Spring/Summer 2022

V.19

SINGLE
SERVES
ACE THE COMPETITION

A Burke Distributing Publication
Delivering Excellence Seasonals Account Spotlights New Products Programs
TWELVE5 BEVERAGE COMPANY’S REBEL HARD COFFEE | SPRING SELECTIONS | BLUE MOON RISING

Letter toTHE TRADE

B

OSTON ALWAYS SHINES IN THE SPRINGTIME, BUT
this year feels extra special. The Boston Marathon is back
on for Patriot’s Day, The Red Sox are opening up Fenway,
Boston Calling is returning for Memorial Day weekend, and
the pandemic that we’ve been in the grip of for two years is
finally subsiding. The tourism industry is bouncing back and so
many people will be able to experience for the first time all the
greatness our city has to offer. Boston has always been heavily
skewed toward on-premise consumption, and we’re seeing
that our bar, venue, and restaurant partners are rebounding in a big way. The
heartbeat of the city is back and cheers to that!
Although a lot of things are looking “back to normal” on the surface, we’re
still experiencing echoes of the disruption that the pandemic has had on our
business. Our supplier partners are telling us that inventory levels should
improve going forward, but if the past two years has taught us anything it’s to
expect the unexpected – but I do rest a little easier knowing that our inventory
and purchasing departments have proven they’re up for the challenge. Another
issue we’re facing is the struggle to fill open positions here at Burke. As
everyone who is hiring right now knows, it’s a very tight job market and we’re
feeling it along with everyone else. That being said, if anyone reading this
knows someone who wants to get started in the industry, please encourage
them to apply on our website! I admit I’m biased, but Burke has proven itself
to be great company to work for. I’m thankful to have so many people on our
team that have been with us for years and we’re looking to add a few more
folks to grow with us.
This issue of Heady Times covers spring and summer and that means new
and exciting releases from our supplier partners! Boston Beer Company is
wearing their hometown pride on their sleeve with the return of the iconic,
Boston-Marathon inspired 26.2 Brew, as well as the new Massachusettsexclusive releases of Sam Adams Wicked Fenway IPA and Twisted Tea’s Sweet
Cherry Lime (it’s so good, so good, so good!). We’ve also highlighted the next
evolution of hard seltzer in this issue’s feature article, “No-Mix Margaritas for
Cinco de Mayo”. To catch this wave, we’re now offering new margarita-inspired
RTDs from Truly, Corona Hard Seltzer, Cayman Jack, Topo Chico, Crook &
Marker and Lone River.
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Did I mention that in-person events are back in a big way? I have little doubt
that the turnout and energy that we saw around town on St. Patrick’s Day
is going to continue through the season, and the excitement around some
upcoming events will help spur that on! Brookline is hosting the US Open this
year, serving up our partner, Corona, as a sponsor; Sam Adams and Miller
Lite are both supporting the Boston Calling Music Festival in Allston; and Sam
Adams is continuing their partnership with the Boston Athletic Association for
our beloved Boston Marathon. The party is officially back on.
Thanks for reading this issue of Heady Times and from our family to yours –
have a fantastic summer!

Sláinte,
Heady Times is published four times a year, courtesy
of Burke Distributing Corporation.
Follow @burkedist
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DeliveringTHE TASTE OF EXCELLENCE
Burke People Get The Job Done
Zack Carro
Inventory Manager

What is the role of the inventory department? We track all our
inventory which is about 1200 total SKUs spread throughout three
warehouses. We implemented a new management system in May
that’s made things a lot more efficient – it helps us keep tight inventory
counts and avoid mis-picks. It’s been a little bit of an adjustment, but
everybody’s been catching on.
How long have you been working at Burke? I just hit my 11th
year. I started as a merchandiser for the Red Bull division and after a
couple of months I moved into a route. I did that for three years and
when an operations job opened in the main warehouse, I thought it
would be a good time to come off the truck and try something new.
I was a warehouse supervisor for a couple of years then moved into
the purchasing and inventory department. When those departments
split, I stayed in purchasing for awhile and then made my way to the
inventory department.
What are your biggest challenges in your role? The nice thing about
what we do here is that we don’t really create any issues! But we are
usually the first to notice a problem and then there are a whole bunch of
different avenues we go down to try and solve it. It feels good when we
find the source of why the numbers are off. It doesn’t happen too often
because we have a lot of fail safes in place.

What’s your favorite beer we sell? I’m a
sucker for hazy New England IPAs and I’m
really liking Castle Island’s Fiver right now.
What do you like to do when you’re not
working? I like to hang out with friends
and family, watch sports, play golf. I’m not
very good at it but it’s an excuse to get out
there with friends and drink some beers.
My wife and I like going out to eat, it feels
really good to be back in restaurants again.

Aime Anderson-Fisher
Accounts Payable

Can you describe your job at Burke? I work in Accounts Payable and I
manage the company’s payroll.
How long have you worked for the company and how did you start?
I have been working at Burke for almost 24 years. I started working
in the Accounts Receivables department, mainly reconciling the daily
delivery trucks.
If you could pick one superpower to make your work day easier,
what would it be? Easy, if I had a superpower that would make my work
day easier it would be the ability to make something disappear….and
that something is COVID.
What is your favorite product that we sell? This is a tricky one, I will
say my favorite is Leinenkugel Summer Shandy.
What do you like to do when you’re not working? I love spending
time enjoying the outdoors with my family and friends.
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CoverSTORY
Single-Serves Ace the Competition

By “serving up” your best assortment of single-serve beverages, your bottom-line wins game,
set & match.

A

fter years of declining sales, Americans have rediscovered
single-serve beverages, purchasing them everywhere they
are sold cold. Perfect for on-the-go & away-from-home
occasions, these profit-friendly packages check all the boxes for
today’s busy shoppers.
To characterize the business climate of the last two
years as “challenging” is an understatement. But as
upending as the pandemic was, it brought into clear focus
how today’s consumer shops and what they expect from a
successful retail experience.
The COVID lockdown and our prolonged at-home
experience changed us. In fact, Google Insights, a free
data analysis service offered by the search engine, says
that the pandemic “redefined how we work, shop and
live.” For the consumer, it reset expectations more than
anything else. From the safety of their sofas, consumers –
some of whom had never entertained e-commerce before
– saw products & flavors they may never have considered
before right in the palm of their hands. Then, of course,
there’s the Amazon Prime effect that has stoked the
flames of “I know what I want. And I want it NOW.”
The lessons learned from the pandemic, according to
UK retail analyst Vera Hartmuth, are that consumers
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are increasingly demanding convenience and instant
gratification in their shopping experiences. They value
the ability to buy quickly and easily. This is particularly
true for millennial and Gen Z customers, who will not be
loyal to retailers who do not cater to (or anticipate) their
changing needs.

So, what’s the important take-away for anyone
selling beverage alcohol?
It doesn’t matter how YOU define your business –
distributor, restaurant, tavern, deli or bodega – unless
convenience is a recognizable feature of your brand, you
will lose customers to outlets offering a cold, well-curated
assortment of easily shoppable single-serves.

Meanwhile on the supply side…
Brewers were also affected by the pandemic. The old
adage – brands are built on-premise – no longer applied.
As bars and restaurants were shuttered, millions of gallons
of kegged beer languished in basements, eventually going
out of code. Any manufacturer that was interested in sales
outside of a tasting room had to shift its focus from draught
to package, usually single-serve cans. And where was the
best place to get noticed by consumers in a brick ’n mortar
setting? Why, in the cold box… a.k.a. the “Centre Court” of
Wimbledon-worthy, grand slam, pride-of-place competition.

CoverSTORY
“It all comes down to executing a plan with the flow, space allocation and assortment consumers want.”
– Leila Abdollahian,
Constellation’s Director of Off-Premise Sales

Beer Business Daily characterized this competition as both
a “rush to the cold box” and a “rush to convenience.”
The loss of the on-premise wasn’t the only thing fueling
the competition, though. An explosion of flavors in all
categories and innovations (seltzers, ranch water, RTD
cocktails, hop water, etc.) resulted in an even bigger
explosion of SKUs, each one clamoring for eye-level real
estate. It was the paradox of choice on steroids, causing
confusion for retailers and consumers alike.

How to be the King of your Court
Of the top three money-making tennis champions who
know how to handle the stress of Centre Court (Novak
Djokovic, Rafael Nadal & Roger Federer), you want to be
Swiss-born Federer. While Nadal and Djokovic succumb
to their emotions, RF – that’s his brand name – is cool,
studied, methodical and always efficient. Roger makes it
look easy because he’s got a plan. To be the King of your

Lead with Single-Serve
•	Since single-serve and multipack occasions rarely
overlap (10% of the time a consumer buys a
single‑serve and multipack together), creating a
single-serve destination enables easier shopping and
maximizes sales.
Organize Singles by Price Point and Segment
•	Sets the stage for 2 for $ pricing (if you buy 2, you
get a deal), which increases units per buyer and
encourages incremental spend.
•	Large brand presence results in a stronger visual
reminder that boosts total brand sales by +10-30%.
Place the Most Incremental Brands at Eye-Level and
Near the Handle
•	Brands that move from hinge to handle position
increased sales by 8%.
Organize Multipacks by Segment
•	Move from high-end to low-end, with the most
recognizable brands in vertical brand blocks.
•	Place AABs (Alternative Adult Beverages) at the
beginning of the multipack flow, and adjacent to
AAB single-serves – keeping this segment out of the
middle of multipack beer is key.

$

Court, you need a plan based upon retail science, one
that makes the most of your finite resources. Only then
can you hit the passing shots that are proven winners to
dominate the competition.
Constellation’s Leila Abdollahian, Director of Off-Premise
Sales in the company’s eastern territory, might not describe
herself an expert on the science of easily shoppable, singleserve shelf sets, but she’s darn close. As was discussed
previously in this article, the shopper has changed.
Abdollahian says that shelf sets need to reflect those
changes too. She has data proving that a shelf arranged
to mimic how shoppers think when standing in front of the
cooler provides the easy, quick and convenient experience
they expect & demand. In other words, you’ll sell more.
“It all comes down to executing a plan with the flow,
space allocation and assortment consumers want,”
Abdollahian explains.

What % of shoppers already
planned to shop for beer?

76%

What % of shoppers don’t
know what brand they will
purchase?

51%

What is the average shop
time in c-stores?

31
secs

How many beer brands do
shoppers consider?

2 to 3

Where is the ultimate
shopper purchase decision
made?

At the
Shelf

RESULT: UP TO +4 to +6% CATEGORY DOLLAR SALES LIFT
www.burkedist.com HeadyTimes v.19
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CoverSTORY
The Plan
Step One: More SKUs don’t mean more sales. It’s time
to DQ the underperformers.
Since 2015, the number of malt-based SKUs has grown by 48%,
but has your shelf space doubled? Probably not. Is it possible that
you’re offering your customers too many choices, making it difficult
for them to A. make a decision, and B. find what they want?
Eliminate anything that is redundant in favor of a smaller, curated
assortment of your market’s best-sellers. IRI found that by cutting
20% of the SKUs stocked (mostly declining brands and redundant
packages), sales actually increase by 5%.

Step Two: What makes a shelf set easily shoppable and
why does it matter?
Your assortment of single-serves (the best-sellers in your market) need
to be presented in a way that reflects the way the shopper thinks to
simplify & quicken the decision making process. Organize the packages
by price point and segment. Create strong visual cues by grouping
brands to boost sales. These things matter because the average
amount of time a shopper spends in front of a cooler is 31 seconds.

Step Three: Space allocation.
Allocate space based on future sales per product segment so the
set satisfies the shoppers’ needs moving forward. Favor the highend, which is driving 100% of category growth.

First Prize… The small format consumer.
Small format consumers are to be prized because they are driving
demand for high-end beer, flavors and high-alcohol products.
Retailers can capitalize on this by becoming a destination for these
products. Additionally, these consumers make 30% more shopping
trips than the average beer buyer per year. Typically, they are slightly
younger, more multicultural and are between the ages of 26 – 55.
The small format consumer is largely focused on immediate and
occasion-based needs like satisfying a personal craving or feeling
the need for relaxation. Over the pandemic, if this customer
strayed from their usual purchase, it was to try a new flavor or
brand, and we know that the variety of adult beverages available in
the single-serve format grew exponentially.
A loyal customer is the prize that keeps on giving. They are looking to
get in and get out efficiently from a place they trust that they know
has what they’re looking for. While they know that variety can be
limited, they will return to stores that have the brands they recognize.
“You look at the best in the world, Roger Federer,” says top coach
Scott Parker. “You wouldn’t know if he’s two sets up or down. He
is levelheaded. He knows what works and sticks with the process.
That’s the way you win 20 Grand Slam titles.”
Check out our tips for setting up your cooler, trust the process &
dominate the tournament… Game, Set and Match.
4
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On average,
Singles represent

24%
of Total Beer
Dollar Sales and

62%
of Total Beer Unit
Sales in C-Stores

Feature
No-Mix Margaritas for Cinco de Mayo
Shake things up this May with no muss, no fuss RTDs.

