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SLOWLY, BUT SURELY, IT FEELS AS 
though we are making progress. As 
I write this letter, we’ve officially hit 

the 1-year mark of the COVID pandemic. 
On one hand, it’s hard to believe it’s been a 
full year since restaurants, bars and nearly 
everything else shut down. On the other, it 
feels like the longest year in history.

So where do things stand now? Well, 
we have 3 approved vaccines, infection 
numbers consistently trending down, 
schools and restaurants opening up and 
a generally optimistic view that we are 
truly approaching a more familiar, dare I 
say “normal”, way of life. And, here in the 
desert, the weather is approaching perfect. 
But it will be interesting to see how the next 
few months play out in terms of beer sales.

In the on-premise, we have nowhere to go but up. This time last year there 
was no such thing as dine-in service – you couldn’t even have a pint on the 
patio – and we expect that business to steadily improve. The off-premise, 
however, is a bit trickier. It’s doubtful consumers will be pantry-loading 
like they did at the beginning of the pandemic, but large packs of familiar 
brands continue to be top-sellers, and high-end products still account for 
the majority of growth in the category. Price-sensitivity is always a concern 
(especially as consumers begin thinking about spending their money on 
potential travel in the near future), but multiple stimulus packages have 
boosted consumer confidence – and retail sales.

And then we have innovation. The amount of new products hitting the 
market may seem daunting, however, I think consumer demand is there – 
particularly for “better-for-you” products. In this issue of Heady Times you’ll 
find lots of new options in the booming hard seltzer category, almost all from 
well-known brands (though some may be new to the alcohol category). Finley 
Distributing has also been expanding our portfolio of non-alcoholic products; 
keep reading to see what’s available and talk to your Route Manager about 
what might work best for your shoppers.

The elephant in the room is still inventory. While most of our supplier 
partners are back on track, there are still some brands and packs that are 
having trouble. Trust me when I tell you that we are just as frustrated as you, 
and I am working very hard to secure inventory and get you the beer you 
need for your customers. It can be a daily struggle, but I’m hopeful we will 
see a turnaround here in a short period of time.

Thank you for your business – and your patience – as we persevere through 
these uncertain times. Hopefully, like me, you too can see a light at the end 
of the tunnel. Until next time,

Cheers!

Dennis Shields 
President
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Finley People Get The Job Done
Jack Davis
Route Manager

How long have you been with Finley Distributing? Since May of 2018.

Where were you born? Ohio. Go Buckeyes!

What’s your favorite part of your job? I enjoy working with other 
departments within Finley to accomplish our company’s objectives. Even 
though we are all in different departments, we all have something in 
common: we are all working towards the community goal of continuing 
the growth and success of both Finley and our clients.

What Finley brand(s) do you like to enjoy in your free time? I enjoy 
a little Voodoo Ranger Imperial IPA from time to time, but Miller Lite is 
my go-to.

What do you love best about Tucson? The hot sunny days, mixed with 
just the right amount of cold days. I also love the mountain views and 
the U of A.

Tell us a little about your family. My beautiful wife, Jennifer, and I have 
been together for ten wonderful years. Together we have six awesome 
children ranging in age from nineteen to thirty, and six grandchildren. 
Yes, we’re like the Brady Bunch.

Tom Charlton
Graphic Designer

How long have you been with Finley Distributing? I started as a sign 
painter in April 1992. After an extensive gig handling the POS warehouse 
in 1996, I’m currently responsible for all outdoor advertising signage 
at Finley.

Where were you born? I was born and raised in sunny Tucson, Arizona.

What’s your favorite part of your job? Interacting with all the great 
people who work at, and are associated with, Finley Distributing. I’ve had 
the pleasure of working with some folks here for almost 30 years.

What Finley brand(s) do you like to enjoy in your free time? I like 
the occasional Mike’s Hard Lemonade line of beverages.

What do you love best about Tucson? Definitely the weather. I can’t 
wait for it to get hot. And I’m fortunate that both my family and my wife’s 
family also live in Tucson.

Tell us a little about your family. My 
lovely wife, Michele, and I have been 
married 41 years. Our son, Jesse, is a QC 
at Finley. Our daughter, Laura, and her 
husband, Satchel, are the proud parents 
of our first grandchild, 19-month-old Olivia. 
We also have Rango, our 10-year-old 
rescue Border Collie mix.

Jack Davis and his wife, Jennifer

Tom Charlton and Cardboard Tom Charlton



You walk into someone else’s beer store, enter the first cramped, dead-
end aisle and crane your neck. Scanning the hodge-podge of styles and 
brands, you finally find a West Coast IPA you like tucked in a corner of 

a cooler door. Some cases of hard seltzer sit in a nearby corner; you think 
about getting some, but the seltzer is warm and there’s no listed price. You 
decide to grab a case of your go-to light lager instead… but it’s nowhere to 
be found. You ask the shadowy figure behind the register if there’s any in the 
back, and they cackle. 
“We haven’t carried that in over 50 years!” 
You scream in horror. 

Then you wake up and breathe a sigh of relief. 
What a nightmare! But at least you know your store 
could never look like that. You know those mistakes 
– over-stocking obscure craft beer at the expense 
of popular brands, confusing aisles – will lose you 
customers and profits. 

When you enter your store the next morning, though, 
you see things with fresh eyes. The store isn’t 
anything like your nightmare, but the pandemic has 
forced you to put off updates and it could use a little 
spring cleaning. 

Luckily, your friendly Finley Distributing Route Manager has just stopped 
by, and they’re happy to help you troubleshoot and figure out what 
changes are best for your store. 

Identifying Problem Areas 

Every store has different customer bases, SKU priorities and goals, so 
there isn’t a one-size-fits-all approach. Knowing what’s an important 
point of difference that brings customers in, and what’s a problem that 
sends them away, can be challenging. That’s why your sales rep can be 
your most important ally during a reset. 

“At Finley, we want to make sure we have the right products in the right 
accounts. It’s important that our retailers are carrying the products 
that their customers are looking for,” says Jack Fritz, Vice President of 
Sales & Marketing for Finley Distributing. “We use our sales data to 
recommend items we believe are the best fit for a particular retailer.” 

To better understand your store’s assets and liabilities, try surveying your 
current layout and take stock of several target sets: cooler, warm beer, 
craft, FMBs, beyond beer (seltzers, hard tea) and non-alcoholic. 

You can target all of the categories, a few or even just one – you know 
your customers and your store best. Your Route Manager can help you 
identify products in each category to maximize your profitability and 
fulfill shopper needs. They can also help you weed out your slowest 
movers to clear space for products that might do better for you. With 
these planning tools, your sales rep can help translate and refine your 
knowledge into an updated store plan specific to your needs. 

Planning Process 

Let’s say your survey reveals three areas 
where your store isn’t reaching its full 
potential: beyond beer, single-serves and 
overall flow. First is beyond beer: making 
space for hard seltzer, but also FMBs, 
hard teas and NA is important as demand 
for the category surges. 

You may have heard this already, but hard 
seltzers are in high demand right now. In 
2020, three of Finley’s top five growth 
brands were seltzers (White Claw, Truly and 
Corona Seltzer). 

Demand for beyond beer is growing at a 
rate that isn’t always reflected in coolers, 
so we may suggest you bring in more of 
these SKUs and give them priority over 
slower-moving SKUs. The variety of flavors 
and styles, combined with their better-
for-you attributes, have solidified these 
products – and this category – as the future 
of the malt beverage industry. You want to 
make sure you get your fair share.

Next is single-serve placement. The 
importance of this package cannot be 
overstated. Single-serve products are 
zooming up the charts, with 24 oz. cans 
ranking as one of the most popular 
packages in the country. 

In addition to 24 oz. cans, 19.2 oz. cans 
of premium products like White Claw 
Hard Seltzer and New Belgium VooDoo 
Ranger Imperial IPA have also made a big 
splash. Finley’s Chain Sales Manager, John 
Hubbard, isn’t surprised at this success: 
“Single-serve items are a great sampling 
opportunity. Customers have a chance to 
try something new at an affordable price.” 

On top of customer satisfaction, single-serves 
are great for business: “Single-serves offer 
the retailer a higher profit margin than most 
other products,” Hubbard notes. “Consumers 
get to experiment with something new, and 
the retailer makes a higher profit than they 
would on a 6-pack or 12-pack.” 

If the product is important, then 
putting it in the right place is also key. 
Most retailers opt to lead off their sets 
with single-serve products, grouping like 

COVID Cleanup
It’s time to sweep away the pandemic blues – and maximize profits – with a store-wide rejuvenation

CoverSTORY
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segments together and placing the most 
profitable SKUs at eye-level, making it as 
convenient for customers as possible. This 
category warrants at least 25% of your 
cooler space. 

Last up is the big one: flow. Suppliers 
constantly research flow and how customers 
shop for beer. Many make that information 
available to retailers to help maximize profitability 
and increase traffic flow. It’s rare to see a store 
with a flow that’s completely incorrect, but 
adjustments – especially as new categories 
gain importance – can be warranted, even for 
stores that keep up with customer insights. 

With flow, it’s important to mimic how 
customers think about beer. Moving from 
high-end to low-end, anchoring categories with 
key brands and directing shoppers toward the 
cooler all help the flow of your store, and all 
increase the potential of turning shoppers into 
buyers. Flow is a tricky one, and a little too 
complicated to discuss in detail here, but rest 
assured that your sales rep has the insights 
you need to optimize flow for your store. 

Executing Changes 

You’ve decided you’re ready to update your 
store. What’s next? Enter Scott Bivens, 
Category Management Supervisor at Finley. 
Using Finley’s sales data, input from the store 
owner and competitive information (how other 
wholesalers and retailers are laying out their 
sets), Bivens creates an updated schematic.

“We want to make sure the retailer is 
successful – that they have the right products 
and layout. I’ll usually ask the store owner if 
they have any special requests or sales data 
they can share. I’ll use that information, and 
the most current list of Finley’s top-selling 
packages, to determine what stays and what 
goes,” says Bivens. “For new items, I use my 
experience and knowledge of the market to 
help suggest what I think will work best. We 
finalize the plan together, then I’ll schedule a 
team to come in and do the work.” 

While the process can be time-consuming 
(and, if we’re being honest, tedious), 
ultimately, it’s rewarding for both you and 
your customers. They can easily find what 
they need and want, including products they 
may not have noticed before. Meanwhile, you 
reap the financial benefit – that’s a win-win-
win if we’ve ever seen one. And couldn’t we 
all use a win these days?

CoverSTORY
3 Keys to Maximizing Profits
The average beer shelf doesn’t always work for 
shoppers – and the industry is missing sales 
opportunities and losing money because of it. While 
there is no perfect, one-size-fits-all shelf set for 
beer stores, there are three main ideas that help to 
increase customer satisfaction and maximize profits. 

Flow: Flow refers to the natural movement from 
category to category within an aisle or cooler, or 
from one aisle to the next. Things like dead-end 
aisles and inconsistent shelf placement impede flow, 
while brand blocking and moving from high-end to 
low-end aid flow. Setting shelves to replicate the 
way shoppers think about the category makes it 
easier and faster for them to shop and yields 10% 
dollar growth from increases in conversions, trade-
ups and additional purchases.

Space: Whether it’s utilizing case stackers and 
display pieces from suppliers to draw attention to key 
products, allotting enough shelf space for growing 
categories or substituting appropriate SKUs for out-
of-stock items, maximizing space is key for beer 
stores large and small. Allocating space based 
on future opportunities, not just past trends, 
gets ahead of what shoppers will want and where 
growth potential exists and can yield 8% growth from 
increased space dedicated to the high-end.

Assortment: Assortment is just what it sounds like 
– what products you carry. But with an increasing 
number of SKUs in beer, it’s important to be 
selective. Cutting 20% of SKUs from a category 
sees virtually no negative impact, but can yield 5% 
growth from increases in shopper trade-ups.

www.finleybeer.com HeadyTimes v.39 3
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Truly Iced Tea 
Hard Seltzer

After only a few weeks in 
the market, Truly Iced Tea 
Hard Seltzer shot to the #5 
best-selling SKU in the hard 
seltzer segment.

AriZona Sunrise 
Hard Seltzer

Heineken has entered the 
hard seltzer fray by teaming 
up with AriZona Iced Tea for 
this hard seltzer with a splash 
of real fruit juice.

Corona Hard 
Seltzer Limonada

Inspired by authentic Mexican 
limonada recipes, Corona Hard 
Seltzer Limonada has a splash 
of real lemon and Mexican 
lime juice and is sweetened 
with real cane sugar. 

White Claw Hard 
Seltzer Iced Tea 
Variety Pack

This new line extension is 
a White-Claw-twist on a $9 
billion category and one 
of the fastest growing beverage 
segments: Iced tea.

What’s Next for “Beyond Beer”?
The eclectic category has been on a tear the last three years. Can 
we expect growth to continue in 2021? Yes!

