven 
For tips on how to run a successful local business, you may want to 
ask Raj Patel. Raj and his wife Verna have been in the convenience 
store business for over 15 years, and own two 7-Eleven stores here in 
Tucson: one at Speedway and Columbus, and a second at 5th Street 
and Alvernon.

Raj started his career working the graveyard shift at a 7-Eleven in 
New Jersey, eventually climbing the ranks to become the owner of 
two stores. Looking for a change of scenery, the Patels put in their 
application with 7-Eleven to acquire stores out west. It took a few 
years, but when they were offered the Speedway and Columbus store, 
they sold their New Jersey stores and moved to Tucson. 

Within 4 years of moving, they expanded and bought their second 
store at 5th and Alvernon. When they took over the location it had 
been having some problems – namely a competitive convenience store 
with a gas station just across the street. Seeing the potential in the 
store, they moved forward with the purchase and focused on making 
changes to improve business, concentrating on increasing tobacco and 
alcohol sales. Their gamble paid off, and the competitor across the street 
eventually closed, unable to keep up.

When you ask the secret of their success, it’s very simple: better variety, 
better prices. For example, the Patels adapted to the new craze in craft 
beer. By relying on their supplier representative and customer feedback 
for suggestions on new products and a solid selection, they carry brands 
you might not expect to find in a convenience store, and it’s made a 
world of difference to their business. 

Keeping the regulars happy is also top priority. Raj urges business owners 
to be aware of the market and what your customers want. Verna agrees, 
admitting that she carries limited supplies of certain products solely for 
one or two customers. And if a customer wants a product that isn’t in 
stock, Raj and Verna encourage patrons to ask for what they’d like to 
see. A regular once came in ask asked for a Magic Hat product, so they 
brought it in – and ended up selling out and having to order more!

Raj and Verna admit that small business owners face a lot of challenges 
these days, from city regulations to governmental price restrictions, 
but don’t let that keep you from being competitive. One key to staying 
competitive is to make sure you’re involved in your business: “Whatever 
business you’re in – keep your eye on it – you’ve got to really be a 
part of it,” says Raj. Work with your supplier on product and price. And 
be innovative; make sure you’re adjusting to meet the needs of your 
customer. 

Raj and Verna Patel locally own and operate the 7-Eleven at 1080 East 
Columbus Boulevard in Tucson, 7-Eleven at 3856 East 5th Street in 
Tucson, and Rookie’s Sports Bar at 2239 East Fry Boulevard in Sierra 
Vista. 
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On-PremiseSPOTLIGHT
Hi Fi Kitchen & Cocktails

ON APRIL 24TH, 2014, DOWNTOWN TUCSON 
welcomed Hi Fi Kitchen & Cocktails to its ever-
growing landscape of bars and restaurants. The 

concept was originally developed by Evening Entertainment 
Group out of Scottsdale, and modified specifically to fit 
into downtown Tucson’s up-and-coming nightlife scene. 
Hi Fi describes itself as “a music-centric, retro haunt with 
a full menu served late into the night, and a cocktail and 
adult milkshake menu to match.”

Located on the east end of downtown, where Congress 
meets 4th Avenue, Hi Fi is a fully indoor/outdoor 
space, separated by glass garage doors, that features 
a 360-degree island bar, an elevated lounge-style seating area, plus 
community tables that can be moved to create a dance floor, outdoor 
hightops and resort-style lounge furniture. Add three 20’ projection 
screens and forty-five HDTVs, state-of-the-art lighting and sound systems 
and a vintage speaker wall and you’ve got a venue that can easily go 
from a lunchtime destination, to a sports fan’s fantasy, to one rocking 
nightclub.

General Manager and University of Arizona alum 
Rick Cano has been involved with Hi Fi since 
early February, and watched the space go 
from a dirt lot to a contemporary and unique 
destination. He attributes much of Hi Fi’s 
success to being in the right place, at the right 
time, with the right concept. “There’s nothing 
else like it in town … but the revitalization of 
downtown has really played a part.”

It’s important to note that even though the overall 
concept was developed by a Scottsdale company, there was 
a conscious effort to customize the venue to fit the Tucson market. And 
though the ownership group is in Phoenix, the business itself is run 
locally. General Manager Rick, as we mentioned, is a graduate of the 
University of Arizona, and all 80 staff members are right here in Tucson, 
and they are all very focused on identifying with the local scene.

With all those HDTVs, Hi Fi is a great place to catch a game, but they’ve 
taken things one step further for University of Arizona football and 
basketball games. Using the state-of-the-art sound system, they create 
what they’ve dubbed a “crowd experience” to match what you’d get in 
the stadium. A DJ will play crowd noise and music to pump up the fans 
and create a fun and memorable atmosphere. 

But Hi Fi isn’t a one-trick pony. They are successful in a number of 
areas: business lunches, Friday and Saturday night dinners, and the late 
night club scene, to name a few. Hi Fi is able to appeal to all of these 
customers by listening to them. They know why they’re coming here, as 
opposed to somewhere else. They know they can’t please everybody, 
but listening to their customers’ wants and needs goes a long way 
to sustaining their business. They get some of their best ideas from 
customer suggestions.

Saturday night at Hi Fi Kitchen & Cocktails

A balanced tap line-up is one of the easiest 
ways to please different audiences. Rick 
advises: “You have to have a wide variety, 
but make sure to have the basics – those 

staple beers that are universal.” Hi Fi has 
24 handles, and only 1 is doubled. 

They have about 3 beers that they 
consider top sellers, but everything 
below those sell at a pretty even 
rate – a good sign that they’ve got 
the right mix on tap. 

