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WELCOME TO THE SECOND 
half of 2019 – and Finley 
Distributing’s Fall Heady 

Times. Before we dive into the latest 
and greatest, I thought I’d give you 
a quick recap of the first half of 
the year. 

Seltzers continue to drive growth 
and lift the entire category. The 
trend towards health and wellness 
isn’t slowing down, and seltzers fit 
perfectly into this consumer lifestyle. 
White Claw is still leading the pack, 
but Truly and Smirnoff are making 
steady gains (nationally, year-to-date 
dollar sales numbers show seltzers 
representing 10 of the top 25 growth 
brands overall). And now, some of 

Finley’s craft suppliers are jumping into the game: Oskar Blues released Wild 
Basin Boozy Sparkling Water, and SanTan Brewing out of Phoenix is now offering 
SunSplash Wild Berry Hard Seltzer on draft. As a bonus, we’re seeing seltzers 
have a halo effect on more traditional light beers like Coors Light and Miller Lite, 
and we expect these trends to continue through the fall.

Another stand-out brand in Finley’s portfolio is Modelo Especial. This beer, along 
with Modelo Negra, is one of our fastest-growing brands in the Tucson market. 
In parts of California, including Los Angeles, it has overtaken Bud Light, and 
we’re seeing an increased demand in Tucson as that trend moves east. Modelo 
is definitely a brand you’ll want to pay attention to in the coming months.

Looking ahead to the fall, we’re very excited that MillerCoors has signed a 
3-year extension to their partnership with Arizona Athletics. Coors Light will 
continue to lead the charge, kicking off football season (and Coach Sumlin’s 
second year) with Wildcat-themed point of sale. Expanding on the agreement 
from previous years, Blue Moon is also signed on as a craft beer partner, and 
our friends at Corona have joined the team as the official import partner. With 3 
different brand options for retail extension, Finley Distributing is here to help you 
show your Wildcat pride throughout the 2019-2020 season. Talk to your Route 
Manager about available opportunities.

Before I wrap it up, I wanted to touch base quickly on limited release beers. As 
the craft beer scene exploded, the market slowly but surely approached a point 
of saturation. Consumers are now becoming overwhelmed with options. As a 
result, suppliers are streamlining their products. Where you used to see 4 or 5 
different “seasonals”, you now have 2 or 3 “limited releases”. These products 
are still significant – consumers are still demanding flavor and variety – but it’s 
important to have well-known brand names, and the right line-up for fall. As 
you look through Finley’s fall selection of seasonal offerings, talk to your Route 
Manager about what might work best for your business.

Thank you for your continued partnership. 

Cheers,

Dennis Shields 
President
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Finley People Get The Job Done
Scott Bivens
Category Management Supervisor

How long have you been with Finley Distributing? 13 years. Finley 
has been my only employer since I graduated from the University of 
Arizona in 2006.

What parts of town do you service? I hit every area of Finley’s 
territory, but I focus solely on off-premise accounts. 

How do you provide the best customer service? My main goal is to 
listen to what the customer wants and provide my services, no matter 
which distributor it benefits (hopefully all of us, ultimately). If I can reset 
their cooler so that it looks organized while offering new, innovative 
beers to their customers, everyone is going to be happy. The bottom line 
is, when their business improves, so does ours. Most importantly, our 
relationship with the account will be strengthened. The key to resets lies 
in the details, and that attention to detail can turn a decent-looking set 
into a fantastic one.

What Finley brand(s) do you like to enjoy in your free time? I enjoy 
a wide variety of craft beer brands, with most of my collection comprised 
of sours and bourbon barrel-aged stouts. Some of my favorites are 
Firestone Walker Stickee Monkee and Parabola, Dragoon Öhaygrrl, and 
The Bruery Black Tuesday.

What do you do when you’re not working? After work, you’re most likely 
to run into me at Dragoon Brewing or Tap & Bottle. However, a lot of my 

Don Weber
Bulk Driver

How long have you been with Finley Distributing? Altogether it’s 
been over 25 years. I started back in 1992, and took a small break in 
1999, but came back in 2000. 

What parts of town do you service? I’m mainly around the University 
of Arizona and central Tucson; sometimes a little bit north.

How do you provide the best customer service? I try to do everything 
by the book. I think following the rules at the stores is important, and 
shows our customers respect.

What Finley brand(s) do you like to enjoy in your free time? In my 
free time I like drinking Coors Light and New Belgium’s VooDoo Ranger.

What do you do when you’re not working? When I’m not working you 
can find me hunting, camping, or even welding. I also like to barbecue.

Tell us a little about your family. I’ve been happily married for 27 
years to my wife, Selina. We have 3 kids: Leo, the oldest, is 26; our next 
is Sarah, 23; and Travis, 22, is our youngest. We also have 2 grandkids: 
Osten, 4 and Autumn 1½. 

free time is also spent relaxing at home. 
During the cooler months, I love to go trout 
fishing. And on Sundays in the fall, you’ll find 
me rabidly rooting for the Denver Broncos.

Tell us a little about your family. My far-
better half Samantha and I have been married 
for 11 years. Our only children are the furry, 
four-legged kind: two horses, two dogs, three 
cats, and a handful of mice. Whenever we 
get the chance, we love traveling to amazing 
places we’ve never seen, or simply escaping 
the heat by going camping.

Scott and wife, Samantha



When artisans collaborate, good things happen. So why are 
so many people skeptical of the merger of Boston Beer and 
Dogfish Head? Will these pioneering companies lose their 
underdog appeal or craft beer cred? Not if you talk to Jim 
Koch and Sam Calagione. 

By now it’s old news. 

In May, The Boston Beer Company, the maker 
of Sam Adams and Delaware’s Dogfish Head 
breweries, announced the merger of their 
companies. The marquee players – Jim Koch of 
Boston Beer and Sam Calagione of Dogfish Head – 
said they decided to join forces to better compete 
against Big Beer, the companies that make more 
than 80% of all the beer consumed in the US. 

The initial reaction to this announcement was mixed. The mainstream press 
focused on the cost of the deal, a $300 million cash & stock transaction. 
Beverage alcohol publications had mostly tepid reactions. Many wondered if 
the quality of the beers would suffer, while others pondered if this somehow 
signaled the end of American craft beer’s golden era. 

On a recent phone call, Heady Times asked Koch and Calagione 
why two pioneering, top‑tier craft breweries would do something so 
corporate now.

Even putting our two companies together, we still make less than two 
percent of all the beer made in America,” Koch said. “Percentages 
aside, Sam and I are still just two guys who started out as 

homebrewers… who went bar-to-bar handselling our wares. And for 20 
years, we’ve worked together – collaborated if you will, with the Brewers 
Association for the advancement of independent American craft breweries.” 

“Mariah and I have kept an eye on what’s being said about the merger 
on social media,” said Calagione. (Mariah is Mariah Calagione, Sam’s 
wife, and a driving force behind Dogfish Head’s success.) “Most of it 
is positive. Lots of folks who are fans of Dogfish Head worry that the 
brewery is going to lose its identity. And it’s not. I’d like to address that 
more later,” said Calagione. “But what surprised me was a headline that 
said something like, ‘Sam Adams Buys Dogfish Head: RIP Craft Beer’. 
That’s a bit extreme, I thought, and just not true. We have merged, and 
if that sounds too much like what they do on Wall Street… well, Jim and 
I think of it more as another one of our collaborations. We’re already 
bouncing ideas off one another for a beer we want to brew together.” 

“Sam and I actually brewed what was probably the first commercially 
available beer made with Mosaic hops. We did it about eight years ago 
for a food & beer event called Savor. Boston Beer’s German hops source 
was experimenting with what was then a new variety. It was Sam’s idea 
to develop the recipe by writing letters back and forth to one another. I 
was already impressed by his creativity, but I really got to experience his 
enthusiasm for being an analog brewer in a digital world,” Koch quipped. 