OVER THE LAST FEW YEARS, BEYOND BEER, THE AMALGAMATION 
of a beer category that includes hard seltzer, tea, coffee, kombucha 
and ready-to-drink cocktails, has been the most innovative, 

profitable and exciting space in beer. While traditional beer saw modest 
growth in 2020, the beyond beer category grew 130% in the off-
premise and now commands a 10% share of the beer category.

If there is any doubt that consumers are consistently turning to the 
beyond beer category, consider this: Boston Beer’s big hard seltzer 
bet of 2021, Truly Iced Tea Hard Seltzer, became the #5 hard 
seltzer SKU in only a matter of weeks! In today’s beer landscape, 
that’s something you’ll only see happen in beyond beer.

While this category covers a diverse range of beverage types, it won’t be 
a surprise to anyone that the lion’s share of growth in the category is 
due to hard seltzer’s three-year reign as the hottest beverage of choice.

What’s next for hard seltzer in 2021? Expect more craft breweries to 
get in on the craze – smart retailers should keep their eye on the ball 
by dedicating enough shelf and cooler space for their best-selling seltzer 
brands. In 2021, the top 10 hard seltzer brands (with White Claw and 
Truly at the #1 & #2 spots) are still projected to make up 96% of the 
dollar share in hard seltzers. The 12-pack will continue to reign supreme, 
making up 75% of dollar share in hard seltzer package sizes. In terms of 
flavor options, 61% of sales will come from variety packs.

If Truly Iced Tea’s fast start is any indication, hard tea is the next 
big segment in beyond beer. Currently sitting at about a 1% share of 
beer, hard teas have started 2021 hot out of the gate, trending up 49.7%. 
The secret to hard tea in 2021 is that it’s still largely a one-player segment 
with Twisted Tea. With a proven track record, quality, flavor and availability, 
Twisted Tea wins the day.

Hard seltzer leader White Claw has an iced tea line extension of 
their own on the way, expected this April. The mixed pack will include 
four flavors of sparking tea, all with a hint of fruit: Lemon, Mango, 
Raspberry and Peach. Both Truly and White Claw’s entrance into the 
hard seltzer iced tea category is a big opportunity to retailers, as non-alc 
iced teas are already a $9 billion category, one of the fastest growing 
segments in the market.

Non-alc beer is also poised to have another banner year. In 2020, non-
alc growth out-paced almost every other beer category at nearly 40%. 
With brands like Heineken 0.0 leading the way, many of the largest 
non-alc brands saw double and triple-digit growth in 2020. As with hard 
seltzers, expect this space to become more crowded. The door is open 
for brands like Lagunitas and Coors to make a splash with their non-
alcs: Lagunitas IPNA and Coors Edge. Also, keep an eye on up-and-
coming brands like Athletic Brewing Co. and Partake Brewing who 
brew non-alcoholic beer exclusively.

Now that many consumers have become “at-home bartenders” out 
of necessity, the RTD cocktail segment has upped its share as well. 
And hard kombucha is also getting its footing, with brands like Flying 
Embers and Wild Tonic generating a lot of attention and repeat 
purchase. Thus far, much of kombucha’s growth has been thanks to 

BeyondBEER

consumers in California, but as market 
penetration and distribution grow in 
Arizona, and customers continue to turn 
to beverages that boast “better-for-you” 
bona fides, look for kombucha to have a 
big 2021.

The beyond beer category is firing on all 
cylinders, and smart retailers will strike 
while the iron is hot. Studies show that 
beyond beer consumers by nature are 
seeking variety, so the more options 
retailers offer their customers, the more 
likely this category’s fervent growth 
will continue.

The Next Big Bets for 
Beyond Beer



BrewDog: Craft Beer for the Geeks
By Richard Taylor, with James Watt & Martin Dickie

James Watt and Martin Dickie 
love beer. That’s not surprising, 
considering the two founded one 
of the UK’s finest craft breweries, 
BrewDog, together. But from the first 
pages of Craft Beer for the Geeks – 
the pair’s second book, written with 
help from author Richard Taylor – it’s 
clear that they won’t rest until the 
entire world loves craft beer as much 
as they do.

Since 2007, the BrewDog founders 
have opened three breweries (with an 
Australian outpost on the way), over 
100 bars and the world’s first craft 
beer hotel. But despite becoming 
beer world celebrities, Watt and Dickie 
haven’t forgotten the little people. 
In fact, their business is all about 
connecting with and fostering the 
craft beer community, from hosting 
their AGM (Annual General Mayhem) 
to investing in achieving racial equity 
in craft beer. This year, BrewDog 
partnered with Crown & Hops Brewing 
Co. on the 8 Trill Pils Initiative (named 
after a statistic which suggests that 
the U.S. stands to realize an $8 trillion 
gain in GDP by closing the racial 
equity gap by 2050). The initiative 
awarded a total of a $100,000 to five 
Black-owned craft beer businesses 
in 2020 to provide financial support 
for business development, growth 
and sustainability.

And as Watt and Dickie write in 
Craft Beer for the Geeks, “craft 
beer is powered by people,” a 
common sentiment that the brewery 
takes to the next level. Take their 
Equity for Punks program. The 

multi-round crowdfunding effort 
has brought in over $100 million 
since 2009 and recently pivoted to 
become Equity for Punks Tomorrow, 
emphasizing BrewDog’s dedication 
to sustainability. Every penny the 
program raises will go toward 
investing in projects like alternative 
energy, electric delivery vehicles 
and a 2,050-acre carbon sink in 
the Scottish Highlands dubbed 
BrewDog Forest. And with consumers 
becoming increasingly concerned 
about the impact their beer of choice 
has on the environment, BrewDog 
took steps to make their business 
carbon negative, meaning they have 
the net effect of removing carbon 
dioxide from the atmosphere.

But enough about BrewDog’s 
trailblazing initiatives – what about 
the book? Reading like a gently 
meandering conversation with friends 
over a pint, Craft Beer for the Geeks 
is many things: a love letter to beer 
geeks, a forum for Watt and Dickie 
to praise their brewing heroes, even 
a recipe book – whether you want to 
whip together a batch of five alarm 
chili or BrewDog’s Punk IPA. Yes, you 
read that right. Craft Beer for the 
Geeks includes excerpts from the 
brewery’s popular DIY Dog program, 
a totally free collection of homebrew-
ready recipes for every beer they’ve 
ever brewed.

The book also contains some 
hot takes, especially about the 
mass-produced lagers that led 
the rebellious founders to start 
their brewery. Though the majority 

of Craft Beer for the Geeks is a 
conversational exploration of craft, 
the claws come out when Watt and 
Dickie discuss Big Beer. These punks 
have no time for corporations that 
buy up craft breweries or produce 
“pseudo-craft” brands – the only 
good thing BrewDog has to say about 
their corporate cousins is that the 
emphasis they put on the cold chain 
helps keep beer fresh.

Yet, as Watt and Dickie themselves 
point out, 90% of the beer enjoyed 
world-wide is lager. So, are their 
gripes just sour grapes? That’s up 
to the reader to decide, but we 
prefer to focus on the passion of 
these self-professed beer geeks, 
passion that drove Watt and Dickie 
to produce some of the world’s most 
groundbreaking brews. Say what you 
will about Big Beer, but they never 
produced a 55% ABV ale packaged in 
taxidermized squirrels or brewed a beer 
at the bottom of the ocean just for fun. 
That kind of thing is for the geeks.

Bookshelf
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Feature

In 2019, Boston Beer Co. and Dogfish Head united in a historic merger that 
shocked the beer world. Some said it marked the end of craft beer. They 
couldn’t have been more wrong...

It’s been two years since the Boston Beer Co. (BBC) and Dogfish 
Head (DFH) merger, and we are happy to announce that not only is 
craft beer alive and well (despite the pandemic’s best efforts), BBC 
and DFH remain at the top of their game, producing consistently high-
quality brews far ahead of the innovation curve. In fact, BBC just posted 
incredible Q4 numbers, growing 53% from the fourth quarter of 2019.

Some might be surprised by their success, but they shouldn’t be. BBC 
and DFH have always had a knack for knowing what consumers want 
– even when the consumers didn’t know it themselves. From fielding a 
portfolio that fits every consumer’s needs, to brewing up the next big 
things in beer (and beyond), Jim Koch and Sam Calagione are out to 
give people the best versions of what they want.

A Winning Portfolio

Koch and Calagione have been at the forefront of the craft movement 
for decades, united by their devotion to craft long before their breweries 
merged. The pair come from different brewing backgrounds – traditional 
lagers vs. off-the-wall ales – but that’s what makes their partnership 
great, and as complementary as their combined portfolio.

And what a portfolio it is. Samuel Adams. Dogfish Head. Angry Orchard. 
Twisted Tea. Truly Hard Seltzer. All household names synonymous 
with quality and consistency. The new BBC has something for every LDA 
consumer to enjoy, whether they’re looking for a gluten-free option, a BFY 
IPA, something to get the party started or a classic craft lager – you can bet 
that it’s a best-in-class option.

Making so many different kinds of beverage alcohol might seem like a 
negative, but the team at BBC knows their broad range of products is a 
major plus. By establishing firm footholds in so many segments, BBC is 
in an almost unique position to adapt to changing consumer preferences.

Innovation vs. Consistent Core Products

Finding the sweet spot between core 
products and the drive to innovate isn’t 
easy, but BBC has that figured out too. 
In addition to implementing DFH’s famous 
“Beer Exploration Journal” (a questionnaire 
that lets visitors to their tasting rooms 
give immediate feedback on new beers), 
Calagione says that BBC’s structure allows 
everyone involved to take chances.

“Our company is actually more 
risk-excited than risk-averse,” 
he told VinePair. “I think it’s in 
part because we have resources 
and 10 different retail locations, 
so our big breweries can be… 
making the Monets and the 
Renoirs while our little, tiny 
10-barrel systems… can be 
throwing s*** at the wall and 
Jackson Pollocking on a small 
stage. So, we try to embrace 
risk as aggressively as 
possible, but do it on a small 
scale, so it’s manageable.”

Some of those risks have paid off big, 
like last year’s blockbuster hit, Truly 
Lemonade, or DFH’s BFY, oat milk-infused 
Hazy-O!, which went from a Rehoboth 
Beach brewhouse experiment to a year-
round release in record time. BBC’s CEO, 

Give the People What They Want

BBC CEO Dave Burwick with Jim Koch and Sam Calagione

Truly Lemonade shot to about a 9 share of hard seltzer in its first 
year on the market and remains the #3 SKU in hard seltzer

Hazy? Check. BFY? You 
know it. Oat milk? Of 
course! Hazy-O! has four 
types of oats, including 
oat milk, for a 7.1% ABV 
powerhouse that drinks like 
a super-smooth sipper.

Boston Beer Co., the #2 craft brewery by volume in the U.S., can claim plenty of winners. They have the #1 craft 
lager & #1 craft seasonal with Samuel Adams, #1 sour beer & #1 low-cal IPA with Dogfish Head, #1 hard cider 
in Angry Orchard, #1 hard iced tea with Twisted Tea and the #1 hard lemonade seltzer with Truly.
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Feature
Dave Burwick, explained to Beer Business 
Daily that the company’s innovation 
strategy for 2021 will follow the same 
pattern of line extensions that are exciting 
to consumers, but build the core.

“As you look at what’s happened with 
COVID, the number of SKUs have been 
reduced,” says Burwick. “People are still 
really gravitating toward brands they know 
and trust. …It’s all about taking the core 
equities of the brands and making them 
stronger through innovation.”

Luckily, BBC has their founders on their 
side. Koch and Calagione excel at finding 
the slivers of “white space” in the market 
and filling them with top-notch products.

“Innovation has been in the DNA of BBC 
since we helped launch the craft beer 
revolution,” Koch told the Beer Industry 
Summit earlier this year. “…And I happen 
to believe that a founder-led company can 
drive innovation in a more successful way.”

If BBC’s 2021 schedule is 
any indicator, Koch is right 
on the money. We’ve already 
seen the launch of several 
of the company’s big plays 
for the year, like Truly Iced 
Tea Hard Seltzer, Samuel 
Adams Wicked Hazy & 
Wicked Easy, as well as a 
new, long-requested Angry 
Orchard flavor, Peach 
Mango. And – big news – a 
new formulation for Boston 
Lager is in the works. BBC 
also recently announced an 
exciting new innovation: Truly 

Punch Hard Seltzer, available in a variety 
pack of four flavors – Fruit, Tropical, Berry 
and Citrus. And don’t forget new non-alc 
offering Samuel Adams Just the Haze, 
which is poised to take the burgeoning NA 
market by storm.

“Innovation has been in the DNA 

of BBC since we helped launch the 

craft beer revolution.”
– Jim Koch

Sam Adams captured 
national attention in 
February with a Big 

Game ad featuring Your 
Cousin From Boston, a 

certain team of draught 
horses and their new 

hazy IPA, Wicked Hazy.

Hard Tea for the People
Hard tea was the fastest growing FMB style in 2019, with 
over 1 million buying households, and Twisted Tea (#1 
selling brand with 93% market share) had the 3rd fastest 
sales velocity of progressive adult beverages, behind only 
White Claw and Truly. It’s safe to say that the people want 
hard tea – especially in our market, where Twisted Tea 
grew 49% in 2020 – and BBC is pulling out all the stops 
to bring it to them in 2021.

