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AS WE GET READY TO CLOSE 
the books on another year, it’s 
always a good idea to take a 

look back and reflect on the highlights 
– and “low”lights – of our business.

The biggest news of 2019 is, of 
course, the rise of seltzers. The 
category exploded this year – to 
the point that more than one 
supplier had trouble keeping up with 
demand. Though White Claw led 
the charge, brands like Truly and 
Smirnoff Spiked Sparkling Seltzers 
have also experienced tremendous 
growth, while craft brands like Oskar 
Blues’ Wild Basin, Crook & Marker, 
and SanTan have seen their fair 
share of success. Variety packs still 

dominate in the off-premise, but now we’re also seeing a spike of interest from 
on-premise accounts adding a seltzer or two to their menu – primarily because 
consumers are asking for it. I’m not sure such rapid growth is sustainable, but 
our weather does lend itself to light, refreshing beverages like seltzers, and 
they are a great alternative to spirits. Don’t be surprised if seltzers continue to 
perform well in the long term.

Speaking of long term trends, Miller Lite has been on a fairly steady, successful 
trajectory since its brand makeover a few years ago. Now Coors Light is looking 
to reap the benefits of a new marketing campaign as well. Since she took over 
earlier this year, MillerCoors new Chief Marketing Officer Michelle St. Jacques 
has been tasked with returning Coors Light to growth. The new “Chill” campaign 
that debuted in August has received lots of great buzz and positive consumer 
response. Of course only time will tell, but I’m optimistic that Coors Light is on 
the right track, especially when you combine the new messaging and our local 
alliances with the University of Arizona Wildcats. It’s definitely a brand to keep 
your eye on.

You may read news that beer is on the decline – but that is far from the whole 
story. It’s true that some brands are suffering, but there are plenty of brands 
that are growing. What’s more, the brands that are growing are your high-profit 
beers: local craft, Mexican imports, and premium products (like seltzers) are 
lifting the category. From a business standpoint, that’s definitely a good thing. 
And beer is still consumers’ #1 choice when it comes to alcoholic beverages.

Wishing you and yours all the best this holiday season. Thank you for your 
continued partnership,

Cheers!

Dennis Shields 
President
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Heady Times is published four times a year, courtesy 
of Finley Distributing Co., LLC.

“The biggest news of 2019 is,  
of course, the rise of seltzers.”
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Finley People Get The Job Done
David Lopez
Route Manager

How long have you been with Finley Distributing? I started as 
Assistant to the Constellation Brands Manager 7 years ago before 
moving into off-premise sales as a Relief Route Manager. Now I officially 
have my own route and dedicated account list.

What parts of town do you service? I used to handle the south side, 
but now I handle pretty much everything north of River Road including 
Oro Valley, Catalina, and Saddlebrooke.

How do you provide the best customer service? There can be lots 
of changes in this business, so, for me, I’ve found that patience and 
persistence are really important. You need to work to build relationships 
with your accounts, whether that be putting out fires, or just being 
available. And you definitely need to follow up constantly. Doing all the 
little things you can do – even things as simple as keeping an account 
clean and only selling them what they need – all that stuff adds up. I’ve 
found that once I’ve proven myself to a customer and broken down the 
barriers, it’s an easy sell after that. With my background in sports, I’m 
definitely a team player and goal oriented – so that helps me working 
with my accounts.

What Finley brand(s) do you like to enjoy in your free time? I’m not 
a guy who only drinks one or two brands, but I do lean towards Mexican 
beers. Pacifico and Modelo Negra are a couple of my favorites, but I like 
trying different things. 

Pedro Perez
Keg Driver

How long have you been with Finley Distributing? I’ve been with 
Finley for about 13 years

What parts of town do you service? Right now I’m kind of central 
around the university, but I’ve serviced all over town.

How do you provide the best customer service? I just try to know 
the customer, build a relationship by talking to them and finding out 
what they need. Even though I’m not the one that sells the beer, as the 
person who delivers the products they’ll ask me what’s popular, what’s 
doing well and things like that. Knowing what they need, and what 
moves for them, helps everyone’s business. 

What Finley brand(s) do you like to enjoy in your free time? Before 
I started working for Finley, I was more of a one-beer guy – sticking with 
familiar Mexican beers. But since I started working here I’ve started 
enjoying IPAs – especially local IPAs like Dragoon and Borderlands. Just 
recently I tried Sentinel Peak’s Salida del Sol and I really like that. I 
definitely like to try different beers since we carry so many.

What do you do when you’re not working? My life outside of work 
pretty much revolves around my kids. My son plays soccer so there’s 
a lot of time at practices and traveling for tournaments. When I’m not 
working I’m probably with my kids.

What do you do when you’re not 
working? I coach my kids’ basketball teams 
(one 12 and under, one 14 and under) and 
that’s like a second job. My commitments 
to my kids and my family are how I spend 
most of my time when I’m not working.

Tell us a little about your family. My 
wife, Chelsea, just graduated from school 
and has started her career as a Dental 
Hygienist. My oldest, Cesar, just turned 20, 
and I have two younger sons: Kingston is 
10, and David just turned 8.

Tell us a little about your family. I have 
a son and daughter and they’re twins, both 
12 years old, Pedro Junior and Victoria. 
My wife, Ericka, and I have been married 
around 15 years. And we’ve also got 2 Shih 
Tzu dogs: Lolo and Domingo. 



W E’VE SEEN AN 88% POSITIVE SENTIMENT ON SOCIAL 
mentions,” exclaimed MillerCoors CMO, Michelle St. Jacques. 
“80% of the comments posted about the campaign have been 

from young people tagging someone else saying things like, ‘That’s me’ 
or ‘That’s us’. It shows that Coors Light is connecting with consumers on 
a meaningful, relatable level and I couldn’t be more excited.”