Collaborations epitomize the craft beer spirit. 
And the merger-collaboration of Boston Beer 
and Dogfish Head is good for craft beer, as 
nationally, more consumers will have access 
to the most inventive adult beverages in 
the world. That is because Dogfish Head 
products will now be available in any market 
that also has Boston Beer brands. The deal 
is nothing like the acquisitions of other high-
profile craft breweries. The transaction unites 
two bona fide craft breweries. And perhaps 
most significantly, each company will retain 
its own leadership and artistic identity. In fact, 
both men believe they will be able to spend 
more time innovating. 

“So many mergers pay for themselves with 
synergies that save money,” said Koch. “We 
have some soft synergies, but if it was just 
about the money, Sam and I could have 
cashed out many times over. This allows us to 
be brewers first and businesspeople second. 
(The Calagiones ended their relationship with 
private equity firm LNK and took no money 
out of the deal.) We’re eager to share tips and 
secrets we’ve learned over the years. Sam 
knows his stuff about continual hopping. 
The evidence is in every sip you take of 
Dogfish Head 60-, 90- and 120 Minute IPA. 
Our [Boston Beer’s] Sam ’76 is the product 
of a bunch of brand-new, innovative brewing 
secrets. So is our Marathon 26.2 Brew. 
I’m intrigued by the work Sam has done 
to invent SeaQuench, Slightly Mighty and 
SuperEIGHT… creating beers that serve a 
new wave of drinkers, who are making mindful 
choices about what they eat and drink.” 

During their many appearances at trade 
symposiums like those sponsored by 
Brewbound and Beverage Daily, both men 
have fielded questions about how the craft 
beer business has changed over the last 
twenty years. Each have said that there was a 
time when almost any craft beer got noticed or 
sampled simply because craft beer itself was 
something new. Most industry insiders agree 
that is no longer the case, as the number of 
breweries in the US has reached 7,500 or so. 

“To be a successful craft brewery today, 
one that isn’t hyper-local, I’m convinced 
you need artists and soldiers,” Calagione 
said. “These are challenging times for beer. 
Canned wine and RTD cocktails are getting 
more share-of-stomach, as they say. When 
things get hard, it’s important to do unique 
things, not fall back on old ideas. For the 
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“We’re eager to share tips and secrets  
we’ve learned over the years.” – Jim Koch 
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Boston Beer & Dogfish Head:  
Two Davids Facing Off Against Goliath 

These beloved breweries have become 
successful and stayed true to their craft 
roots. These and other products will make 
craft a bigger part of consumers’ lives. 

Seasonal 
Samuel Adams Octoberfest 
& Dogfish Head Punkin Ale

New & Innovative  
SuperEIGHT & Truly Hard 
Seltzer, now available in draft 

Better‑for‑You 
Marathon 26.2 Brew & 
Slightly Mighty 

Best‑in‑Class Flagships  
Boston Lager & 60 Minute IPA 

CoverSTORY

creative process, it’s awesome to have the 
resources of a successful public company 
that can make decisions to stabilize brands 
and just not worry about the next quarterly 
earnings report. That is something Jim and 
I have both done – reinvest profits for the 
betterment of the company and our beers. 
The soldiers support artists through their 
expertise in areas like purchasing ingredients 
and structuring a sales force. That support is 
incredibly liberating for the artistic process.” 

You almost never hear about collaborations 
in the world of wine & spirits. Real craft 
breweries (those that meet the Brewers 
Association’s definition of independent 
i.e., less than 25% ownership or control 
by beverage alcohol companies that are 
not craft brewers, plus production under 
six million barrels) are still a community 
of artisans who come together to perfect 
techniques and share recipes. By joining 
forces, Jim Koch and Sam Calagione can 
be successful artisans, while remaining 
independent family businesses. The Koch 
and Calagione families are the two largest 
shareholders of the combined company. 
They can also make good on their promise to 
support American craft beer because great 
products will bring more craft beer lovers into 
the fold. 

“I know Sam wants to give his children the 
opportunity to be a part of the family business,” 
said Koch. “And many people have heard 
me speak about my succession plan. It’s to 
‘not die’. I think this is an improvement.” 

“These are challenging 
times for beer.  

It’s important to do  
unique things . . .” 

– Sam Calagione 
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Axis Food Mart

AXIS FOOD MART, SITUATED WITHIN THROWING DISTANCE OF THE 
University of Arizona, is widely seen as the go-to spot for all things 
beer. Winner of the 2018 Miller Lite Gold Award for Off-Premise, 

Axis is living up to its reputation as the convenience store that has a little 
something for everyone. Perhaps best known for its vast repertoire of 
beers, customers travel from near and far for a chance to browse Axis’s 
renowned craft beer selection. Heady Times sits down with owner Maen 
Mdanat to find out what keeps customers coming back for more. 

Heady Times (HT): Why did you originally decide to go into the 
convenience store business?

Maen Mdanat (MM): This is what I’ve been doing all my life. We had a 
liquor store back home in Jordan, so this is a business I really know well. 
We used to live in Phoenix before we made our way down to Tucson, 
but I find that Tucson is a lot better for me. I like it more. It has similar 
weather to back home and it’s less crowded than Phoenix.

HT: Talk a little bit about the history of this store, and why you 
chose this location.

MM: It used to be a 7-Eleven. They closed down, took the gas pumps 
out, and we took over the property in 2004. I leased it to a couple of 
guys who stayed here for 6 years. I took over in 2010 and have been 
running this store ever since. A big part of the reason why we opened 
here is because it’s so close to the University of Arizona. When I drove 
around the area and saw how close it was to the U of A I knew for sure 
I’d get some really big business, and we do. 

HT: Let’s talk about your customer base. Do you get a lot of 
regulars?

MM: We get a lot of regulars from downtown going to and from work. 
We also see a lot of people coming in from around the neighborhood, a 
lot of which are U of A students. But, because we have a huge selection 
of craft beer, we get customers that come in from all over town. It helps 
that we have good prices. 

HT: Do you try to be a little more craft‑focused with your beer 
selection?

MM: Yeah, everyone is moving to craft now. Not as many people are 
drinking lagers as they used to. They all want the IPAs, the pale ales, the 
hefeweizens. A lot of people that come into the store are looking to try 
something new or high end. 

HT: How do you decide what beers to bring in?

MM: Paul Carter [Finley’s Off-Premise Sales Manager] really helps me. 
If he sees the market twisting to something else, he’ll steer me in the 
right direction. My rep from Finley also keeps me in the loop on what’s 
new. We look at the products that aren’t selling as well as we’d like, and 
if there is something that we think would sell better than that, we take it 
off and put the new one on because our space is limited. If I ever build a 
new store, I’d like to have, like, 100 cooler doors. 

HT: What changes have you noticed in the beer industry over the 
last couple of years?

Off-PremiseSPOTLIGHT
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MM: Flavors. A lot of customers come in 
wanting to try new flavors or buy something 
new. We go through about a hundred cases a 
week of White Claw Variety packs when school 
is in session. But our Miller Lite, Keystone, 
and Twisted Tea always sell well too. 

HT: With so many other convenience 
stores in the area, what sets Axis Food 
Mart apart from its competitors?

MM: We make sure we have the beers 
customers want in stock, and we try to 
keep our prices low. Good selection and 
pricing are key. People come from all over 
for our craft beer selection alone.

Finley Distributing’s Paul Carter (left) and Axis Owner  
Maen Mdanat (right)

1540 East Broadway Boulevard, Tucson, AZ • (520) 628‑1700



Jeff’s Pub

NEARLY FORTY YEARS AGO, JEFF SCHANTZ BROKE GROUND ON 
a deserted dirt lot to start construction on his namesake bar. 
Today, Jeff’s Pub is one of the most popular bars in east Tucson. 

Heady Times sits down with Owner Samm Schantz and General Manager 
Dustin Eiserman to talk about Jeff’s Pub’s legacy, and what they see for 
the future.

Heady Times (HT): Tell us a little bit about Jeff’s Pub.