Tucson-Local Twisted Tea Marketing Twisted Tea is 
gaining popularity in Tucson, and BBC knows it. This 
spring, they’re exploring Tucson-specific media campaigns 
to capitalize on this growing brand.

Twisted Tea Family Twisted 
Tea grew double-digits in 
southern Arizona in 2020 – 
up nearly 49% as a brand 
family. The bulk of the sales 
came from 24 oz. single 
serve cans of Original, Half 
& Half and Raspberry.

Twisted Tea Original 
12-Packs With a 76% 
increase in cases sold, 
12-pack cans of Twisted 
Tea Original saw the biggest 
year-over-year gains among 
all the packages Finley 
carries, propelling it to be 
the #2 seller for the brand 
family locally. 

Truly Iced Tea Truly Iced Tea Hard Seltzer saw even 
more early success than Truly Lemonade when it 
launched earlier this year. The iced tea hard seltzer 
has all the flavor of hard tea without the extra 
calories and sugar, all in an eye-catching, gold slim 

can, perfect for the 
tea-loving seltzer 
drinker. Each flavor 
offers a hint of fruit 
and the refreshment 
of real brewed 
iced tea with only 
1 gram of sugar, 
100 calories and 
5% ABV.
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BrewerHIGHLIGHT

This “seltzer with a little something”, not to mention sophisticated 
flavor combinations, has become a top-10 premium seltzer brand.

Vivid distinction” is one of the daring slogans used by PRESS Seltzer. At first 
glance, this expression might seem ambitious, as dozens and dozens of 
hard seltzers flood the market, but PRESS Seltzer has earned the moniker. 

As the only top-10 seltzer brand owned by a woman and with wholly unique 
flavors like Blackberry Hibiscus and Pomegranate Ginger, PRESS Seltzer 
has taken this male-dominated industry by storm. Having carved out their own 
distinct space in this now burgeoning category, PRESS is the newest “must-
have” seltzer for any retailer looking to stay atop the hard seltzer wave.
Founder Amy Walberg first dreamed up PRESS in 2015, well before hard 
seltzer officially went “boom.” Developing flavors in her kitchen, Walberg 
brewed up sophisticated combinations inspired by her global culinary 
explorations. Fast forward to 2021 and these homemade experiments 
have helped grow a wildly successful company, with PRESS seltzers 
available in all lower 48 states, receiving numerous media accolades and 
winning shelf space in major retail stores.

Heady Times sat down with Walberg to learn how PRESS was able to 
make such an impact on the hard seltzer industry in such a short time.

Heady Times (HT): Tell us about the origins of PRESS.

Amy Walberg (AW): I founded PRESS Premium Alcohol Seltzer in 2015 
when my son Colin was just an infant and my daughter Paige was a 
toddler. I was at a point in my life where I was newly single, caring for 
two small children and trying to juggle a career in corporate advertising. I 
needed to re-invent myself and I wanted a career on my own terms. I’ve 
always been an avid seltzer fan and noticed there weren’t any premium 
alcohol seltzers on the market, so I decided to make my own.

The first years were tough because hard soda went bust, and we had to 
push through to show [consumers] how we were different. We did a lot 
of grassroots tastings to get the consumer to sample, which continues to 
be a tactic that really drives our business. When people try PRESS, they 
get it. We love hearing from people who’ve tried PRESS for the first time 
and say they’re only drinking PRESS from here on out. My vision has 
always been to create an elevated alcohol seltzer experience and that 
validation is so personal and rewarding.

HT: What sets PRESS apart from other seltzers in the market?

AW: For one thing, PRESS is the only woman-founded hard 
seltzer created at a time when women were largely ignored by the 
alcohol industry. Second, we’ve had an explosive start in 2021. In the 
first quarter of the year, the seltzer category as a whole is up 57% – but 
PRESS is up 135% in grocery. We believe we can maintain that growth 
throughout the entire year and finish with growth in the triple digits.

And PRESS offers consumers a uniquely high-end seltzer experience both 
in elevated flavor profiles and packaging. When I dreamed up PRESS, 
I wanted something that, first and foremost, tasted great. We use all-
natural ingredients so the true essence of the fruits and spices peek 
through the crisp seltzer bubbles. Our flagship flavors like Grapefruit 

“

Cardamom, Blackberry Hibiscus and 
Lime Lemongrass have won accolades 
from reviewers including Martha Stewart, 
Forbes and Beverage Industry.

I also wanted to create a seltzer with a 
lower ABV. I love to have a drink or two with 
my girlfriends, but, as a parent, I need to 
be able to jump back into mom-mode at a 
moment’s notice. And I also wanted PRESS 
to look great. The simple, sophisticated 
cans work just as well at a dinner party as 
they do at a BBQ.

At PRESS, we engage with our consumers 
and show up in an authentic way. Seltzer is 
all we do.

Amy Walberg of PRESS Premium Alcohol Seltzer

Amy Walberg started PRESS Seltzer in her home kitchen, looking 
to create a hard seltzer that was “Vividly Distinct”. Five years later, 
she is the only woman to own a top-10 seltzer brand.
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HT: Can you tell us more about your 
“good, better, best” mentality?

AW: Traditionally, good brands attract a 
more price-conscious consumer looking 
for higher alcohol content. Better brands 
typically have the largest volume, are mass-
marketed and define the mainstream in the 
segment. Best brands are considered trade-
up options for consumers looking for more 
than the popular brand. A premium product 
with unique propositions. We continue to 
gain market share with consumers that 
desire a more premium seltzer experience.

HT: Who is the ideal PRESS consumer?

AW: Someone who is confident, self-
assured and intellectual. They enjoy hosting 
and are conscientious about diet and 
know it as an essential part of wellness. 
Discerning consumers, who are attracted 
to authentic products. They enjoy finding 
the best products in the category and like 
sharing them with like-minded friends. Early 
adopters that are “in the know.”

HT: What inspired you to create such 
innovative and unique flavors?

AW: The traveling bug really bit me in 
college and when I entered the workforce, 
every year I would save up my vacation 
time and travel for about a month, all 
over the world. Surprisingly, a lot of those 
experiences informed my flavor profiles – for 
example, [the inclusion of] cardamom was 
inspired by India. At the time, I didn’t know 
how important these experiences would be, 
but exposure to these foreign cultures have 
contributed to the unique flavor profiles that 
set PRESS apart. I also think that same 
sense of adventure is part of why I’ve taken 
this uncertain entrepreneurial path.

Inspiration is always hitting me and my 
kids love to share ideas. On a vacation 
to Costa Rica, we were greeted by hotel 
staff with a pineapple drink. My daughter 
Paige looked at me and said, “you should 
make a Pineapple PRESS!” Her suggestion 
definitely got my wheels turning and 
resulted in Pineapple Basil, a flavor 
included in our new Select Variety Pack.

While the flavor ideas are always born 
in-house, we work with an amazing team 
who helps us get the profiles just right… so 
I’m not destroying my kitchen anymore.

Take Your Pick of Sparkling, 
Premium Flavors with PRESS 
Variety Packs

With 2/12 variety packs dominating sales in the 
hard seltzer segment, you can bet that the PRESS 
Signature Pack is the perfect package for your 
customers to discover this premium hard seltzer. And 
the sleek, dark packaging pops on the shelf, while 
communicating the premium nature of the product.

PRESS Signature Variety Pack
Containing some of Walberg’s first and most popular hard 
seltzer concoctions, the Signature Variety Pack includes: 
Blackberry Hibiscus, Pomegranate Ginger, Grapefruit 
Cardamom and Lime Lemongrass.

BrewerHIGHLIGHT
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Lagunitas IPA

Beer Speaks, People Mumble” is Lagunitas’ infamous slogan, and when 
it comes to Lagunitas IPA, the beer certainly speaks for itself.

Unless you’ve been living under a rock, you know the IPA category has 
seen tremendous growth in recent years, having gained 10 points of 
share of craft since 2016. Over 40% of dollars spent on craft beer are 
spent on IPAs and the IPA dollar share of total beer is now more than 
5%. There are no signs of the category slowing down either – just last 
year, IPAs grew 15% in volume compared to the previous year.

Lagunitas IPA, one of the OG IPAs from California brewing legend Tony 
Magee, is currently the #1 IPA in the world. Originally released in 
1995, Lagunitas IPA is made with 43 different hops and 65 various 
malts. It’s a consistent, balanced beer with a relatively modest (6.2%) 
ABV and great hop flavor that doesn’t overpower your palate. Highly 
drinkable, this beer has been gaining fans for over 25 years.

This tried-and-true IPA’s reputation of consistency and quality offers 
consumers a sure thing in an uncertain time. Right now, more than 
ever, consumers are returning to brands they can rely on. Nationally, 
Lagunitas IPA is ranked #1 or #2 among all IPA brands in every 
pack size available (singles, 6-packs, 12-packs, 24-packs and draft), 
proving it truly works across all occasions and sells well in the on and 
off-premise.

In the on-premise, Lagunitas IPA is a top IPA brand. Lagunitas IPA 
has double the velocity of the average IPA, and its affordable price 
and fast turnover on draft means inventory dollars are not tied up for 
an extended period. Additionally, Lagunitas IPA’s friendly ABV keeps 
customers in the seat longer, generating larger checks.

Andy Steigelmann, owner of Union Jack’s Olde Glory Pub in 
Philadelphia, observes, “It appeals to the old-school craft nerds, but 
also the average drinker. People know the Lagunitas name, and their 
IPA. This beer bridges the gap. You can tailgate with it or just enjoy 
one. Lagunitas IPA is something that everyone should experience on 
their journey through the beer world.”

Right now, 

more than ever, 

consumers are 

returning to brands 

they can rely 

on. Nationally, 

Lagunitas IPA is 

ranked #1 or #2 

among all IPA 

brands in every 

pack size.

Why You ShouldBE SELLING…

“

Lagunitas IPA is currently the #1 IPA in the world and Drizly’s top-selling IPA SKU in 2020.

IPA 19.2 oz. cans 
became the #1 
craft single serve 
item in total US 
off-premise in its 
first year in the 
market, according 
to Nielsen data.



Marathon Gas

NESTLED UNASSUMINGLY ON A STREET CORNER IN SOUTH TUCSON, 
you’ll find the first Marathon Gas Station ever opened west of 
the Mississippi. Midvale Park Fuel’s transition to Marathon Gas in 

August of 2019 has proven a powerful boon to the business, drawing 
in customers who rightfully equate the brand with top-quality fuel and 
service. Heady Times sits down with owner Galeb Ayoub to discuss how 
rebranding has helped breathe new life into his business.

Heady Times (HT): How has the business evolved since opening 
three years ago?

Galeb Ayoub (GA): The biggest change has been the switch to 
Marathon, which we did in August of 2019. The second biggest change 
was putting in the kitchen for Krispy Krunchy Chicken, and that’s been 
really positive. People can’t get enough of the fried chicken. I also 
changed around the layout of the store and have been working with 
customers on pricing and bringing in more of the products they want. 
I try to really cater to my customers by lowering my prices and staying 
ahead of my competitors. When people come here, they know they’re 
being taken care of the right way.

HT: Why did you decide to switch to Marathon?

GA: We knew that the switch from a non-branded gas station to a familiar 
brand name was going to be a good move for us. Being non-branded 
meant we weren’t really capturing the customer looking to put good fuel 
in their car, looking for good service and looking for a brand name. We’re 
actually the first Marathon west of the Mississippi. Marathon is huge 
on the east coast, so we get a lot of snowbirds who are happy to see a 
familiar gas station. The switch really drove in more business and made 
us personable – gave us a little bit of a personality.

HT: Have you seen a change in the way people buy beer as a 
result of the pandemic?

GA: Whenever there’s a change in the law, we definitely see a difference 
in our customers’ beer-buying habits. When they shut down the bars at 
the beginning of the pandemic, there’d be lines of people trying to get in 
to buy 12-packs and 24-packs. It was ridiculous. We saw a lot of people 
stocking up on their favorite things to drink just in case.

HT: What are some of your best-sellers?

GA: Dos Equis, Modelo, Corona, Tecate, Miller Lite and Coors Light. Craft 
is still popular, but it has died down a bit lately, which I think has to do 
with the cost and people trying to save money because not everybody is 
able to work right now.

Off-PremiseSPOTLIGHT

HT: Do you try to stay up-to-date on 
beer industry trends?

GA: Because I’m a small business, I can 
stay a little behind the curve and wait and 
see what brands have real staying power. 
For example, when hard seltzers first 
started going crazy, I knew to get White 
Claw because that’s the only thing anyone 
ever talked about. After a while, everyone 
also wanted to try Truly, so I brought that in 
too. Once I get that customer feedback and 
see what people are looking for, I know it’s 
time to start selling those things.

1715 W Irvington Rd • Tucson, AZ 85746 • Mon-Sun 6am-10pm
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On-PremiseSPOTLIGHT

HT: How has the COVID-19 pandemic 
shaped your business model?