Right now, Hi Fi Kitchen & Cocktails 
is firing on all cylinders – brunch, lunch, 

sports occasions and nightlife – but no one 
is resting on their laurels. Customer loyalty 
can be a difficult thing to secure these 
days, which is why Hi Fi is big on forward 
thinking. They believe it’s important to look 
ahead and do what you can to stay relevant 
and current, without leaving behind what 
has made you successful in the first place. 
It’s a constant balancing act, but they’re up 
for the challenge.

Hi Fi Kitchen & Cocktails is located at 345 
East Congress Street in downtown Tucson. 
Visit them online at www.hifibars.com or 
check out HiFiTucson on Facebook.
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NewPRODUCTS
Anderson Valley  
Blood Orange Gose

Blood Orange Gose is 
a tart, refreshing wheat 
ale that is kettle-soured 
with lactobacillus and 
brewed with sea salt and 
coriander. However, unlike 
traditional versions of the 
style, this features liberal 
additions of blood oranges 
during fermentation. This 
imparts tangy citrus notes 
that complement the 
champagne-like flavors, 

creating a complex and sessionable ale perfect for 
any occasion. ABV: 4.2% Package: 12 oz. cans only 
Availability: Now!

Big Sky Olde Bluehair  
Barley Wine Ale
Olde Bluehair Barley Wine is unique 
to say the least. It has hints of dried 
tropical fruit and subtle oak and vanilla 
aromas. This little number will continue 
to mature and develop for years. Like 
many things in life, Olde Bluehair just 
gets better with age. ABV: 10.2% 
Package: 750 ml bottles only 
Availability: Now!

Corona & Corona Light Cans
The new Corona can, launching in March 
2015, is seen as a stronger brand 
fit, more authentic, and more 
confident, particularly 
with Hispanics. The 
new Corona can is 
launching in 3 sizes 
– 12 oz., 16 oz. and 
24 oz. – and a new 
SKU: the 18pack. 
And Corona Light is 

introducing new packaging. The 
solid, Corona Light equity yellow 
is unique and pops off the shelf at 
retail. Availability: March

New Belgium Slow Ride IPA 
Kicking back and relaxing 
with a session beer requires 
little more than a couch, 
some free time and a few 
pals. Slow Ride Session 
IPA is up for this easy-going 
challenge, starting with a 
pour of sheened gold and 
plenty of fluffy, white foam. A 
blend of seven hop varieties, 
led by exotic Mosaic and 
Nelson Sauvin, twist together 
brilliant tropical scents of melon, peach, lime and 
grapefruit for a vividly fruity aroma. The flavors mirror 
the aroma while balancing a malty-sweet yet clean start 
and hoppy bitterness in the back. Light-bodied and 
extra quaffable, Slow Ride Session IPA brings the finish 
line to you. ABV: 4.5% Package: Bottles and draught 
Availability: January

Wyder’s Hard Cider  
Reposada Barrel Aged
Reposado is the name given to tequila 
aged between two and twelve months 

in oak barrels. While aging in 
tequila barrels the traditional 
Wyder’s Pear Cider is infused 
with smooth, subtle, oak 

laden tequila 
notes. Reposado 
Pear Cider is an 
adventurous tango 
with the classic 
blue agave based 
spirit. ABV: 6.9% 
Packages: 12 oz. 
bottles and draught 
Availability: March

Oskar Blues  
Pinner Throwback IPA

Dry-hopping with several different 
hops, including a killer experimental 
variety, gives Pinner a tropical, stoned 
fruit aroma with hints of pine and 
smooth malt in the flavor. Dry hops 
include Mosaic, Citra, Eldorado and 
Azzaca, which amp the brew with 
heady spicy aromatics and a tangy 
mouth feel unique to this primo style 
of beer. ABV: 4.9% Package: 12 oz. 
cans (Also available in the 

CANundrum Variety Pack) Availability: Year-round, 
beginning in January

www.finleybeer.com  HeadyTimes v.13
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Coors Banquet Stubby
The legendary beer that was born from 
the Rocky Mountains is returning to 
the roots that made it popular, nearly 
100 years ago. It’s time to say hello 
to a new, old friend as Coors Brewing 
Company is pleased to announce the 
return of the vintage 1936 “Stubby” 
bottle. Coors Banquet has a rich 
heritage of pioneering; and now, its 
great taste can be enjoyed by today’s 
modern pioneer in the bottle it so 
richly deserves. All Coors Banquet bottle 
packages will feature the Stubby bottle beginning in 
February. Availability: Year-round, beginning in February

Blue Moon  
Cinnamon Horchata Ale
Keith Villa, Founder and Head 
Brewmaster of Blue Moon 
Brewing Co., was inspired 
by his Hispanic Heritage. He 
grew up enjoying the classic 
agua de horchata, which is a 
refreshing, yet creamy Latin 
beverage made of rice milk 
and cinnamon; it is traditionally 
poured over ice. He reached 
back to his roots to create a beer 
from his memories of this drink. Cinnamon Horchata 
Ale is crafted with natural long-grain rice and a taste 
of cinnamon for a subtle sweetness and a smooth, 
creamy finish. ABV: 5.5% Package: 12 oz. bottles only 
Availability: Year-round, beginning in March 

Blue Moon White IPA
Blue Moon White IPA is crafted 
with four varieties of hops, 
wheat, coriander, and a hint of 
orange peel for a crisp, balanced 
taste. This is an IPA done the 
Blue Moon way. ABV: 5.9% 
Packages/Availability: Year-
round, beginning with limited 
quantities of bottles and draught 
in February