Samm Schantz (SS): We opened on December 21st, 1980. My father, 
Jeff, started it, even though his father told him he was crazy for wanting 
to build out here. It was so far east that there were no other bars or 
restaurants, but, instantly, it became an eastside hit. It’s a melting pot 
with all kinds of different people: young, old, every race you can think of. 
Sometimes we have bikers at the bar and little old ladies singing karaoke. 
I feel like it’s just a comfortable spot where no one feels out of place. 

Dustin Eiserman (DE): We’ve been very blessed with a great group of 
regulars who instantly accept anyone new and make them feel like part 
of the family. 

HT: Why do you think customers love this place so much? 

DE: There’s always something going on at Jeff’s. It’s a large space and 
we offer plenty of different activities for customers.

SS: In terms of beer and liquor, I’d say we probably have the biggest 
bottle selection as far as the eastside bars go. And there really are a lot 
of activities here: off-track betting (which has done very well for us) plus 
poker, pool tables, darts, and video games. We also do karaoke, Ladies’ 
Night – even yoga and beer. There’s something for everybody to drink 
and something for everybody to do.

HT: Jeff’s Pub has undergone some major renovations over the last 
year. Tell us what’s changed.

SS: We expanded the space in our back room and turned it into an 
event room. We built a stage and installed professional sound and 
lighting. We’re adding more televisions for football season, and we now 
have a thirteen-foot projection screen that people are loving. We also 
expanded our pool room with another pool table and some more games. 
Last year we built the bar out on our patio. It has a cool cantina/beach 
kind of vibe. It offers another atmosphere for customers if they don’t 
want to be cooped up inside. We want to make the bar as nice and as 
comfortable as possible.

HT: What types of beer are your customers partial to?

SS: The bread and butter of Jeff’s Pub is definitely domestic beer. As 
much as all these new craft bars will say that they don’t like it, we love 
it – we’ve always been that kind of a bar. Not that we don’t have craft 
beer options, because that’s important to have that too, but we like our 
domestic beer. Our regulars love to drink domestic beer and I guess the 
awards we’ve won speak for themselves. We have our Miller Lite Gold 
Award sitting out on the bar.

On-PremiseSPOTLIGHT

HT: What motivates you to come in to 
work every day?

SS: I love this place. It is literally filled with 
my blood, sweat, and tears. We’ve really 
worked hard trying to maintain Jeff’s Pub’s 
success. I love our customers and love our 
staff. They keep the place going; we’re just 
kind of here monitoring everything. 

DE: The joke around here is that we’re 
Mom and Dad. 

SS: Jeff is Grandpa. 

DE: For me, it’s ultimately, the customers. 
They’ve made it what it is. Without them, 
we wouldn’t have anything. So we just love 
and appreciate all of them, from the people 
that come once a week to the people who 
are here every day. I feel like Jeff’s is the 
place they come to get away from all of 
the bullshit. I think this place does lot of 
good for people. Jeff’s allows people to 
create friendships.

Consumers at a Blue Moon Paint the Pint event
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NewPRODUCTS
Miller 64 Redesign

Beer drinkers keep on looking for lighter 
options in the category they love. In 
order to reach these shoppers, Miller 
64 has reimagined their look and 
feel. They’ve evolved their packaging 
to better highlight their product 
benefits as an “exceptionally light 

beer, perfectly balanced” and only 64 
calories. ABV: 2.8% Packages: Bottles 

and Cans Availability: September, year-round

Saint Archer Tropical IPA
Saint Archer’s west 
coast style Tropical 
IPA takes you on a 
journey to a slower 
pace of life. Mosaic, 
Citra and Simcoe hops 
blend with real mango 
and passionfruit for a 

balanced bitterness and a drinkability that calls for 
the ocean breeze. ABV: 7.0% Package: Cans only 
Availability: Now, year-round

Saint Archer 50/50 
Variety Pack
Two of Saint Archer’s top selling styles 
are now available in one easy-to-
go 12-pack of 12-ounce cans. The 
pack includes Hazy IPA, a northeast-
inspired IPA that’s a low bitterness 

hop bomb, and IPA, hop forward, bitter, but balanced. 
The 50/50 Variety Pack makes it easy to choose what to 
grab at the store. Availability: Now, year-round

White Claw Mango 12-Packs
The newest flavor addition to the White Claw family is now available in 12-packs of cans! 
White Claw Hard Seltzer Mango is the perfect blend of seltzer water, their BrewPure alcohol, 
and a splash of natural mango fruit concentrate. ABV: 5.0% Availability: Now, year-round

Alaskan Now Available in Cans!
Your favorite Alaskan brews are now 
available in cans! Enjoy Alaskan 
White Wit‑Style Ale, Kölsch or 
Husky IPA in 12-ounce cans – or 
get all 3 plus Amber Alt Style 
Ale in the new Mixed Can Pack. 
Availability: Now, year-round

Firestone Walker  
Lion’s Share Hoppy 12-Pack
Firestone Walker’s new 2/12 bottle 
variety pack includes: Union Jack 
IPA, Easy Jack IPA, Luponic 
Distortion (rotating) and a new 
treasure beer, GRENADIER, a new 
age pale ale inspired by Firestone 
Walker’s legendary Pale 31 in 
collaboration with The Brewing Network. 
Availability: Now, through the end of the year

A New Look for  
Samuel Adams Sam ’76
Sam Adams’s refreshing lager 
has some new duds! The new 
look is simple and immediately 
communicates flavor expectation to 
consumers, making the beer more 
approachable. The lighter blue and 
white filigree indicates lightness, as 
Sam ’76 is only 128 calories! Made 
with ale and lager yeast, Sam ’76 
is the perfect balance of a light-bodied, smooth beer 
with a slightly juicy flavor and tropical & citrus aroma. 
Availability: Year-round, beginning in July

Truly Hard Seltzer Draft
Crisp. Clean. Clear. Truly’s first unflavored hard 
seltzer is perfect for serving over ice and 
garnishing with fresh fruit. ABV: 5.0% 
Package: Draft only Availability: Now, 
year-round

Angry Orchard  
Crisp Apple Unfiltered
This hard cider is made in homage to 
the way cider used to be made, before 
the filtration process was added. Crisp 
Unfiltered is a little less sweet, with a full, 
round mouthfeel. It tastes like biting into a 
fresh apple. ABV: 6.0% Packages: Bottles 
and Draft Availability: Year-round, 
beginning in August
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Dogfish Head Slightly Mighty
Brewed with a touch of Monk Fruit that 
delivers body and complexity but adds zero 
calories or carbs, Slightly Mighty has all of 
the flavor and tropical aromas of a world 
class IPA, but with only 95 calories and 
3.6g carbs. ABV: 4.0% Packages: Cans 
and Draft Availability: Now, year-round 

Sentinel Peak Heatwave 
Hefeweizen – Now in Cans!

Every firefighter must experience a rite 
of passage into their career. For the 
owners of Sentinel Peak Brewing Co. it 
was the “Dragon”, a training prop used to 
simulate a massive gas-fed fire. “Slaying 
the Dragon” requires teamwork and a 
coordinated attack, while engulfed in a ball 
of flame. With notes of banana and clove, 
Heatwave Hefeweizen is so crisp and 

refreshing it can slay any dragon you may encounter – 
and now you can get it in 12-ounce cans! ABV: 5.1% 
Availability: September, year-round

Lagunitas IPA 12-Ounce Cans
This ruthlessly delicious IPA is now 
available in 12-ounce cans! Well-
rounded and highly-drinkable, IPA has a 
bit of Caramel Malt barley that provides 
a richness to mellow out the twang 
of the hops. And now it comes in a 
12-pack of 12-ounce cans. ABV: 6.2% 
Availability: September

Lagunitas Hoppy Refresher 
Hoppy Refresher (formerly known as Hop Water) 
is a fresh take on an old tradition... an IPA-
inspired refreshment that’s zero-alcohol, zero-
carbohydrate and zero-calorie, made using 

everything Lagunitas knows about hops. It’s 
chock-full of Citra, Equinox and Centennial 
hops, as well as some natural flavors and a 
pinch of brewer’s yeast to biotransform-ate 
the hops to just the right flavor. 
Try Hoppy Refresher on its own 
for a beer-like tasting experience 
(without the alcohol, of course), 

or mix it with your favorite spirit 
to add a hoppy zing to your cocktail game! 
Think of it like a club soda… with soul. Lots 
of soul. ABV: N/A Package: Bottles only 
Availability: Now, year-round

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.