St. Jacques is MillerCoors’ new 
Chief Marketing Officer and 
the first woman to ever hold 
the position. She was recruited 
almost a year ago from Kraft 
Heinz, where she revived the 
company’s mac & cheese – you 
know, the one in the blue box – 
with an ad campaign that went 
viral. In an environment where 
consumers are bombarded 
with ads from every angle, 
St. Jacques discovers ways to 
cut through the clutter. “I’m a 
naturally curious person,” she 
explained to Heady Times. “I 
search for real consumer truths, 
what stresses them out or what 

makes them happy. My team and I found that people are exhausted 
living in a world that never lets them disconnect, and just simply chill. 
Our new creative brings this reality to life in unexpected ways and shows 
how Coors Light plays a part in enjoying life.”

The new campaign, Made to Chill, repositions Coors Light as the “ideal 
antidote to an always-on world.” The campaign portrays millennials 
actively seeking ways to take a mental break from lives spent, 
“always being on and connected, which can be all-consuming and 
overwhelming,” says Ryan Reis, vice president of the Coors family of 
brands. “We’re trying to give them a moment to chill.”

The ads, currently airing on streaming 
services and channels like ESPN, feature 
everyday occasions where young people 
reach for a cold Coors Light when they 
need a time-out from their day to chill. 
One spot that went viral earlier this month 
features a young professional woman 
returning to her apartment after a long 
day at work, cracking open a Coors Light. 
While relaxing on her couch she effortlessly 
removes her bra (through her shirt sleeve) 
and tosses it aside. 

More ads featuring moments to chill 
are on the way, as is a revamped social 
media presence in which MillerCoors is 
investing more money than ever before. 
“We’ve learned that we’ve got to go even 
further to connect with [21 to 34-year-old 
consumers],” says Reis. “Drinkers turn 
away from what they view as typical, big, 
loud beer ads. With chill, we went quiet 
and small. And because younger, legal-age 
drinkers see themselves in these ads, they 
have a reason to reach for a Coors Light.”

While the campaign is only just getting 
started, the results thus far have been 
tremendous. Essays published for food 
blog, The Takeout, argue that Coors Light’s 
new Bra ad represents a much-needed 
shift in the portrayal of women in beer 
advertising. “More women have been 

CoverSTORY
Coors Light’s Viral “Made to Chill” Campaign is Moving the Needle
New CMO’s Insightful Ads Speak Directly to Millennials

Michelle St. Jacques

“
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Actual “Made to Chill” Comments 
Posted by Consumers 
“You can’t script this stuff.” 

— Michelle St. Jacques

The Official Beer of Being Done Wearing a Bra

CoverSTORY

talking about Coors Light on social media 
than ever before,” says St. Jacques. “I 
couldn’t be happier with the spontaneous 
engagement. You can’t script this stuff.” 
[See side bar for actual comments.] 
“Consumers are telling us, ‘hey, you get 
me’. Coors Light is a brand that lets people 
be themselves.”

For years Coors Light has owned “cold”, 
positioning the brand as “the world’s most 
refreshing beer.” While this resonated 
with mature consumers, studies showed 
that millennials were indifferent to the 
message. “Indifference is a death knell for 
any product,” St. Jacques said. “Cold has 
been central to Coors Light’s story, but by 
shifting the message to chill, people can 
see themselves reaching for this iconic beer 
when the moment is right.” 

With an edgier narrative and a broader 
appeal to consumers, Made to Chill 
positions Coors Light as an adult beverage, 
perfect for many occasions. “The goal here 
is to be the go-to consumable that people 
choose whenever they’re opting to turn off, 
whether they already identify themselves as 
a beer drinker or not. Coors Light is not just 
a light lager,” said Reis. “It’s the beverage 
we hope drinkers seek out when they’re 
looking for a perfect moment of chill. And if 
we can convince them of that, we are going 
to get a heck of a lot more young people 
drinking Coors Light.” 

St. Jacques’s smart, authentic marketing 
approach for Coors Light is a new beginning 
for the brand. “It’s about taking smart 
risks,” she said. “Trying new things in the 
marketplace – throwing gasoline on what 
is working and stopping the things that 
aren’t working.”

The Official Beer of Drinking in the Shower

The Official Beer of Golfing 
Just to Drink Beer
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U of A Liquors

NESTLED ON THE SOUTHEAST CORNER OF 6TH STREET AND PARK 
Avenue, U of A Liquors is an unassuming but well-loved beer 
haven. Perhaps best known for its distinctive drive-thru window, 

or ceiling tiled with confiscated fake IDs, U of A Liquors has long been a 
favorite of the University of Arizona crowd. Heady Times sits down with 
manager Gail Tucker to find out what makes this liquor store so popular. 

Heady Times (HT): Does being so close to the University of Arizona 
help drive business for U of A Liquors?

Gail Tucker (GT): Yes, definitely. The original owner had a store over 
on Tanque Verde. It wasn’t doing very well and the landlord moved him 
down here because of the location. I think they knew it would do well 
because of how close it is to the school. They were right, of course, and 
we’ve been slammed lately with all of the students back for the new 
school year. 

HT: Let’s talk a little bit about your customer base. Is it primarily 
students that come in day-to-day?

GT: We get quite a few people coming in that live in the neighborhood. 
But yes, I think a majority of our customers are students; they become 
regulars while they’re in town for the school year. We also see a good 
amount of people coming in from downtown after work as well as a fair 
amount of university employees. 

HT: What beers do your customers generally come in looking to 
buy? 

GT: We sell more craft beer than anything else. People come in 
specifically to look at our craft beer section. I like to try and push the 
local stuff, but we have a wide variety to choose from. Of course we also 
sell a lot of White Claw – that’s the big thing now. On football game days 
we tend to sell more 30-packs than anything else. 

HT: How do you decide what beers to keep in stock?