JL: My original vision was very much a full-
service sit-down experience, but, as the 
COVID situation continued, we realized we 
could benefit from pivoting our business 
model. We knew a lot of people wouldn’t be 
comfortable dining in a sit-down restaurant 
environment. We also knew to-go was 
going to be a big part of what we were 
going to do. The more we thought about 
and considered those things, the more 
we realized things were leading us back 
to what the true heart of barbecue is. 
American barbecue as a service style almost 
everywhere is based on counter service.

HT: How would you describe Salted Pig 
to someone who hasn’t had a chance to 
come in yet?

JL: Salted Pig seeks to encompass the 
best of American barbecue traditions from 
central Texas to east Carolina in a friendly, 
comfortable atmosphere with excellent wine, 
beers and fun, Southern-inspired cocktails.

11835 N Oracle Rd, Suite 101 • Oro Valley, AZ 85735 • Mon-Sat 11am-9pm* • Sun 11am-3pm*  
*Smoked meat inventory permitting

Salted Pig American Barbecue

SALTED PIG AMERICAN BARBECUE OPENED ITS DOORS ON 
February 12, 2021, hoping for a strong showing at their grand 
opening. The people of Oro Valley did not disappoint, as double 

the expected turnout showed up in support of the north side’s newest 
culinary venture. “The support from the community has been humbling 
and overwhelming,” effuses General Manager Jason Lucas. Heady Times 
sits down with Lucas to talk smoked meats, craft beer, and the massive 
undertaking that is opening a restaurant in the midst of a pandemic.

Heady Times (HT): Tell me a little bit about Salted Pig. How did the 
concept for this restaurant come about?

Jason Lucas (JL): We decided to dive in with the concept of Salted 
Pig because there weren’t a lot of great barbecue options, particularly 
on the northwest side of Tucson. Even among the barbecue restaurants 
in the area, we really felt like a lot of them were missing that true 
community vibe that barbecue shacks down south are known for. We 
wanted to create that energy here, and then take it to the next level, 
bringing forward the most modern styles of service and a cutting-edge 
beverage program highlighting craft beers that are both local and pair 
excellently with the smoked fare. In the kitchen, we wanted to utilize the 
most modern food science techniques to really capture that traditional 
excellence of barbecue, but in an incredibly consistent and skillful way.

HT: What is Salted Pig’s culinary philosophy?

JL: It’s not just about “low and slow” or “time and temperature”. We’re 
looking at the phenolic makeup of the smokes from the woods that we’re 
using. We’re looking at the chemical makeup of the interactions between 
the proteins in the meats, the seasonings and the smoke to find out 
what really creates that deep, pink smoke ring. We look to see what’s 
the best way to penetrate with the most flavor possible.

HT: Salted Pig offers up a fairly diverse mix of beer brands and 
styles. How do you set your beer selection?

JL: We wanted to strike the right balance between beers that people 
know and love and an interesting craft selection. We wanted to take 
everyone into consideration. Coming from previously working in a 
gastropub, I wanted to focus on craft, but I didn’t want to leave folks 
out. The other consideration, as far as the craft beer goes, was, first and 
foremost, to find beers that pair really well with barbecue. This allowed 
us to bring in beers that are interesting and different and that you can’t 
find other places.

HeadyTimes v.39 www.finleybeer.com 12
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NewPRODUCTS
BIOLYTE
BIOLYTE was created by Atlanta 
anesthesiologist Dr. Luther “Trey” Rollins 
as a dehydration remedy for his wife, 
who was battling breast cancer at the 
time. BIOLYTE hydrates, alleviates symptoms 
like nausea, migraines, cramps, fatigue & the overall 
feeling of being run-down, in addition to soothing upset 
stomach and alleviating side effects from other serious 
conditions and treatments such as chemotherapy. One 
bottle delivers as many electrolytes as 1 medical-grade 
IV bag (equivalent to drinking 7.5 sports drinks, but with 
1/3 of the sugar). It’s the perfect answer for anyone 
who feels run-down, needs a vitamin boost, an energy 
pick-me-up, or just a moment of recharging after one 
too many – it’s also great to have on hand for traveling, 
staying hydrated during outdoor activities and helping 
to fight cold & flu symptoms! BIOLYTE comes in three 
flavors: Citrus, Berry and new Tropical. ABV: NA 
Package: 16 oz. bottles only Availability: Now! 
Year-round

SanTan PebbleHead  
Stoney Hazy IPA
SanTan Brewing 
Company’s newest 
year-round beer, 
PebbleHead Stoney 
Hazy IPA, has arrived! 
Paradise awaits in 
this head-spinning 
blend of tropical 
tang and flavorful 
fruits. PebbleHead Stoney Hazy IPA astounds the 
senses with tart flavors of stone fruit, tangerine and 
passion fruit for the perfect balance of sweet and sour. 
Perfectly timed to launch for the warmer months ahead. 
ABV: 6.5% Packages: 12 and 24 oz. cans and draft 
Availability: Now! Year-round

La Colombe Coffee Draft Lattes

Frothy with the perfect blend of milk and cold 
brew, each La Colombe Latte is made with 
whole, real ingredients that bring the taste 
and texture of a coffeehouse latte to the 

kitchen countertop. La Colombe has the top 
three performing super-premium singles in the ready-to-
drink (RTD) category: Vanilla Draft Latte, Triple Shot 
Draft Latte and Mocha Draft Latte. The RTD coffee 
category, currently valued at $4.6B, is expected to show 
significant growth through 2024 ($7B), making it the 
fastest-growing segment in the non-alcohol beverage 
industry. Experience the full taste and texture of a true 
cold latte, complete with a frothy layer of silky foam.

La Colombe  
Vanilla Draft Latte

Vanilla Draft Latte is made with nutrient-
rich milk, cold brew and natural vanilla. 
It’s minimally sweetened with a pinch of 
cane sugar for a better, healthier morning 
jolt. Only 100 calories. Best enjoyed 
cold. ABV: NA Package: 9 oz. cans only 
Availability: Now! Year-round

La Colombe  
Mocha Draft Latte
Mocha Draft Latte is made with nutrient-rich 
milk, cold brew and real cocoa. Just 110 
calories, it’s best enjoyed cold. ABV: NA 
Package: 9 oz. cans only Availability: Now! 
Year-round

La Colombe  
Triple Shot Draft Latte
Triple Shot Draft Latte is made with nutrient-
rich milk and three shots of cold-pressed 
espresso. Lactose-free, it’s minimally-
sweetened naturally with cane sugar for 
a better-for-you, stronger jolt. Only 100 
calories. Best enjoyed cold. ABV: NA 
Package: 9 oz. cans only Availability: Now! 
Year-round

Non-
Alcoholic

Non-
Alcoholic

Now Being  
Sold by Finley

NewPRODUCTS
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NewPRODUCTS

Saint Archer  
Punchbowl Sparkler
Saint Archer has taken their award-winning brewing 
expertise down a new path with the launch of 
Punchbowl Sparkler. This fruit-forward sparkling ale 
is everything you think you want in a seltzer, but it’s 
a beer. Packed with real mango, blood orange and 
passionfruit, the first installment of Saint Archer’s 
new Sparkler Series brings you a lively, refreshing and 
easy-drinking ale that’s a perfect complement for the 
warmer months! ABV: 4.2% Package: 12 oz. cans only 
Availability: Now! Year-round

Saint Archer Mozy 7 IPA
Inspired by the cult classic and brewer’s favorite Mosaic 
DIPA, Saint Archer is bringing a new twist with Mozy 7. 
This beer was first introduced on their R&D Pilot System as 
their 7 Anniversary IPA. The reception was so overwhelming 
they decided to quickly package it for everyone! Over-
the-top aromatics provided by the combination of two 
hand-selected hop varietals (Mosaic and Idaho 7) include 
notes of exotic tropical fruit, white peach, citrus zest 
and golden tangerine. These delicate hop aromas are 
supported by a sizable amount of flaked wheat to give this 
beer the structure and stability it deserves. ABV: 7.0% 
Package: 12 oz. cans only Availability: Now! Year-round

Vizzy Hard Seltzer  
Variety Pack 2

It’s never been easier for 
shoppers to discover new, tasty 
twists on seltzer thanks to this 
brand new variety pack from 
Vizzy Hard Seltzer. With flavors 
like Papaya Passionfruit, 
Blackberry Lemon, 
Watermelon Strawberry and 

Raspberry Tangerine, there’s something for everyone 
to love. The target research has shown that 77% of 
shoppers were likely to purchase this variety pack 
because of the vibrant packaging. And, since variety 
packs drive over 70% of hard seltzer volume, they’re 
sure to fly off the shelves. Availability: Now! Year-round

Vizzy Lemonade Hard Seltzer 
Variety Pack

The only thing better than 
having it made in the shade, 
drinking lemonade, is when it’s 
with the new Vizzy Lemonade 
Hard Seltzer Variety Pack! Vizzy 
Lemonade Hard Seltzer comes in 
four delicious, refreshing flavors 
soon to be customer favorites: 
Strawberry Lemonade, Peach 

Lemonade, Raspberry Lemonade and Watermelon 
Lemonade. Shoppers are already enjoying Vizzy’s 
antioxidants and vitamin C, and they’re sure to love ’em 
in lemonade. Availability: Now! Year-round

Corona Refresca Más  
Mango Citrus
Available in Mango Citrus, Corona Refresca 
Más is a flavorful, tropical cocktail imported 
from Mexico. It offers a burst of tropical 
fruit flavor and 8% ABV for a delicious taste 
experience. ABV: 8.0% Package: 24 oz. 
cans only Availability: Now! Year-round

Corona Hard Seltzer 
Limonada Variety Pack

Inspired by authentic Mexican limonada recipes, Corona 
is excited to debut the all-new Corona Hard Seltzer 
Limonada Variety Pack. With a splash of real lemon 
and Mexican lime juice, Corona Hard Seltzer Limonada 
is sweetened with real cane sugar to deliver bright, 
yet sessionable, flavor. Included in this mix pack of 
cans are: Lemon Lime, Strawberry, Watermelon 
and Grapefruit, each with only 100 calories, 3g 
carbs, 3g sugar and 4.5% ABV. Developed for a quality 
drinking experience that is rooted in real ingredients 
and authentic cultural connection, Corona Hard Seltzer 
Limonada addresses an unmet need within the hard 
seltzer category, appealing 
to the discerning 
millennial and LDA Gen 
Z consumer, while also 
breaking through with 
Hispanic consumers. 
Availability: Year-round, 
beginning in May
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NewPRODUCTS
Dogfish Head  
Blueberry Shrub Vodka Soda

Dogfish Head Distilling Co.’s NEW 
Blueberry Shrub Vodka Soda is 
inspired by the James Beard Award-
nominated bar program at Dogfish 
Head’s geographically-enamored 
seafood restaurant, Chesapeake & 
Maine. To create this scratch-made 
libation, Dogfish Head distills its 
vodka with blueberries, blends it 
with slightly sweetened balsamic 

and red wine vinegar to make a house-made blueberry 
vodka shrub, and then mixes it with soda water. The 
result is a juicy, ready-to-drink cocktail with a subtle 
sweetness from the blueberries, and a slightly sour and 
complex fruity character from the vinegar. ABV: 7.0% 
Package: 355ml cans only Availability: Now! 
Year-round

Dogfish Head Strawberry & 
Honeyberry Vodka Lemonade

Inspired by visits to Sam’s friend’s 
honeyberry farm in coastal Maine, 
Dogfish Head Distilling Co.’s NEW 
Strawberry & Honeyberry Vodka 
Lemonade is a ready-to-drink 
cocktail with the well-balanced 
tartness of fresh-squeezed lemon 
mixed with a hint of sweet berry 
flavor. To create this scratch-
made libation, Dogfish Head 

distills its vodka with honeyberries, macerates it with 
strawberries and then blends it with a house-made 
lemonade. ABV: 7.0% Package: 355ml cans only 
Availability: Now! Year-round

Dogfish Head Cherry Bergamot 
Whiskey Sour

Developed to highlight Dogfish 
Head Distilling Co.’s award-winning 
whiskeys, this scratch-made, ready-
to-drink cocktail boasts flavors of 
oak and vanilla whiskey balanced 
with notes of citrus and dark cherry 
with a hint of honey, lemon and 
bergamot. To create its Cherry 
Bergamot Whiskey Sour, Dogfish 
Head distills its malt whiskey with 
tart cherries and bergamot orange, 

then blends it with a house-
made sour mix. ABV: 7.0% 
Package: 355ml cans only 
Availability: Now! Year-round

New Belgium Dominga  
Mimosa Sour
New Belgium is proud to introduce 
Dominga, a “mimosa sour” featuring a 
blend of their iconic wood-aged sour 
and the citrusy-sweet, detoxifying juice 
of Calamansi fruit, Clementine 
and Mexican orange, all 
blended into a refreshing and 
light wheat ale. ABV: 6.0% 
Package: 12 oz. cans only 
Availability: Now! Year-round

Western Son Lemon Vodka
When 2020 hands you lemons...MAKE VODKA! 
Western Son Vodka introduces the newest 
member to their family line-up: LEMON! 