C

ombining the taste of the most popular cocktail in the U.S. with the ease
and convenience of the RTD format, FMB margaritas are a no-brainer for
your customers’ Cinco de Mayo celebrations, whether they’re partying on
your patio or theirs.
Margarita-inspired FMBs have quickly become the next big thing
in RTDs, from hard seltzer variations to fuller-flavored FMBs. The
original cocktail is simple, flavorful and refreshing, meaning it
translates seamlessly into the FMB format, offering great taste
and convenience at a great price point for the retailer. Even better,
FMB margaritas offer every channel a piece of the Cinco cocktail pie. In
the on-premise, FMB margaritas keep your behind-the-bar operations
streamlined, freeing up precious time for your bartenders and waitstaff
when the Cinco rush hits. And in the off-premise, RTD margaritas are a
quick and easy option for any occasion, whether in slushy form, singleserves from the cold box or a variety pack that’s perfect for a party.

Cayman Jack has seen growth year
after year with Cayman Jack
Margarita. The OG flavor is included
in their first ever variety pack,
launched last year.

While the FMB margarita category has taken off
recently, plenty of great brands have been putting
in the work for years to make it what it is today.
Cayman Jack has seen growth year after year
with RTD cocktails like Cayman Jack Margarita
and Mojito. They’re the #1 FMB cocktail brand
as well as the #1 margarita brand in FMBs/
RTDs, no small feat in this growing category.
Fuller flavor and higher ABV FMBs have also had
a huge impact on the FMB margarita scene,
with products like Crook & Marker’s ready-toserve 750ml Margaritas made with organic
supergrain alcohol (15% ABV) that are available
in Classic Lime Margarita and Strawberry Hibiscus
Margarita, making for the perfect addition to your
slushy lineup and a great bang for your buck.

And there’s a new wave of hard seltzer margaritas
on the way. Truly Margarita burst onto the scene
in a big way this year with a variety pack featuring
The Truly Margarita Style Mix Pack Mango Chili, Classic Lime, Strawberry Hibiscus
adds to Truly’s lineup of flavor- and Watermelon Cucumber margarita-style hard
packed hard seltzers and features seltzers, as well as solid packs of Classic Lime.
real ingredients like lime juice, The latest range of Truly seltzers has already seen
agave and sea salt. tremendous results, snagging over 5% market
share of hard seltzer in just a month. Other big names in hard seltzer are
following suit, with Topo Chico Hard Seltzer launching a margarita variety
pack in April featuring Topo Chico’s mineral water and four flavors that play
into the authenticity of the brand. Corona’s hotly anticipated Seltzerita
is slated to debut this spring, with a variety pack that includes authentic
margarita flavors like Classic Lime, Peach, Mango and Strawberry,
each with a splash of real Mexican lime juice. Crook & Marker’s new
Strawberry Hibiscus Margarita Organic Canned Cocktail joins the Classic
Lime Margarita in a 0g sugar, 5% ABV 100-calorie cocktail and Lone
River Ranch Water Hard Seltzer will launch Lone River RanchRita this
April, a deliciously light-tasting margarita-style beverage made with real
lime juice and organic agave nectar.

But is this a trend that will last through the
summer? Experts say yes. A recent study
showed that Gen Z overwhelmingly prefers
FMBs to beer, from hard seltzers and hard
teas to malt-based RTD cocktails. And when
you add in that Gen Z’s favorite spirit is
tequila, RTDs that play on tequila and tequilabased cocktails are sure to continue to be
a smash hit with younger LDA consumers.

Even More-garitas:
The Newest MargaritaStyle Hard Seltzers
Topo Chico
Margarita Variety
A 12-pack variety of
cans will be available in
April and features Topo
Chico’s mineral water in
each authentic flavor:
Signature Margarita,
Strawberry Hibiscus,
Tropical Pineapple
and Prickly Pear.
Corona Seltzerita
The Corona
Seltzerita variety
pack features
authentic margarita
flavors like Classic
Lime, Peach, Mango and Strawberry.
Crook & Marker
Classic Lime Margarita
With zero sugar, real lime juice and
beautifully refreshing natural flavors
made with organic tequila, this
Margarita tastes like a turquoisehued sunset shimmering on
the horizon.
Lone River RanchRita
Lone River RanchRita will
deliver a fuller-bodied flavor
profile similar to the taste
of a classic margarita, while
leveraging what consumers
love about Lone River
Ranch Water Hard Seltzer
– its clean taste and highquality ingredients.
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Feature
Blue Moon Rising
The #1 craft brand is building on years of success with big plans for 2022.

B

lue Moon is a fixture of the beer scene, a mainstay of draught lists in a wide
variety of bars and restaurants. Led by flagship Belgian White, the brand
family has secured its place in the glasses – and hearts – of its loyal fans.

The last few years have seen plenty of success for the brewery, even
amid a global pandemic. As of press time, Blue Moon remains the
#1 craft brand in volume and dollar sales YTD, with their flagship
Belgian White fueled by the recovery of the on-premise. The brand
has recovered over 80% of 2019 volume as consumers reconnect
with a beer perfect for happy hours and meals with family and friends.
But even for a strong and beloved brand like Blue Moon, the old adage
still applies: evolve or die. Blue Moon has chosen the former, developing
a formula that keeps their award-winning brews on consumers’ minds
and regularly takes the brand to new heights. It all revolves around
reminding their fans what makes Blue Moon so special while continuing
to bring new drinkers into the fold.

A Beer for Every Occasion

Blue Moon Belgian White will see a
marketing boost in 2022 with the debut
of a new campaign dubbed “Made
Brighter” that will remind drinkers that
Blue Moon is “one of a kind.”

A big part of Blue Moon’s success is due to
thoughtfully introducing new brands for different
occasions. Blue Moon LightSky Citrus Wheat
debuted at the beginning of 2020 as a 95-calorie
sister beer to Belgian White, aimed at a more
casual daytime occasion. Despite the now-obvious
hazards of launching a brand at the beginning of a
global pandemic, LightSky defied expectations
and was the #1 new beer launch of 2020.

Things only got better for the brand in 2021 –
LightSky posted double-digit growth throughout
the year, was the #1 light craft beer in dollar
sales and was a top 10 beer brand in the off-premise, moving up
six spots from 2020. And as much as 96% of that growth has been
incremental to Belgian White, according to data from Molson Coors.
Then there’s Blue Moon’s newest offering, Moon Haze, which was
launched last fall. The hazy pale ale is already an award-winning beer
– Moon Haze won a gold medal for the best juicy/hazy pale ale at the
Great American Beer Festival in 2020, beating out 136 competitors.
“With Moon Haze, the experience starts before you take a sip – you drink in the
color change from hazy golden to orange with your eyes and smell the citrusy
and hoppy aroma,” says John Legnard, Brewmaster at Blue Moon Brewing
Company. “It surprises and delights because it’s got all of the fruitiness and
creaminess of a Belgian White, but with this unexpected bite and clean finish.”
Moon Haze was developed to fit a “relax and unwind” occasion, as a
reward at the end of a long day. Initial signs indicate that approach speaks
to consumers; in the earliest national data available for the brand
after launch, Moon Haze had already become Blue Moon’s fourth
largest brand over the four-week period. The folks at Blue Moon believe
that Moon Haze sales will also be largely incremental to Belgian White,
as the product has so far skewed toward off-premise sales. That said, the
brewery is always open to new opportunities for innovation and have said
they’ll consider adding kegs of the award-winning pale ale down the road.
6
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“We have a lot to offer for every different
occasion, whether it’s having a Belgian
White at happy hour, a sessionable LightSky
during the day or unwinding with Moon
Haze,” says Legnard. “People need to
realize there’s more than just one flavor
of Blue Moon out there.”

What’s on the Horizon?
Blue Moon always wants to be sure that
any new products they introduce are true
to the brewery’s roots
and what they stand
for. Anything new must
be approachable, easydrinking and should
feature the orange notes
that the brand is famous
for. It’s a strategy they’ve
continued to employ in LightSky Tropical Wheat made its debut
in February, bringing the taste of
2022 with the launch
pineapple to the existing LightSky line.
of a new LightSky:
LightSky Tropical
Wheat. An easy drinking light beer brewed
with a hint of real pineapple and orange
peel, Tropical Wheat comes in 12-pack slim
cans and will clock in at 95 calories.
“With flavored craft beer growing five times
the rate of regular craft beer, we hope to give
drinkers the variety they’re looking for,” said
Sophia Lal, Senior Manager of Innovation
for Molson Coors, who notes that tropical is
a growing flavor trend across all categories,
including beer. With LightSky Citrus Wheat
already appealing to drinkers aged 25-39
across gender lines, the addition of Tropical
Wheat to the Blue Moon portfolio will no
doubt expand the brand’s reach even further
in that demographic, and possibly beyond it.
On the hoppier side of things, some fans have
wondered if Blue Moon would ever consider
releasing an IPA. Sorry to all you hop-heads
out there, but the brewery has no plans for
that yet – but they’re open to the idea.
“If we can create an IPA that fits a lot of
the DNA of what Blue Moon stands for,
then I think it’s definitely something that
we would explore,” Joy Ghosh, VP of Above
Premium Beer at Molson Coors, told Craft
Business Daily in August.
In addition to new products, Blue Moon is
showing love to their existing portfolio by

Feature
beefing up their marketing plans in 2022.
Flagship Belgian White is now being featured
in a new ad campaign dubbed “Made
Brighter.” The campaign aims to “remind
drinkers that as other craft beers come
and go… Blue Moon is one of a kind.” The
campaign is running nationally on TV, digital
and out-of-home. The campaign will debut
in March and aims to “remind drinkers that
as other craft beers come and go… Blue
Moon is one of a kind.” The campaign will run
nationally on TV, digital and out-of-home.
LightSky will see an investment in the ongoing
“Savor Every Sip” campaign, which rolled
out in late 2021. The campaign has already
proven its value, with awareness of the brand
increasing 10 points among 21–34-year-olds
over the first two months that it aired. In
2022, Blue Moon is taking things to the next
level with a bigger spend in the summer and
partnerships with media outlets like Thrillist
and Vice. LightSky also saw tweaks to its
packaging this year, featuring more impactful
Blue Moon branding, including more color
and more nutritional and flavor cues.

The Power of the
Moon
So, how can you make a
powerhouse like the Blue
Moon brand work for
you in 2022? It’s pretty
simple: keep the family
Blue Moon’s new hazy pale ale, Moon together. Stores that
Haze, bested 136 competitors to win gold offer both Belgian White
in the juicy/hazy pale ale category at the and LightSky have seen a
2020 Great American Beer Festival.
2 to 2.4 times the lift in
recent months, a trend that’s likely to continue
with the thoughtful addition of new products
like Moon Haze and LightSky Tropical Wheat. To
capitalize on this trend, Blue Moon will be taking
a family of brands approach with some of their
marketing materials going forward, including
displays, shopper media and even local media.
Blue Moon’s strategy of drawing in new
consumers with innovations that fit different
occasions is working. Consumers are
finding their match in beers like LightSky
and Moon Haze, and as the on-premise
resurges, more and more are taking a
second look at Belgian White, for the first
time, or just the first time in a long time.
Whether or not a Blue Moon IPA is on the
horizon remains to be seen, but one thing’s
for sure: Blue Moon has laid the groundwork
for a 2022 that’ll be out of this world.

NEW from Molson Coors:
Topo Chico Hard Seltzer
The Blue Moon family isn’t the only brand receiving
Molson Coors’ love and attention these days. The
brewer’s newest hard seltzer, Topo Chico Hard
Seltzer, went national earlier this year. Here’s what
you need to know about the brand that’s taking the
seltzer world by storm.

What is it?
Topo Chico Hard Seltzer is a new hard seltzer inspired by
the legendary taste of Topo Chico Mineral Water. Topo
Chico Hard Seltzer is gluten-free and contains only 100
calories, 2g of sugar and 4.7% alcohol by volume per 12
oz. can. This new hard seltzer brings a unique twist to
classic flavors, including Tangy Lemon Lime, Tropical
Mango, Strawberry Guava and Exotic Pineapple.