GT: Sometimes we take customer suggestions. It’s so important to really 
listen to what the customers want. Anything that’s an IPA is obviously big 
right now, so I try to keep a good selection on hand. I just go by what 
people ask for and what sounds good to me personally. 

HT: What changes, if any, have you noticed in the beer industry 
over the past few years?

GT: I’ve seen a shift in customer preference to flavored beverages. 
Things like Smirnoff Ice, Four Loko, and Twisted Tea have done really well 
in recent years. Craft beer has also taken off. Back when I started there 
definitely weren’t all of these craft beers to choose from. 

Off-PremiseSPOTLIGHT
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HT: With so many other liquor stores in 
the area to choose from, what keeps 
your customers coming back for more?

GT: They just love us. I think having a good 
beer selection is also very important. People 
know that when they walk in here they’re 
going to find what they’re looking for. Our 
drive-thru window is also a big draw. Having 
a drive-thru these days is pretty uncommon 
and I think people like the convenience that 
comes along with that. 

1002 East 6th Street, Tucson, AZ • (520) 623-1132



Whiskey Roads

WHEN WHISKEY ROADS OPENED ITS DOORS ON AUGUST 2, 
2019, it filled a crucial hole in the Tucson bar and restaurant 
landscape. Touted as the only real country bar on the city’s 

northwest side, Whiskey Roads ushers in crowds of people every 
weekend, eager to set foot in Tucson’s newest nightlife hotspot. Heady 
Times sits down with owner Fernando Gomez and bar manager Jen 
Brown to discuss the bar and restaurant’s immediate and unprecedented 
success. 

Heady Times (HT): Whiskey Roads’ grand opening was billed as one 
of the biggest openings for any restaurant in Tucson. Did it live up 
to your expectations?

Fernando Gomez (FG): Yes, it was very successful. Our sales ended up 
being way more than we even initially anticipated. It was amazing to see 
the kind of turnout we got. It was very, very successful. 

HT: Is there a reason this location was chosen to set up shop?

FG: With construction finally finished on the freeway and Ina opening 
back up, we started looking for a place in the area. We checked out a 
couple of locations but either the buildings seemed too run down or I 
didn’t think the area was safe enough. When you go somewhere, it’s fine 
if it’s packed, but if you don’t feel safe even in the parking lot, that’s not 
a place you want to be. Here it’s nice, well lit, we have plenty of security, 
and you’re right by a main road.

HT: Are you starting to see any regulars, despite Whiskey Roads 
still being so new?

FG: We’ve definitely been seeing a lot of the same faces coming in. I think 
people are happy to have a new place to go on the northwest side. It also 
helps that we’re the only true country bar in the area. Now people don’t have 
to take expensive Uber rides downtown just to get to a good nightlife spot. 

HT: What is your beer selection like?

Jen Brown (JB): We have twenty different taps. We carry a good 
combination of domestics, crafts, imports, stouts, and Belgians. We’ve 
tried to touch all bases. 

FG: And then we have a selection of bottles and cans as well. We like to 
carry a lot of different stuff so there’s plenty to choose from. Depending 
on sales and what seasonals are available, we’ll make some changes 
over time. If something isn’t selling, we’ll change it. 

HT: Other than being a country bar in an area where there are no other 
country bars, what sets Whiskey Roads apart from its competitors?

On-PremiseSPOTLIGHT

FG: We have a full menu. We serve 
everything from ribs to chicken and burgers. 
You can come for an appetizer or you can 
come for a meal. You can come for dinner 
and also enjoy some entertainment while 
you’re here. We like to say that we’ve built 
a destination, not just a location. 

JB: I think the entertainment side of it is 
key. There’s always something to do here. 

FG: We bring in live music at least three 
days a week. 

HT: What do you want Whiskey Roads to 
be known for?

FG: We want it to be known as the final 
destination. We want this to be the place 
where people come to eat, dance, listen 
to music or even have meetings. Whatever 
you want to do, we’re open to everything. 
We’re also dog friendly. 

JB: It’s just a fun place to hang out, 
and it’s not slowing down at all. There’s 
something fun to do here every day. 
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NewPRODUCTS

Cayman Jack Margarita
Discover premium prepared cocktails. 
Cayman Jack Margarita is a premium 
malt beverage made with real cane sugar, 
natural lime juice and 100% blue agave 
nectar. ABV: 5.8% Package: Cans only 
Availability: Now, year-round

Fun Wine
Fun wine is an affordable, 
convenient, and fun everyday 

wine line inspired by the 
casual, fun vibe of life in 
Miami. Now available in three 
delicious flavors: Coconut 
Chardonnay, Strawberry 
Rosé Moscato and Sangria. 
ABV: 5.5% Package: Bottles 
only Availability: Now, 
year-round

Upslope Spiked Snowmelt
Upslope Brewing is proud to announce Spiked Snow 
Melt Craft Hard Seltzer. Gluten free with only 100 
calories and no artificial ingredients, the variety 
pack includes Tangerine & Hops, Juniper & Lime 
and Pomegranate & Acai flavors. ABV: 5.0% 
Packages: Cans 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.