This handcrafted spirit is made with freshly 
squeezed lemons, is 10X distilled, gluten-
free and the perfect addition to every bar. 
ABV: 30% Packages: 50 and 750ml 
bottles Availability: Now! Year-round

Flying Embers Watermelon  
Hard Kombucha
Flying Embers’ new Watermelon Hard 
Kombucha has hints of basil and sea 
salt. This culinary-inspired combo 
brings together two of summer’s most 
delicious flavors and tastes like it’s 
fresh from the garden. ABV: 4.5% 
Package: 12 oz. cans only 
Availability: Now! Year-round
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NewPRODUCTS
Schilling Big Zesty  
Guava Lemonade
Don’t worry, be happy because a simple 
sip of this tropical paradise can transport 
anyone to an island lifestyle. This cider 
is the real peel, the perfect harmony of 
sweet guava nectar and tangy lemon juice. 
Squeeze the day and let the good tides roll 
because it’s always 5 o’clock somewhere. 
ABV: 6.9% Packages: 12 and 19.2 oz. cans 
Availability: 19.2 oz. cans now, year-round; 
12 oz. cans in May for a limited time

Waveline Strawberry 
Lemonade Seltzer
Waveline is the best of both worlds. Feel 
great today with no carbs, no sugar, no 
sweeteners and absolutely no artificial 
anything. Feel great tomorrow knowing 
this tasty beverage is only 80 calories, 
with real fruit and added electrolytes. 
ABV: 4.0% Package: 19.2 oz. cans only 
Availability: Year-round, beginning in April

Athletic Brewing  
Free Wave Hazy IPA

Free Wave Hazy IPA is meant 
for the open road. Whether 
you’re cruising the Pacific 
Coast Highway in a convertible or 
tracing your way up the coast on your bike, 
Free Wave doesn’t cut corners. This mouth-
watering IPA is loaded with Amarillo, Citra, 
and Mosaic hops. Package: 12 oz. cans 
only Availability: Year-round, beginning 
in April

Holidaily Big Henry Hazy IPA
What’s behind the name? Big 
Henry is the trophy fish that’s 
always just out of reach. This 
beer is juicy and balanced, with 
waves of tropical notes and 
citrus. A gluten-free beer you 
never thought you’d land… don’t 
let this one get away! ABV: 6.3% 
Package: 12 oz. cans only 
Availability: Now! Year-round

White Claw Hard Seltzer Surge 
White Claw Hard Seltzer Surge is a blend of seltzer 
water, a gluten-free alcohol base and a hint of fruit 
flavor, complete with more bite than the original 
White Claw portfolio we all know and love.

White Claw Hard Seltzer  
Surge Blood Orange

As you take a sip of White Claw Hard 
Seltzer Surge Blood Orange, a potent, 
unmistakable blood orange taste bursts 
through, perfectly balanced with the 
right acidity and a hint of sweetness. 
Not overpowering, the new flavor is both 
tasteful and mouth-watering, like a mixed 
drink muddled with fresh blood orange. 
ABV: 8.0% Package: 16 oz. cans only 
Availability: Year-round, beginning 
in March

White Claw Hard Seltzer  
Surge Cranberry
Complete with an authentic, tart cranberry 
flavor thoughtfully paired with a hint of 
sweetness, White Claw Hard Seltzer 
Surge Cranberry is subtle and does not 
overwhelm the palate, even with 8% ABV! 
With just the right level of carbonation, 
the new offering makes for a refreshing 
alternative to mixed drinks, such as a 

vodka with cranberry juice. ABV: 8.0% Package: 16 oz. 
cans only Availability: Year-round, beginning in March

White Claw Hard Seltzer  
Iced Tea Variety Pack
Crafted with quality ingredients, White Claw Hard Seltzer 
Iced Tea is a spiked, sparkling tea with a hint of fruit, 
made using White Claw’s gluten-free alcohol base. 
Available in a variety 12-pack including four flavors – 
Lemon, Mango, Raspberry and Peach – each serving 
of White Claw Hard Seltzer Iced Tea contains 100 
calories, 5% ABV and 1g sugar. Availability: Year-round, 
beginning in March

Non-
Alcoholic
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Sapporo Pure
Sapporo Pure is 
an exceptional 
light beer crafted 
by the makers 
of the #1 selling 
Asian beer brand 
in the U.S. 
As part of the 
growing premium 
light beer 

category, Sapporo Pure is brewed to stand out to health-
conscious consumers looking to enjoy a light beer that 
cuts calories without compromising flavor. Through 
an expert brewing process, Sapporo Pure achieves a 
beautiful, soft golden hue, features hints of floral notes 
in every sip and culminates in a refreshing beer with 
a clean finish. Sapporo Pure has only 90 calories and 
2.4g carbs. Discover an unparalleled light beer that’s 
purely delicious. ABV: 4.0% Package: 12 oz. cans only 
Availability: Now! Year-round

Alpine OG Lemon Haze
This hazy IPA is brewed with citrusy hops boasting 
beautiful lemon blossom, citrus and berry aromas 
with notes of fresh apple, peach and Meyer lemon 
peel. ABV: 6.5% Packages: 12 oz. cans and draft 
Availability: Year-round, beginning in March

Big Sky Campfire Mixed 12-Pack
This versatile variety pack has 
a little something for everyone 
with four approachable styles: 
Moose Drool Brown Ale, Big 
Sky IPA, Space Goat Pale 
Ale and the rotating seasonal 
(currently Summer Honey 
Wit). A campfire is strongly 
encouraged, but definitely 

not necessary to enjoy these Montana favorites! 
Availability: Now! Year-round

Miller Lite’s Special Edition 
Latin Music Cans

Music is a social and cultural connector, 
a source of personal enjoyment, and 
an important unifier within the Latino 
community. Iconic Miller Lite comes to 
life with a design rooted in Latin music 
and culture. Inspired by the Texas Sugar 
Skull Can, a pack that had a +4.3pt 
volume lift in its first release, with 
continued lift since 2015, these special-
edition 24 oz. cans will only be available 
this summer.

Saint Archer All IPA Variety Pack
The All IPA Variety 
12-pack was introduced 
last year with great 
fanfare. This year, 
Saint Archer decided 
to include one of their 
newest offerings in the 
pack: Mozy 7 IPA. The 
All IPA Variety 12-pack 
also offers 3 other 
favorite IPA styles: Citra 7, Tropical IPA and Hazy IPA. 
Together, All IPA packs in the full range of IPAs, from 
the fruit-forward with real mango and passion fruit to a 
top-selling New England-style hazy and an evolution of 
a cult classic. It’s a modern collection that will keep you 
ready for anything. Availability: Now! Year-round

Saint Archer IPA Brand Refresh
Everything you’d expect from Saint Archer’s 
original great American India Pale Ale, 
wrapped in a bold, modern new look. As 
Saint Archer’s core line-up continues to 
evolve, the classic IPA needed to stand 
out in a crowd of noise, and it will now, 
more than ever. This IPA is hop-forward, yet 
civilized, bitter, but balanced. Amarillo and 
Mosaic hops ringing loud and clear with 
notes of citrus help support the blend of 
Centennial, Chinnook, Columbus, Simcoe 
and Citra hops. 
This classic will 
never go out 
of style. Look 
for redesigned 
6-packs and 
19.2 oz. cans. 
ABV: 7.0%

NewPACKAGES
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Share the Shine with  
Sol’s Limited-Edition  
Cinco Packaging
Cinco celebrations are best when they feel authentic, 
and this year Sol is here to help Share the Shine. 
Custom limited-edition packaging designed by famous 
Mexican artist Marka2, will hit retail in April with full-
fledged media and PR support to drive traffic. The 
unique Marka27 artwork nods to Sol’s Mexican heritage 
and will carry through to retail tools sure to stand out 
from the clutter. Availability: April

Sol Chelada 12-Packs
Sol Chelada has been rapidly growing and bringing 
in new fans since its 2019 U.S. launch. Consumer 
research suggests consumers would consider a 12 oz. 
can if available, with 72% of Hispanics aware of 
cheladas preferring a 12-pack. This new package offers 
consumers the opportunity to share with friends and 
family, plus, it’s more portable and convenient for away-
from-home occasions. Availability: Now! Year-round

Miller Genuine Draft  
Refreshed Packaging

Miller Genuine Draft is ready for its first major 
branding and packaging overhaul since it initially 
hit shelves in the U.S. 36 years ago. Gone is the 
traditional gold-and-black color motif, replaced 
by a black-and-red theme featuring MGD’s 

trademark eagle swooping over the familiar 
Miller script. The imagery gives MGD packaging 
a striking and contemporary look that will stand 
out in U.S. beer aisles, 
with the potential 
to broaden MGD’s 
appeal beyond its 
core audience. The 

new packaging outperforms 
current packaging at 75% 
to 49% purchase intent in 
market testing, so you know 
it’ll be a winner.

Blue Moon Mango Wheat  
12 oz. Cans

With warmer weather comes 
brighter beer, and Blue Moon 
Mango Wheat is here to 
reclaim the spotlight in can 
form! Now available in 12 oz. 
cans (which will replace 
12 oz. bottles) Mango Wheat 
is crafted with mangos and 
a hint of honey for a mild 

sweetness and a bright orange color with cloudy wheat 
haze. ABV: 5.4% Availability: Year-round, beginning 
in March

Blue Moon Share Pack  
Now Available in 2/12 Cans

Spring is finally here, and 
that means warmer weather. 
No matter what you’re 
getting up to, warm-weather 
activities are better when 
they’re shared with those 
you care about. The same 
goes for good beer – and 

Blue Moon’s Share Pack has something special for 
everyone, no matter what their tastes. With Blue Moon 
Belgian White, Blue Moon Mango Wheat and Blue 
Moon Honey Daze, it’s a perfect way to showcase 
the craftmanship of Blue Moon and bring some variety 
to any hangout. Availability: Year-round, beginning 
in March
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Rebranded and Reformulated 
Lagunitas Maximus Colossal IPA

Lagunitas Maximus has been rebranded 
and reformulated with 9% ABV and a new 
package design, and it’s now available in 
a 19.2 oz. can! Maximus Colossal IPA is 
kinda like the brewery’s flagship IPA on 
steroids. Brimming with pine, grapefruit 
and berries on top of floral, spicy, dank 
notes, the exotic hop character leads to 
an assertive hoppy burst. In short, hops 
on hops. Why the change? Maximus 

deserved some love and attention. 
Lagunitas brought their OG brew into 

the modern era, breaking new 
ground with their only 9% beer 
in distribution. They make a lotta 
8-percenters and people love 
’em, but 9 is louder, so why not?! 
This updated West Coast Double 

IPA will blow the minds (and taste 
buds) of the modern DIPA connoisseur. ABV: 9.0% 
Packages: 19.2 oz. cans and 12 oz. bottles 
Availability: Year-round, beginning in March

Lagunitas Hazy Wonder  
19.2 oz. Cans

A hazy and bright spectacle with a dazzling 
array of hops, Hazy Wonder is now available 
in 19.2 oz. cans. This fascinating ferment 
is full of fabulous Sabro, Citra, Cashmere 
and Comet hops for a smooth, tropical 
fruitiness. This slightly bitter, densely 
hazy phenomenon is wondrously light in 
mouthfeel, keeping you satiated yet still 
coming back for more thanks to that sweet-
spot 6% ABV. Whoa. 19.2 oz. cans will be 
in addition to 12 oz. cans already offered. 
Availability: Year-round, beginning in March

Mike’s Hard Lemonade  
12 oz. Slim Cans
Beginning this spring, Mike’s Variety Pack is being 
converted from 12 oz. classic cans to 12 oz. slim cans. 
This sleek can package 
is sure to attract new, 
high-end consumers to 
the Mike’s franchise. 
Availability: Year-round, 
beginning in April

White Claw Variety Pack  
Flavor Collection No. 3
White Claw Variety Packs are 
the #1 and #2 hard seltzer 
SKUs, growing +152% in dollar 
sales. Because new flavors 
draw incrementality, White 
Claw is introducing their newest 
variety pack: White Claw Hard 
Seltzer Variety Pack Flavor Collection No. 3. This mix 
includes exciting new hard seltzer flavors Blackberry, 
Strawberry and Pineapple, plus fan favorite Mango. 
Availability: Year-round, beginning in March

White Claw Watermelon  
4/6 and 2/12-Packs
White Claw Watermelon will be 
available year-round in 6-packs 
and 12-packs this spring! A 
popular flavor in the variety packs, 
Watermelon has the 3rd highest 
social media mentions behind 
Mango & Black Cherry. This sweet and refreshing flavor 
is complemented by the pure refreshment of White 
Claw Hard Seltzer. Delight in the delicate taste of fresh 
watermelon. ABV: 5.0% Package: 12 oz. cans only 
Availability: Year-round, beginning in March