NewPRODUCTS

Shiner Birthday Beer
To celebrate the 106th 
birthday of the “Little 
Brewery” in Shiner, 
they crafted this special 
limited-edition brew 
that’s a sweet treat 
for all. Brewed with 
chocolate malt and 
real cocoa, this year’s 
Shiner Birthday Beer is 
a delicious stout with 
a soft, creamy head, 
chocolate aroma and 
taste and a slightly 
sweet finish. Drink 
this beer that’s as rich 
as Shiner’s heritage 

while it lasts – once it’s gone, you’ll have to wait 
until next year for another birthday surprise! ABV: 5% 
Package: 12 oz. bottles only Availability: January

Redd’s Green Apple Ale
New Redd’s Green Apple Ale has a brilliant, 
light-golden hue with a touch of carbonation. 
The green apple aroma gives way to a balance 

of crisp and tart flavors and a dry, green-
apple finish. ABV: 5% Packages: 12 oz. 

bottles and 16 oz. cans 
Availability: Year-round, 

beginning in March 

Redd’s Wicked Mango
New Redd’s Wicked Mango has a bold flavor 
that is refreshingly hard. It carries a rich, golden 
color with light carbonation. The bold mango 
flavor and crisp apple kick bring a balanced 
fruit taste that finishes smooth and refreshing. 
ABV: 8% Packages: 10, 16 and 24 oz. cans 
Availability: Year-round, beginning in March 
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SeasonalSELECTIONS
When Demand Exceeds Supply

Many of our craft seasonal and specialty releases are 
available in limited or extremely limited quantities. 
Breweries only produce a certain amount of their 
specialty beers and Finley does all they can to get as 
much product as possible. In addition, this publication 
is compiled months prior to the decision made by the 
brewery to allocate their products to the wholesaler. 
Variations in production for some of these limited release 
offerings will fluctuate, resulting in lower quantities than 
anticipated.

Please feel free to discuss seasonal selections with your 
Route Manager. If an item is out of stock, they will be 
able to offer similar suggestions. Grand Canyon Winter 

Bourbon Barrel Bomber
This seasonal brown ale brings the warmth 
back to the winter. Brewed with maple 
syrup, and aged on bourbon oak, this 
revolutionary product changes everything 
you know about beer! The flavor bomb is 
packed with bourbon barrel oak sticks, then 
placed in the bomber to condition with the 
beer. ABV: 6% Packages: Bottles and 
draught Availability: Now!

Oskar Blues Ten FIDY
This titanic, immensely viscous 
stout is loaded with inimitable 
flavors of chocolate-covered 
caramel and coffee and 
hides a hefty 98 IBUs 
underneath the smooth blanket 
of malt. Ten FIDY (10.5% ABV) 
is made with enormous amounts of two-row malt, 
chocolate malt, roasted barley, flaked oats and hops. 
Ten FIDY is the ultimate celebration of dark malts and 
boundary-stretching beer. Packages: Cans and draught 
Availability: Now!

Bell’s Smitten Golden Rye
Drawn from one of their oldest 
recipes, Smitten Ale began 
as part of a series of rye 
beers at their Eccentric 
Café. The combination of 
sharp citrus and resinous 
flavors from the hops with 
the earthy, rustic overtones 
of the rye malt contribution, 
yield an interesting take on the 
American Pale Ale. ABV: 6% Package: Bottles, 
cans and draught Availability: January

Pyramid Snow Cap
Deep mahogany in color, this full-
bodied winter warmer is brewed 
in the spirit of British winter ales. 
Crafted with a flurry of roasted 
chocolate and caramel malts, and 
generously hopped, it delivers a 
smooth finish that makes this beer 

the perfect cold weather companion. 
ABV: 7% Package: Bottles only Availability: Now!

Pyramid Winter Variety Pack 
Pyramid’s Winter Variety Pack features the new winter 
seasonal Snow Cap, plus two 30th anniversary 
throwbacks – Best Brown and the limited 
Espresso Stout – 
plus the India Pale 
Lager to bring ale 
advocates and lager 
lovers together. 
Availability: Now!

Magic Hat Snow Roller
A hoppy brown ale, Snow Roller rides a 
brisk hop wind that blows a bold bitterness 
across malt flavors of caramel and toasted 
biscuit. ABV: 6.2% Package: Bottles only 
Availability: Now!

San Tan Sex Panther Double 
Chocolate Porter
Sex Panther Double Chocolate 
Porter is a winter seasonal 
that is brewed with Colonial 
Rosewood Cocoa and large 
amounts of chocolate malt, 
giving this beer a huge 
chocolaty flavor combined with 
hints of truffle and molasses. 
White wheat is added to 
give Sex Panther a smooth, creamy head that lasts 
all night! ABV: 6.9% Packages: Cans and draught 
Availability: Now!