Blue Moon  
Harvest Pumpkin Wheat 
Nationally recognized as a seasonal 
favorite, Harvest Pumpkin Wheat returns 
with the autumn flavors we’ve all grown 
to love. Crafted with real pumpkin and 
harvest spices such as cinnamon, 
nutmeg, cloves and allspice, this wheat 
ale delivers a taste any autumn enthusiast 
will enjoy. ABV: 5.7% Packages: Bottles 
and Draft Availability: Now!

Blue Moon Share Pack 
Blue Moon has switched up the flavors in 
their Share Pack for the cooler months. 
From September through February, the 
2/12 Share Pack will include: Blue 
Moon Belgian White, Mango Wheat 
and Iced Coffee Blonde. Availability: September

Redd’s Black Cherry Ale
Redd’s Black Cherry Ale is back and ripe for the 
picking. This fan favorite delivers a fruit-forward taste 
with woody tones and finishes quickly with a sweet-
tart linger. Enjoy this season’s limited pick while 
you can! ABV: 5.0% Packages: Bottles and Cans 
Availability: September 

Redd’s Seasonal Variety Pack
Redd’s knows that their shoppers 
love to mix it up, so they’re releasing 
another delicious 15-pack sampler, 
full of the strongest-performing 
fall flavors – Redd’s Apple, Black 
Cherry and Strawberry. Talk about 
a team of VIPs! Packages: Cans 
and Bottles Availability: September



SeasonalSELECTIONS

HeadyTimes v.32  www.finleybeer.com  8

Leinenkugel’s Oktoberfest
Leinenkugel’s is tapping into their German heritage 
with their seasonal Oktoberfest. Honoring six 
generations of German brewing traditions, this 
Märzen-style beer has a toasted malt flavor and 

subtle, spicy hop notes that make it perfect for 
celebrating fall. ABV: 5.1% Packages: Bottles, 
Cans and Draft Availability: August

Leinenkugel’s  
Harvest Patch Shandy

A shandy is a beer mixed with a little 
something extra, like soda, juice or ginger ale; 
every fall, Leinenkugel’s releases their famous 
Harvest Patch Shandy with natural pumpkin 
spice flavor. It’s a delicious blend of traditional 
Weiss beer, nutmeg, allspice, clove and a bit 
of pumpkin. ABV: 4.2% Packages: Bottles 
and Cans Availability: September

Leinenkugel’s  
Cranberry Ginger Shandy

Did you know 88% of all shandy 
beers consumed in the U.S. are from 
Leinenkugel’s? Well, another classic shandy 
is about to hit the shelves. Cranberry Ginger 
Shandy is a traditional wheat beer with 

natural cranberry flavor and a hint 
of ginger that’s as refreshing as 

a toboggan ride. ABV: 4.2% 
Package: Bottles only 
Availability: November

Leinenkugel’s Explorer Pack
Leinenkugel’s brews more than just shandies. This fall 
and winter, they’re releasing a variety pack that shows 
off other beers that make them such a special brewery. 
Snowdrift Vanilla Porter is a full-bodied brew with 
hints of cocoa, coffee and caramel with a roasted malt 
backbone. Northwoods Lager comes out of its yearly 
hibernation, in all of its bready, malty glory. Canoe 
Paddle Kölsch is an original brew that helped put the 
brewery on the map, with its easy-to-drink lemongrass, 

malt and subtly creamy uniqueness. To round 
it all out, the Explorer Pack will 
also include the Cranberry 
Ginger Shandy, a traditional 
wheat beer with natural 
cranberry flavor and a hint of 
ginger. Availability: September

Leinenkugel’s  
Shandy Sampler Pack
Keep your shandy season going 
with the new Leinenkugel’s Shandy 
Sampler pack. Each 12-pack 
features a mix of shandy beers, 
including Pomegranate Shandy, 
Orange Shandy and Grapefruit 
Shandy, delivering flavor, refreshment 
and something for everyone. 
Availability: September

Samuel Adams OctoberFest
In 1810, the Oktoberfest tradition was born 
when Munich celebrated the Crown Prince’s 
wedding with beer and a 16-day party. 
Sam Adams’s take on the style blends 
hearty malts for a deep, smooth flavor, 
with notes of caramel that are perfect for 
the season, or whatever you’re celebrating. 
ABV: 5.3% Packages: Bottles and Draft 
Availability: August

Samuel Adams Fall Variety Pack
Perfect for fall, this bottle variety features Sam Adams’s 
core favorites: Boston Lager, a classic beer with 
a perfect balance of bitterness from the Hallertau 
Mittelfrüh hops and caramel sweetness from the malts; 
Sam ’76, a refreshing lager with a light, citrus hop 
profile that finishes clean; OctoberFest, a traditional 
Märzen, with roasted caramel 
sweetness from a proprietary 
blend of four different malts; 
and Kosmic Sour, a tart and 
wild sour ale with complex, 
red fruit notes up front that 
are balanced by the sour of 
Kosmic Mother Funk ale. 
Availability: August

Mike’s Hard Apricot Lemonade
New Mike’s Hard Apricot Lemonade has a ripe apricot 
aroma with a hint of lemon zest. It has a refreshingly 

sweet apricot taste, with a nice 
citrus lemon finish and delivers 
just the right balance of apricot 

sweetness and lemon tartness. 
ABV: 5.0% Package: Bottles only 

Availability: September



SeasonalSELECTIONS

www.finleybeer.com  HeadyTimes v.32 9

New Belgium Peach Kick
Peach Kick is New Belgium 
Brewing’s ode to harvest time 
in Colorado. A blend of their 
world class wood-aged sours 
and a golden ale infused with 
peaches, it’s perfectly balanced 
for easy-drinking, tongue-
tingling excitement. ABV: 4.3% 
Packages: Cans and Draft 
Availability: September

VooDoo Ranger  
Hop Avenger IPA
Winner of the 2019 “Vote 
Voodoo” Campaign, this IPA was 
hand-picked by beer drinkers 
across the United States! With 
its super juicy tropical aroma and 
light sweetness, Hop Avenger 
IPA packs a powerful pineapple 

punch. ABV: 7.8% Packages: Cans and Draft 
Availability: September

Dragoon Saison Blue
In the spirit of traditional 
Belgian farmhouse ales, Saison 
Blue is brewed mostly from 
malted barley, but with sizable 
contributions from regional 
ingredients (traditionally wheat, 
spelt, or buckwheat). In this case, 
Dragoon uses blue corn and blue 
agave nectar. It is then lightly 
dry-hopped with American and 
European hops for a bright, herbal, and floral finish. 
Saison Blue represents a link between old-world brewing 
traditions and new-world processes and ingredients. At 
the end of the day, this beer is bone dry, light-bodied 
and quite refreshing, but features a spicy, complex flavor 
and aroma profile. ABV: 7.5% Package: Draft only 
Availability: August

Dragoon Ryelander
Ryelander is a beer 
that’s easy to wrap your 
head around: it’s a big, 
spicy, hoppy Imperial IPA. 
It ravages taste buds, 
decimates olfactory 
receptors, and leaves 
even the heartiest neuron 
begging for mercy. It is 
brewed from a blend of 
pale, crystal, and rye 
malts (with just a touch of 
roasted barley for color). 