New Flavor in the Truly 
Lemonade Hard Seltzer Mix Pack
A brand-new flavor, Watermelon 
Lemonade, will be replacing Black 
Cherry Lemonade in the Truly 
Lemonade Variety Pack. A refreshing 
mix of hard seltzer and lemonade 
with sweet and juicy watermelon 
flavor, Watermelon Lemonade 
will join Original Lemonade, Mango Lemonade 
and Strawberry Lemonade in the variety pack. 
Availability: March

Angry Orchard Kickin’ It Mix
As the Official Hard Cider of The 
CONCACAF Gold Cup, Angry Orchard 
is bringing all the flavor to any soccer 
(or other) celebrations this season 
with the new limited-edition variety 
pack, available in bottles. Featuring 
fan favorite Crisp Apple, hazy and less 
sweet Unfiltered and two new fruit 
ciders, Peach Mango and Strawberry, 
the Kickin’ It Mix has got a flavor for everyone. 
Availability: Now!
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Dragoon 12 oz. Cans

Same great beer, convenient 
new package. Your favorite 
Dragoon brews are now 
available in 6-packs of 12 oz. 
cans. Dragoon IPA, Santa 
Cruz’r and Refraction 
6-packs are available now! 
Availability: Now! Year-round

Ten55 XOXO  
Coffee Stout 16 oz. Cans
A sweet stout by style, this is arguably 
the Ten55 signature beer. Partnering with 
Tucson, AZ locals, Exo Coffee Roasters, 
to source free trade coffee, this unique 
coffee stout is infused with cold brew 
to capture more of the diversity in the 

coffee’s flavor. Magnum and East Kent Goldings hops 
provide bitterness and flavor enough to make this 
a one-of-a-kind beer, now available in 16 oz. cans! 
Availability: Year-round, beginning in April

Anchor Brewing Redesign
When’s the best time to update 
your logos and packaging? For 
some breweries, it’s every decade 
or so. For the legendary Anchor 
Brewing in San Francisco, CA, it’s 
been 125 years! That’s right, the 
OG of craft beer has decided to 
celebrate their 125th year with a 
new, evolved logo and packaging 

refresh. Don’t worry, the iconic beers that helped pave 
the way for the modern craft beer revolution remain the 
classic recipes handmade in San Fran.

The new look has a bolder color scheme (dubbed “retro-
modern aesthetic” by the brewery) with some familiar 
elements. The anchor remains front and center and 
they’ve kept the same iconic bottle but made the label 
slimmer to make the bottle look sleeker. They have also 
incorporated two short, simple messages about the 
brewery’s ties to SF and what a Steam beer actually is.

Anchor Steam Beer (available now in bottles, cans 
and on draft), Liberty Ale (available now in bottles) and 
Christmas Ale (returning this winter) will see fresh new 
looks that will make the beers more cohesive with the 
Anchor Brewing name, while paying tribute to the history 
of the legendary brewery.

Anchor Brewing is excited for the future and wants fans 
to remember, “Our past may be storied, but our story 
isn’t finished. Anchors raised to the next 125 years.”

Firestone Walker Mind Haze 
Double IPA 19.2 oz. Cans
Currently available in 12 oz. cans and draft, 
Mind Haze Double IPA will soon be available in 
19.2 oz. single serve cans as well. Firestone 
Walker’s juiciest, fruitiest and haziest IPA 
ever, made for the maximum in tropical hop 
flavor, Mind Haze Double IPA is all about 
taking the brewery’s signature Mind Haze IPA 
to the next level. In the words of Brewmaster 
Matt Brynildson, “We challenged ourselves to 
create amazing hop flavors with luscious textures, and to 
ultimately deliver all of the hedonistic flavor and strength 
you could ever want from a hazy IPA.” ABV: 8.3% 
Availability: Year-round, beginning in March

New Flavors Coming to the 
Redesigned Big Sky Spiked 
Seltzer Variety 12-Pack
Brewed with raw sugar cane, 
pure Montana water and all-
natural flavors, Big Sky Spiked 
Seltzers are clean, crisp, and 
guaranteed to make you take 
multiple trips to the fridge or 
cooler for more. Four unique 
flavors are featured in the 
Variety Pack: classic flavors Huckleberry and Ginger 
Lemon Basil are joined by Huckleberry Lemonade 
and Mango, brand-new flavors just in time for Summer 
2021. Availability: Year-round, beginning in June

good2grow PODZ – New 
Characters
good2grow PODZ is launching new characters 
this summer from Jurassic World, 
Disney Princess and Marvel’s 
Venom. good2grow PODZ is a line 
of flavored waters featuring detailed 
3D character tops from some of 
the largest names in entertainment. 
These flavored waters are a good 
source of Vitamin D and calcium. 
Bring home a smile with good2grow 
PODZ. Availability: Year-round, 
beginning in April

Non-
Alcoholic
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Saint Archer Peach Gose
Modeled after the tart beers of Northern Germany, this 
session beer is the perfect drink for the outdoors! Crisp, 
fruity esters play alongside salinity from Himalayan 
pink sea salt and spice from ground coriander. With 
Pilsner and wheat malts as a backbone, the use 
of Lactobacillus really shines through. Real peach 
puree is added to balance out the tart front with a 
soft fruit sweetness and light, salty finish. ABV: 4.0% 
Packages: 12 oz. cans and draft Availability: Now!

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 we 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.

Mike’s Hard Pineapple 
Strawberry Lemonade
Mike’s newest seasonal is the perfect 
blend of lemon with sweet, tangy 
pineapple and juicy, ripe strawberry 
flavor. There’s an ideal balance of 
tartness and sweetness that makes Mike’s 
Hard Pineapple Strawberry Lemonade 
extremely drinkable, and a clean finish 
that makes every sip incredibly refreshing. 
ABV: 5.0% Package: 12 oz. bottles only 
Availability: May

NEW!

Smirnoff Red, White & Berry 
Launch
Smirnoff Red, White & Berry is back for the warm 
weather and the portfolio is bringing all the options to 
celebrate the summer with Seltzer, Ice and new SMASH!

Smirnoff Ice  
Red, White & Berry
This flavored malt beverage has an 
amazingly cooling taste of citrus, 
blue raspberry and cherry flavors all 
combined for a blast of flavor. Enjoy 
the burst of berry flavor with Smirnoff 
Ice Red, White & Berry! ABV: 4.5% 
Package: 12 oz. bottles only 
Availability: April

Smirnoff Seltzer  
Red, White & Berry

With zero sugar, 90 calories, 1g carbs, 
4.5% ABV, no artificial sweeteners and 
clear liquid, Smirnoff Hard Seltzer Red, 
White & Berry has a deliciously refreshing 
cherry, citrus and blue raspberry flavor. 
ABV: 4.5% Package: 12 oz. cans only 
Availability: Now!

Smirnoff Ice 
SMASH  

Red, White & Berry
New Smirnoff Ice SMASH 

Red, White & Berry is 
a harmonious blend 
of bright red cherries 

and blue raspberry with 
a refreshing citrus finish. 

ABV: 8.0% Package: 23.5 oz. 
cans only Availability: Year-round, 
beginning in April

NEW!
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Samuel Adams Variety Packs will see an outer 
packaging and name change in May to cue summer 
holidays, transitioning from Sips of Summer 
to Beers of Summer with the same SKU, UPC 
and beers.

Samuel 
Adams Sips 
of Summer 
Variety Pack
The Sips of Summer 
Variety Pack features 
easy-drinking beers for 
all occasions. Seasonal 

favorites Summer Ale and Porch Rocker are joined by 
two new variety pack exclusives: Beach Session IPA is 
a bright and lively IPA boasting a crisp, tropical aroma 
from Mosaic hops, while crisp, refreshing Lawn Chair 
Lager features Huell Melon hops from Bavaria with 
hints of honeydew and strawberry. Package: 12 oz. 
bottles only Availability: March

Samuel 
Adams Beers 
of Summer 
Variety Pack
This mix pack featuring 
limited-edition 
Americana red, white 
and blue packaging will 

generate excitement during key summer celebrations 
from Memorial Day to Fourth of July. The Beers of 
Summer Bottle Variety Pack includes Samuel Adams 
Summer Ale, Porch Rocker, Lawn Chair Lager and 
Beach Session IPA. Availability: May

Dogfish Head Mango Smoovie
Inspired by lassi, a fruit-
based Indian drink, 
Mango Smoovie is a tart 
ale brewed with boatloads 
of real mango and tangerine, as 
well as lactose, vanilla, yellow 
cardamom and a touch of rose 
water. The resulting fruit-forward 
libation is chock-full of sweet 
mango and vanilla flavors on 
the front, and a subtle, warm 
spice finish. Part of Dogfish 
Head’s Off-Centered Art 
Series, Mango Smoovie 
features colorful artwork by 
Ryan Besch, the brewery’s 
collaborating artist for 
2021. ABV: 6.5% 
Package: 12 oz. bottles only 
Availability: April

Samuel Adams Summer Ale
Golden, hazy and thirst-quenching, 
this American citrus wheat ale is 
synonymous with summer. Sam 
Adams’ blend of orange, lime and 
lemon peel creates a refreshing 
citrus aroma, while grains of paradise 
accent the crisp wheat character with 
a subtle spice that finishes clean. 
Iconic as it is refreshing, Summer 
Ale is just right for any summer 
day. ABV: 5.3% Packages: 12 oz. bottles and draft 
(also in the Samuel Adams Summer Variety Packs) 
Availability: Now!

NEW!

Athletic Brewing  
Cerveza Atletica

Cerveza Atletica is a 
refreshing Mexican light 
copper lager perfect 
for summer. The brew 
has a light copper 

hue with the aroma and 
flavor of delicate bread crust and 
golden treacle balanced with light 
spicy and floral notes from the 
noble hop, German Hersbrucker. 
Package: 12 oz. cans only Availability: Now!

Non-
Alcoholic
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New Belgium  
VooDoo Ranger V2K IPA

Say goodbye 
to your semi-
charmed life, 
and wassup to 
a bittersweet symphony 
of grapefruit and guava, 
perfectly in sync in this 
hazy IPA. ABV: 6.9% 
Packages: 12 oz. cans 
and draft Availability: April

New Belgium  
Summer Bliss Wheat

Summer Bliss is an 
easy-drinking wheat 
beer featuring waves of 
citrusy-sweet mango and Myer lemons, 
complimented with a touch of coriander 
and coconut to bring those tropical 
aromas to life. It won’t be around 
for long, so get your bliss and raise 
a glass to the sunny days to come. 
ABV: 5.5% Package: 12 oz. cans only 
Availability: May

Shiner Hill Country Peach Wheat
When you take a traditional 
wheat beer and add freshly 
picked peaches from Jenschke 
Orchards in Fredricksburg, 

Texas, you get a match made in 
heaven. Peach Wheat is slightly sweet and 
unfiltered with a golden haze. ABV: 4.5% 
Package: 12 oz. bottles only 
Availability: May

NEW!

NEW!

NEW!

Lagunitas StereoHopic IPA Vol. 2
The StereoHopic Series channels Lagunitas’ 
25+ year hop love affair into a spotlight 
on two special varietals at once – and the 
interestingness that happens between 
them. This second volume shows what 
happens when the resiny, spicy notes 
of the elusive Alsatian Elixir hop mingle 
with Yakima’s noble and floral Loral hop. 
ABV: 7.2% Package: 12 oz. bottles only 
Availability: May

Lagunitas The Waldos’  
Special Ale Triple IPA

Now available in 
4-pack bottles, 
The Waldos’ is 
the dankest and 

hoppiest beer ever 
brewed by Lagunitas, 

made in honor of the origins 
of 420. It’s herbaceous, 
botanical, resinous and 
dank… brewed for Treasure 
Hunters everywhere. 
ABV: 11.7% Packages: 12 oz. bottles and draft 
Availability: Very limited quantities in March

NOW IN 
4-PACKS!

SanTan Mr. Pineapple
SanTan Brewing Company’s award-winning and most 
popular seasonal brew, Mr. Pineapple, is back and ready 
for all your summer pool parties. Mr. Pineapple is a 
stylish wheat with a tropical personality. Fresh pineapple 
juice from Fair Trade Costa Rican farms is infused into 
a traditional wheat beer to give it 
some seriously cool character. Mr. 
Pineapple has won silver medals at 
the Great American Beer Festival 
and World Beer Cup. ABV: 5.0% 
Packages: 12 oz. cans and draft 
Availability: April
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InDEMAND

Schöfferhofer 
Grapefruit

As you might’ve guessed, this 
beer is from Germany. What 
might surprise you is that this 
is the world’s first Hefeweizen 
grapefruit beer. It’s a 50/50 
blend of Schöfferhofer 
Hefeweizen beer and natural 
carbonated grapefruit flavor 
for a zesty and fizzy taste 
experience. Crisp and 
refreshing, Schöfferhofer 
Grapefruit can be enjoyed all 
year round, any time of day.

Abita 
Purple Haze
Purple Haze is a lager brewed with real raspberries 
added after filtration, plus pilsner and wheat malts 
and Vanguard hops. The berries add a fruity aroma, 
tartly sweet taste along with a subtle purple color and 

haze...you may even see 
fruit pulp in the beer. 
This beer is best served 
with salads or light fruit 
desserts like soufflés 
or chiffon cakes. It’s 
also great paired with 
entrees prepared with 
fruit, especially citrus. Or 
just enjoy Purple Haze® 
alone at the end of your 
meal as dessert.