SeasonalSELECTIONS
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New Belgium Hop Kitchen 
Collaboration – Oatmeal IPA 

New Belgium’s latest Hop 
Kitchen is a collaboration 
resurrection with their friends 
at Half Acre in Chicago. This 
honey-hued Oatmeal IPA 
flips the script on wickedly 
bitter beers with additions of 
silky-smooth oats, creating a 
creamy swallow to buoy a full 
crescendo of brilliant pine, 
grass and guava courtesy 
of Citra and Centennial dry-
hopping. Sure, it’s softer than 
a standard IPA, but don’t be 
fooled by the cushiony mouth 
feel. Lurking beneath the 

smooth oats, toasted malts and vibrant hops is a bitter 
bite just waiting to attack. ABV: 6% Package: Limited 
draught only Availability: March

New Belgium Lips of Faith 
Cocoa Mole 

Say Hola to a spiced up ale full 
of cocoa and ancho, guajillo, 
chipotle peppers. But don’t fear 
the heat, because plenty 
of caramel and chocolate 
malts bring a smooth, 
complex flavor to this 
Cocoa Molé. Scents of 
cinnamon when poured 
will have you saying, 
“¡Olé for molé! ABV: 9% 

Packages: 22 oz. bottles and limited draught 
Availability: February

New Belgium Lips of 
Faith Sour Vintage  
La Folie
La Folie, French for ‘the folly’, is a 
beer steeped in New Belgium brewing 
tradition. This wood-aged, sour brown 
spends one to three years in big, 
oak barrels, known as foeders. And 
when the beer finally hits the glass, 
La Folie is sharp and sour, full of 

green apple, cherry, and plum-skin notes. Pouring a 
deep mahogany, the mouth feel will get you puckering 
while the smooth finish will get you smiling. ABV: 7% 
Package: 22 oz. bottles only Availability: February

New Belgium Lips of 
Faith Sour Vintage 
Transatlantique Kreik
The cherry nose gives way to a pleasingly 
sour flash across the palate that rolls 
gently into a slightly sweet finish. Crisp, 
effervescent carbonation keeps the 
mouth feel bright and delightfully tingly. 
ABV: 9% Package: 22 oz. bottles only 
Availability: February

New Belgium  
Portage Porter
Row, row, carry your boat. Spring means 
high water and deep porter. This new 
Portage takes the buoyant aromas of 
roasted coffee, chocolate and almonds, 
and steers them toward a silky smooth 
mouth feel rolling one sip into another. 
ABV: 6% Packages: 12 oz. bottles and 
limited draught Availability: January

Blue Moon First Peach Ale
New, Blue Moon First Peach Ale 
is ready to be picked. Inspired by 
Belgian brown ales, this Blue Moon 
seasonal is Artfully Crafted with notes 
of peach and coriander for a slightly 
tart taste, balanced by rich 

caramel malts. ABV: 5.6% 
Packages: 12 oz. 
bottles and draught 
(also featured in 
the Brewmaster’s 

Spring Sampler) 
Availability: January

Blue Moon  
Brewmaster’s Spring Sampler 
Don’t miss the flavors of spring with the Blue Moon 
Spring Brewmaster’s Sampler Variety Pack. Six varieties 
have been Artfully Crafted® into one pack including: 

the famous Blue Moon Belgian White 
Belgian-Style Wheat Ale, new 
Cinnamon Horchata Ale, Expressionist 
Collection beers, Rounder Belgian-
Style Pale and Farmhouse Red 
Saison/Flanders-Style Ale, the limited-
release beer, Valencia Grove Amber 
and the seasonal First Peach Ale. 
Availability: January



SeasonalSELECTIONS

www.finleybeer.com  HeadyTimes v.13 9

Woodchuck Out on a Limb 
Spitter Splinter
European bittersweet apple varieties are often 
called “spitters” as trying to eat one would elicit 
said response. Yet when pressed for juice and 
aged in American whiskey barrels, something 
unique emerges. The bittersweet apples 
bring a dry profile and the six months aging 
in bourbon barrels add woody vanilla oak 
notes throughout. Classic European cider 
apple varieties that they took Out on a Limb 
to add a splinter of America to. ABV: 5.5% 
Packages: Bottles and limited draught 
Availability: January 

Anderson Valley Winter Solstice
Warmth. The Winter 
Solstice Seasonal Ale is 
a hand-crafted “winter 
warmer” with a deep 
amber hue and a rich, 
malty mouth feel. Hints 
of toffee, spice, and 
caramel tickle the senses 
while the smooth, creamy 
finish will lift your spirits; a 
perfect beer to share with 
friends and family during 
the cold days and long nights of winter. ABV: 6.9% 
Packages: Bottles, cans and draught Availability: Now!

Mike’s Hard  
Blackberry Lemonade 
New, Mike’s Hard Blackberry Lemonade 
has a blended balance of tart lemonade 
and blackberry. Black is the new… well, 
black. ABV: 5% Package: 11.2 oz. 
bottles only Availability: February

Newcastle Variety Pack
Newcastle Brown Ale is the 
original, imported ale loved 
by consumers around 
the world. The Newcastle 
Variety Pack capitalizes 
on that love, but also on 
the ever-growing demand 
for variety packs among 
a younger, more upscale 
shopper. The Newcastle 
Variety Pack features 
authentic British beers brewed in 
collaboration with one of the oldest breweries in the UK, 
dating back to the 19th century and still using whole-
leaf hops and the original copper kettles. The pack 
includes the perennial favorite Newcastle Brown Ale, 
plus two brand-new variants: British Session IPA and 
British Pale Ale. Availability: March

Abita Spring IPA
Spring India Pale Ale is a West 
Coast-style IPA with an up-front, 
intense hop flavor and aroma. 
Amarillo and Centennial hops 
give the brew a rich and 
resinous flavor of citrus and 
spice. This bright pale ale has 
a malt sweetness that will give 
way to a pleasant bitterness. Try it 
with Mexican, spicy Szechwan Chinese food or a strong 
cheese. ABV: 6.25% Package: 12 oz. bottles only 
Availability: March