Many pounds of hops are added to the boil, and many 
more directly to the fermentation vessel. The result is 
an undoubtedly aggressive beer, but, like its namesake, 
it shows a surprising depth and complexity. This beer 
doesn’t really work with other foods, it attacks them. If 
you must consume it with food, try haggis or a roasted 
Spanish Peacock. Or a creamy blue cheese (like Saint 
Agur), if you must. ABV: 8.7% Packages: Cans and 
Draft Availability: September

Hacker-Pschorr  
Original Oktoberfest 
Joseph Pschorr captured the spirit of the first 

Oktoberfest with a rich, full-bodied amber lager 
that has come to be imitated around the world. 
Hacker-Pschorr Original Oktoberfest has a 
nose of black currants and earth, with a malt-
driven flavor, expertly balanced by Hallertau 
hops. ABV: 5.8% Package: Bottles only 
Availability: August

Paulaner  
Oktoberfest-Marzen 
Served at the original Oktoberfest 200 years 

ago, this amber Oktoberfest lager is the perfect 
beer for fall. This authentic Oktoberfest is full-
bodied with a rich malt flavor and dark toffee 
notes, revealed by an underlying fruitiness 
and masterful hop balance. It will instantly 
turn your four walls into an Oktoberfest tent! 
ABV: 5.8% Packages: Bottles and Draft 
Availability: August

Paulaner Oktoberfest Wiesn 
Brewed only once a year in anticipation of 
the big festival, Paulaner Oktoberfest Wiesn 
is the pinnacle of German brewing. Deep 
golden in color, this full-bodied seasonal 
is wonderfully mellow with a balanced, 
harmonious taste and a pleasant hop aroma. 
ABV: 6.0% Packages: Bottles and Draft 
Availability: August



SeasonalSELECTIONS

HeadyTimes v.32  www.finleybeer.com  10

Bell’s Best Brown
A smooth, toasty brown ale, Best Brown is a mainstay in 
the Bell’s fall lineup. With hints of caramel and cocoa, 

the malt body has the depth 
to stand up to cool weather, 
but does not come across 
as heavy. This balancing 
act is aided by the 
generous use of American 
hops. ABV: 5.8% 
Packages: Bottles 
and Draft 
Availability: September

Bell’s Octoberfest
Crafted as a flavorful session beer and perfect for 
autumn, Octoberfest spends a full six weeks fermenting. 
With herbal hop aromas, this balanced amber lager 
focuses on lightly toasted malt that lends body without 
too much sweetness. 
Perfect for a week-long 
wedding celebration 
in Germany or the 
start of the Arizona 
autumn. ABV: 5.5% 
Packages: Bottles 
and Draft 
Availability: August

Lagunitas Hazy Memory 

Lagunitas is going a bit blurry on this nebulous 
release... Hazy Memory is a cloudy IPA full of oats and 
smooth wheatly-esque-ish-ness, packed with some 
of the murkiest, juiciest, turbid Loral 291, Hallertau 
Blanc, Galaxy and Citra hops. It’s a huge flavor you 
won’t forget! Previously available in draft only, Hazy 
Memory will be available in cans this fall! ABV: 7.7% 
Packages: Cans and Draft Availability: Draft in August, 
cans in September

Lagunitas Brown Shugga
Originally a failed attempt at a 1997 batch of 
Olde GnarlyWine Ale resulting in an all new beer 
style Lagunitas likes to call... irresponsible, this 
brew is something unique. Feeding brown cane 
sugar to otherwise cultured brewery yeast is 
akin to feeding raw shark to your gerbil. It is 
unlikely to ever occur in nature, without human 
intervention. And it looks weird besides. But 

it has happened and now it’s too late. ABV: 10.0% 
Packages: Bottles and Draft Availability: October

Lagunitas  
Wilco Tango Foxtrot (WTF)
Rich, smooth, dangerous and chocolatey, WTF is 
a big ol’ hoppy Imperial brown ale. ABV: 7.8% 
Package: Bottles only Availability: October

Lagunitas Born Yesterday
It’s the Holy Grail pursuit of hoppy beer making: 
year-round, wet-hop flavor. Hops are good, fresh 
hops are better, wet hops are the best. “Wet hops” 
have not been dried after harvest, so they possess 
the fullest expression of hop flavor: vine-fresh. But, 
as with another herbaceous favorite, they must be 
quickly dried to prevent mold and spoilage. That drying 

process is done delicately, but something is 
always lost in translation. Other good brewers 
have taken up the quest, and the results 
have varied. Lagunitas’s is a homegrown 

process of time dilation for the delicate hop 
cone that the flower doesn’t even perceive, 
so it delivers its newborn self to their 
kettle months and months after its birth. 
ABV: 7.0% Packages: Bottles and Draft 
Availability: October

Graphics for Hazy Memory were not available at the time of print

Firestone Walker Oaktoberfest 
Inspired by the town of Paso 
Robles (Pass of the Oaks), 
Oaktoberfest is a proper German 
Märzen bier. Traditional imported 
malts offer subtle, honey-like 
aromas, with hints of Noble hop 
spice. The stars of this brew 
are the imported Pilsner and 
Vienna malts, which offer malty 

sweetness that carries through to 
the end. German Hallertau hops add 

rich Noble hop character to balance this 
exceptional Märzen. ABV: 5.0% Package: Draft only 
Availability: September

Firestone Walker  
Luponic Distortion No. 14 
Luponic Distortion No. 14 features hints 
of white grape, mandarin orange and 
passionfruit. ABV: 6.5% Packages: Cans 
and Draft Availability: September
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Dogfish Head Punkin Ale
This full-bodied brown ale has smooth hints of 
pumpkin, brown sugar and spice. Punkin Ale 
is brewed with REAL pumpkin, brown sugar, 
allspice, nutmeg and cinnamon. This medium 
amber to copper-colored beer made its debut 
in 1995 and Dogfish Head has been brewing it 
every fall since. ABV: 7.0% Packages: Bottles 
and Draft Availability: August 

Dogfish Head 120 Minute IPA 
The Holy Grail for hopheads, 120 Minute IPA 
is continually hopped with high-alpha hops 
throughout the boil, dry-hopped, then finally 
aged on a bed of dry hops. A fan favorite 
since its first release in 2003, this imperial 
IPA boasts hoppy flavors, candy-like hop 
aromas and some hop resin character. At 
15-18% ABV, it’s the perfect beer to enjoy 
fresh, or lay down for later. ABV: 15.0-
18.0% Packages: Bottles and Limited Draft 
Availability: September

Alaskan Winter Ale
Brewed in the style of an English Olde Ale, 
this copper-colored brew balances the sweet, 

heady aroma of spruce tips with the clean, 
crisp finish of hops. The malty richness is 
complemented by the warming sensation of 
alcohol. ABV: 6.4% Package: Bottles only 
Availability: September

Left Hand  
Oktoberfest Märzen Lager

Toasty malt flavors dominate up front, and Noble hops 
lead to a spicy and superbly clean lager finish. 

This is no festivus for the restuvus. On 
the contrary, Left Hand starts brewing 
in the spring and it takes a full two 
months to reach lagered perfection. 
Zicke zacke, zicke zacke, hoi, hoi, hoi. 
Time to roast your chicken and upend 
your stein before the air 
gets crisp, the leaves 
flame and fall, and the 
skies fade to black. 
Auf geht’s! ABV: 6.6% 
Packages: Cans 
and Draft 
Availability: September

Sentinel Peak  
Heissertag Octoberfest
Smooth and refreshing with nutty caramel notes. Light 
in body to keep you wanting more in the Arizona heat. 
ABV: 5.7% Package: Draft only Availability: September

Shiner Oktoberfest 
Just like the world’s largest beer 

festival, Shiner has Bavarian 
roots and a long tradition of 
honoring tradition. Which is why 
they make this Great American 
Beer Festival gold medal-winning 
Märzen-style ale with German-

grown Hallertau tradition. If 
that doesn’t make you Polka dance for joy, we don’t 
know what will. ABV: 5.7% Package: Bottles only 
Availability: Now!