Leinenkugel’s  
Snowdrift Vanilla Porter

Drift into winter with Leinenkugel’s 
festive fuller-bodied brew with hints 

of cocoa, coffee and caramel 
brought out by roasted malts 
and aged vanilla. The smooth 
and creamy taste is perfect for 
warming up winter, and goes 
perfectly with holiday favorites 
such as marshmallow sweet potato 

casserole, savory roasted meats with 
molé and any decadent combination of chocolate 
and cherry. ABV: 6.0% Packages: Bottles and Draft 
Availability: November

Leinenkugel’s  
Cranberry Ginger Shandy
Start a new holiday tradition with Leinenkugel’s 
Cranberry Ginger Shandy—a traditional wheat beer with 
natural cranberry flavor and a hint of ginger that’s as 
refreshing as a toboggan ride on fresh winter snow. Its 

hazy, golden apricot color shows off pink 
highlights, while the aroma of cranberries 
lets subtle yet noticeable wisps of spicy 
ginger, lemon zest and bread crusts peek 
through. Cranberries provide both sweet 
and tart characteristics, which balance 
nicely with the earthy malts, and pair 

beautifully with honey-glazed ham, 
brie cheese or a green salad 

with tart vinaigrette dressing. 
ABV: 4.2% Packages: Bottles 
and Cans Availability: November

Coors Edge (non-alcoholic) 
Coors is taking the non-alcoholic beer category head-
on with a new liquid, a new design and a new name 
– Coors Edge. The reformulated brew brings the real 

beer taste and refreshment Coors is known for to 
the health and wellness segment. The 
refreshed product has tested as a favorite 
that consumers are likely to purchase 

over competitors’ N/A beers, and new 
packaging gives drinkers a modern 
bottle they can feel proud holding. 
ABV: <0.5% Package: Bottles only 
Availability: Year-round, beginning in 
late October



SeasonalSELECTIONS
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Miller Lite Holiday  
Aluminum Pint
Nothing fills the holidays with more cheer than the 
great-tasting, less filling, original light beer—and this 

season, Miller Lite will bring more 
to festivities than ever before with 
holiday-themed aluminum pints. Each 
limited-edition bottle is dressed 
up in Instagram-ready ugly holiday 
sweater graphics and even features a 
snapcode, giving drinkers the chance 
to win their own matching Miller Lite 
knitwear. Availability: November

Dragoon Stoutstanding
Stoutstanding is an export-style stout 
named for Dragoon’s Bar Manager, 
Robert Stout (he loves it when you call 
him “Bobbi Sunshyne”). Smooth and 
well-balanced, with complex roast and 
toffee flavors, Stoutstanding is a simple 
interpretation of a classic style. It’s 
brewed with English Golden Promise, 
crystal, black and chocolate malts, and a 
wee bit of molasses. Like its namesake, 

Stoutstanding may look a little intimidating, but is really 
pretty easygoing after half a pint or so. ABV: 6.2% 
Packages: Cans and Draft Availability: December

New Belgium Nitro  
Cold Brew Cream Ale

A smooth, creamy, and refreshing coffee 
beer? Thanks to New Belgium’s friends 
at High Brew Coffee, that’s exactly what 
this beer is. A cream ale is infused 
with oats and High Brew’s cold brew 
for a velvety mouthfeel and refreshing 
finish that’ll have you wanting more! 
ABV: 5.0% Packages: Cans and Draft 
Availability: November

New Belgium Variety Pack:  
A Season to Indulge

New Belgium’s latest 
variety pack of twelve 
12-ounce bottles features 
favorites 1554 Dark Ale 
and Fat Tire Belgian 
White plus two throwback 
flavors: Snow Day Black 
IPA with soft fruit and 
citrus flavor followed by a 

layer of bitter; and Accumulation White IPA featuring 
dark caramel roasted Midnight Wheat braced with a 
serious load of Goldings, Centennial and Cascade Hops. 
Availability: October

New Belgium Variety Pack:  
A Season to Chill
This new variety pack of 12-ounce cans is sure to be 
the hit of any party this season. Along with signature 
brews Fat Tire Amber Ale and VooDoo Ranger 
Imperial IPA, enjoy throwback flavor Ranger IPA, 

and one you can’t 
get anywhere else: 
Mountain Time 
Premium Lager, cold 
and refreshing as 
snowmelt in spring. 
Availability: October

Blue Moon Iced Coffee Blonde
Give a cheerful welcome to the first 
nationally-available blonde coffee-
flavored beer – Blue Moon Iced 
Coffee Blonde. This blonde-colored 
wheat ale boasts a bright coffee 
aroma and mild malt sweetness 
for a balanced taste and clean 
finish. The unique brew has been 
a top performer at Blue Moon’s 

RiNo brewery in Colorado, particularly in the winter 
months. ABV: 5.4% Packages: Bottles and Draft 
Availability: November

Heineken Holiday Packaging
From mid-October through the end of the year, 
Heineken 12- and 24-pack bottles will be sporting 
some sweet holiday duds.
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SeasonalSELECTIONS
Firestone Walker Double Jack IPA 
Double Jack returns with a vengeance after a long hiatus, 
for those who demanded it back – and for those who 
missed out on the original. Available for a limited time 

only in 50L kegs and in Merlin’s Mixed Pack (which 
also includes three complementary IPAs: Luponic 

Distortion, Union Jack IPA and Easy Jack 
IPA) this beer is intensely hoppy yet 
supremely balanced. Double Jack is a 
signature DIPA, famed as one of the 
West Coast’s trailblazing Imperial IPAs. 
ABV: 9.5% Packages: Draft and in the 
Merlin Variety Pack Availability: Merlin’s 
Mixed Pack in October, Limited quantities 
of Double Jack draft in November 

Firestone Walker  
Coconut Merlin Milk Stout
With an infusion of freshly toasted coconut and 
a touch of seasonal sorcery, Brewmaster Matt 
“Merlin” Brynildson conjured up Coconut Merlin 
– a uniquely flavored brew for fall and winter. 
A new twist on Firestone Walker’s signature 
Merlin Milk Stout, fresh coconut flavors perfectly 
accentuate the beer’s roasty, nutty character. ABV: 5.5% 
Packages: Cans and Draft Availability: Now!