Abita Mardi Gras Bock
Mardi Gras Bock is brewed with 
pale, pilsner and caramel malts 

and German Perle hops. It is 
similar to a German Maibock in 
that it has a rich malt flavor and 
full body. Emmental and Swiss 

are nice cheese choices with 
Bock, and it’s also great 

with roasted beef or 
pork and Mexican 
food. ABV: 6.5% 
Packages: 12 oz. 

bottles and draught 
Availability: January

Abita Strawberry Harvest Lager
Abita Strawberry Harvest is a lager brewed 
with pilsner & wheat malts and 
Vanguard hops. Real Louisiana 
strawberry juice is added after 
filtration, resulting in a crisp 
lager with a sweet strawberry 
flavor, aroma and haze. It is 
wonderful with desserts, lighter 
fare like salads and pastas 
or fresh cheeses. ABV: 4.2% 
Packages: 12 oz. bottles and limited 
draught Availability: March



Oskar Blues Old Chub Nitro
Oskar Blues Brewery took something 

great and made it better by adding 
nitro to it! Oskar Blues Brewery is 
the first American craft brewery to 
release a nitro can with their release 
of Old Chub Nitro. Just like Old Chub… 
but on NITRO! A brobdingnagian 
celebration of rich malts and smoked 
grains creates a smooth finishing 
character for the herculean size of 

this Scotch Ale. Old Chub Nitro Scotch 
Ale takes the big, bold, original favorite and adds the 
creamy, velvety mouth-feel that only nitro can add and 
makes this local Colorado nitro unique. ABV: 6.9% 
Packages: 16 oz. cans and draught 

Firestone Walker DBA  
(Double Barrel Ale)
Firestone Walker’s flagship 
brew highlights barrel-
fermented batches from 
their patented Firestone 
Union, blended with beer 
fermented in stainless steel. 
It opens with a biscuity 
toasted malt aroma and a 
hint of oak and vanilla. Pale 
malts create a smooth, malty middle with ribbons of 
caramel, English toffee and toasted oak. This beer is a 
tribute to English pales, traditionally fermented in cask. 
ABV: 5% Packages: Bottles and draught

Big Sky IPA
In Montana, many classic 
memories are made right after 
someone says, “Hold my beer 
and watch this.” These bold and 
assertive moments deserve a 
bold and assertive beer – Big Sky 
IPA. The distinct hop presence 

and malty backbone will leave you refreshed and ready 
for YOUR moment of glory. So hang on tight and enjoy 
the ride! ABV: 6.2% Packages: 12 oz. bottles, 12 oz. 
cans and limited draught 

New Belgium Rampant
A burly and bitter Imperial 
IPA, Rampant pours a pure 
copper and carries the sheen 
of a rightly hopped beer. The 
Mosaic and Calypso hops 
bring stonefruit to the front 
seat, and the addition of 
Centennials nod towards citrus 
for a well-rounded aroma. 
The taste expands these hops 
with heavy peach tones and 

a profoundly bitter bite. There is some malt sweetness 
to stand this beer up, and Rampant’s finish is bone-dry. 
ABV: 8.5% Packages: Bottles and draught

Left Hand Milk Stout Nitro
Dark and delicious, America’s great milk 
stout will change your perception about 
what a stout can be. Pouring hard out 
of the bottle, Milk Stout Nitro cascades 
beautifully, building a tight, thick head 
like hard whipped cream. The aroma is 
of brown sugar and vanilla cream, with 
hints of roasted coffee. The pillowy head 
coats your upper lip and its creaminess 
entices your palate. Initial roasty, mocha 
flavors rise up, with slight hop and roast 
bitterness in the finish. The rest is pure 
bliss of milk chocolate fullness. ABV: 6% 
Packages: Bottles and draught

Bell’s Porter
One of the brewery’s many award-winning beers, Bell’s Porter emphasizes the darker, roasted 
aspects of malt. Hints of dark chocolate and freshly roasted coffee provide the focus, while 
hops remain in the background. Not as full-bodied as a stout, Porter bridges the gap between 
malty brown ales and their more heavily roasted stouts. ABV: 5.6% Packages: Bottles and 
limited draught

Ska Pinstripe Red Ale
Pinstripe Red Ale puts you in a certain mood. 
Kind of like waking up to realize you are the 
king of your own country, one where there are 
waterfalls of beer all over the place. Waterfalls 
of Pinstripe Red Ale. Brewed with caramel 
malts and Liberty hops, it has a slight fruity 
finish and will dance with your taste buds 
until last call, then take them home and not 
get weird about it the next day. ABV: 5.2% 
Packages: Bottles and draught
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Corona  
Find Your Beach 
for the Big Game
The game day ritual of 
gathering with friends is 
something consumers relish. 
It’s the perfect way to free 
themselves from their day-to-
day responsibilities and relax 
before the intensity cranks 
up for the game. Corona 
will enhance their game day 
experience by helping them 
find their beach.

Woodchuck Amber Hard Cider 
Woodchuck Amber was the first cider 
crafted in their two-car garage back in 

1991. The recipe remains the same 
today as that first hand-filled bottle. 
Amber is a traditional cider boasting 
big red apple taste. Expertly crafted 
with a medium body, golden hue, and 
refreshing clean apple finish. ABV: 5% 
Packages: Bottles, cans and draught

SanTan Devil’s Ale
Devil’s Ale, Santan Brewing Company’s flagship 
brew, is a new breed of West Coast American ales. 
Deep golden maroon in color, Devil’s 
Ale is defined by a delicious citrus hop 
character derived from Cascade and 
Centennial hops grown in the Pacific 
Northwest and a balanced, firm caramel 
malt flavor. ABV: 5.5% Packages: Cans 
and draught
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Programs

Celebrate the Chinese 
New Year with Tsingtao
Celebrate the Year of the Ram with the #1 
Chinese beer in the U.S.! Creativity thrives 
during the Year of the Ram, and Tsingtao wants 
to help you release your creative spirit with 
a new promotion. Drive sales with an artistic 
suite of POS, which includes dimensional pole 
toppers, scratch-off fortune cookie coasters 
and interactive table tents. Grab this profitable 
opportunity by the horns and celebrate the Year 
of the Ram with Tsingtao!