Guinness Gilroy Lion  
Cans and Bottles 
This fall, Guinness will introduce limited-
edition packaging featuring 
the famous Gilroy Lion! 
These special cans and 
bottles, which celebrate the 
ad campaigns of the 1930s 
and ’50s, will drive sales and 
delight consumers! ABV: 4.2% 
Packages: Bottles and Cans 
Availability: September



Bell’s Amber Ale
The beer that helped build Bell’s Brewery, Bell’s Amber 
Ale features both toasted and sweet caramel notes 
from carefully selected malts, balanced with herbal and 
citrus hop aromas. Capped by a clean bitterness, it’s 
incredibly versatile with food, but very tasty on its own. 
ABV: 5.8% Packages: Bottles and Draft 

Woodchuck Amber
Woodchuck’s original cider remains 

the same as those first hand-
filled bottles in 1991. The brand 
that started the American cider 
revolution, Woodchuck Amber is 
fiercely crafted with a medium 

body, golden hue, and 
refreshing red apple 
finish. ABV: 5.0% 
Package: Bottles only

New Belgium Trippel
Pronounced “Triple”, this radiant golden ale is 
consistently among the best-selling Belgian-style Trippels 
in America. Trippel opens with a bold blast of spicy 
Noble hops, and gives way to fruity aromas offered by 
traditional Belgian yeast. Trippel 
is classically smooth and 
complex, and sings with a high 
note of sweet citrus before 
a pleasantly dry finish 
delivers a warm, strong, 
boozy bite. ABV: 8.5% 
Package: Bottles only

Papago Orange Blossom
An Arizona icon since 2005, this 
light wheat ale starts out with hints 
of bright citrus and ends with a 
creamy vanilla finish. Served tall with 
a fresh orange slice, Orange Blossom 
is the perfect relief from the Arizona 
heat. ABV: 5.0% Packages: Cans 
and Draft

Big Sky Moose Drool
Big Sky’s American brown ale is brewed with four 
different malts and hop additions consisting of East Kent 
Goldings, Williamette and Liberty. Light on the palate, 
rich mahogany in color, subtle coffee and cocoa notes 

balance with a pleasant 
bitterness. ABV: 5.2% 
Packages: Bottles, Cans 
and Draft
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Available Year-Round PERFECT FOR THE SEASON

Shiner Bock
Brewed with rich roasted barley malt and 
German specialty hops, this lightly-hopped, 

American-style dark lager always 
goes down easy. ABV: 4.4% 
Packages: Bottles and Cans
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Coors Light Is  
Trick-Or-Treating to 
Benefit St. Jude
Coors Light is trick-or-treating for a 
cause this Halloween. The World’s 
Most Refreshing Beer is bringing 
consumers a refreshing take on 
celebrations. Every sale generates 
a donation to St. Jude. They’ll drive 
awareness through jack-o’-lantern 
decals, point of sale, and a new 
aluminum cup – the pumpkin’s nose 
turns blue when it’s cold. 

Miller Lite and Pilsner Urquell in the  
Original Pilsner Program
Miller Lite was the first light lager, created in 1975. Pilsner Urquell was the 
first pilsner lager, created in 1842. This year both brands are celebrating their 
famous taste and originality together, inviting beer enthusiasts to revel in two 
authentically ground-breaking beers.

Miller Lite and 
Professional Football 
Miller Lite continues to celebrate 
football fans during all game-watching 
occasions. And now, Miller Lite is 
rewarding on-premise drinkers with 
a chance to win exclusive gear. Keep 
an eye out for specially-marked 
Miller Lite stadium cups featuring 
Snapcodes that give consumers the 
chance to win Miller Lite football-
themed t-shirts, hoodies, tailgate 
chairs and other game day essentials.

Miller Lite Halloween
Miller Lite is all dressed up and ready to bring a little fright this Halloween. 
They’re making a suite of treats for bars to use as decorations, driving 
relevance and consideration of Miller Lite, and making the Original Light 
Beer the center of the celebrations through spooky window and mirror 
clings, coasters, stadium cups and beverage wraps.
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Keystone Light’s  
Hunt Is On
Keystone Light knows their fans 
love a good hunt, so the hunt for 
the rare cans returns for its ninth 
year. Packaging and retailer point 
of sale will encourage shoppers to 
find one of several rare cans, driving 
continued, repeated purchase, so 
they can win big. Keystone Light 
will be providing seasonally relevant 
versions of point of sale to keep 
it fresh.

As La Original since 1899, Sol 
celebrates September 16th in true 
authenticity. Introducing “the Bandera 
Sol” – Sol enjoyed with a legendary 
combination of three ingredients that 
pays homage to the Mexican flag 
(limes for the green, tequila for the 
white, and delicious sangrita for the 
red). Shoppers will even be gifted 
Sol-branded bandera glasses with 
their purchase. 

Saint Archer Tropical 
IPA Sweepstakes
To celebrate the release of Tropical 
IPA, Saint Archer is conducting a 
text-to-win contest giving consumers 
the opportunity to win a 4-day/3-
night trip to Hawaii, including a $500 
travel allowance, for a truly tropical 
vacation. The program is running now 
through October 1st.

Fire Up Your Beer with Redd’s and Fireball
Spice up the season with Redd’s newest pairing – Fireball. This fiery 
combination brings together two of fall’s most notable flavors – delicious, crisp 
apple and hot, spicy cinnamon. In fact, Redd’s Apple Ale makes up more than 
98% of FMB 6-pack sales, and Fireball is the #1 shot brand. Fire up Redd’s 
Apple Ale with a shot of cinnamon whiskey!

Hop Valley Presents  
Cryo Hops® Education
Since 2011, Hop Valley has been 
collaborating with Yakima Chief Hops 
to craft original beers that celebrate 
Cryo Hops® innovation. Cryo Hops® 
pellets by Yakima Chief Hops rely on 
a proprietary process that harnesses 
the power of sub-zero, cryogenic 
separation to deliver the concentrated 
lupulin of whole-leaf hops. The result? 
Enhanced flavors and aromas from 
the purest hop product ever released. 
Bring a little beer education to your 
consumers this fall with Hop Valley.
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Find Your Gameday Beach with Corona  
and Tony Romo
Football is back and that means the Corona Gameday Hotline is too. Tony 
Romo returns as the hotline operator to help Find Your Gameday Beach in 
2019. Through a new promotion, consumers will have the chance to watch the 
big game beachside, as well as enter to win daily instant prizes. With Corona 
as your teammate, you’re set to have another winning season in 2019. The 
program will be supported by all new TV spots featuring Tony Romo at the 
Corona Hotline call center, heavy TV and digital media spends, and on- and off-
premise point of sale.

Celebrate Día de los Muertos with Casa Modelo
In 2019, Modelo will honor Día de los Muertos by inviting consumers to celebrate 
those with the fighting spirit. The brand’s approach moves away from a fantastical/
abstract visual to reflect the vibrant, real-life style of the celebration. The new creative 
features real marigolds, sugar skulls, candles, papel picado and pan de muerto – all 
items you might find on ofrendas during this celebration. Modelo is supporting the 
program with a 360-degree campaign including all new point of sale elements and 
merchandise. Additionally, Casa Modelo will further build its success of the program 
by acting as the Official Beer Sponsor of the Voodoo Music & Arts Festival for the 
third year in a row! 

Protect the Outdoors 
with Pacifico Preserves
After a successful on-premise program 
in 2018, Pacifico is bolstering its 
efforts to protect outdoor adventure 
by developing a breakthrough “You 
Buy, We Donate” campaign with 
four like-minded charity partners. 
The Pacifico Preserves program 
will garner charitable donations for 
every Pacifico purchased in both 
the on- and off-premise during its 
three-month promotional period. The 
money will be donated to Surfrider, 
American Whitewater, American 
Alpine Club and the National Park 
Conservation Association. To raise 
awareness of the program, Pacifico 
will run national TV, Facebook and 
Instagram creative, along with 
digital video via YouTube and Hulu. 
Pacifico’s genuine connection to 
outdoor adventure coupled with the 
strength of its charitable partners 
make for a program sure to elevate 
the brand for consumers, incite 
Pacifico purchase, and foster positive 
environmental change. 