805 Limited Edition Cans 
805 is driven by the lifestyle and ethos of the people 
from California’s Central Coast: free-spirited and rooted 
in rugged individualism. 805 has become an expression 

of these people and all those who share that same 
spirit. The limited edition can series (No. 002) 

continues, and features custom bike 
builder Cro Customs, along with music 
legend Nikki Lane, plus Babes Ride 
Out and veteran-turned-outlaw-country-
musician Gethen Jenkins. This new 
series is for a limited time and won’t 
last long. Properly Chill. ABV: 4.7% 
Availability: October 

SanTan Sex Panther
A Double Chocolate Porter that’s sensually crafted with 
Colonial Rosewood Coca, chocolate malt, and lots of 
love. The addition of wheat gives Sex Panther a smooth, 
creamy head. ABV: 6.9% Packages: Cans and Draft 
Availability: November

Saint Archer Guava Gose
Modeled after the tart beers of northern 
Germany, this session beer is the perfect 
drink for the outdoors. Crisp, fruity esters 
play alongside the salinity from Himalayan 
Pink Salt and the spice from ground 
coriander. With pilsner and wheat malts 
as a backbone, the use of lactobacillus 
shines through, providing you with an 

easy-to-drink, refreshing tart ale. By 
adding pink guava puree to this beer, 

the tart front end is balanced by 
the tropical, exotic sweetness 
that only guava can provide. 
ABV: 4.0% Packages: Cans and 

Draft Availability: October

Lagunitas Willettized
Kentucky’s own Willett Distillery has one kind 
of barrel: wood. And they put two things in 
those barrels: bourbon and rye. Lagunitas was 
fortunate enough to get some of their bourbon 
barrels, and they put their Imperial stout in 
them. Willettized is a chocolatey, coffee-y, 
smoky, bourbon-y beast of a barrel-aged beer. 
Word. ABV: TBD Packages: Bottles and 
Draft Availability: Bottles in November, Draft 
in December

Lagunitas Cherry Jane
This sweet tart sour ale is full of Turkish 
Delight cherries, giving it a puckered-
up punch of cherry charm. Then it’s 
fermented with some Brettanomyces 
for that extra funky funk. ABV: TBD 
Packages: Bottles and Draft 
Availability: December

Shiner Holiday Cheer
Holiday traditions come in all shapes 
and sizes. Shiner’s comes in freshly-
wrapped bottles. This old-world 
dunkelweizen is brewed with Texas 
peaches and roasted pecans – perfect 
for cracking open in front of a crackling 
fire. ABV: 5.4% Package: Bottles only 
Availability: Now



SeasonalSELECTIONS
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Guinness Stock Ale
This stock ale, aged in Bulleit 
bourbon barrels, is dark, intense 
and luxurious. It has an aroma of 

vanilla, coffee, stone fruit and 
ripe berries. Guinness Stock 
Ale is hearty and full-bodied, 
with notes of nutty chocolate, 
raisin, roasted barley and 
sweet, dark fruit. ABV: 10.7% 
Package: Bottles only 

Availability: Limited quantities 
in November

Abita Christmas Ale
Christmas Ale is a brown ale that is 
brewed with five types of malted barley 
and fermented with American ale yeast. 
It is brewed with pale malt as well as a 

combination of caramel, 
biscuit, Munich and chocolate 

malts. It is hopped and 
dry hopped with Apollo, 

Columbus, Centennial and 
Amarillo and has a nice piney 

and citrus hop flavor and aroma. 
The result is a flavorful brown 
ale that is sweet and malty, 
with a pleasant hop aroma. 
ABV: 5.9% Packages: Bottles and Draft 
Availability: November

Samuel Adams Winter Lager
Winter Lager is the taste of the holiday 
season in a glass. Its rich malt notes and 

accents of spicy and warm cinnamon, 
cool ginger, and citrus orange peel are 
just the right companion for decking 
the halls, your holiday table, your 
refrigerator, your hand… No matter 
what or how you celebrate, do it with 
a Sam. ABV: 5.6% Packages: Bottles 
and Draft Availability: November

Dogfish Head 75 Minute IPA
The original 75 Minute IPA was a blend of two 
beloved beers – a precise 50-50 blend of 60 
Minute IPA and 90 Minute IPA – and later, 
it evolved into a special, cask-conditioned 
ale. This year’s release began as a classic 
IPA brewed with maple syrup from Dogfish 
founder and CEO Sam Calagione’s family 
farm. It was continually hopped for 75 
minutes during the boil and then dry hopped 
with a slew of cascade hops! Golden amber 
in color, this beer exudes aromas of piney 
and citrusy hops, and its malty and pleasantly 
sweet flavor is full of light citrus notes. 

The steampunk-inspired artwork for this year’s release 
was created by Dan Stiles, DFH’s 2020 Off-Centered 
Art Series artist. Based in Portland, Oregon, Stiles is 
inspired by skateboard graphics, album covers and 
vintage packaging. ABV: 7.5% Package: Bottles only 
Availability: November

Dogfish Head IPAs  
for the Holidays 
Four varieties of IPA goodness in one holiday-themed 
12-pack, Dogfish Head IPAs for the Holidays features 
60 Minute IPA, a continually hopped East Coast IPA 
brewed with a slew of great Northwest hops; 90 Minute 
IPA, a continually hopped Imperial IPA whose powerful 
malt backbone stands up to the extreme hopping rate; 
Sixty One, 60 Minute IPA with Syrah grape must added 

for an IPA with equal parts fruity 
complexity and pungent 
hoppiness; and All Things Yet 
IPA, brewed with a blend of 
botanicals – juniper, coriander, 
lemon peel and green 
cardamom – and hopped with 
Centennial and Simcoe hops. 
Availability: November

Borderlands  
German Chocolate Cake Porter

Borderlands’ most popular seasonal 
is back and better than ever! Infused 
with praline pecan cacao nibs, sweet 
coconut and all the roasted malt they 
could find, this decadent delicious 
beer will delight pallets for decades! 
One sip transports you straight into 
a pastry shop in Germany with the 

rich roasted coffee flavors and 
sweet notes of dark chocolate. 