Bell’s 
Oberon Ale
Oberon is a wheat ale fermented with Bell’s signature 
house ale yeast, mixing a spicy hop character with mildly 
fruity aromas. The addition of wheat malt lends a smooth 
mouthfeel, making it a classic warm weather beer. Made 

with only 4 ingredients, 
and without the use of 
any spices or fruit, Oberon 
is the color and scent of 
sunny afternoon. Oberon is 
seasonal in most parts of 
the country, but we’re lucky 
to have it year-round here 
in Tucson.

Summer in the desert usually starts around March 
and runs through October (at least). And even though 
our Tucson summer nights are magical, it sure does 
get HOT during the day. Consumers want a beer 
that’s cold, crisp, light and refreshing. Craft beer 
sometimes has a reputation for being too strong or 
too hoppy – just too much for long, hot days. But 
there are plenty of thirst-quenching craft brews 
out there to help consumers beat the heat without 
having to wait for those summer seasonals to be 
released. Here’s a quick look at some tasty beers 
available year-round that pair perfectly with our hot, 
dry summer months.

THE BEERS OF
SUMMER
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InDEMAND

SanTan 
PebbleHead  
Stoney Hazy IPA
Paradise awaits in this head-spinning blend of 
tropical tang and flavorful fruits. PebbleHead Stoney 

Hazy IPA astounds the 
senses with tart flavors 
of stone fruit, tangerine 
and passion fruit for the 
perfect balance of sweet 
and sour. PebbleHead 
Stoney Hazy IPA is a 
new take on the rising 
Hazy IPA category, and 
is approachable for non-
IPA consumers. The hop 
profile is built to add 
loads of fresh fruit flavors 
without the lingering 
bitterness of some 
IPA styles.

Great Divide 
Colette Farmhouse Ale
Colette is Great Divide’s homage to the saisons that 
Belgian farm workers have enjoyed for centuries. 

Brewed with barley, 
wheat and rice and 
fermented at high 
temperatures with a 
special blend of four 
different yeast strains, 
Colette is fruity and 
slightly tart, with a dry 
finish that makes it 
that rarest of treats – a 
beer as refreshing as 
it is complex. With a 
BeerAdvocate Score of 
92, this beer was also 
awarded the Silver Medal 
in the French & Belgian-
Style Saison category 
at the 2010 Great 
American Beer Festival.

Huss 
Koffee Kölsch
Huss’s traditional, light-bodied Kolsch is cold-
steeped with freshly roasted caramel and hazelnut 
coffee beans. This amazingly unique brew drinks 

as light as any 
lager, yet packs a 
delicious coffee 
punch. It also 
won Gold at the 
2017 American 
Canned Craft 
Beer Championship.

Mother Earth 
Cali Creamin’  
Vanilla Cream Ale
Mother Earth’s flagship offering is golden to pale in color, 
with low bitterness, medium body and a white head. Cali 

Creamin’ has redefined the 
category and made a classic 
style cool again. A bit of 
Madagascar Vanilla Bean 
gives it that “Cream Soda” 
kick. This beer finishes dry 
despite a subtle perceived 
sweetness from the vanilla. 
Great any time of year.
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Coors Light is Ready 
to Kick Off “How We 
Chill” in Arizona
With the success of last summer’s 
sunglasses packaging and promotion, 
Coors Light is ready to kick off Chill 
with Summer 2.0. The new aviator 
sunglasses design evolves the laid-
back look, and the new scannable 
functionality on Coors Light cans 
makes winning even easier. That 
means even better recruitment, 
continued engagement and more 
brand love! The program, dubbed 
“How We Chill in Arizona,” invites 
shoppers to maximize their chill time 
with interactive sunglasses packaging 
they can scan to unlock an AR 
experience or take a selfie with the 
cans over their eyes for a chance to 
win covetable prizes. Across every 
class of trade, the new promotional 
point-of-sale will pull in shoppers 
and show off what they can instantly 
win. No matter how they Chill, when 
they’ve got a Coors Light, they’ll be 
Chilling their way… the best way.

Take a Summer Stonecation with  
Keystone Light
This summer, Keystone Light is helping fans take the “stonecation” of 
their dreams with a chance to win a $10,000 cash prize. Sweepstakes 
messaging will appear through engaging point-of-sale, digital ads and retail 
displays that will drive frequency all summer long. The sweeps prize is sure 
to recruit new drinkers and drive repeat engagement during the summer. 
Who can say no to $10,000 for the perfect vacation, courtesy of their 
favorite beer?

Discover Lighter Days and  
Brighter Nights with Blue Moon
Blue Moon is bringing you Lighter Days and Brighter Nights this 
summer. When shoppers scan their Belgian White or LightSky, they’ll 
unlock an extraordinarily immersive AR experience and get the chance 
to win $5 Venmo cash. Summer-forward displays at retail with deck 
chairs and Solo stoves will tell them how they can win and inspire 
shoppers to keep Blue Moon on hand from morning to evening.

MOVO for Mom
Mom deserves more than just a little me time – 
and now, there’s a drink for that. Give her Mother’s 
Day a little sparkle with MOVO wine spritzers made 
with wine, sparkling 
water, real fruit juice and 
natural flavors at only 100 
calories! Plus, moms will 
get a chance to win a 
MOVO-branded mini fridge 
so that MOVO o’clock is 
any time she desires. Talk 
about incentivization!
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Topo Chico’s  
Social Sweeps
From April 15 through July 
4 consumers will have the 
chance to win a custom 
Topo Chico-branded 
Bluetooth speaker. To enter, 
shoppers simply post a 
photo to social media, tag 
@TopoChicoHardSeltzerUSA 
and add a custom hashtag 
for a chance to win a speaker 
daily. The program will be 
supported with point-of-sale as 
well as local media and paid 
social promotion, with a focus 
on the Cinco de Mayo holiday.

Miller Lite LGBTQ 
Program Gets an 
Upgrade
Miller Lite’s Pride program is 
back this year with a renewed 
commitment to the LGBTQ 
community. They’ve given 
their branded merch and 
tools a refresh, updating them 
to include a modern, more 
inclusive Pride flag with black 
and brown stripes. Through 
consistent, inclusive efforts, 
Miller Lite is showing the 
LGBTQ community they’re here 
as an ally.

Vizzy Makes Being 
Vizzible Possible
LGBTQ drinkers should feel seen 
and heard, not just during Pride, 
but year-round – and that’s where 
Vizzy comes in. Vizzy is here to 
help everyone be Vizzible through 
a three-year partnership with 
the Human Rights Campaign 
(including a $1 million donation). 
This messaging, along with 
branded merch like cute hand 
fans and enamel pronoun pins, 
will inspire purchase and continue 
to solidify Vizzy’s brand affinity, 
identifying them as true partners 
with the LGBTQ community.

Chase the Sun with Bell’s
Tap into an Oberon state of mind on a sunny afternoon 
and Chase the Sun into the mountains or out to the 
beach with this consumer sweepstakes. Through May 
31, consumers can visit Bellsbeer.com/Sun or text 
“OberonSun” to 31996 for a chance to win. Ten Grand 
Prize Winners get their choice of a custom Oberon 
mountain bike or paddle board. Program support 
includes custom point-of-sale, a social media spotlight, 
top billing on Bellsbeer.com and more.
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White Claw  
Kentucky Derby
This April and May, White Claw 
is giving away two tickets to 
the 2022 Kentucky Derby via 
a text-to-win promotion! The 
Kentucky Derby aligns with White 
Claw’s premium positioning and 
national appeal.

Mike’s Lemonade 
Seltzer Teams Up 
with Spotify
From April through June, consumers 
can win a premium Spotify 
membership and access to a curated 
playlist by Mike’s and Spotify. 
Consumers will scan a QR code 
located on themed point-of-sale for a 
playlist featuring Mike’s “Fresh Picks” 
artists. The playlist populates based 
on user preferences and weekly 
auto updates.

Make Waves  
with YETI and  
White Claw
This April through August, via 
QR code scan, shoppers can 
enter to win a White Claw 
grand prize beach pack that 
includes a branded YETI cooler 
and custom paddleboard for 
the perfect outdoor experience. 
Other prizes include White 
Claw/YETI items like a hard-
sided cooler & slim can 
coasters. Over 3,000 prizes 
are available to win!

Spice Up Your 
White Claw
White Claw will cross promote 
with chili lime seasoning 
to inspire shoppers to add 
some spice to their favorite 
White Claw Flavor. Tap into 
this occasion that is already 
happening organically with 
White Claw shoppers posting 
their spice-rimmed White Claws 
on social media!

Cayman Jack  
Home Bar Makeover
This April through August, Cayman Jack 
is giving away a home bar makeover. 
Shoppers can enter to win the perfect 
in-home speakeasy or Cayman Jack-
branded glasses by scanning a QR 
code on in-store signage. Over 500 
prizes available to win!
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#ProtectOurBeaches  
with Corona
This summer, in partnership with Oceanic Global, 
Corona is building on their mission to Protect our 
Beaches and turn the tide on plastic pollution. From 
May through August, consumers will be called to 
scan a QR code to enter for a chance to go on an 
eco-friendly beach getaway to the 1 Hotel in South 
Beach Miami or win a collection of beach-friendly 
Corona gear. Limited-edition summer packaging 
will return and drive awareness to the cause.El Sabor de  

Cinco de Mayo
As the #1 import beer of Cinco 
de Mayo, Modelo is continuing its 
momentum by inviting consumers 
to experience El Sabor de Cinco de 
Mayo. All-new bilingual thematic 
point-of-sale will feature Mexican-
inspired tile. As the authentic 
beer of choice for Cinco de Mayo 
celebrations, Modelo’s TV and media 
plan will include both English and 
Spanish language TV coupled with 
a strong social and digital presence 
across platforms like Roku, Hulu, 
Instagram and YouTube.

Pacifico Preserves
After a hugely successful 2020 program with over 500,000 entries, Pacifico is continuing its 
partnership with The Conservation Alliance to connect with Gen Z consumers’ number one concern: 
environmental sustainability. In 2020, Pacifico helped fund 50+ outdoor organizations and will 
continue that momentum into 2021. Consumers will have the chance to win one of Pacifico’s curated 
travel-gear packs to hit the road in style and experience the impact of their mission first-hand. 
With each entry, Pacifico will donate to The Conservation Alliance – up to $100,000. The program 
will feature limited-edition promotional packaging, digital and social support and dedicated TV.

Victoria Extends Its Partnership with WWE & Rey Mysterio
Earlier this year, Victoria launched 
a new partnership with the WWE. 
Building on the alliance that runs 
through August, Victoria has 
announced it is now the official beer 
of SummerSlam! This exciting new 
sponsorship hits on a key passion 
point of the unacculturated Hispanic 
consumer. WWE Smackdown is the 
#4 ranked television program among 
Hispanics, watched by 1.4 million 
Hispanics each week. SummerSlam 
features WWE Superstar and Hall 
of Famer Rey Mysterio as the 

Victoria ambassador. As the greatest 
cruiserweight in pro wrestling history, 
and one of the most successful 
wrestlers of Mexican origin in WWE 
history, Rey Mysterio is the perfect 
partner for Victoria, a rich Mexican 
beer with a proud heritage and 
long tradition of bringing people 
together. Given the Mexican roots of 
both, this authentic partnership is 
a perfect fit. The partnership will be 
supported via a robust media plan 
that includes Victoria-sponsored TV 
segments airing during SummerSlam 

garnering 14.5 million planned 
impressions and a digital and social 
media plan across WWE’s social and 
YouTube channels, adding 8.4 million 
planned impressions.

Fiesta Further with Pacifico
Pacifico believes Cinco de Mayo is more 
than just a day. It’s being in the moment. 
It’s getting together and raising your glass 
(or bottle) to the independent spirit in you. 
This year, Pacifico is celebrating in a big way 
and encouraging consumers to Fiesta Further 
by bringing award-winning illustrator Daniel 
Diosdado’s artwork to life on all-new thematic 
point-of-sale. National TV launches in April 
with an all-new focus on digital first to reach 
millennial and LDA Gen Z consumers.
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Soccer Anytime with 
Heineken
As the only beer served in as many 
countries as the game is played, 
Heineken and soccer go hand in 
hand. By connecting with fans via 
MLS, UCL or Euro sponsorships, 
Heineken supports fans of the 
beautiful game because of the 
passion, excitement and commitment 
they show to soccer every day. 
Whether you’re a fan of the foreign 
leagues or your allegiance is to 
MLS, in 2021, Heineken will remove 
barriers between fans and their 
passion with Soccer Anytime. With 
a QR code scan, consumers will 
be taken to the Heineken Soccer 
Dashboard where they’ll have a 
chance to enter the Match Day 
sweepstakes and complete various 
engagements to earn additional 
sweeps entries.