Corona and the 
University of Arizona
Corona is proud to be the newest 
corporate partner of Arizona Athletics. 
Starting with Wildcat Football, Corona 
will support this new alliance with all 
new custom point of sale and retail 
programming. Talk to your Route 
Manager about opportunities to show 
your Wildcat pride with Corona.
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Go Deep with Ballast Point  
Fathom Football
Ballast Point’s Fathom IPA, the smooth IPA with just the 
right amount of depth, will go deep this year in support 
of football season. Ballast Point is launching point of sale 
to leverage around football, with additional support via 
social media and activations in the brand’s brewpubs.

Dos Equis is Game 
Day Official
It’s no secret – college football fans 
are checking in and cheering on their 
team every day of the week. That’s 
why, as the unofficial beer sponsor 
of football fanatics, Dos Equis is 
letting consumers know if they claim 
to be official college football fans, 
they should be drinking the official 
beer sponsor of the College Football 
Playoff all season long. 

Starting in August and running all 
season, shoppers who snap a pic 
of themselves with Dos Equis and 
upload it using #XXOfficialSweeps, 
or via the microsite, will be entered 
for a chance to win National 
Championship tickets, minifridges, 
YETI coasters & CFP-themed fanny 
fridges (insulated beer carrying bags 
that use beernovative technology to 
cool your six-pack, while you show off 
your six-pack)!

Dos Equis will also feature limited-
edition college football playoff-
themed packaging in 12-, 18-, and 
24-pack cans and bottles.

HOCO Fest with 
Lagunitas
The historic Hotel Congress is proud 
to host the annual HOCO Fest as part 
of its 100 year celebration (founded 
1919) – and Lagunitas is adding to 
the festivities. HOCO Fest strives to 
embody more than just the typical 
music festival, hosting a series of 
panels and lectures, experimental 
after-parties, art installations, daytime 
pool parties, a regional vendor flea 
market, holistic workshops, and 
unparalleled tastings from the UNESCO 
City of Gastronomy. HOCO Fest 
offers distinctive curation, combining 
tastemaking musical acts, Tucson’s 
best venues and attractions, and the 
vibrant, inspiring spirit of the desert 
community. This year’s musical lineup 
will feature over 100 acts, such as Bill 
Callahan, Omar Apollo, Gatecreeper, 
Emo Nite LA, Ms Nina, Phoenix 
Afrobeat Orchestra, Injury Reserve, 
XIXA, and more. It all happens across 
downtown Tucson August 29th through 
September 1st. More info is available 
at www.HOCOFEst.com.

Dos Equis and 
Tecate Celebrate 
Day of the Dead
As Mexican brands, Tecate 
and Dos Equis will leverage 
their authentic heritage by 
showcasing and celebrating 
Mexican traditions. Starting in 
late September and running 
through October, a program 
honoring the Day of the Dead will 
be provided with a full range of 
point of sale in both English and 
Spanish languages.
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Celebrate Fall’s Best 
Fest with Sam Adams 
OctoberFest
Celebrate the return of fall’s #1 selling 
seasonal beer! Samuel Adams OctoberFest is 
back, and this year, Sam Adams is bringing 
the party to drinkers with a national text-to-
win sweeps for a beer fridge plus $2,000 to 
throw their best fest, on-premise stein hoisting 
activations, and prizes like koozies, t-shirts, 
and keychain bottle openers, as well as an 
Oktoberfest party at the Boston Brewery and 
media support.

Football season is here, and Twisted 
Tea is ready to tailgate! To kick off 
the new season, the Twisted Tea 
Tailgate Tour will be on the road 
sampling thousands of new drinkers 
and showing fans nationwide how 
to tailgate with a twist. Twisted Tea 
will also be firing up the grill with 
the Culinary Fight Club for their 
nationwide Twisted Tea Tailgate 
Throwdown, challenging grill masters 
to cook up the best tailgate recipes 
using Twisted Tea, and inspiring 
tailgaters all across the U.S. to 
get grillin’.

Twisted Tea is a flavorful, refreshing 
alternative to light beer, and, at 
5% ABV, with no carbonation, it’s 
perfect for tailgating all season 
long! To upgrade your tailgate with 
Twisted Tea, visit TwistedTea.com 
or see how fans are tailgating with 
#TwistedTailgate!

Truly Presents the Barstool Classic
Presented by Truly Hard Seltzer, this is competitive golf, done the Barstool 
way. Created for the common golfer, this is the greatest combination of 
competition, camaraderie and fun the golf world has ever known. This is 
a golf tour by the people, for the people, featuring eight qualifying events 
across six regions, culminating in a Championship Tournament at Liberty 
National in New York City. Come for the golf; stay for the happy hour.
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New Belgium’s 
Tour De Fat 
Tempe 
It’s back! Tour de Fat 
is about to embark on 
another bonanza of bikes, 
beers and bemusement 
at Tempe Beach Park on 
Saturday, October 5th. 
KOLARS is scheduled to 
headline, with additional 
entertainment provided by 
Daredevil Chickens (among 
others) and, of course, your 
favorite New Belgium beers. 
It’s a celebration of great 
beer, good people, and 
humankind’s most wonderful 
invention – the bicycle! 
It’s time to shift gears 
and get weird. Ask about 
retailer cross-promotional 
opportunities!

White Claw Surf Trip 
Giveaway
From August 1st through October 31st, 
White Claw is offering consumers the 
opportunity to text for a chance to win 
a trip to the Surfer Awards in Hawaii!

Win Big with Mike’s
From July 29th through October 1st, 
Mike’s Hard Lemonade is offering 
consumers a chance to win two 
tickets to a professional football game 
of their choice, plus $1500 for travel! 

Paulaner OfficeFest
Paulaner USA is offering Paulaner 
fans the opportunity to win 
their very own “OfficeFest” in 
timing with Oktoberfest. To 
enter, consumers simply text 
the keyword PAULANER16 to 
484848 and one winner will 
be randomly selected from all 
eligible entries received. The 
text-to-win promotion begins on 
August 15th, 2019 and ends 
September 30th, 2019.

Considered the largest and 
longest running beer festival in 
the world, Oktoberfest hosts 
millions during the month-long 
celebration of German culture 
and beer. Paulaner has three of 
the top-selling beers in Germany 
and has the privilege of being 
one of the Oktoberfest tents 
in Munich. 
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Programs

Guinness Halloween:  
Orange Blossom is the New Black
This fall, Guinness will help you become a destination for Halloween 
with thematic visibility, sampling and a locally-inspired Half-and-Half 
drink idea! Guinness is partnering up with Huss Brewing and the 
makers of Papago Orange Blossom for a consumer sweepstakes. 

Cheers to the 
Guinness Gilroy Lion
Celebrate the campaigns of the 
1930s and ’50s by featuring the 
special-edition Gilroy Lion packaging 
to drive sales and delight consumers!

Off‑premise

•  Build displays with Guinness “Lion” 
cans and/or bottles and specially-
created point of sale

•  Incorporate Guinness Blonde 
and Guinness Extra Stout into 
Guinness “Lion” displays to drive 
incremental sales

On‑premise

•  Secure Guinness specials and 
features in accounts promoting the 
Gilroy Lion cans and/or bottles

•  Promote features with specially-
created point of sale featuring the 
Gilroy Lion 

•  Drive sales with sampling events 
and giveaways 

Huddle Up with Smirnoff Ice
This fall, Smirnoff will refresh consumers’ game day celebrations with limited 
football-themed six-pack packaging for the Smirnoff Ice lineup, as well as a 
chance for consumers to win an ultimate watch party courtesy of Smirnoff 
Ice and Smirnoff Sparkling Seltzers. The national text-to-win sweepstakes 
will run from September 1st through November 30th and offer one grand 
prize winner a flat screen TV and other game day essentials for an ultimate 
watch party. Digital and social messaging will support the game day 
occasion and encourage consumers to celebrate with Smirnoff Ice.