ABV: 7.3% Packages: Cans and 
Draft Availability: Draft in 

November, Cans 
in January



Heineken
Nothing says holidays like the green bottle with 
the red star. Made with just three ingredients 
(barley, hops, water), Heineken is bright and 

deep golden in color and endowed with 
a warm, malty fragrance that’s superbly 
countered by a balanced hop aroma. The 
pleasing malt flavor yields accents of fruit 
and yeast that are perfectly matched by a 
distinct, yet mild, bitterness. ABV: 5.0% 
Packages: Bottles, Cans, Draft

Lagunitas IPA
This is a unique version of an ancient 
style. Made with 43 different hops and 65 
various malts, this redolent ale will likely 
float your boat, whatever planet you’re 
on. And now, Lagunitas IPA is available 
in cans! ABV: 6.2% Packages: Bottles, 
Cans, Draft

Modelo Negra
Brewed longer to enhance the flavors, this 

Munich Dunkel-style Lager 
gives way to a rich flavor and 
remarkably smooth taste. A 
medium-bodied lager with slow 
roasted caramel malts, Modelo 
Negra is brewed to prove dark 
beer can deliver both full flavor 

and refreshing taste. ABV: 5.4% 
Packages: Bottles, Cans, Draft

Mike’s Hard  
Cranberry Lemonade
Mike’s Hard Cranberry Lemonade is a delicious 

blend of natural, tart cranberry flavor and 
refreshing lemonade – a taste that’s so 
fresh and so clean! It’s a perfect option 
for your next holiday gathering. ABV: 5.0% 
Packages: Bottles and Cans

Cigar City Maduro Brown
Maduro is a Northern English-style Brown Ale 
with some American affectations. Maduro is 
higher in alcohol than the common English 
Brown Ale and features flaked oats in the malt 
bill, imparting a silky body and meshing the 
roasted, toasted and chocolate components 
together in Maduro’s complex malt profile. 
The end result is a remarkably full-flavored 
yet approachable Brown Ale. ABV: 5.5% 
Packages: Cans, Draft

New Belgium 1554
A moderate malty sweetness is rounded 
out by slight roasted bitterness, 
backed by lingering hints of fruit 
acidity. A surprisingly bright taste 
and a dry, chocolaty finish – 
one evocative of dark brews 
enjoyed in Belgian taverns 500 
years ago. Not a porter, not a 
stout — it’s 1554. ABV: 6.0% 
Packages: Bottles, Draft
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Available Year-Round PERFECT FOR THE SEASON

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. 
ABV: 6.4% Packages: Bottles and Draft 
Availability: November

Alaskan Smoked Porter
Alaskan Smoked Porter has a dark, robust body and 

pronounced smoky flavor making it an adventuresome 
taste experience. ABV: 6.5% Package: Bottles only 
Availability: November

SeasonalSELECTIONS
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Coors Light  
Made to Chill
In today’s always-on world, 
shoppers are constantly looking 
for ways to check out from their 
inboxes and newsfeeds for some 
time on their own, and that’s 
exactly what Coors Light delivers 
with its new “Made to Chill” 
campaign. The world’s most 
refreshing beer has always been 
cold, but its new 30-second 
commercials, out-of-home 
ads and retail displays shift 
the conversation to “chill” by 
highlighting the little moments 
when an ice-cold beer is exactly 
what drinkers need. Spots cover 
everything from cracking a cold 
one in a hot shower to being 
done with wearing a bra after 
a hard day’s work. And thanks 
to podcast sponsorships and 
streaming partnerships with Hulu 
and YouTube, the whole country 
is about to get a little more chill.

Celebrate Día de los Muertos 
with Sol
Día de los Muertos (Day of the Dead) is a Mexican 
celebration that brings families and friends together 
every October 31st – November 2nd. The annual 
tradition includes bringing offerings to gravesites or 
altars created to honor the memory of loved ones. 
This year, Sol – a brand born in the heart of Mexico 
– will drive affinity and loyalty with Mexican-American 
shoppers by providing an authentic way to celebrate 
the holiday at retail. Displays and merchandising 
tools will feature “sugar skulls” to create retail theater 
and build basket rings by cross-merchandising with 
customary flowers, candles and bread offerings.

Reach for the Moon This Holiday Season
The holidays are when shoppers turn to above-premium brands to add a 
unique twist to their seasonal gatherings. Blue Moon will show shoppers 
it’s the perfect beer for the job by bringing some festive excitement 
everywhere it goes. Holiday-themed display pieces will bring the celebration 
to the beer aisle and drive basket ring with premium cross-merchandising 
and limited-edition seasonal varieties. In the on-premise, Blue Moon will 
bring the holiday spirit to life by combining last year’s popular “Paint the 
Pint” and “Paint the Ornament” programs to create the national “Paint the 
Holiday” program.
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Miller Lite Holiday Knitwear
Wine and spirits may be at the top of 
holiday shoppers’ minds, but beer still 
plays a critical role—and has twice as 

many sales during the holiday season. 
It’s the time of year when shoppers 
start looking for festive drinking 
occasions everywhere they turn, 
and they can count on the original 
light beer being there for all of the 
season’s light beer moments. This 
year, Miller Lite is continuing the 

celebration with its annual ugly holiday 
sweater tradition, and the 2019 Miller Lite 

holiday knitwear line is bigger than ever, with 
updated designs and new items such as vests, 
slippers, and even dog scarves.

Pilsner Urquell 
Collectible Tins
Now in its fourth year, 
Pilsner Urquell’s limited-
edition collectible tin series 
commemorates 176 years of the 
original golden pilsner. The series 
of four collectible tins is offered 
as a unique SKU, and each holds 
four limited-edition cans featuring 
heritage-inspired designs.

Peroni Holiday
This holiday season, shoppers who 
share their distinguished taste 
with the crisp, refreshing taste of 
Peroni Nastro Azzurro can bring 
even more to the celebration 
when every purchase comes with 
a complimentary Peroni glass. 
Holiday gift-themed displays cross-
merchandise everyone’s favorite 
Italian import with its perfect food 
and drink complements, giving 
shoppers everything they need for 
holiday parties—whether they’re on 
the guest list or hosting their own.