Summer of Dos
Whether it’s poolside, lakefront, or in 
the backyard, consumers cannot wait to 
experience some summertime fun while 
making memories along the way. That’s 
why Dos Equis is going to help three lucky 
consumers make a splash this summer with 
a summer getaway of their choice. Plus, to 
ensure even more Dos Equis consumers 
are enjoying summer, they’re giving away 
summer essentials packs all summer long.

Heineken Ultimate Summer Takeover 
Sweepstakes
Now, more than ever, consumers are looking for new ways to enhance their 
outdoor space for summer entertaining. This year, Heineken is taking the stress 
out of at-home entertaining by helping consumers enhance their summer 
party setup. Through an engaging scratch-to-reveal sweepstakes that runs May 
through September, consumers can win the ultimate summer takeover kit or 
a variety of secondary Heineken swag prizes. With a simple QR code scan, 
consumers will enter the sweepstakes by participating in an interactive scratch-
to-reveal mechanic, where they will scratch the star on the digital Heineken 
can to reveal if they’ve won the grand prize or a variety of secondary prizes. The 
grand prize includes a grill, lounge chairs, Kan Jam, a bag cooler, umbrellas, 
hats, koozies, sunglasses, a backpack and a gift card!

Lagunitas Lawn Chair Games
Spring into summer with Lagunitas’ Lawn Chair Games! The best 
games are played with beers in hand, which is why Lagunitas 
is offering consumers a chance to win custom games and gear 
perfect for the backyard, parking lot pregame or wherever they 
happen to be passing the time. Consumers will scan a QR code 
on themed point-of-sale for a chance to win a gnome bowling 
set, an outdoor shuffleboard table or a custom Igloo cooler.
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Build a Better 
Biergarten with 
Paulaner
From mid-March through mid-May, 
Paulaner, the official beer of the 
biergarten, is hosting an online trivia 
game where all questions are related 
to biergartens. Consumers can follow 
@PaulanerUSA on Instagram, look 
for biergarten trivia posts on Tuesdays 
and comment with the answers. All 
correct answers will be entered into 
a random drawing each week. At 
the end of the sweepstakes, a grand 
prize winner will be chosen from the 
weekly winners and awarded official 
Paulaner biergarten prizes!

Truly Hard Seltzer Presents The Barstool Classic
Competitive golf the Barstool way. Built for the common golfer, The Barstool Classic is the 
greatest combination of competition, camaraderie and fun the golf world has ever seen. A 
team’s registration fee covers 18 holes of golf, breakfast, lunch, Truly Hard Seltzer all day, 
a tee gift, no less than 2 premium handmade cigars, prizes and more. Top teams earn 
a spot at the Championship in November, where the winning team earns $10,000. The 
Barstool Classic presented by Truly Hard Seltzer comes to Scottsdale, Arizona May 24 and 
May 25. Come for the golf, stay for the Truly.

Dogfish Head Analog Beer for the  
Digital Age
This on- and off-premise music-centric retail campaign will drive displays 
and features for 60 Minute IPA, Slightly Mighty, Hazy-O! and the Box That 
Goes BOOOM!. Key components of the program include thematic point-of-
sale items, coupons and price promotions and a text-to-win contest.

Paulaner USA to Import Tsingtao
Paulaner USA, the exclusive U.S. 
importer of a legendary portfolio of 
premium German beers, welcomes 
leading Asian import Tsingtao to 
its portfolio. Under this agreement, 
Paulaner will be the exclusive U.S. 
importer of the largest selling Chinese 
beer in the U.S. Effective April 2, 
2021, the Tsingtao portfolio will be 
available in all 50 states.

“We believe that we can offer the 
brand the support and strategies 
necessary to expand their business 
beyond its traditional Asian restaurant 
base,” said Steve Hauser, President 
and CEO of Paulaner USA.

Paulaner and Hacker-Pschorr brands 
were among the fastest growing 
German beers in the U.S. in 2020, 
according to IRI. The company’s focus 
on the grocery, mass merchandising 
and convenience channels resulted in 
these gains.

“For many years Paulaner USA 
sourced a significant portion 
of its business from the 
on-premise, particularly 
in German restaurants. 
Over the past five 
years we recognized 

that if we were to grow our business 
substantially, we needed to expand 
our off-premise presence, while 
maintaining our core restaurant base. 
The strategies and tactics that drove 
our German brand growth apply 
perfectly to the opportunity to grow the 
Tsingtao business,” concluded Hauser.

Franklin Ma, Chairman of Tsingtao 
Brewery International, said, “We 
respect the Paulaner brands for 
the quality of their beers and their 
business performance, which gives 
us confidence in their representation 
of our brands in the U.S. In many 
ways this is a logical place for us to 
be, given that among the founding 
members of our Tsingtao brewery 
in 1903 were German masters.” 
Tsingtao beer is regarded as a fusion 
of west and east, bringing together 
a unique formula of bold Chinese 
craftsmanship, refined German 
technology and the most extraordinary 
selection of ingredients.
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The title of this 
article might be a 
little off because, 
let’s face it, any 
dinner can be 
a beer dinner. 
But, for purposes 
of today’s 

discussion, we are going to focus 
on those dinners that are planned 
as beer dinners, usually at a nice 
restaurant or hotel ballroom.

What is a beer dinner? Great question 
and one that you might have if you 
have never attended one. A beer 
dinner is typically a three- to five-
course meal during which a different 
style of beer is served with each 
course. Each beer is specifically 
chosen by the chef or Cicerone to pair 
properly with the dish being served. In 
many cases, the chef will cook with 
the beer being served or another beer 
that will complement the meal. Often, 
the dinners focus on one brewery and 
feature commentary during the meal 
from the Brewmaster or some other 
brewery representative. Other times, 
the chef will choose from everything 
available, with no thought to which 
brewery, just the best possible pairing. 
Either one can be enjoyable, and 
both have their merits. It is nice to 
have the brewer of a particular beer 
discussing the beer while you eat, 
but the larger variety offered at the 
latter style of dinner usually provides 
a better overall meal. Here’s the good 
news: just because beer dinners are 
“typically” held at restaurants, that 
doesn’t mean you can’t put one 
together yourself using basic principles 
of food and beer pairing.

How is a beer dinner put together? 
Most chefs start with a basic 
concept of what they want to do, 
like a theme. Next, they taste beers 
that are available to them, and 
start narrowing down which beers 
they want to use and what dishes 
will go best with them. Finally, they 
decide on the menu and the beer 

pairings. As dishes are prepared, 
the seasonings can be adjusted to 
provide the best complement to the 
beers. In other cases, the chef will 
start with the food and look for beers 
that will pair well, again adjusting 
the preparation of each dish to 
emphasize the beer pairing. Either 
way works, but the former tends to 
be a little more efficient and provide 
the best possible pairings. The chefs 
also tend to enjoy that more since it 
allows them to really exercise their 
creative muscles and do something a 
little different.

If you’re wondering what makes 
a beer and food pairing special 
consider pairing Lagunitas Sucks with 
slow-Poached Arctic Char served with 
Artichoke Salad, Chipotle Aioli and 
Micro-Arugula. Or what about Butter-
Poached Gulf Prawns, Applewood 
Bacon Flan and Citrus Nage with 
805? For dessert, how about Molten 
Chocolate Cake with Caramel 
Sabayon and Fleur du Sel paired with 
Great Divide Yeti Imperial Stout?

Beer dinners can be simple or 
extravagant, inexpensive or pricey. I 
have been to very enjoyable meals 
that have featured pizza and burgers 
at a cost of only $30, and I have 
also had incredible dinners with 
extravagant meals costing over $100. 
Both were fun events for what they 
were, and, while the $100 meal was 
close to perfection, the pizza and 
burger meal was much more casual 
and included a bunch of fun people 
who really added to the event. On 
average, it seems as if four courses 
costing around $50 is the norm for 
these events.

One of the biggest beer dinners ever 
held was done at one of the best 
beer bars in the country, Toronado 
Pub in San Francisco. Featuring 
twelve courses, twenty-one beers 
served and a total of 48 beers 
overall, including the ones used in 
cooking, it lasted over five hours.

How about the in-home beer dinner? 
You can hire a private chef, or 
prepare it yourself. The best way is 
to get a few friends together (safely, 
of course), decide what would be 
good dishes and pairings, and divide 
up the work. Everybody can be 
responsible for one of the courses, 
match the beers, prepare the food 
and discuss the pairing at the dinner. 
It’s a different type of dinner party, 
and one that should be a good time. 
One recommendation if you are 
planning a beer dinner at home, pick 
up a copy of The Brewmaster’s Table 
by Garrett Oliver.

We have seen quite a few beer 
dinners in Arizona over the years. 
As we start to see more things open 
up, we will see more events, which 
means more beer dinners. So, get 
out and enjoy one of them and see 
how special beer and food really are 
together. And if you’re planning a 
really nice beer dinner at home, you 
know where to reach me.

Beer Dinners
By Chuck Knoll “Here’s the good 

news: just because 

beer dinners are 

‘typically’ held 

at restaurants, 

that doesn’t mean 

you can’t put one 

together yourself 

using basic 

principles of food 

and beer pairing.”

The BeerGUY
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Consumer preferences 

have changed, but not 

all shelf sets or cooler 

door offerings have 

kept pace with those 

changes. National 

and local hard ciders 

are in demand. These 

margin-friendly FMBs 

are options your 

customers will buy if 

they can find them. 

Woodchuck Hard Cider  
100 Variety Pack 

This variety of 100 calorie ciders 
includes Black Cherry, Cranberry 
Lime, Watermelon and Citrus 
flavors in a convenient 12-pack of 
cans. Sales of canned ciders are up 
37% due to new, fruit flavors. 

Angry Orchard Peach Mango 
Hard Fruit Cider

This hard cider offers the crisp, 
fresh apple flavor you expect from 
Angry Orchard combined with the 
ripe, vibrant flavors from peach and 
mango for a bright juiciness.

Schilling Hard Cider Variety Pack

This is a great way to try what 
Schilling has to offer. This pack 
offers three 12 oz. cans of each 
traditional London Dry, grapefruit 
and lime Grapefruit and Chill, juicy 
and unfiltered Passport Pineapple 
Passionfruit and semi-sweet 
Local Legend. 

Hard Cider: The Other FMB
Thanks to a spate of new fruity flavors, this category grew over 12% during the pandemic. Light, 
refreshing and low in alcohol, this innovative RTD beverage – no bartender required – succeeds with 
men & women of all ages. So how do you like dem apples?

You know what they say about 
pork. It’s the “other” white 
meat. In an era dominated 

by hard seltzers, hard cider is the 
other FMB – and it’s one that your 
customers will want as the weather 
improves and COVID restrictions 
ease. It’s perfect for summertime 
sipping when everyone wants to 
beat the heat. There’s nothing like 
a warm, sunny day to drive demand 
for fruity drinks into overdrive 
because hard cider isn’t just about 
apples anymore.

“Hard cider was a real success 
story in 2020,” explained Cara 
Tunney, Business Manager for the 
Vermont Hard Cider Company, 
owner of Woodchuck hard ciders 
among others. “Both national and 
local brands gained traction, which 
makes sense to me since today’s 

cider drinkers are a very diverse lot. 
It attracts consumers who identify 
as wine & spirits drinkers and has 
gender-neutral appeal. The typical 
ABV is in the four to five percent 
range, giving hard cider a toehold 
in the BFY segment. And it’s 
gluten-free.”

Flavor is a key driver of category 
growth. In his March newsletter, beer 
consultant Bump Williams attributed 
most, if not all, of hard cider’s growth 
to the array of new flavors offered. 
Vermont Hard Cider’s Tunney couldn’t 
agree more. “It’s not just a matter 
of sweet versus dry cider when it 
comes to flavor. For those who want 
a more traditional hard cider option, 
Woodchuck Amber or Wyder’s Pear 
ciders fit the bill. There really is 
something for everyone. And there’s 
more in the pipeline.” 
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2104 S. Euclid Ave.
Tucson, AZ 85713

Corona De Mayo
Cinco is served this Corona de Mayo! This can’t 
miss holiday will be supported with high impact 
on- and off-premise point-of-sale that will bring 
the tacos, cervezas and Cinco fun to consumers 
wherever they celebrate. Leading up to the Cinco 
holiday, supporting media will include national 
TV, highlighted by a high-profile spot during the 
NBA playoffs, plus additional digital and social 
support to drive relevance between Corona and 
Cinco celebrations. Corona will also continue 
partnerships with Postmates, Old El Paso and 
Uber to keep the celebration alive, whether it’s at 
home or at a bar or restaurant.

Amplify the Good Times  
with Dos Equis
Cinco de Mayo is a time of celebration, tasty food 
and chilled cervezas. And this Cinco, Dos Equis is 
amplifying the good times and inviting consumers 
to make lasting memories. This spring, Dos Equis 
will reward five lucky consumers with a $500 
gift card to use for their Cinco celebration, to 
either spend out at their local watering hole, or at 
home. To enter, consumers can simply snap a pic 
of themselves enjoying a Dos Equis and upload it 
to dosequis.com/cincodemayo.