Who does it appeal to?
Simple answer: Everyone! Topo Chico Hard Seltzer aims
to become the #3 player in the seltzer market, and they
believe they have the broad appeal needed to achieve
that goal. Topo Chico Mineral Water is a well-known and
beloved brand with a strong following across demographics
in many markets across the country.
Topo Chico also aims to become the #1 seltzer with
Latino drinkers. They’re already well on their way to
achieving that goal – nearly half of total Topo Chico Hard
Seltzer drinkers (43%) identify as Latino.

Why does it deserve your attention?
Unlike most hard seltzers, Topo Chico is already a big name
in non-alc seltzer. The original Topo Chico has been sourced
and bottled in Monterrey, Mexico since 1895, and is the
favored soda water of
bartenders across the
U.S. And Topo Chico
Hard Seltzer has already
seen incredible results
in test markets, both
in its home region of
the Southwest and in
metropolitan areas like
Chicago, Atlanta and
Washington D.C.
Along with the brand’s already
strong name recognition, Topo
Chico’s national launch is being
supported by a full marketing
plan that includes national TV,
digital video, out of home and
social media advertising in both
English and Spanish.
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BrewerHIGHLIGHT
New Kid on the Block
Twelve5 Beverage Co. Pushes the
Limits of Innovation

T

welve5 Beverage Co. was founded in 2018 with the objective of
providing flavorful and innovative offerings to consumers who were
looking for something a little different. Their history is grounded in
coffee and through a partnership with Trilliant Food & Nutrition, one of the
largest coffee roasters in the United States, Rebel Hard Coffee was born.
Rebel Hard Coffee was launched to meet an untapped opportunity in the
flavored malt beverage category, which has seen strong growth thanks
to the rise in popularity of hard seltzers. According to market research
conducted by the brand, hard coffee is poised to be the next trend in
FMBs, with approximately 106 million consumers who drink alcohol and/
or coffee having purchase interest in hard coffee. When asked why hard
coffee was of interest, around 71 percent of consumers said it was
something new and different to try, indicating a desire for variety.
While Twelve5 Beverage Co. might have only been founded a short 4
years ago, they are already making big leaps forward, challenging the
status quo of Beverages and pushing the limits of what is possible in
flavor and experience. As a brand, Twelve5’s Rebel stands for elevated
flavor experiences and they believe that Rebel Hard Coffee is the perfect
first drink for your favorite drinking occasions. Twelve5’s Rebel launched
with Mocha and Vanilla, but quickly expanded into new formats and
flavors. Twelve5’s Rebel was first to market with a Hard Coffee Variety
Pack, a full line of Seasonal 4 packs that including Irish Cream, Pumpkin
Spice, and Peppermint Mocha as well as limited time offerings like
the new consumer favorite “Winter Wonderland” Variety Pack (Eggnog,
Marshmallow Mocha, and Cinnamon Sugar Cookie).
The journey of Twelve5’s Rebel Hard Coffee began with a history of
artisanal coffee roasting, and a quest for new and different. They wanted
coffee with a “kick,” something more than your typical morning cup of
joe and afternoon pick-me-up. Rebel Hard Coffee brings that coffeehouse
experience for all our favorite social moments – even those that extend
late into the evening. Whether you’re looking for a relaxed vibe or want
to keep the party going. Twelve5’s Rebel Hard Coffee pairs with any
occasion – the perfect punch at brunch, unwinding after work, or your
next tailgate party. Twelve5’s Rebel Hard Lattes offer a distinctively
delicious choice when you’re looking to free yourself from boring.
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Rebel Hard Coffee brings that
coffeehouse experience for all
our favorite social moments –
even those that extend
late into the evening.

IndustrySPOTLIGHT
Mike MacCune,
Castle Island Brewing Company
We spoke with Mike MacCune, Territory Manager for Castle Island
Brewing Company.
Heady Times (HT): How did you get started in the beer business?
Mike MacCune (MM): I graduated college in 2008 and got a job selling
flooring. A year later I got hired as a merchandiser for Burke. I did that
for two and a half years and then moved on to a brewery rep position
with Boston Beer. After that, I ran a route in the city for Craft Brewers
Guild and I’ve been with Castle Island four years now.
HT: What’s your role in our market and how do you help grow
the brand?
MM: I am a Territory Manager and work with Burke to help support the
brand in new and existing accounts. My area covers Burke, Atlas, and
Colonial’s footprints which are pretty spread out geographically. Part of
what my role is supporting accounts by setting up tastings, promotions,
staff trainings, that kind of thing.
HT: What new and exciting things are happening with
Castle Island?
MM: We opened a new taproom in South Boston in September 2021
with a capacity of 400 people! It’s a great spot that features an
innovation brewery and south shore style bar pizzas from Bardo’s Bar
Pies. We’re able to feature our core products and taproom exclusives
there over the past few months which has always been a dream of ours.
We’re excited to be a part of the scene in Boston and looking forward to
providing great service and award-winning beers for a long time.
HT: Any new beers headed our way?
MM: Our core lineup of Keeper, Fiver, and Hi-Def is staying solid, but we
have series of limited releases coming to you throughout the year. The
next one up is Castle Cruiser, a dry-hopped pilsner that we’re brewing in
collaboration with Orchard Skate Shop in Allston.
HT: What are some challenges that you face in your role?
MM: I think the biggest challenge I face in my role is trying to be
everywhere at once; I can be spread a little thin at times. Like any
brewery our size, we have a small but hardworking team. Being able to
provide that awesome Castle Island service has been a challenge due
to our size and opportunity to cover ground in our distribution footprint.
As we grow, we hope to be able to spread the word with the help of the
Burke team. Having the Burke sales force behind our brand so far has
been so helpful to this challenge.
HT: What do you like best about working for Castle Island?
MM: I love the people I work with at the brewery as well as the
relationships that I’ve developed at the distributors. I’ve been fortunate
to meet a lot of great people in the industry and I love getting the
opportunity to hang out with them over some beers.

Mike MacCune

MM: That’s a tough one, but I’d probably
have to say Anthony Bourdain. He’s a
legend that left us too soon. He would have
so many stories about the great people,
places, and food and drink he’s had. I’d
love to offer him a Keeper – I’m sure he’d
understand the pride and love that goes
into this beer.

“I love the people I work
with at the brewery as well
as the relationships that I’ve
developed at the distributors.
I’ve been fortunate to meet
a lot of great people in the
industry and I love getting
the opportunity to hang out
with them over some beers.”

HT: If you could drink a Castle Island beer with an historical figure,
who is it and what are you drinking?
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Why You ShouldBE SELLING…
Bevy Long Drink Brings Finnish Happiness to the States

D

id you know Finland is the happiest country in the world? But what
exactly makes the Finns so joyful? Maybe it’s their pristine forests and
crystal-clear lakes. Maybe it’s the 23 hours of daylight they get in the
summer. Or maybe, just maybe, it’s their best-kept secret: the Long Drink.
The Long Drink – or lonkero, as it’s known in Finland – was first created
when the Finnish government commissioned a cocktail for guests attending
the 1952 Summer Olympics. The country was preparing for many visitors,
and they needed a drink that could be easily served in crowded bars
and restaurants. A simple cocktail of gin, grapefruit soda and tonic was
concocted, and the Long Drink, the national cocktail of Finland, was born.
Now, through innovation like only they can do, Boston Beer brought this
sparkling refresher to drinkers in the U.S. under the name Bevy Long
Drink, and it’s already making waves.
Bevy’s new sparkling citrus refresher is made from a delicious and
easy-drinking blend of citrus flavors and wild juniper berries, for
an exceptionally thirst-quenching beverage that’s perfect for any
occasion. Bevy Long Drink’s initial styles are sweet, tart, refreshingly
packed with flavor and 5.8% ABV.
“Drinkers are searching for the ultimate in refreshment, but also don’t
want to sacrifice taste. That’s where Bevy Long Drink comes in,” said
Lesya Lysyj, Chief Marketing Officer for Boston Beer. “It’s cocktailinspired, easy to drink and full-flavored, yet highly refreshing. It’s
unlike any beer or pre-mixed cocktail out there.”
While inspired by the traditional cocktail, Bevy will be the first Long
Drink-inspired beverage available in the U.S. that’s made without
spirits. Bevy Long Drink is made with an original malt base
containing natural flavors and wild juniper berries.
“The Long Drink cocktail is Finland’s best-kept secret, but it’s typically made
with gin,” said Lysyj. “Bevy Long Drink is our signature spin on this classic.
We developed a cocktail-inspired recipe, with all the citrus flavors
and wild juniper berries, and made it ready-to-drink from a can. You
get all the refreshing citrus flavor without the gin. But the best part is, you
don’t have to fly to Finland. You can just pick up a 6-pack at the store.”
As a new beverage and first of its kind to this market, Bevy will have
abundant resources to educate consumers and support the launch. “A cool
part of the point of sale is that there will be a QR code on all the paper
POS that consumers can scan and be given information on what Bevy is
and what long drink is. Education is important when it comes to a new
style,” explains Pat Yanni, District Manager for Boston Beer. “Nationally,
Bevy will see a $10 million investment in 2022 with a digital-first strategy,
including paid social, dedicated PR and an NHL sponsorship.”

Bevy Long Drink is a refreshing, new take on the classic Long Drink
cocktail, which was first crafted in Finland in 1952.

Why Bevy?
• T he beer landscape is changing.
Younger shoppers consider the
beyond beer category first and are
looking for new varieties and flavors.
• T he beyond beer category is expected
to grow to 22% of beer sales in the
next year (from 7% in 2017).
•C
 ocktail-inspired FMBs are growing
faster (+27% in dollars) than fullflavored traditional FMBs (+4%
in dollars).
•B
 evy has all the attractive attributes of
the beyond beer category – sparkling,
full-flavored and cocktail-inspired.
•A
 vailable in two flavors (Sparkling
Citrus Refresher & Sparkling Berry
Refresher), Bevy is a modern
evolution of the FMB with top-scoring
packaging and taste.

“[Bevy is] cocktail-inspired, easy to drink and
full-flavored, yet highly refreshing. It’s unlike any beer or
pre-mixed cocktail out there.”
– Lesya Lysyj, Chief Marketing Officer for Boston Beer
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Available in Citrus and Berry flavors, these sparkling refreshers are
perfect for any occasion.

Bookshelf
The Brewing Cloud by RJ Willow
Author RJ Willow’s collection of weird and whacky short stories center on a floating city and a
hidden brewery.

O

ver the years, our Bookshelf
column has featured a wide
array of beer books covering
nearly all topics in the industry,
from deep dives into the history of
libations and the desire for ancient
civilizations to imbibe, to the story
of a U.S. Senator charting his path
from brewpub entrepreneur to a life
in politics. However, if any were to
accuse Heady Times of a blind spot
in our coverage, it might be the lack
of reviews of the elusive fictional
beer book.
That’s why we were so happy to be
made aware of RJ Willow’s book of
short stories, The Brewing Cloud.
Willow, an independent author based
in Oxford, England, has written a
charming collection of short stories
all centering on a fantastical floating
city where all inhabitants are
involved, in one way or another, in
beer and brewing.
The whimsical tales follow an eclectic
group of characters, from a hop
farmer who finds a beer bottle that
grants good luck, to a barley and hop
plant who discuss the nature of love.
An easy and delightful read (when, of
course, paired with your favorite beer),
the comical vignettes and stories
weave together, each uncovering new
and mischievous adventures.
By placing his collection of short
stories firmly in the genre of fantasy,
Willow is able to highlight, poke fun
at and oftentimes subvert some
of the classic craft beer tropes in

wildly amusing ways. In True Love, a
young man named Jonah spends the
afternoon inside The Crow’s Nest, a
neighborhood bar with “twenty-four
taps of liquid gold; the rarest bottles
bought and sold.”
He has his sights set on a bottle
of emily, which sits high on a shelf.
The chocolate and orange blossom
stout was brewed by the mysterious
Dr. Wunder (a recurring character
throughout the collection of stories)
to commemorate the birth of his only
daughter. It also happens to be the
rarest bottle of beer in existence.
Willow’s depiction of Jonah’s
(perhaps unhealthy) obsession with
obtaining this extraordinary beer will
likely be familiar to any craft beer
geek who has gone to the ends of
the earth to try that hyped-up brew
that seems perpetually out of reach.

hooded figure at her bar proposing
to buy her business. An allegory
for small, independent breweries
who sell off their business to larger
corporations, no doubt.
Willow’s stories toe the line of
whimsical entertainment and sharp
examinations of the current state of
the beer industry. And at just 124
pages, the collection of short stories
can be enjoyed in one sitting at your
local corner bar.
Fans of The Brewing Cloud will be
happy to know it represents the
first installment in an anthology of
stories Willow is calling the Arcane
Substances Trilogy.