Individuals born in the Year of the Ram 
have a heightened appreciation for the 
aesthetically pleasing things in life and 
because of this, Tsingtao has commissioned 
a clever artist to engage consumers like never 
before. AJ Fosik is a world-renowned wood 
sculptor with a unique style that draws heavily 
on Asian influences and Eastern mythology, 
making him a fitting choice for this year 
of the wood ram. For Tsingtao, AJ crafted 
a completely original, three-dimensional 
ram head inspired by Tsingtao beer and the 
creative aspects of the Year of the Ram. The 
shape of the head and neck is suggestive of 
Tsingtao’s Chinese-grown hop cones, while 
the red and gold shading signifies luck and 
good fortune in the New Year. 

Celebrate National 
Margarita Day with 
a CoronaRita!
February 22nd is national 
Margarita Day, and what 
better way to celebrate than 
with a delicious CoronaRita! 
CoronaRitas are a combination of 
a traditional or frozen margarita 
accompanied by an upside-down 
Coronita (aka Corona Extra 7 oz. 
bottle). The way the bottle is 
positioned allows a subtle, yet 
distinct Corona flavor to slowly 
seep into the margarita while 
the cocktail is being consumed, 
while the CoronaRita Clip secures 
the bottle. Margaritas are the 
#1 selling cocktail and Corona 
Extra is the #1 import beer so 
why not take advantage of the 
combination of this growing 
trend! The CoronaRita will attract 
significant attention from your 
customers, encourage trade-up, 
and provide incremental sales 
opportunities that will add more 
profits to your bottom line!
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Coors Light  
NHL® Postseason
Coors Light is the Official Beer 
of the Stanley Cupz® Playoffs. 
From mid-March through June, 
displaying the special tools like 
the Stanley Cup® image and 
logo will remind fans to stock up 
on Coors Light as the Stanley 
Cup® Playoffs take center stage 
in sports. On-premise tools can 
create nightly game-watching 
events for high-value patrons. 
Alliance tools for playoff-eligible 
teams will also be available.

Coors Light  
St. Patrick’s Day
St. Patrick’s Day is a top, 
on-premise, beer-selling holiday, 
and Rocky Mountain Cold 
refreshment is key for keeping 
the party going. This March, 
Coors Light will encourage 
consumers to “Grab a Pot of 
Cold” while they celebrate Irish 
heritage for a day. Create an 
on-premise St. Patrick’s Day 
celebration zone with thematic 
tools like roll banners and 
signage along with consumer 
and wait staff giveaways!
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Keystone Light Garage 
Man Cave
Every guy loves his garage, and, to him, 
there is no better place to enjoy a beer with 
his friends. That is why Keystone Light is 
encouraging guys to stock up on some smooth 
ones for their Garage Man Cave. Create an 
engaging and disruptive display with retail tools 
like a real wooden pegboard, a rolling garage 
cart, and hanging metal signs. Connect with 
the Keystone Light drinker by having him look 
forward to the time when he is in charge and 
can dedicate time to his passions – friends, 
family, and automobiles.

Blue Moon Paint the Glass
The Blue Moon® Paint the Glass program 
that will run from January through July, 
allows consumers to artfully craft their very 
own masterpieces using paint pens on a 
commemorative 20th Anniversary Blue Moon 
glass. Tools like coasters, table tents and 
mini chalkboards can be used to decorate for 
a Paint the Glass Night. Flexible phone stands 
encourage consumers to snap pictures 
and share their experiences on Facebook 
and Twitter. The Blue Moon Paint the Glass 
Program is a turnkey solution to engage 
consumers to stay at the bar longer and buy 
more beer.
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Heineken Champion the Match
As a premier sponsor of UEFA Champions League (UCL), Heineken 
values U.S. soccer fans and how they experience game day. This 
year, from February 15th through May, Heineken is honoring those 
fans by creating the opportunity to “Champion the Match”. With a 
mobile program, Heineken will reward U.S. UCL fans to drive consumer 
engagement and push to retail.

 POS will invite shoppers to enter for a chance to win a VIP trip 
to Europe for the ultimate UEFA Champions League experience, 
as well as additional prizes. Twitter will drive engagement using 
#championthematch, featuring a Q&A with a legendary UCL player 
during the know-outs, semi-finals and final.

 The only way to truly enjoy UCL is with Heineken. Show your fandom 
this season and Champion the Match!

Winter can mean many things. To the 
most interesting people, this season 
represents an opportunity to seek out 
incredible experiences, whether it’s 
on the slopes, in the mountains or 
simply at the best local bar. Winter 
with Dos Equis is an opportunity to 
be more interesting.

Dos Equis is creating a most 
interesting winter with a digital 
program promoted through online 
advertising and enticing in-store POS. 
Each day from February 1 through 
March 31, up to 100 XX’s will be 
displayed on a national map at 
dosequis.com. Locked inside each XX 

will be a potential winter prize that 
only the person who locates that 
XX will be able to unlock.