Hop Valley 
Movember Stash
From November 1st through 
November 30th, Hop Valley is 
celebrating the stash, Bubble 
Stash, with donations to the 
Movember Foundation. For every 
keg sold, Hop Valley will donate 
$10, and, for every case sold, 
they’ll donate $0.50 – up to 
$5,000.
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Casa Modelo  
Our Casa Es Su Casa
No matter how you celebrate the 
season or honor your traditions, Casa 
Modelo is there to make you feel at 
home with what matters most. This 
year’s dual-branded, bilingual POS 
showcases the brand’s heritage with 
hand-carved woodwork, a nod to what 
is often seen around the holidays in 
Oaxaca, Mexico. There, scenes are 
carved out of wood, delicately painted 
and displayed during the holiday 
season. Casa Modelo is excited to bring 
together those who share the fighting 
spirit. This season, our casa es su casa. 

Make it the Warmest Time of the Year  
with Corona
For the 29th consecutive year, Corona will make the coldest season feel like the 
warmest, when consumers share Coronas with family and friends. A fully integrated 
holiday marketing campaign will feature the longest-running beer commercial 
and second longest-running holiday ad of all time, “Oh Tannenpalm”, as well as 
social media integrations. The brand invites consumers to embrace, share and 
celebrate meaningful holiday moments with their favorite holiday guest, Corona.

Pacifico Partners with the  
U.S. Ski & Snowboard Team 
Pacifico is proud to sponsor the U.S. Ski & Snowboard 
Team and its roster of adventurous athletes taking on 
events like halfpipe, big air and slopestyle this winter. 
The independent spirit embodied by the surfers who 
first discovered Pacifico is carried on by the brand 
and those looking to unleash the independent spirit 
within them. The athletes that are part of the U.S. Ski 
& Snowboard Team truly embody this independent 
spirit. They are pioneers, excelling every single day in 
their sport. The partnership includes 11 events across 
the country, national TV media, VIP hospitality, event 
activation, and on-course branding.

Hoppy Holidays 
from Ballast Point 
Brewing Co.
Ballast Point and its flagship 
IPAs would like to wish everyone 
Hoppy Holidays! This retail 
program features on- and off-
premise support that leverages 
the brand’s iconic logo to create 
a wrapping paper design. Ballast 
Point Sculpin and Grapefruit 
Sculpin IPAs are here to 
make the holidays just a little 
more hoppy.

Corona and Arizona Basketball
Corona is extending its alliance with the University 
of Arizona Wildcats into basketball season. For 
the first time, Corona is an official corporate 
sponsor of Arizona Men’s Basketball. The brand 
will support the team throughout Tucson and 
southern Arizona, with watch parties and custom 
point of sale. 
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Tamales y Tecates
Tecate is pleased to present this 
visibility program with a full range 
of point of sale for the holiday 
season. Take advantage of this 
natural tie-in in the on- or off-
premise with #TamalesyTecates.

Celebrate the Special Moments  
with Heineken
From dealing with long lines during holiday shopping, to cooking mishaps, to 
someone stealing the last gift on the shelf from you, every disastrous holiday 
moment becomes that year’s funny story, laughed at around the table. That’s why 
this year Heineken is encouraging consumers to celebrate these special moments. 

By engaging with thematic, promotional packaging, shoppers can uncap a 
code in every bottle and enter at Heineken.com/holiday for a chance to win the 
ultimate grand prize – a holiday party takeover, courtesy of Heineken, or other 
daily prizes including gift cards from Uber, Amazon, Delta and more! 

Heineken High-value Rebate Offer
Now until the beginning of January, consumers can save $10 via 
mail-in rebate with the purchase of ONE Heineken 5L DraughtKeg 
and ONE 6-pack of Heineken, Heineken Light or Heineken 0.0.
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Cayman Jack Supports UsToo
Throughout the months of October and November, Cayman Jack will 
donate $0.25 per case sold to UsToo, an organization that empowers 
men diagnosed with prostate cancer, and their loved ones, with the 
educational resources and support services to fight prostate cancer. 

What’s in it for the retailer?

29% higher velocity when the program is executed.

What’s in it for the consumer?

81% of millennials support brands that give back to 
charitable causes.

White Claw  
Big Sky Getaway
From October through 
December, White Claw is 
offering consumers the chance 
to text to win a trip for two 
to Big Sky Resort in Big Sky, 
Montana. Partnering with a 
well-known ski resort positions 
White Claw as a year-round 
premium refreshment for 
healthy living consumers.

Merry Streaming 
with Mike’s
Holiday movies are enjoyed as 
a group with family and friends, 
bringing people together and 
driving emotional connection. 
And 6 out of 10 young adults 
watch shows solely via streaming 
services like Netflix, Amazon 
Prime, Hulu and HBOGO. 
Throughout November and 
December, Mike’s is running a 
text-to-win program which will 
award one lucky winner a FREE 
video streaming subscription of 
the winner’s choice for a year! 

Win a Trip to  
Hang with Migos
From October 1st through the 
end of the year customers can 
enter for a chance to win an 
all-expenses-paid trip for two 
to Atlanta to hang out with 
hip-hop group Migos at the 
Hawks game, courtesy of Mike’s 
HARDER Lemonade. This exciting 
giveaway includes airfare, hotel, 
and two hours with the one and 
only Migos!
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Guinness Spreads Holiday Cheers

Leverage the Guinness suite of festive tools to 
drive displays and activation this holiday 

season! Home entertaining during the 
holidays continues to grow and more 

than 2/3 of shoppers say they’d 
pay more for high-quality items this 
time of year. Almost 60% say they 
tend to make impulse purchases. 
Shoppers spend more and are 
likely to trade up when shopping 
during the holidays. Guinness 

drinkers increase spending more 
than 3 times other beer drinkers!