Another tale surrounding a
mysterious beer is The Skeleton,
which follows a young woman who,
when digging a trench to plant
hops on her 100-acre farm, finds
the remains of a creature (possibly
alien?) clutching a glowing green
bottle. Soon, the farmer learns that
her puzzling beer bottle may possess
magic powers – but a tragic end
might just be in store for those who
try to wield it.
And the story Vampire Brewing finds
Meghan Campbell, the proprietor
of the titular brewery, considering a
tempting offer from a mysterious,
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On-PremiseSPOTLIGHT
The Banshee
We spoke with Ray Butler of The Banshee Pub in Dorchester.
Heady Times (HT): How long have you owned the Banshee?
Ray Butler (RB): We celebrated our 25th year of business on March
14th. My partner Michael Vaughan and I took the business over from
his family who had a tavern here before. I was in my early twenties at
the time and to be honest, we had no idea what we were doing! We
remodeled the entire building ourselves, including opening up the ceilings
and adding the front picture window. This neighborhood was very Irish at
the time, and this was a very Irish bar.
HT: How has the business changed since you started it?
RB: We did a lot of learning through mistakes! We once had a grand
idea of having no TVs. We were more music than sports driven back
then, but a big turning point with the TVs came when Boston adopted
the smoking ban. At the time they still allowed smoking in Quincy, so
we were losing some business to people going over the bridge. That was
when flat screens were just coming out and I remember going to Best
Buy and spending a crazy amount of money on this big, huge flat screen
TV and hoping it was a good investment. People started to come in to
watch games on the TV and that was the moment when we became a
sports bar – I think we’re up to fifteen flat screens now. Thankfully since
then they’ve come down in price and the different viewing packages are
more accessible as well. We play a lot of American and international
sports, including soccer, Gaelic, and rugby matches. It’s huge for us.
HT: Is there any particular team you root for?
RB: I’m a huge sports fan but we try not to pigeonhole ourselves by
supporting any team in particular; it can get pretty tribal and there’s
so much rivalry. You can’t be everything to everybody, but we try to do
our best. In addition to the main bar there’s the second-floor bar as
well as the outside back patio. We’ve also been able to convert the two
parking spaces out front to a patio which adds 30 seats and that’s been
amazing. We have TVs in all those locations so when different games are
going on simultaneously, we’re able to separate the crowds.
HT: How do you decide on your beer selection?
RB: We’ve grown to feature 18 lines as well as cans and bottles. There
are a couple of mainstays, like Guinness obviously stays on year-round
and White Claw cans have become a staple but a lot of what we decide
to carry is driven by our sales guys. Chris Thurston is awesome; he
comes in every week and tells us what’s hot right now and what people
are looking for. We know what we like and what our clientele likes but it’s
so important to have that trust with your salesperson.
HT: What advice would you give to someone opening a bar?
RB: Get up early in the morning to start your day and never miss a day.
That’s what I do anyhow, and that works for me. I’m usually in here
by 7:30 in the morning to make sure the place is clean and ready for
business. I like being able to set the tone for the day and communicate
openly with our staff. They do such a great job and keeping them happy
is huge, they are so important to us. Most of our staff has been with us
for years and I hope that’s a testimony to how we treat them.

12 HeadyTimes v.19 www.burkedist.com

“We play a lot of American
and international sports,
including soccer, Gaelic,
and rugby matches. It’s
huge for us.”

Off-PremiseSPOTLIGHT
Liquor Cabinet
We sat down with David Norden, owner of the Liquor Cabinet
in Burlington.

“I’ve been very lucky to own a
business and raise my kids in
this community and I try to give
back as much as I can. That’s the
way my parents raised me and
that’s what my wife and I try to
instill in our kids.”

David Norden [R], owner of the Liquor Cabinet in Burlington, with manager Steve Tomeo [L]

Heady Times (HT): How long have you been at the Liquor Cabinet?
David Norden (DN): I’m a Burlington guy born and raised, and I’ve been
at this store for 34 years. I started working here part-time after I got out
of the Navy. After six months I switched to full-time, then I bought the
business 22 years ago after my second child was born. I’ve been very
lucky to own a business and raise my kids in this community and I try to
give back as much as I can. That’s the way my parents raised me and
that’s what my wife and I try to instill in our kids.
HT: What are some of the things you’re involved with in the town?
DN: When my children were younger, I got involved with coaching and
that led to me becoming elected to the town’s Parks and Recreation
Commission where I’ve served for nine years. For twelve years, the
store was involved with the Adopt-a-Class program here in town and
during that time we fundraised $60,000 in scholarship money for one
graduating class. We also formed the Dan Fahey Foundation 18 years
ago in honor of a friend of mine who passed away suddenly. We started
the foundation to help take care of his three young children and over
the years it’s grown to help 20 kids a year with scholarships, people
who are battling cancer, it’s funded local food banks. Since it began, the
foundation has raised close to half a million dollars for people in need.
HT: How do you decide what products you carry?
DN: Having a store with this square footage it’s impossible to stock
everything. When I first started in the business the big brands were
Miller, Coors, Corona, and Bud. Sam Adams was just starting out and
they took off very quickly. All of them are still staples but things have

evolved. If you told me back then that hard
seltzers would be as big as they are, I’d call
you crazy – but brands like Truly and White
Claw are monsters. Right now, craft seems
to be flattening out after having its boom
and I’m paying attention to where that
drinker will go next. Ready-to-drink cocktails
are on the rise in a big way. A lot of them
are very high quality and people like having
a mixed drink knowing exactly how much
alcohol is in it. I’ve also noticed that a lot
of our younger customers want to drink
healthier and are seeking out low-cal and
low-carb options. I do a lot of reading up on
national market trends to stay ahead of the
curve and I pay close attention to what my
customers want.
HT: What advice would you give to
someone opening a store?
DN: If you get into this business you have
to be okay with having a 7 day-a-week,
363 day-a-year job. You have to hire people
that you can trust and who are loyal. When
I first bought this store, I was here all day
and all night. As time went on, I was able
to hire more staff, including my full-time
manager, Steve Tomeo. He’s been here for
20 years, and I have a few other staple
part-timers who have been here for years.
If you treat your employees well and with
respect, they’ll stick with you through thick
and thin. I’ve been able to make a good life
doing this, to take care of my family and
help my town. Through owning the store,
all the things that are important to me I’ve
been able to do. It’s been a good run and I
still got a couple more years left to go.
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NewPRODUCTS
Blue Moon LightSky
Tropical Wheat

Samuel Adams Wicked IPA
Party Pack

Introducing the
newest addition
to the Blue Moon
lineup: LightSky
Tropical Wheat.
This easy-drinking
light wheat beer
is brewed with a
hint of pineapple and orange peel for exceptional taste
at only 95 calories. ABV: 4% Package: 12 oz. cans
only Availability: Now!

The Wicked IPA Party Pack
encourages drinkers to try all four of
Samuel Adams’ Wicked beers and
share the fun with their friends. This
new 2/12 can variety pack includes:
Wicked Hazy, a juicy, hazy New
England IPA; Wicked Easy, a light and hazy session IPA;
Wicked Double, a hazy, juicy double NEIPA and variety
pack exclusive Wicked Tropical IPA, a juicy, smooth,
hop tsunami of piña colada and pineapple with a pillowy
mouthfeel and lingering sweet finish This pack is sure to
be a crowd pleaser! Availability: Now, year‑round

Vizzy Mimosa Hard Seltzer
Introducing a fresh twist on hard seltzer inspired
by the classic mimosa cocktail. Vizzy Mimosa Hard
Seltzer is made with real orange
juice and antioxidant vitamin
C from acerola superfruit to
deliver a refreshing citrus taste.
ABV: 5% Package: 2/12 cans
Availability: Now!

Corona Hard Seltzer Seltzerita
Corona Hard Seltzer Seltzerita brings true hard seltzer
innovation, with the bold flavors of a margarita balanced
by the lightness of a sparkling seltzer. With a splash
of real Mexican lime juice and sweetened with real
agave and cane sugar, this hard seltzer was inspired
by authentic margarita flavors. Corona Hard Seltzer
Seltzerita will launch in a 12-pack
12 oz. cans variety pack that
includes bright, bold offerings like
Classic Lime, Mango, Peach
and Strawberry. ABV: 6%
Availability: Now!

Modelo Chelada
Naranja Picosa
Modelo Chelada is replacing Tamarindo Picante
with a new michelada-style beer flavor that
brings to life the vibrant and authentic flavors
of Mexico. Brewed with refreshing flavors of
orange and a dash of chili pepper, Naranja
Picosa delivers a perfect balance of fresh
fruit flavor and a hint of spice. ABV: 3.5%
Package: 24 oz. cans only Availability: Now!
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Samuel Adams
Wicked Fenway IPA
Made for the Wickedest Fans in baseball,
this hometown hazy hits big with a blend
of juicy citrus and tropical hop aromas.
Low bitterness and a smooth, clean finish
make Wicked Fenway IPA perfect from
opening pitch to the final out. ABV: 5.5%
Packages: 16 oz. cans and draught
Availability: Draught available now,
package mid-May

Angry Orchard
Tropical Fruit Cider
Tropical fruit hard cider is
an adventure in a can. It
combines a complementary
blend of juicy pineapple and
tropical mandarin orange and
passion fruit with Crisp Apple
notes, creating a perfect beach
vacation vibe. ABV: 5% Package: 12 oz. cans only
Availability: Now, year‑round

Twisted Tea Sweet Cherry Lime
This product is meant to pay
homage to our partnership with
the Boston Red Sox and celebrate
their fans and our drinkers by
capitalizing on a fan favorite
moment…the 8th inning stretch.
“Sweet Cherry Lime” is a nod to
the song fans love to belt out,
and this product does a great job
of injecting fun and celebration of
this special moment that Red Sox
games are known for. ABV: 5% Packages: 24 oz. cans
and 12 oz. bottles Availability: Now!

NewPRODUCTS
Truly Extra
Pineapple Orange Punch

Dogfish Head
Tru-Action IPA

Truly EXTRA Pineapple Orange Punch Hard
Seltzer is a refreshing and flavorful hard seltzer
with an 8% ABV for an extra kick! Made with
bold fruit flavors, a hint of real fruit juice, and
only 1g sugar. Package: 16 oz. cans only
Availability: Now, year‑round

This very limited
release was brewed in
collaboration with Dogfish
Head’s pals at Trillium.
Tru-Action gets its name
from the tru-action of biotransformation for hopcentric goodness by continually hopping it throughout
the fermentation. Tru-Action IPA is a continually dryhopped IPA brewed with malted wheat that brings
pillowy softness to the body and malted rye that offers
subtle spice to the flavor of this very modern IPA.
This beer was dry-hopped continually with a blend
of iconic PNW hop varieties for maximum juicy hop
flavor and aroma of mango, pineapple and candied
citrus. ABV: 6.5% Package: 6/4 16 oz. cans only
Availability: June

Truly Extra Berry Blast
Truly EXTRA Berry Blast Hard Seltzer is a
refreshing and flavorful hard seltzer with an
8% ABV for an extra kick! Made with bold
fruit flavors, a hint of real fruit juice, and
only 1g sugar. Package: 16 oz. cans only
Availability: Now, year‑round

Truly Margarita Style Mix Pack
New Truly Margarita Style
Hard Seltzer is a unique mix
of refreshing hard seltzer
and zesty margarita flavors
at 5.3% ABV, with real
ingredients like lime juice,
agave, and sea salt. The 2/12
slim can variety includes: Mango Chili, Classic Lime,
Strawberry Hibiscus and Watermelon Cucumber.
Availability: Now, year‑round

Truly Margarita Style
Classic Lime
Truly Classic Lime Margarita Style Hard
Seltzer is a unique mix of refreshing
hard seltzer and zesty margarita flavors
at 5.3% ABV, with real ingredients
including lime juice, agave, and sea
salt. Packages: 12 and 24 oz. cans
Availability: Now, year‑round

Dogfish Head
Mandarin & Mango Crush
Inspired by the classic Mid-Atlantic
Crush cocktail, Mandarin & Mango
Crush is a fruit beer brewed with a
base of pilsner malt and fermented
with loads of tart mandarin oranges
and juicy Alphonso mangos. Refreshing
and lightly sweet with a delightful, citrusy
tartness and crisp, dry finish, it tastes like
a sip of summer! Part of
Dogfish Head’s annual
Off-Centered Art
Series, Mandarin
& Mango Crush
features colorful
label artwork by
Max Mahn. ABV: 6%
Package: 12 oz. bottles only
Availability: Now!