Using the map, consumers can 
pick a store or account where an 
XX is shown and purchase Dos 
Equis. For a chance to win daily 
prizes, they must post a selfie with 
a Dos Equis product on Twitter or 
Instagram using #DosEquisWinter. 
One grand prize winner will receive 
an all-expense-paid ski trip with 
three guests! Mark the Spot 
with the most interesting winter 
experience.

Dos Equis Marks the Spot

Wash Down the Big Game Hype with 
Newcastle
This year, Newcastle gives consumers even more reasons to cheer! POS 
with stopping power will create awareness and educate shoppers about 
the brand. MaxPoint and PlaceIQ will drive consumers to retail and 
encourage them to purchase Newcastle for their Big Game occasion. 
Big Game means more than just football. Newcastle will leverage 
awareness from the 2014 “If We Made It” digital campaign, which 
garnered over 1 billion impressions and won Adweek’s pick for No. 1 ad 
campaign of 2014! This season, drink Newcastle to wash down all the 
Big Game hype.
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To “Eat Drink and be Belgian” is a 
wonderful dream that PALM wants 
to help make come true for a lucky 
consumer and a companion! PALM 
is partnering with DRAFT Magazine 
and Bon Voyage Tours to offer the 
opportunity for one lucky winner and 
a companion to win an Amsterdam-
to-Bruges Beer Vacation Cruise 
from Oct. 17th to 24th, 2015! The 
awesome trip begins in eclectic 
Amsterdam, then, via private 
passenger barge, heads to energetic 
Leuven, historic Dordrecht and on to 
bustling Bruges with plenty of time 

along the way for private guided 
tours, free time... and serious beer! 
Among other breweries, the trip will 
include a stop at the PALM brewery 
for a tour, a visit at the horse stables 
and a once in a lifetime beer dinner 
in the Diepensteyn Castle. The 
contest is easy to enter via QR code 
or online entry. To learn more about 
the contest, visit draftmag.com/
Belgium. The sweepstakes will run in 
retail from January to April, but will 
continue in the magazine until mid-
August.

Eat, Drink and Be Belgian with PALM

Shiner Gibson Sweepstakes
For the fifth year, Shiner is teaming up 
with Gibson Guitars for the Shiner Gibson 
Sweepstakes! The promotion features an 
impressive lineup of custom, Shiner-branded 
Gibson guitars that consumers can register 
to win at shiner.com. Promotional can wraps 
designed to look like amplifiers will have Shiner 
fans lining up. 

One of their most popular promotions, the 
Gibson partnership provides an opportunity 
to promote Shiner’s 106 years of support for 
local, independent music. This year, Shiner has 
chosen the famous Gibson Explorer model (retail 
value $2,500!) as the 2015 sweepstakes guitar. 
The promotion will run from February 1st through 
April 30th, 2015 and on June 1st, 10 lucky 
winners will be selected from the entry site at 
Shiner.com! 

Apples are good. Strongbow Hard Apple 
Cider is better. Strongbow over ice, well, 
that’s the bestest. This winter, Strongbow is 
partnering with the digital companies Brand.
net and PlaceIQ to entice consumers to retail. 
Attractive POS will educate shoppers about 
the refreshing taste of Strongbow over ice. 
Consumers will quickly learn that Strongbow 
Hard Cider is the best drink to kick off the 
night with friends. Now that’s a sensational 
cider.
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RetailEDGERetailEDGE
Leveraging Your Brand 
By George Latella 

George Latella teaches Food Marketing at Saint Joseph’s University in Philadelphia. Food Marketing, the largest major at Saint Joe’s, 
recently celebrated its 50th anniversary. Latella is also a partner in Beacon Marketing Group which provides marketing planning, 
research and e-commerce/direct marketing communications for food and beverage companies. He can be reached at glatella@sju.edu 
or 610-660-2254.

With the holidays behind us and the Super Bowl 
around the corner, it’s still a great time for beer!

But as an “old school” marketer, I have a few problems 
with how many other retailers are now handling holiday 
shopping.

Did you shop at a big box store on Thanksgiving? Or did 
you shop online while eating your turkey and enjoying a 
beverage of your choice? How many emails, tweets and 
text messages did you receive between November 15th 
and December 25th? I think many retailers have gotten 
out of control with trying to “one up” each other with 
Black Friday and Cyber Monday. The holidays should be 
spent with friends and family not worrying about getting 
the best deal.

I am however a big fan of “Small Business Saturday” as 
this supports everything I covered over the last few issues 
regarding your Brand Strategy. Many of you are small, 
family businesses that should benefit from this day. 

How can you get a “Retail Edge” from being small? 

What is your differential advantage? In other words, 
what do you do better than the bigger competitors? You 
probably can’t compete on price, but that is also the least 
defendable position regardless of size. You can certainly 
compete on the product, promotion and place which are 
the other three “P’s” of Marketing.

Think of your “product” as all of the following: 

1. All of the physical things you sell 

2. Customer service 

3. Hours of operation

4. Convenience 

5. Local

6. Family business 

Each of these can be used as a competitive advantage. 
You can tailor your products to fit the neighborhood and 
local customers. If you have family running the business, 
use it to your advantage! (My guess is that you know 
many of your customers on a first name basis. If you live 
near the business let them know that too. The money you 
make stays in the neighborhood). 

Do you adjust your hours based on customer 
demand, day of the week, or time of the year? 

Convenience means easy to shop. (Leverage the benefit 
that your customers can get in/out quickly, or maybe they 
want to “hang out” on the way home.) Local means close 
to home or work, use it to your advantage. If you have 
Millenial customers, know that they are willing to spend 
more money to support local businesses. 