Smirnoff Makes the Holiday Season Brighter
Throughout the month of December, Smirnoff is bringing multiple offerings to 
the holidays with their festive holiday programs and point of sale, including 
more ways to mingle all the way 
with Smirnoff Ice, and offering 
all the holiday cheer without 
the sugar with Smirnoff Spiked 
Sparkling Seltzer. 

Smirnoff Ice, the fastest-growing 
top FMB brand in dollar sales, 
provides shoppers with easy and 
delicious solutions to holiday 
entertaining and drives sales all 
season long. Sweet beverages 
are the most preferred during the 
holidays and home entertaining 
continues to grow, with cocktail 
parties up 75% and dinner parties 
up 72%. 

Samuel Adams Brewing  
The American Dream
This winter, specially-marked Samuel Adams Boston Lager 
will support Sam’s priority philanthropy program, Brewing 
The American Dream, with a $0.50 donation per pack and 
pint. The Give Back 12-pack and Give Back On Tap will fuel 
food and beverage entrepreneurs through necessary grants 
and funding in 2020.



Just like that, 
the holiday beer 
season is upon 
us again. We’ve 
had our share 
of great summer 
beers, and some 
truly wonderful 

Oktoberfest, Pumpkin and other 
fuller bodied autumn beers, and now 
comes winter. No matter how much 
we enjoy all the other beers there is 
something about the winter season 
that brings out the best in beer. 

Beer is an amazing beverage. 
Throughout history, celebratory 
events have called for beer. Whether 
Saint Patrick’s Day, Cinco de Mayo, 
or the Honeymoon celebration of 
a newly married couple, beer and 
similar beverages have been at the 

forefront. Since the holiday season is 
a time for celebration, it only makes 
sense that special beers arise to help 
us enjoy the season.

Perhaps the most common style of 
winter beer is the “Winter Warmer.” 
This term comes from the British 
brewing tradition of producing a 
winter beer that was stronger than 
their regular beer, with a fuller flavor. 
Because the English serve their ales 
at cellar temperatures, rather than 
ice cold, they actually do serve to 
warm up a chilled consumer. This 
style has evolved and most people 
assign the term to any darker winter 
seasonal. Many brewers have taken 
to adding spices to their winter beers. 
Flavors derived from cinnamon, 
nutmeg, even spruce tips all serve to 
richen the flavor and add even more 
to the seasonality of the beer.

Winter Warmers are not the only 
beers that brewers ratchet up this 
time of year. A lot of brewers look to 

be different by tackling an Imperial 
version of a style. Look for an 
increase in Imperial IPAs, Russian 
Imperial Stouts and Imperial Porters 
in the next two months. There are 
even several Imperial Pilsners and 
Wits out there. Barley Wines, Olde 
Ales and other big beers also come 
out to play during the holidays.

Which brings us to an interesting 
dilemma…what to name the special 
beer? There are so many great holiday-
themed names like White Christmas 
or Santa’s Little Helper, or even the 
very straightforward and somewhat 
ubiquitous Christmas Ale. The problem 
is that most of the time, these beers 
stop selling on December 26th. So 
the key is to determine if sales should 
continue beyond Christmas or not. 
If so, perhaps a more general winter 

name is appropriate, such as Winter 
Ale, or even totally non-seasonal, like 
Rice Pudding Porter. Anything that 
keeps the beer alive on the shelf into 
February works and many breweries 
take that direction.

But there are plenty of ways to 
celebrate without specialty flavors 
or catchy names. Many breweries 
release their year round beers in 
festive packaging. It’s a great time of 
year to give the gift of beer, so why 
not pick up a package of four beers 
with a couple of specialty glasses? 
How about a 1.5 liter bottle of your 
recipient’s favorite Belgian? Or be 
really daring and go for a 3 or even 
6 liter container. Who knows, with 
either option, you’ve set yourself up 
to share some great beer, and get 
credit for being a great gift giver. 

So, what’s the moral of this story? 
As usual, the moral is to enjoy great 
beer. But, if you are looking for a 
deeper meaning, let’s give it a try. 

Winter beers are brewed to take 
advantage of the richer foods we 
tend to eat during the holidays. The 
bigger, bolder flavors match up nicely 
with the foods. The spices added 
to many of these beers also serve 
to enhance the holiday experience 
by providing smells and flavors 
associated with the season. Finally, 
they serve as a sort of rallying point 
for the celebrations that take place 
throughout the season. Because, 
after all, it is the people that make 
the season, and whenever you can 
find a reason to enjoy a great beer 
with family, close friends, or even 
casual acquaintances, it just makes 
it that much better. So go out and 
find your favorite seasonal beers this 
year…and enjoy them with others. It 
will make for a special season.

Holiday Beers
By Chuck Knoll

“It’s a great time of year to give the gift of beer”

The BeerGUY
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2104 S. Euclid Ave.
Tucson, AZ 85713

Coors Light and  
Arizona Wildcat Basketball
As an official corporate sponsor of Arizona Athletics, Coors 
Light has rights to Arizona Basketball marks. From PAC-12 
play through the madness in March, Coors Light is your 
go-to partner for all things Wildcats – including point of 
sale and consumer-facing contests. Talk to your Route 
Manager about cross-promotional opportunities in your 
account today. Bear Down!

Chill with Coors Light  
This Holiday Season 
When consumers are longing to escape festive stress, 
Coors Light will show everyone that an ice-cold beer and 
quality time with friends can be the best way to enjoy a 
refreshing break from the season. And when they do find 
those breaks this season, they’ll be more comfortable 
than ever with the most chill holiday garment of all time 
– the Coors Light holiday onesie. Local activations and 
posts from local Influencers will let drinkers know they can 
join in the chill festivities and purchase their own onesie 
through a special microsite.