NEW!

Bevy Long Drink Variety Pack
Bevy Long Drink, inspired by the national cocktail of
Finland, is now available in a 2/12 can variety pack!
Bevy blends natural flavors with wild juniper berries
for a refreshing take on
a classic favorite. Sweet,
tart and packed with flavor,
the Bevy Variety Pack
includes Berry, Citrus,
Orange and Lemon-Lime
Hard Citrus Refreshers.
Availability: Now,
year‑round

Two Roads Mega Juicy
This monstrously juicy Triple IPA is double
dry-hopped with a unique blend of Pacific
Northwest hops for mega amounts of
juicy notes of tropical fruits, banana,
pineapple, mango, bright citrus, and melon.
ABV: 10.2% Package: 16 oz. cans only
Availability: Now, and in limited releases
through the year
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NewPRODUCTS
Sauza Agave Cocktails
Lime Crush
Inspired by authentic Mexican drinks,
Sauza Agave Cocktails Lime Crush
is naturally flavored with lime, a hint
of salt, and other flavors, offering a
refreshing unique drink experience
that is best enjoyed with the closest
of friends. ABV: 8% Package: 12 oz.
cans only Availability: Now,
year‑round

Sauza Agave Cocktails
Tropical Twist
Inspired by authentic Mexican drinks,
Sauza Agave Cocktails Tropical Twist
is naturally flavored with pineapple,
passion fruit, a touch of blood orange,
and other flavors, offering a refreshing
unique drink experience that is best
enjoyed with the closest of friends.
ABV: 8% Package: 12 oz. cans only
Availability: Now, year‑round

Sauza Agave Cocktails
Variety Pack
Sauza has a rich history
and has been a pioneer in
tequila for more than 150
years, making them the
right partner for Boston Beer
Co. to bring an RTD tequila
beverage to market. These
are cocktail-inspired, premium
malt beverages that weigh in at 8% ABV. They are not
made with distilled spirits. The 12-pack slim can Sauza
Agave Cocktails Variety includes: Lime Crush, Tropical
Twist, Strawberry Breeze and Black Cherry Smash.
Availability: Now, year‑round

Guinness 0 Non Alcoholic
Draught
Brewed at St. James’s Gate In Dublin (the
home of Guinness), each pint of Guinness
0 Non-Alcoholic Draught is packed with the
same quality Irish malt and roasted barley
as the Guinness Draught Stout you know
and love. It’s all the remarkably smooth
and delicious taste without the alcohol!
ABV: 0.5% Package: 14.9 oz. cans only
Availability: Now, year‑round
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Smirnoff Ice
Neon Lemonades Variety Pack
At 4.5% ABV, Smirnoff
Ice Neon Lemonades
are the perfect combo
of sweet fruit flavor and
tartness, packaged up in
vibrant, hot Miami vibes.
Smirnoff Ice is bringing a
new take on the booming
lemonade trend with this 12-pack slim can mix which
includes: Smirnoff Ice Pink Lemonade, wonderfully
tart lemonade taste with hints of sweet raspberry and
strawberry; Peach Lemonade, a refreshing balance of
sweet peaches and tart lemons; Pineapple Lemonade,
a combination of juicy pineapple and freshly squeezed
lemon flavors and Blue Raspberry Lemonade, a
refreshingly tart lemonade with a sweet blue raspberry
finish. Availability: Now, year‑round

Smirnoff Seltzer
Neon Lemonades Variety Pack
Smirnoff Seltzer Neon
Lemonades are perfectly
sweet and tart, at just
4.5% ABV. By combining
the vibes of Miami with the
hottest flavors, Smirnoff
Seltzer is bringing a new
take on the booming
lemonade trend. This 12-pack slim can mix includes:
Pink Lemonade Seltzer, wonderfully tart lemonade
flavor with hints of sweet raspberry and strawberry;
Peach Lemonade Seltzer, a refreshing balance of
sweet peaches and tart lemons; Pineapple Lemonade
Seltzer, a combination of juicy pineapple and
freshly squeezed lemon flavors and Blue Raspberry
Lemonade Seltzer, a refreshingly tart lemonade
with a sweet blue raspberry finish. Availability: Now,
year‑round

Smirnoff SMASH Neon Lemonade
The perfect combo of sweet fruit
flavor and tartness, packaged up
in vibrant hot Miami vibes with
an elevated ABV to get the party
started, new Smirnoff SMASH
Neon Lemonade is available in
Pink Lemonade and Peach
Lemonade flavors. ABV: 8%
Package: 23.5 oz. cans only
Availability: Now, year‑round

NewPRODUCTS
Lone River RanchRita
Lone River RanchRita is
a deliciously light-tasting,
premium-brewed, margaritastyle beverage made with real
lime juice and organic agave
nectar steeped in far West Texas
tradition. RanchRita leverages
what consumers love about Lone River Ranch Water
Hard Seltzer (clean taste, high quality ingredients)
and delivers a fuller-bodied flavor profile that’s closer
to the taste of a classic Margarita – the #1 cocktail
in America! ABV: 6% Package: 12 oz. cans only
Availability: Now, year-round

Topo Chico Strawberry Guava
Topo Chico Hard Seltzer, inspired by
the legendary taste of Topo Chico
Mineral Water, is now also served in an
iconic glass bottle. The strawberry and
guava flavors are accented with added
minerals for taste, and more carbonation
than other seltzers makes for superior
refreshment. ABV: 4.7% Package: 12 oz.
bottles only Availability: Now, year‑round

Topo Chico Margarita
Hard Seltzer Variety Pack
Discover a new side of hard seltzer with
Topo Chico Margarita Hard Seltzer!
Each flavor comes in at 4.5% ABV and
features Topo Chico’s mineral water
with the bite of premium tequila flavor
and natural haze from lime juice. This
12-pack variety of cans contains four
authentic flavors: Signature Margarita,
Strawberry Hibiscus, Tropical Pineapple and
Prickly Pear. Availability: Now, year‑round

Topo Chico Hard Seltzer
Signature Margarita 24 oz. Cans
Welcome the newest member of the Topo
Chico Hard Seltzer familia, Topo Chico
Margarita Hard Seltzer! Signature Margarita’s
crisp, refreshing take on hard seltzer has
all of Topo Chico’s signature bubbles with
premium tequila notes and
a natural haze from freshsqueezed lime juice – all
perfectly balanced with a
touch of agave sweetness and
a hint of salt. ABV: 4.5% Availability: Now,
year‑round

Crook & Marker Strawberry
Hibiscus Margarita Organic
Canned Cocktail
Consumers love the flavor and refreshment
of Margaritas, but not the 300 calories and
20–30g of sugar that come with them. Crook
& Marker’s new USDA Organic Strawberry
Hibiscus Margarita delivers what they want:
the country’s best-selling cocktail in a readyto-go 11.5 oz. can with full flavor, zero
sugar, 100 calories and 5% ABV. Crook &
Marker cocktails are made with Organic Supergrain
Alcohol, which is carefully crafted using organic quinoa,
amaranth, millet, and cassava root. All styles are glutenfree, non-GMO and vegan. ABV: 5% Package: 3/8
11.5 oz. cans Availability: Now, year‑round

Crook & Marker Ready-to-Serve
15% ABV Organic Margaritas
The ready-to-serve cocktail
category is booming, but it’s
missing a premium organic
player. Enter Crook & Marker.
Available year‑round, Crook &
Marker’s 15% ABV ready-toserve series in 750ml bottles
introduces two classic flavors
that are perfect over ice: Lime
Margarita and Strawberry
Hibiscus Margarita.
With zero sugar, 110 calories per serving and the finest
organic ingredients, these guilt-free flavor fiestas will
inspire consumers to trade up into the better-for-you
category as they seek alternatives to wine and other
pre-mixed cocktails.
Crook & Marker cocktails are made with Organic
Supergrain Alcohol, which is carefully crafted using
organic quinoa, amaranth, millet, and cassava root. Both
styles are gluten-free, non-GMO and vegan. ABV: 15%
Package: 750ml bottles only Availability: Now,
year‑round

The Shed Brewery Variety Pack
Vermont’s The Shed Brewery
sent us some Green Mountain
goodness with their new
Variety Pack! Each 2/12
includes four cans each of
their rugged Mountain Ale,
the hoppy Mountain IPA, and
the crushable Golden Wheat.
Availability: Now, year‑round
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NewPRODUCTS
Mike’s Hard Freeze
Mike’s Hard Freeze is a collection
of indulgent flavors inspired by
nostalgic classics that will remind
consumers of simpler, happier
times and evoke nostalgic, carefree
memories. Mike’s Hard Freeze is
5% ABV with the same calories as
Mike’s and the 2/12 12 oz. can variety pack includes
four “bursting with flavor” iconic favorites: Blue Freeze
(blue raspberry), Red Freeze (cherry), Pink Freeze
(pink lemonade) and White Freeze (creamsicle). The
liquid is vibrant in color with a taste reminiscent of
Mike’s version of your favorite melted slushie – super
refreshing and sessionable with a very clean finish.
Availability: Now, year‑round

Mike’s HARDER Half &
Half 23.5 oz. Cans
While HARDER Half & Half is the perfect
combination of tea and lemonade,
it’s also the perfect combination of
the two fastest growing sub-segments
in FMB: Tea and high ABV. ABV: 8%
Availability: Now, year‑round

Cayman Jack Margarita Pack
Made with fruit juice and agave
nectar, Cayman Jack malt based
margaritas are now available in a
2/12-pack variety. The Cayman Jack
Margarita Pack includes: Margarita,
Mango Margarita, Watermelon
Margarita and Strawberry Margarita. Availability: Now!

White Claw REFRSHR
Lemonade Variety Pack
As the category leader, now is
the right time for White Claw to
define the taste benchmark for
lemonade seltzer. This spring will
see the launch of White Claw
REFRSHR Lemonade in four
refreshing, unique and exciting
flavors, all just 100 calories, 1g carbs and gluten-free.
The 12-pack can mix includes: Limón with a hint of
Calamansi (a popular citrus fruit from Southeast Asia,
noted for its sharp citrus taste with the sourness of lime
and sweetness of orange); Blackberry with a hint of
red cherry, Blood Orange with a hint of black raspberry
and Strawberry with a hint of kiwi. Availability: Now,
year‑round
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White Claw REFRSHR Iced Tea
Variety Pack
White Claw REFRSHR Iced Tea is
made with sustainably sourced,
brewed tea certified by the
Rainforest Alliance. It delivers
real brewed tea refreshment at
only 100 calories and 1g of sugar. Included in the
12-pack can variety are four fantastic, gluten-free iced
tea flavors: Peach, Lemon, Strawberry and Mango.
Availability: Now, year‑round

White Claw Surf
Introducing White Claw Surf!
White Claw’s unique patented
Brewpure process and 18 months
of flavor research have preserved
all the typical “better-for-you”
White Claw credentials, as well
as delivering incredible liquids. White Claw Surf contains
only natural flavors, has only 100 calories, 5% ABV,
2g carbs, no artificial colors, and no stevia aftertaste.
White Claw Surf delivers an elevated approach to more
complex flavor combinations. Included in the 2/12
variety pack are: Citrus Yuzu Smash, Tropical Pomelo
Smash, Wildberry Acai Smash and Watermelon Lime
Smash. Availability: Now, year‑round

Shipyard Discovery IPA
Shipyard’s new year‑round IPA
celebrates discovery and the spirit of
adventure that are the hallmarks of
their global collaborations. This IPA
brings together the hop forward West
Coast style with the easy drinking East
Coast haze to create a finely balanced
brew. It’s ready for you to take on
your next great adventure or as your everyday IPA.
Discover More! ABV: 5.5% Package: 12 oz. cans only
Availability: Now!