You also have the benefit of speed being a small business. 
Do you adjust your strategy based on the weather? How 
about leveraging local events like food festivals? Do 
you sponsor any local teams? Did a new office building 
open nearby? Are you near a college? Grass roots event 
marketing should be a big part of what you do, as the 
bigger companies cannot. If you are using social media, 
these are the types of things that receive the best 
response.

Of course, if you are like me, go “old school” with flyers, 
call them on the phone or talk to them in person. This is 
your best weapon against larger competition. This is the 
“R” in CRM or Customer Relationship Management.

In the next issue, we will discuss marketing planning.
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There are a 
number of factors 
that influence 
the beer drinking 
experience, 
including choice 
of glassware, 
temperature 

of the beer, and your individual 
palate. Glassware is one of the most 
important of these factors.

Like wine, beer can be enhanced or 
degraded by the type of glassware 
used. The shape of the vessel 
allows the carbonation to escape 

and release the nose of the beer for 
full enjoyment. Of course, you can 
drink a beer out of any glass, but it 
wouldn’t have the same aesthetics. 

Clean glasses are a big factor in the 
beer world. “Beer Clean” is a term 
that is used to make sure glasses 
are not only clean, but beer clean - 
meaning it won’t change the taste 
or head of the beer. Soap is a no-no 
when cleaning beer glasses. It leaves 
a film on the glass that you cannot 
see, but you may taste and you can 
observe the results in the lack of 
head you would otherwise get. There 

are commercial products for cleaning 
glasses to get them beer clean or, 
you can use baking soda. Air-dry the 
glasses. If you see water spots after 
it is dry, clean them again. Do not 
freeze the glasses. This adds water 
to your brew and the cold glass can 
change the temperature of your beer. 
The other thing that you do when you 
freeze glassware, in a commercial 
environment, is freeze the sanitizer 
on to it… not very appealing.

Let’s look at some of the types of 
glassware available.

The BeerGUY
The Importance of Glassware
By Chuck Knoll

“Like wine, beer can be enhanced or degraded  
by the type of glassware used.”

CHALICE 
Chalices are typically for Belgian 
abbey and Trappist style beer. They 
can have a look of royalty about 
them. Sometimes they are more 
“V” shaped with either straight or 
an inward curving top, sometimes 
rimmed with a precious metal. 
The stem is thick and the length is 
usually rather short. 

GOBLET 
Goblets can resemble a fishbowl. 
Typically they have a round bowl 
and come in various sizes. They are 
somewhat like a brandy or cognac 
snifter. Use these for high alcohol 
sipping beers. 

MUG, KRUG, SEIDEL 
The only beer glass with a handle. 
Typically very heavy and sturdy. They 
can have different textures and 
come in different sizes. 

PILSNER  
Pilsner glasses are tall, somewhat 
thin-walled, sloped glasses with a 
solid base. Their capacity is usually 
12 oz. 

POKAL 
A pokal is a European pilsner glass 
with a stem. They can look similar 
to a tulip glass without the flare at 
the top or similar to a chalice with 
a smaller, less angular bowl. Holds 
12 oz. 

PUB GLASS OR PINT GLASS 
Probably the most common beer 
glass, these have straight, thick 
sides at a slight angle making the 
mouth of the glass larger than the 
base. They typically hold 16 oz. You 
may also come across an Imperial 
pint glass. These hold 20 oz., have 
somewhat thinner sides, and a 
bulge about 3/4 of the way up the 
glass. These also come in 10 oz. 
half pint sizes. 

STICK OR STANGE 
This is a taller, thinner version of 
the pilsner glass, very similar to the 
Kolsch glass. Holds 12 oz. 

TULIP GLASS 
The tulip glass looks somewhat like 
a tulip, hence the name. It can 
have a stemmed base and roundish 
bowl, which thins out about 1/2 
way up the glass, then flares out 
slightly. It can also be similar in 
style to a pint glass, but has the 
tulip flare. Holds 16 oz. 

WHEAT BEER GLASS 
These are tall, somewhat thin-
walled, sloped glasses with a solid 
base. They are typically 1/2 liter in 
capacity. They resemble a pilsner 
glass, only taller and usually wider 
at the bottom. 

Does everybody need every type of glass? No, but having some basics like a pilsner, tulip and wheat beer glass, will give 
you all the ammunition you need to sample beer.
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Coors Light Postseason Football
From college to the pros, the playoffs are all about 
the big-game party, and every big game deserves cold 
refreshment. This postseason, from January through 
early February, Coors Light will be a part of the party at 
home and at the bar by bringing Rocky Mountain Cold 
refreshment all playoff season long. Create big game 
excitement in-store, while reminding shoppers to stock 
up for the occasion with retail tools like the Coors 
Light cooler chair and inflatable football. Increase beer 
sales on-premise with postseason-themed tools that 
engage consumers to celebrate the excitement of the 
playoffs.

What’s Your Play?
In football and in life, there are those who play it safe and 
those who go bold. So this playoff season, Heineken USA 
is throwing out the challenge. The Heineken, Dos Equis, 
and Strongbow brands will deliver big-game excitement by 
asking fans to make the call on game day. 

Consumers are encouraged to follow @WhatsYourPlay on 
Twitter for a chance to win prizes. Every 20 minutes during 
the playoffs, the handle will tweet out a, “What would you 
do?” question and ask for their “Play.” 

Exciting in-store displays will help enhance the football 
party occasion and encourage consumers to follow 
@WhatsYourPlay on Twitter. What’s your play? Make the 
right call at your next football party.