The first thing 
to know about 
the upcoming 
shakeout is that it 
isn’t coming. Not 
in the way many 
people predict. 
Not in the way 

the craft beer bubble burst in the 
1990’s. That’s not to say we won’t 
see changes, that breweries will not 
fail or need to drastically pull back 
to survive. But a true shakeout? 
Probably not.

The late ’80s and early ’90s were 
a magical time for craft beer. 
Homebrewers across the country had 
put together business plans (or not, 
as the case may be) and opened 
breweries everywhere. Brewpubs were 
in every town, shelves started to fill 
with all sorts of different looking, and 

The BeerGUY
The Upcoming Shakeout?
By Chuck Knoll

tasting, beers. Everything seemed 
fine. And then, all of a sudden, these 
breweries started to close. They had 
not built sustainable models that could 
support competition. Each of these 
breweries opened with the impression 
that they were going to be the only 
one. They weren’t.

This lack of vision, coupled with a 
much smaller craft consumer base, 
led to hard times for many of these 
startup operations. In the early ’90s, 
consumers were not demanding 
great beer. People that wanted 
bigger flavors were still drinking wine 
almost exclusively, and the relative 
handful of craft drinkers could not 
support all of the brands hitting the 
market. Quality was not the issue; 
having enough customers to buy all 
of the beer produced was the issue. 
Many great little breweries went out 
of business because they had no 
plan for a competitive landscape, no 
thought about how to survive in lean 
times. Many of these folks were not 

true business people and, as soon as 
times got a little tougher, their lack of 
business skills showed.

What about the breweries that 
did survive? How did they stand 
out? The majority of breweries that 
stayed alive through the shakeout 
of the ’90s were set up in areas 
that eventually developed into great 
beer communities, and still are, to 
this day. Boulder, Portland, Seattle, 
Northern California all developed 
great beer cultures during this time. 
One of the big things they had in 
common was a bit of a counter-
culture mentality – a reputation for 
being a bit different. Consequently, 
something different, like craft beer, 
was able to take hold and thrive. For 
quite some time these communities 
prided themselves on the differences 
that set them apart from the rest of 

the country. Breweries that survived 
in other cities were somehow able to 
capture the imagination of enough 
locals that they built a strong 
following to see them through the 
lean times.

Fast forward to 2019. What is 
different today? A few things. Most 
importantly, money is tougher to 
come by. Gaining investment capital 
in sufficient quantities to build a 
brewery is much more difficult, and 
the banks are winnowing out many of 
those who would not be successful. 
Also, many of these nouveau 
brewers are going in with their eyes 
wider open than in the past. They 
are aware of the pains of opening 
any kind of new business and are 
making plans accordingly. Finally, 
the craft community is much larger: 
whereas beers like Fat Tire were once 
considered exotic, they are now a 
mainstay of many bars that, 10 years 
ago, would offer only domestic lagers 
and import brands. The opportunity 

to reach more than just beer geeks 
allows breweries to shine.

So, who doesn’t survive? Breweries that 
are desperate to use excess capacity; 
that expanded without looking at worst 
case scenarios; and those that built 
their entire plan on gaining distribution 
in other markets without first being a 
top seller in their own market.

These are the types of breweries that 
won’t survive. The ones that thought 
being a craft brewer was just about 
making beer, throwing it out there 
and expecting it to sell. The ones 
that do not support their brand with 
manpower and marketing resources. 
The ones that cater to every fickle 
whim of accounts and consumers 
without a real plan, sending specialty 
kegs everywhere without supporting 
retailers who buy the core products. 

These are the breweries that we will 
lose in the next few years.

The other thing we have seen, and 
will see more of, is strategic mergers 
and buy outs. Expect to see more 
deals like the Boston Beer/Dogfish 
Head merger as breweries have 
financial needs requiring an input of 
capital, but who still want to maintain 
independence, both in terms of the 
Brewers Association definition and in 
terms of running their own brands. 
Some breweries will be forced to sell 
to non-craft entities and give up some 
of their independence, and others will 
go out of business because they could 
not find the right strategic partner.

Shakeout? Not really. More of a 
natural selection process where the 
strong survive, and the rest hope 
to recover their remaining debt by 
selling their equipment, or their entire 
operation. Craft beer is here to stay 
and will continue to grow, but it will 
not continue to sustain brewers that 
cannot, or will not, plan.

Craft beer is here to stay and will continue to grow.
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RethinkingRETAIL
With So Many Innovations, Cider is Having a Moment – Again.
If there’s one thing that’s certain 
in today’s beverage market, 
it’s that flavor is king. FMBs, 
sparkling seltzers – even spritzers 
are making a comeback. As 
customers clamor for all things 
flavor, don’t forget about the 
original, sessionable, full‑of‑flavor, 
sparkling beverage that helped 
launch the craze: hard cider. 

Recent data shows that cider is 
still a very explosive category. 
Angry Orchard saw tremendous 

growth in 2018 and it continued 
growing in 2019, posting gains of 
nearly 6% through spring. 

Innovations have helped this once 
stagnant category reach new 
consumers. Of course, rosé ciders are 
all the rage, but brands like Strongbow 
are also responding to consumer 
desires for “better-for-you beverages” by 
introducing new, low-calorie slim cans to 
the market. These 100-calorie, 8.5 oz. 
slim cans are Strongbow’s take on the 
“light, subtle sweetness of Prosecco,” 
says Strongbow’s Reggie Gustave in an 
interview with Beer Business Daily. 

And Angry Orchard’s new Crisp Apple 
Unfiltered is a little less sweet, 
paying homage to the way cider used 
to be made, with a taste like biting 
into a fresh apple. 

Across the board, ciders are finding 
new paths to success. Woodchuck 
Hard Cider has been generating 
buzz thanks to their new Bubbly Rosé 
release. Magners has been on the 
cider scene since 1935. Its loyal 
fanbase craves a classic Irish cider. 
Wyder’s Cider has specialized in 
eclectic fruit-forward ciders for more 
than two decades, and performs 
particularly well on draft. Using 
untraditional cider fruit varieties 

enables Wyder’s to 
create unique and 
refreshing ciders like 
Wyder’s Pear (a top-
seller for Finley) and 
Wyder’s Raspberry.

Cider is a beverage 
that’s been around 
for hundreds and 
hundreds of years, 
so it’s no wonder it 
gets overlooked from 

time to time. But savvy retailers are 
recognizing and investing in hard cider 
as customers continue to demand 
flavor, sessionability, less calories and 
more sparkle. Hard ciders continue to 
be a force to be reckoned with.

STRONGBOW 
These wine-inspired hard 
cider flavors – Pear Secco, 
Rosé Apple and Original 
Dry – will please wine and 
cider drinkers alike.

ANGRY ORCHARD 
CRISP APPLE 
UNFILTERED
Less sweet, with a full, 
round mouthfeel. 

WOODCHUCK  
BUBBLY ROSÉ
A bubbly, fruit-forward 
blush cider made with 
a blend of red apples 
delivering a crisp, 
smooth finish.

WYDER’S PEAR
This light, crisp cider 
presents a tangy aroma 
and distinct pear taste. 

WYDER’S RASPBERRY
Light in body, featuring 
mouthwatering raspberry 
notes and a dry and 
sparkling finish. 

MAGNERS 
Crisp and clean, Magner’s 
is made with 17 carefully 
selected varieties of 
fresh apples grown in the 
orchards of Ireland.

“We’re seeing a 
cider explosion. 

Everyone seems to be 
drinking it.”

– Jonathan Patrono
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Coors Light, 
Arizona Football 
and ESPN College 
GameDay
The all-star team is ready to 
tackle college football this year 
and remind fans that “When 
the Mountain Turns Blue” it’s 
time to kick off the game. 
Coors Light is teaming up again 
with Yeti and the biggest teams 
in the NCAA – including your 
Arizona Wildcats – and they’ve 
drafted a new MVP partner this 
year – ESPN College GameDay! 
Together, they’ll bring branded 
on-premise and off-premise 
tools that will get football 
fans excited to kick off every 
game with the coldest, most 
refreshing beer.