Shipyard American Pale
This new APA was born out of a global
collaboration to brew a modern,
American expression of Pale Ale. Easy
to drink, full of flavor, but without the
attitude. Characterized by a crisp body,
and the aroma of new-age American
hops. It’s the perfect beer for any great
adventure around the world... or just
with great friends in the back yard.
ABV: 5.1% Packages: 12 oz. cans, 16 oz. cans, and
draught Availability: Now, year‑round

NewPRODUCTS
Woodchuck Brunch Box
Variety Pack

Clown Shoes
Above and Beyond Variety Pack

Woodchuck has been crafting
America’s original hard cider since
1991. Back then, they didn’t care
that the world was drinking beer,
because they had a passion for hard
cider. So that’s what they made.
Cider may be more popular now, but
Woodchuck has stayed true to their roots,
fermenting quality, innovative ciders with every batch.
The new Brunch Box Variety Pack showcases four of
these innovative ciders (perfect for brunch) in one
convenient 12-pack of cans. The mix includes: Bubbly
Pearsecco Bubbly Dry Cider, Mimosa Cider & OJ,
Paloma Grapefruit Cocktail Inspired and Bellini Peach
Cocktail Inspired. Availability: Now, year‑round

This new year‑round variety
pack from Clown Shoes
includes four cans
each of Bubble Farm
IPA, Mango Kolsch,
Rainbows Are Real Hazy
IPA and Space Cake Double IPA.
Availability: Now, year‑round

Day Chaser Vodka &
Soda Variety Pack
Day Chaser is a ready-to-drink spiritbased canned cocktail with real fruit
juice and sparkling water. This easydrinking variety pack of 2/12 cans
is perfect for those living an active lifestyle
full of adventure. The variety of flavors include Lime,
Cranberry, Buda Berry, and Cucumber. ABV: 4.7%
Availability: Now!

Day Chaser Tequila &
Soda Variety Pack
Day Chaser is a ready-to-drink
spirit-based canned cocktail with
real fruit juice and sparkling water.
This easy-drinking variety pack of 2/12
cans is perfect for those living an active lifestyle
full of adventure. The variety of flavors include Lime,
Grapefruit, Pineapple and Spicy Mango. ABV: 4.7%
Availability: Now!

Arctic Chill Oceanview Mix
The new Oceanview Mix of hard seltzers from Arctic Chill
includes Pink Apple & Lemon, Blackberry Mango,
Ginger Lime, and Raspberry Lime. Package: 2/12
12 oz. cans only Availability: Now, year‑round

NEW!

NEW!

Devil’s Purse Handline Kölsch
This crisp, clean,
and refreshing
German-style
Kölsch is brewed
in small batches
at the familyowned and
operated Devil’s
Purse Brewery in
South Dennis. Packages: 12 oz. cans, 16 oz. cans and
draught Availability: Now, year‑round

Willie’s Superbrew
Beach-ade Variety Pack
Willie’s Superbrew is rolling up on
our shore sporting new threads
and a new variety pack! Beachade Variety also aids a variety of
beaches, as the brand pledges to
clean 300 square feet of regional
coastline for every pack sold. This 2/12 mix
features four all-new superfruit citrus-ade flavors infused
with coconut water and sea salt, including Peach
Lemonade, Limeade, Half & Half, and Lemonade.
All styles are 4.5% ABV, 120 calories, and are only
available in this variety pack. Availability: Now!

Willie’s Superbrew
Juicy Hazy Hopped
Juicy-Hazy-Hopped is the love child
of a seltzer and a fruit-forward double
IPA, made up of a whopping 23% juice
blend of mango, pineapple, and guava
juices. A dry-hopped blend of citra
and mosaic balances out the tropical sweetness and
a touch of citrus and lime brightens this seltzer that’s
unlike any other. ABV: 6% Package: 16 oz. cans only
Availability: Now, year‑round
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NewPRODUCTS

NewPACKAGES

Viva Tequila Seltzer

Modelo Chelada
Limon Y Sal 12-Pack Cans

Viva Tequila Seltzer is a deliciously inviting, premium
blanco tequila based hard-seltzer, offering subtly
sweet classic and crafty flavors. All flavors are 4.5%
ABV and 88 calories, with each flavor complementing
a light tequila taste with a touch of carbonation.

Viva Huckleberry
Package: 12 oz. cans only Availability: Now!

Modelo is bringing a Chelada favorite to an all-new
package. Modelo Chelada Limón Y Sal 12 oz. 12-pack
cans will be the brand’s first multi-pack offering,
driving incremental brand growth through new drinking
occasions. This michelada-style beer is made with
refreshing flavors of lime, salt and chili peppers.
Availability: Now!

Viva Grapefruit
Package: 12 oz. cans only Availability: Now!

Viva Elderberry
Package: 12 oz. cans only Availability: Now!

Viva Watermelon
Package: 12 oz. cans only Availability: Now!

Rebel Hard Coffee Mocha Latte
For those who seek experience
over ordinary, Twelve5’s Rebel
Hard Coffee Lattes satisfy the
senses with the spirit to keep
things social. Dangerously
delicious with a creamy blend of
Colombian coffee and indulgent
flavors that takes you to the
fringes of extraordinary, Rebel
Hard Coffee Mocha Latte blends 100% Arabica coffee
with smooth chocolate flavor. ABV: 5% Package: 6/4
12 oz. cans Availability: Now, year‑round

Rebel Hard Coffee Latte Variety
This 3/8 12 oz. can variety
pack of hard coffee lattes
includes Vanilla Latte,
Mocha Latte, Maple
Pecan Latte, and Salted
Caramel Latte. ABV: 5%
Availability: Now, year‑round
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Samuel Adams Brick Red Draft
Back after a long hiatus and with draught
exclusive to our market, it’s Brick Red! This
ale’s name refers to the red brick of Boston’s
Freedom Trail, a 2.5-mile path that passes 16
U.S. landmarks. It is also a tribute to the red
brick walls of the Jamaica Plain brewery where
this beloved beer originated. Easy-drinking and
full of rich malt character, it’s easy to see why
this smooth and balanced beer is a fan favorite.
ABV: 5.8% Availability: May

Samuel Adams Wicked
Double 19.2 oz. Cans
Available in 19.2 oz. cans for the first time,
this intensely aromatic dry-hopped IPA
features a full-bodied mouthfeel that adds
to the jammy fruit impression and big hop
flavor with low bitterness, allowing all the
complex aromas and flavors in this beer to
shine. ABV: 8.3% Availability: Now!

Samuel Adams Wicked
Hazy IPA 19.2 oz. Cans
This New England IPA features an explosive
hop aroma of citrus, red, tropical, and
stone fruits. Oats and wheat give this beer
a medium body and smooth mouthfeel that
perfectly balance a moderate bitterness
and huge juicy fruit flavors. This flagship
beer from Sam’s Wicked Series is now
available in 19.2 oz. cans for the first time.
ABV: 6.8% Availability: Now!

NewPACKAGES
Dogfish 60 Minute IPA
19.2 oz. Cans

Miller Lite – The Original
Red, White and Blue

Decked out in new label art and offered
in 19.2 oz. cans for the first time, Dogfish
Head’s super-fantastic IPA is continually
hopped throughout its entire boil for a
powerful yet balanced hop character.
ABV: 6% Availability: Now!

The original light beer will be the centerpiece of every
July 4th beer display this summer, thanks to the return
of Miller Lite’s iconic Americana packaging. Each striped
and spangled secondary pack full of classic Miller Lite
cans lets stores build impressive American flag displays
– and lets shoppers bring home a little Americana
of their own. Packages: 12, 16 and 24 oz. cans
Availability: May

Truly Fruit Punch 4/6
Truly’s original Fruit Punch Hard
Seltzer broke out of the variety
pack and is now featured
in its own standalone 4/6
12 oz. can package. ABV: 5%
Availability: Now!

Twisted Tea Light
Celebrate the return of Twisted
Tea Light! This refreshingly
smooth hard iced tea is made
with real brewed tea and a
twist of natural lemon flavor.
Great tasting and refreshing
like Twisted Tea Original but
with only 110 calories, 6 grams
of sugar, and 4% ABV – it’s your favorite hard iced tea
with a guilt-free twist! Packages: 2/12 12 oz. cans, 4/6
12 oz. bottles, 24 oz. cans Availability: Now!

White Claw 19.2 oz. Cans
White Claw is adding two of their
most popular flavors, Watermelon
and Strawberry, to their lineup of
single 19.2 oz. cans. Keep an eye out
later this year for when all White Claw
19.2 oz. cans make the transition to
24 oz. cans. Availability: Now!

White Claw 19.2 oz. Cans
Transition to 24 oz. Cans

Leinie’s Summer Shandy
Packaging
Spotting Leinie’s Summer
Shandy on shelves is the
official sign that summer has
unofficially begun, and this
year they’re helping shoppers
get their first taste of summer
even earlier! Updated Summer
Shandy displays showcase the
new lemon fresh packaging by
inviting everyone to bring their
own summer whenever they’re
ready. Availability: Now!

Leinenkugel’s Lodge Pack
Formerly the Brewology Pack, Leinie’s new Lodge Pack
has everything shoppers need to refresh all season
long. The pack includes new Juicy Peach Sour, Lemon
Haze IPA, Summer Shandy and Grapefruit Shandy.
Availability: Now!

Due to producers not being able to meet
demand, this May, all White Claw 19.2 oz.
cans will be transitioned to 24 oz. cans. The
new 24 oz. cans will retain the same UPC as
the 19.2 oz. cans they will replace. Across
the industry, 24 oz. cans represent 78% of all
single serve can sales and accounted for the largest dollar
sales growth last year. This package change will resonate
with the consumer and keep these brands in a premium
position. Availability: Year‑round, beginning in May
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NewPACKAGES
Coors Light Summer Packaging
This summer, blue
mountains are
a sign it’s about
to get more Chill
than ever. When
limited-edition
Coors Light
summer cans
and aluminum pints turn as cold as the Rockies, a blue
QR code is revealed to take drinkers on a journey to
summer Chill where they’ll find the chance to win Chill
experiences such as tube rides, salsa lessons and more!
Availability: May

Blue Moon Baseball Packaging
Blue Moon Belgian-Style Wheat Ale was originally
crafted at Coors Field’s Sandlot in Denver, Colorado,
and this season they’re shouting from the stands that
this unique taste could only be born in a ballpark. Fans
can pick up baseball packaging featuring ballgamethemed “Made Brighter” illustrations and baseball
stitching added to the iconic moon logo. Fans can
also scan the diamond-shaped QR code on every pack
to learn more about Blue Moon’s baseball roots and
unlock new DraftKings challenges for the chance to win
baseball prizes every day! Availability: April

Sol Summer Packaging
Sol’s annual Street Artist Series continues in its third
year with exclusive 12 oz. can packaging featuring
artwork by international street artist Farid Rueda.
Appearing in stores in time for Cinco de Mayo
celebrations, the bright, eyecatching graphics featuring
authentic Mexico-inspired
illustrations make for great
displays. And don’t miss
out on exclusive merch
including limited-edition hats,
bandanas and sunglasses.
Availability: Now!
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UFO Light Force 12 oz.
12-Pack Cans
Now available in 2/12 packs for
the first time, Light Force is a
crisp and refreshing 94-calorie
white ale with notes of citrus
from California orange peel and
a satisfying hint of spice from
fresh ground coriander. ABV: 4% Availability: Now,
year‑round

UFO Maine Blueberry 12 oz.
12-Pack Cans
The refreshing sweetness of real
Maine blueberries pairs perfectly
with the crisp notes of an American
hefeweizen in this fruited wheat
beer. Now available in 12-pack
cans for the first time, this ubercrushable offering is inspired by the lighthouses
and seascapes of coastal Maine. ABV: 4.8%
Availability: Now!

Willie’s Superbrew Brand
Redesign
Willie’s Superbrew wanted
to break out of the “sea of
sameness” in the hard seltzer
category. The world’s most
award-winning seltzer brand has
redesigned their brand identity
and packaging
to ensure
consumers realize
that Willie’s
Superbrew is a
soulful beverage
experience like
no other.

Narragansett Musik Express
16 oz. Cans
Making its debut from 12 oz. to 16 oz.
cans, Musik Express is a medium-bodied
IPA with notes of grapefruit, pine, and
passion fruit thanks to the Simcoe,
El Dorado, and Mosaic hops. It’s not
overpoweringly bitter and maintains
approachability for all IPA lovers. Jump on
board and you’ll be sure to enjoy the ride!
ABV: 6.3% Availability: Now!

SeasonalSELECTIONS
Samuel Adams Summer Ale

When Demand Exceeds Supply

Golden, hazy and thirst-quenching, this
American citrus wheat ale is synonymous with
summer. A blend of orange, lime and lemon
peel creates a refreshing citrus aroma.
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, 12 oz. cans and
draught Availability: Now!

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 Burke does all they can to get as
much product as possible. In addition, this publication
is compiled months prior to the decision made by the
brewery to allocate their products to the wholesaler.
Variations in production for some of these limited
release offerings will fluctuate, resulting in lower
quantities than anticipated.
If you are interested in something you see in this
publication and it is out of stock when you place your
order, please contact your Burke Sales Representative to
discuss a similar option.
Burke also sends out an email blast weekly to inform
customers of seasonal offerings that are widely available
to you, immediately.
If you are interested in receiving the weekly email blast,
please send your email address to socialmedia@burkedist.com.

Truly Hard Seltzer Poolside
Variety Pack
Turn up the music and kick back with Truly’s new
limited-edition 12-pack slim can variety, inspired by
Grammy winner Dua Lipa. This summer mix is chock-full
of fun, cocktail-inspired seltzers including: Strawberry
Melon Fizz, Orange Peach Fizz, HIWI
Mojito Style Seltzer and Piña Colada
NEW
VARIETY Style Seltzer. Availability: May

PACK!

Samuel Adams
Porch Rocker
Sweet, tangy and refreshing, this lemon radler
was inspired by German cyclists who mixed
beer with lemonade to quench their thirst on
a hot summer day. Sam Adams’ take on this
style starts with a golden helles lager and
adds a unique blend of lemons to capture that
fresh-squeezed lemon taste. Its crisp, light
body and clean finish make it a refreshing beer
all season long. ABV: 4.5% Packages: 12 oz.
bottles and 12 oz. cans Availability: Now!

Samuel Adams
Summer Squeeze Variety Pack
This 12-pack variety features four easy-drinking beers
for spontaneous summer occasions. Seasonal favorites
Summer Ale and Porch Rocker are joined by VP
exclusives Beach Session IPA and new Tropical
Wheat Ale. Packages: 12 oz. bottles and 12 oz. cans
Availability: Now!

NEW
MIX!

Angry Orchard
Summer Party Pack
The perfect flavors for warm weather and good vibes, Angry Orchard’s
Summer Party Pack features four deliciously refreshing hard ciders fit for
summertime sipping. The 2/12 mix (available in cans and bottles) includes:
Crisp Apple, Peach Mango, Strawberry and new Tropical Hard Fruit
Cider. The perfect pack to pick up for any summer activity, Angry Orchard’s
Summer Party Pack offers a fruity flavor for everyone. Availability: Now!

NEW
MIX!
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SeasonalSELECTIONS
Dogfish Head and Patagonia
Provisions Kernza® Pils
Dogfish Head collaborated with their friends
at Patagonia Provisions to make a beer
with a revolutionary new grain: Kernza, a
long-rooted perennial developed by The
Land Institute. Besides the benefits to our
ecosystem, Kernza adds a snappy crispness
to this refreshing pilsner. Every sip you take
helps them plant more Kernza, fight the climate
crisis and brew more delicious beer. Drink up
to draw down. ABV: 5% Package: 12 oz. cans
only Availability: Now!

NEW!

Dogfish Head 120 Minute IPA
Unfiltered and abundantly hoppy, 120 Minute IPA
is the Holy Grail for hopheads! Making its return
with all-new label artwork, this continually hopped
Imperial IPA is brewed with a copious amount of
high-alpha American hops throughout the boil and
whirlpool, and then is dry-hopped with even more
hops. Clocking in at 15-20% ABV, 120 Minute
IPA’s high ABV makes it an excellent candidate
for aging. ABV: 15-20% Package: 12 oz. bottles only
Availability: Now!

Dogfish Head (Spring)
Variety 12-Pack
Dogfish Head’s Spring 2/12-pack
can variety features an off-centered
lineup of refreshing ales including: 60
Minute IPA, a continually hopped IPA
brewed with a boatload of intense
Northwest hops; SeaQuench Ale,
a session sour mash-up of a crisp
Kölsch, a salty Gose and a tart Berliner
Weisse brewed in sequence with black limes,
sour lime juice and sea salt; Namaste, a Belgian-style
white ale brewed with dried orange slices, fresh-cut
lemongrass, peppercorns & a bit of coriander, and variety
pack exclusive Festina Peche, a refreshing neo-Berliner
Weisse brewed with truckloads of real peaches that are
added during fermentation. Availability: Now!

Artifact
By Any Other Name…
Made with McIntosh, Empire and Cortland
apples with blackcurrants, this cider is dry,
crisp, and pink, this crush-worthy craft cider
is a delicate and refreshing crowd-pleaser.
ABV: 6% Package: 16 oz. cans only
Availability: Now!
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Harpoon Summer Style
Beer is the ultimate summer accessory, and
there’s no wrong way to mix or match when
you’re drinking this crispy Blonde Ale.
This seasonal is inspired by the classic
Keller Kolsch – one of the original hoppy
hazy beer styles – but dry-hopped with a
blend of modern German and American
hops. ABV: 5% Packages: 12 oz.
bottles, 12 oz. cans and draught
Availability: Now!

NEW!

Harpoon Summer
Vacation Mix Pack
With a cooler of fresh beer, some friends
and sun, any afternoon can feel like a
vacation. This year’s Summer Vacation
variety pack features: Summer Style Blonde Ale,
Citrus Session Harpoon IPA, Camp Wannamango,
and Rec. League. Packages: 12 oz. bottles and
12 oz. cans Availability: Now!

UFO Georgia Peach
This easy-drinking, flavorful and hazy
peach wheat beer from UFO Beer
Company will abduct your thirst.
Packaging highlights the inspiration
of Georgia’s state fruit in this anytime
easy sipper. ABV: 4% Packages: 4/6
& 2/12 12 oz. cans and draught Availability: Now!

UFO Splashdown Mix
Make a splash with this summer
seasonal mix from UFO! A mix of
year‑round and limited seasonal
offerings makes this 2/12 can
variety an ideal companion for
summertime adventure. Included
in this mix are: UFO White, Light
Force, Maine Blueberry and
Georgia Peach. Availability: Now!

Mike’s Hard Pineapple
Passion Fruit
Sweet, juicy pineapple notes are perfectly
balanced with tropical passion fruit
in Mike’s newest seasonal. With
just the right balance of sweetness
and tartness, every sip is extremely
refreshing and drinkable. ABV: 5%
Package: 12 oz. bottles only
Availability: May

NEW!

SeasonalSELECTIONS
Long Trail
Summer Survival Pack
This annual favorite mix 2/12 pack
from Vermont features three each
of Long Trail Ale, Summer Ale,
Little Anomaly IPA, and Blackbeary
Wheat. Availability: Now!

Long Trail
Blackbeary Wheat
Vermont’s original Blackbeary Wheat is back
from hibernation! This classic American
wheat ale is made with a whole bunch of
blackberries that pack a pie-on-the-windowsill
sweetness. ABV: 4.2% Package: 2/12 12 oz. cans only
Availability: Now!

Shipyard Summer Ale
Summer is a state of mind and Shipyard’s
seasonal was brewed to fuel it! This clean, crisp
& refreshing American wheat ale offers notes of
citrus and honey. Worthy of a relaxing
afternoon in the sun, this brew is
an ode to New England Summers
and pairs well with lobster, beaches
and sunshine. Best enjoyed outside
with a lime wedge. ABV: 5.1%
Packages: 12 oz. cans, 16 oz. cans
and draught Availability: Now!

Baxter is delighted to extend their longstanding partnership with the New England
Free Jacks rugby team. Free Jacks IPA, the
Official IPA of the Free Jacks, will ignite the
fire to live life to the fullest for all fans. The
Free Jack IPA is a delicious blend of East
and West-Coast IPA styles and features
the newly popular and sought-after Strata
hops. It’s packed with tons of tropical fruit
flavor and rich aromatics held together in a beautiful,
clean presentation. ABV: 6% Packages: 16 oz. cans
and draught Availability: Now!

Carlson Orchards Shandy Stand
A cider shandy is refreshing, thirstquenching, and absolutely hits
the spot. It’s the perfect combo
of Carlson’s flagship hard cider,
blended with their delectable
gourmet lemonade. Fresh apples,
not-from-concentrate lemon juice, a
little TLC and behold: Shandy Stand.
ABV: 5% Package: 16 oz. cans
only Availability: Now!

Carlson Orchards Katie the Red
Red-headed Katie Carlson
represents the third generation of
her family at the orchard. In her
honor, Carlson Orchards presents
their latest limited edition cider,
Katie the Red! They tossed some
local beets into the apple grinder to
give this one a very robust red color
… this is not your sister’s rosé cider!
Filtered, dry and refreshing with a nice fruit/acid balance
and smooth finish. ABV: 6.5% Package: 16 oz. cans
only Availability: May

Narragansett Del’s
Black Cherry Shandy
A crisp and thirst-quenching combination of
’Gansett’s award-winning Lager and natural
black cherry flavor, this shandy has just the
right balance of malty sweetness and cherry
tartness to deliver an experience
as refreshingly different as a
Rhode Island sunset. ABV: 4.7%
Package: 16 oz. cans (and in the
Del’s Variety Pack) Availability: Now!

NEW!

Shiner Strawberry Blonde

Narragansett Del’s Variety Pack
Del’s Variety Pack is being
refreshed this year. New Black
Cherry Shandy will replace
Mango Passionfruit Shandy
and join Lemon Shandy and
Watermelon Shandy in the
2/12-pack (4 cans of each).
Availability: Now!

Baxter Free Jacks IPA

Shiner, Texas is known for beer, while
Poteet, Texas is known for its strawberries.
The best of both worlds have now come
together in one tasty beer. Brewed with
juicy, homegrown strawberries from Poteet
and a mix of pale and wheat malt for a
crisp finish, Shiner Strawberry Blonde
is ripe for the drinking. ABV: 4.3%
Package: 12 oz. bottles only
Availability: Now!

NEW
MIX!
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SeasonalSELECTIONS
Far From the
Tree Dive

NEW!

This new release from
Salem’s Far From the Tree
is an ode to their favorite
Salem, dive bar, The Lobster
Shanty. Dive a semi-sweet
cider accented with smoked
nutmeg. ABV: 7.5% Package: 16 oz. cans only
Availability: Now!

Far From the Tree Georgia
Georgia peach tea cider is Far From the
Tree’s take on southern sweet tea, the classic
summertime refreshment. Great for pool
parties, BBQs, and just trying to cool off from
the summer heat. ABV: 7.5% Package: 16 oz.
cans only Availability: May

Far From the Tree Lei
This sweet and spicy summer cider is made
with Massachusetts apples, real pineapples
and fresh jalapenos. A perfect pairing with
summertime BBQs! ABV: 8% Package: 16 oz.
cans only Availability: June

Greater Good Big Summer

NEW!

Big Summer is a New England IPA best paired
with sandy toes or campfires by the lake. The
galaxy and sabro hops provide clean citrus,
coconut, and stone fruit aromas, matched
perfectly with bountiful amounts of fresh
pineapple. This juice bomb is the perfect
summer sipper! ABV: 8% Package: 16 oz. cans only
Availability: Now!

Peak Organic Summer Session
A traditional summer wheat beer marries
a West Coast pale ale. Locally grown
wheat provides a complex mouthfeel and
Amarillo dry hopping gives a citrusy aroma.
ABV: 5% Packages: 4/6 & 2/12 12 oz. cans
Availability: Now!

Peak Organic
Sweet Tarts Blueberry
Sweet Tart Blueberry is a crisp, fruity, and
lightly sour wheat ale. The blueberries in
Sweet Tart Blueberry are grown at Elderflower
Farm in Lincolnville, Maine. ABV: 4.6%
Package: 12 oz. cans only Availability: Now!
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Two Roads Peach Jam
This refreshing wheat ale is brewed with 100%
real peaches and a hint of hibiscus. It’s a most
appealing brew with an inviting, jammy fruit
flavor enhanced by a subtle tartness from the
hibiscus. ABV: 5.5% Package: 12 oz. cans only
Availability: Now!

Two Roads Road Jam
Brewed with a melange of real red and black
raspberries, then accented with a kiss of
fresh lemongrass, this unique wheat ale has a
stunning red color and mouth-watering berry
aroma. ABV: 5% Package: 12 oz. cans only
Availability: June

Wormtown Be Hoppier
What do you do when
Wormtown’s Be Hoppy IPA isn’t
hoppy enough for you? Seek
out its award-winning bigger
brother. Wormtown added
mash hopping along with their
double dry hop and hop back
processes to create a hop bomb
of epic proportions. ABV: 8% Package: 16 oz. cans
only Availability: May

Wormtown Be Hoppiest
The hoppiest of them all. Wormtown
originally created this recipe in honor of
their 5th anniversary and the response
was overwhelming. This full-bodied beer is
double dry-hopped, creating huge flavors
reminiscent of pineapple, candied fruit, and
citrus for a surprisingly smooth Triple IPA.
ABV: 10.7% Package: 16 oz. cans only
Availability: July

Wormtown Summer
Summer, summer, summer ale.
Time to sit back and enjoy Summer Ale.
Here it is the scene slightly transformed.
Just a bit of a break from the new norm.
Just a refreshing ale to break the monotony.
Of all those hardcore rules that has gotten
to be. A little bit Azacca hops that makes the beer
dance. A soothing smell and a crisp look at first glance.
Give my summer a little mix. And if it ain’t broke
then don’t try to fix it. Summer, summer, summer
ale. ABV: 4.8% Packages: 16 oz. cans and draught
Availability: Now!

Programs
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Programs
Sam Adams Wickedest Fan
From July – August 2022, Sam Adams will be running
a contest to find the Wickedest Fans in Baseball!
Across PR, social, radio, experiential (at Fenway), and
at your favorite Bar or Liquor Store Sam Adams will be
searching for the Wickedest Fans out there with the
most legendary stories.

Win a Jet Ski from
Twisted Tea!
Twisted Tea is the perfect addition
to turn up any summer occasion,
whether you’re on the water, at
the beach or celebrating America’s
birthday with friends & family Twisted
Tea is giving away a Jet Ski to one of
their biggest fans this Summer! Enjoy
a Twisted Tea from your local bar or
liquor store for a chance to win.

Truly Dua Lipa Summer
Win a Trip to see Dua Down Under! Truly is
sending 10 Lucky Winners and their guests
to see Dua Lipa in Australia this November.
Truly will also be giving away trips to local
concerts and Live Nation Festivals!
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Dogfish Head
Celebrates
Earth Month
Aligning with the cultural moment
of Earth Month, Dogfish Head’s
“Mother Nature, Let’s Do This!”
retail program is returning for a
second year this April with an
even more impactful approach,
including eco-conscious brand
collaborations, thoughtfully
sourced and designed POS
materials and a call-to-action
that encourages drinkers to give
back. On-premise, Dogfish Head
will work to drive features of
60 Minute IPA and Hazy-O! by
utilizing Earth Month POS and
offering a special sweepstakes
to consumers. Off-premise, the
brand will focus on driving displays
of its variety 12-packs alongside
12-packs of its core products;
60 Minute IPA, SeaQuench Ale,
Slightly Mighty and Hazy-O!

Programs
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Win a Trip to the
2023 Kentucky
Derby with
White Claw
This April and May, consumers
can scan a QR code on themed
White Claw POS to enter-to-win
a trip to the Kentucky Derby
in 2023!

Win a Personal White Claw Water Craft
From May through July, White Claw is offering consumers the chance
to win a personal water craft or exclusive White Claw Hard Seltzer
water sports gear, simply by scanning a QR code on themed POS.
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Programs

There are certain moments
where only a beer will do – and
we call that summer. And to
celebrate the season that beer
was made for, Miller Lite is
celebrating beer loud and proud
all summer. Drinkers can scan
POS anywhere they find original
light beer to unlock exclusive
offers for every summer holiday
and chances to have Miller Lite
pick up their tab!

Miller Lite Pride
Miller Lite knows a thing or two about originality, and this year they’re helping
everyone be proud of their authentic, original selves. Limited-edition LGBTQ+
visuals feature can designs inspired by the colors of progress and identity flags,
and raise awareness of Miller Lite’s partnership with the Equality Federation.

Great Round,
Great Taste
Every round of golf and every round
of beers can be served with great
taste thanks to the 96 calories of
the original light beer. Miller Lite is
bringing the excitement of the links
into every store with golf cart case
stackers, dimensional golfer standees
and putting green floor mats.

Pass the Summer Vibez
This summer, Vizzy fans won’t just be sharing the bold flavors of their favorite
hard seltzer made with antioxidant vitamin C – they’ll also be passing the Vizzy
Vibez! When drinkers scan any Vizzy can, they’ll unlock positive messages and
have the chance to win cold hard cash with every share.
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Programs
Coors Light and
TravisMathew
Signature Gear
Lifestyle golf brand TravisMathew has
been soaring to new heights ever
since it was founded in 2007, and
now the brand that’s been embraced
by celebrities (Mark Wahlberg and
Chris Pratt) and athletes (Matt Ryan,
Jimmy Garoppolo, and world’s #1
golfer Jon Rahm) has created a
signature line of gear that’s perfect
for an afternoon on the links or
grabbing some Chill in the clubhouse.

Celebrate the Spirit of Cinco with Topo Chico
Hard Seltzer
This Cinco, the Mexican flavors of Topo Chico Hard Seltzer will bring everyone
authentic ways to celebrate one of Mexico’s most storied traditions. Messaging
featuring custom Papel Picado visuals will draw in shoppers, while scannable
codes on every display will lead them to countless authentic recipes for all their
Cinco hosting needs, thanks to the brand’s newest partner, Chicory.

Keystone Light and
Realtree Summer
Camo Collection
Keystone Light and Realtree are
teaming up to make sure nobody
has to hunt for a cold one this
summer. POS features a brandnew Realtree camo pattern
created just for Keystone Light
and shows shoppers the only
way fans can get their hands on
it. Scan codes on POS for the
chance to instantly win a hat,
cooler, fishing shirt and more gear
featuring the exclusive pattern.
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Blue Moon Makes Summer Brighter
No matter how people spend the summer, Blue Moon can make it brighter! Whether
they are dancing at a festival, relaxing by the water or cheering at the ballpark,
scanning Blue Moon POS will unlock a spin wheel for chances to instantly win prizes
that make all three occasions even brighter! And, for the month of the solstice (6/21),
everyone can celebrate even more with the chance to win $621 in beer money!

Programs

Summer as Italians Do
When shoppers pick up the crisp,
refreshing taste of Peroni Nastro
Azzurro, they’ll unlock the secret to
a truly Italian summer all around
them. When shoppers scan POS on
displays, they’ll sign up for alerts and
reminders for authentic Italian ways
to enjoy summer with prizes, offers
and inspiration all summer long –
from local Italian eatery guides, $10
to craft mid-summer Peroni cocktails
or even their own authentic Italian
pizza oven!

Superbird Boston Calling
Text for your chance to win a pair of three-day passes to Boston Calling with
Superbird Grapefruit Paloma, the grapefruit juice and soda cocktail made with
100% pure agave blanco tequila.

Tastes Like Beer,
Lemonade and
Summertime
Nothing says summer like Leinie’s
Summer Shandy, and now shoppers
can find more summer fun
everywhere they find the unofficial
flavor of summer! Scan Summer
Shandy POS everywhere for the
chance to spend summer Leinie’s
style with your own inflatable
Leinie’s lemon.

Tee Time Meets
Lemonade
Arnold Palmer Spiked was inspired by the
golf course, and this summer they’re teaming
up with Nation Golf Co. for a custom merch
sweepstakes! Shoppers can scan refreshed
golf displays featuring dimensional golf cart
pack-outs for the chance to win exclusive
Nation Golf Co. golf polos and classic highcrown twill snapback caps!
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Moosehead Celebrates New Dads
Moosehead celebrates
Father’s Day this year
by recognizing the
once-in-a-lifetime
moment of becoming
a dad for the first time!
From May 1st through
June 30th consumers
can enter-to-win a
$2000 gift card to
help offset the cost of
fatherhood! Consumers
will simply visit a
Moosehead display at
a participating retailer
and scan the QR code
on themed POS to enter the sweepstakes. In addition,
consumers will enjoy a $5 rebate on select packages of
the award-winning lager.
There’s no moment quite like becoming a dad for the first
time and Moosehead will be there to join the celebration!

Smirnoff Ice and
Smirnoff Seltzer
Summer Flavor Fest
Sweeps
Smirnoff Ice and Smirnoff Seltzer
are doing what they do best: flavors
and fun! From May 1st through
September 10th, consumers will
have a chance to win the ultimate
concert experience! The Summer
Flavor Fest Sweepstakes will award
one lucky grand prize winner with
a trip for six to the concert of their
choice, complete with airfare/
accommodations, limousine service
and spending money. The first-place
winner will receive a trip for two
to the concert experience of their
choice and 100 winners will receive
a JBL pillbox speaker! Dynamic POS
communicates the program and
features any number of Smirnoff Ice
and Smirnoff Seltzer current and new
flavors, anchored by a bright Smirnoff
concert tour bus mass stacker
display centerpiece.
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Win Tickets to Zac Brown
Band at Fenway Park
This summer, Crook & Marker is running a textto-win program for shoppers to win tickets to Zac
Brown Band concerts around the country. The
sweepstakes will include two tickets and lounge
access for the Grammy-winning band’s show at
Fenway Park on July 15.
Crook & Marker is sponsoring the Zac Brown
Band’s national tour and is promoting the
sweepstakes with eye-catching retail displays that
will include details on how to enter. Brown, an
entertainer and entrepreneur, has joined Crook &
Marker as Chief Creative Officer to help develop
future innovations for its Zero Sugar Organic
Cocktail portfolio.

Paulaner Grill with Better
Bier Sweepstakes
Paulaner has cooked up a hot new campaign
this spring that pairs some great grilling recipes
with some Paulaner favorites: Hefe-Weizen and
Münchner Lager. Starting March 1st, consumers
can enter for a chance to win a deluxe grill
and gear by naming a BBQ recipe! Follow
@PaulanerUSA on Instagram and help name their
barbeque recipes in the comments section of
their designated grilling posts. Grill like you mean
it! Prost!
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The Premier U.S.
Open Experience
Modelo Celebrates
What We’re Made Of
As the #1 import beer of Cinco de
Mayo, Modelo is celebrating what
we’re made of, with its all-new Viva
Modelo campaign, featuring iconic
mosaic tile creative that brings
renewed life to the Cinco celebration.
As the authentic beer of choice for
Cinco de Mayo celebrations, Modelo’s
TV and media plan will include high
profile English and Spanish language
TV, and a strong social and digital
presence. Modelo is partnering with
5 top Mexican-American chefs – from
restauranteurs to bloggers and food
truck entrepreneurs. Each chef will
share how they use food to showcase
their modern Mexican culture with
the world.

Corona Premier is back for year
four of its partnership with the
U.S. Open. This year, Corona Hard
Seltzer will also be joining in on
the fun! The 2022 tournament
takes place at The Country Club
in Brookline, Massachusetts from
Thursday, June 13th through Sunday,
June 16th. Corona is offering
consumers a chance to win tickets
to the tournament or experience the
premier golf experience wherever
they are with prizes from partners
GolfNow and TravisMathew. Corona
Premier is launching a robust multichannel media campaign to recruit
new drinkers and drive momentum
for the brand. Highly targeted media
placements include on-air presence
during the PGA Championship and
U.S. Open and on-site sponsorship of
American Century Championship.

Corona is the Official
Import Beer of Major
League Baseball
This season, Corona refreshes
American’s pastime, bringing energy
and optimism and inspiring fans
to live every inning to the fullest.
As an Official MLB partner, Corona
will be able to feature MLB marks
nationally, leveraging these marks
across broadcast/TV, digital, social,
radio, retail and print. Activated brands
include Corona Extra, Corona Premier,
Corona Hard Seltzer and Corona
Refresca. Stay tuned for national retail
programming kicking off later this year
around the MLB All-Star Game and
the postseason. More details to follow!

Fiesta Further with
Pacifico

Modelo Salud to Summer
This Summer, Modelo is partnering with the hottest brands to unlock exclusive,
limited-edition collaborations EVERY week to kick off our drinkers’ weekends
and enhance their #ModeloTime. This program taps into true “drops”
culture and is sure to generate excitement all summer long, creating weekly
engagement their consumers will NOT want to miss.
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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 with updated creative
featuring bright, bold visuals from
award-winning illustrator Daniel
Diosdado. National TV launches in
April, plus increased national digital
support, resonating with millennial
and LDA Gen Z consumers alike.

Programs
The Corona Beach House
Corona is taking over summer! They’re inviting you to join them at the
Corona Summer Beach House where all things that make summer,
summer are coming together. Additionally, the Protect Our Beaches
campaign is back with more sustainable partnership collabs, beach
cleanups and ways to give back to the waterfront places that make
our summers great!

Corona de Mayo
Corona can’t wait to see consumers
on Cinco for the brand’s most fun and
festive celebration yet. All-new Corona
Cincograms will connect consumers to the
fiesta via Uber Eats, while new thematic
displays and an expanded collaboration
with Old El Paso brings new pairing
recipes and excitement at retail. Leading
up to the Cinco holiday, look out for a
high-profile TV spot during the NFL draft,
plus additional digital and social support
to drive relevance between Corona and
Cinco celebrations.
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