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CAN’T BELIEVE IT’S BEEN ALMOST A YEAR SINCE
COVID-19 made its way to us and entirely changed the way
we live our lives. At this time last year, we were gearing
up for what was promising to be a successful spring and
summer, with preparations for the Boston Marathon, Opening
Day, and Boston Calling underway. As we all know, the arrival
of the virus threw everything into a tailspin, shutting down
bars and restaurants and all large gatherings. Nearly a year
of uncertainty later, there is a light at the end of the tunnel.
Vaccines are being distributed and restrictions on gatherings will be eased. This
will be a major lifeline to the on-premise, but it might come too late for many
of our customers. Every time I hear of another restaurant closure it reminds
me that even when COVID is gone, the dining landscape of our city is forever
altered and some of our most beloved institutions will never return. I know that
the restaurant industry is made up of a strong and resilient group of people
and I encourage them to continue to hang in there as best they can.
One of the many ways that COVID has impacted our business is issues with
out of stocks. This is due to a sudden and sharp spike in demand for certain
packages as well as issues existing throughout the supply chain. Breweries
reducing the number of workers on the floor to comply with distancing
regulations, a lack of packaging materials, and issues with transportation have
all been reasons why some packages have been in short supply. We’re happy
to hear that some breweries we represent are making massive improvements
in infrastructure, including White Claw and Mike’s new state of the art brewery
and production facilities breaking ground in South Carolina and Arizona. These
investments will eliminate out of stocks on White Claw and Mike’s nationwide.
One of the major reasons we have been able to weather this storm is the
strength of our brands and the messaging and innovations they bring to the
market. Coors Light’s Chill campaign is running strong with new commercials,
and Guinness and Notre Dame are proving to be a dynamic duo this season.
We’re also looking forward to exciting new product rollouts from Sam Adams,
including their hop-forward “Wicked Series”, as well as new styles like Big
League IPA from Harpoon.
It may come as no surprise that seltzers have become a major component of
our business. Despite issues with out of stocks throughout the year, seltzers
in our house continue to grow double digits. More brands are breaking out
with national programming and advertising, and seltzers are poised to have a
10 share nationwide. Most of our retailers see the opportunity in this category
and recognize that seltzer is a year‑round, all-occasion phenomenon. They are
maximizing the already high profit potential of seltzer by adding new innovations
and flavors and making space in the cooler and on the floor for displays.
We are finally on the verge of beating this virus. The past year has taken its toll
on each and every one of us in a variety of different ways. We have all missed
out on so much, including the little occasions that make life fun. I hope that
when we can gather again, we make the most of it and celebrate extra hard
to make up for the lost time. Let’s have this century’s version of the “Roaring
Twenties”, only this time, the alcohol will be legal, and we’ll be more than
happy to provide.
So goodbye 2020! Bring on 2021!
Sláinte,
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DeliveringTHE TASTE OF EXCELLENCE
Burke People Get The Job Done
Mark Enwright and Ron Tucker
Purchasing Department

B

ACK IN THE FALL, WE CHATTED WITH MARK ENWRIGHT AND RON
Tucker, the heart and soul of Burke’s Purchasing Department.
Both Mark and Ron have been part of the Burke team for the past
18 years.
Heady Times (HT): Can you guys describe what you do at Burke?
Mark Enwright (ME): Our job entails working with the sales and
marketing department to come up with a script that we use to order
products. We look at trends in the market and consider that along with
the production timeline given to us by our suppliers. We typically forecast
3 to 8 weeks ahead and try to bring in product in a timely manner, so we
don’t have too much or too little of anything on the floor.
Ron Tucker (RT): Trends have gone out the window during COVID-19,
though. Bars got hit while package stores went crazy. There have been
some issues with out of stocks but we’re trying to react quickly.
HT: Why have there been issues getting enough of certain packages?
ME: There are a few reasons. The supply chain was in trouble prior to COVID,
mainly due to transportation issues. There weren’t enough commercial drivers
to begin with and when COVID hit, the demand just surged.
RT: Our suppliers also didn’t have the materials on hand to withstand
this. Once the initial buying changes happened, they quickly ran out
of packaging materials like cardboard, bottles, and cans. Even if they
had the liquid, they had nothing to put it in. Manufacturers had to up
their level of production but with new COVID workplace restrictions
they, as well as our suppliers, had to limit how many people are in their
production facilities. They’re being asked to produce twice as much while
having half as many people on the floor. It’s been trying to say the least;
nobody was prepared for this to go on for so long.
ME: With some of our bigger suppliers we’ve found that while they’ve
occasionally been unable to supply us with certain packages, say 12
packs or 18 packs, they’ve always been able to provide us with the liquid
but it just might not be the exact package we were looking for. Even
though it’s been frustrating at times, we’ve seen what other wholesalers
in our region have gone through. Some of them have been out of
packages for weeks at a time that we have managed to offer consistently.
RT: It’s been difficult when suppliers have had to cut our orders. There
have been times when we’ve had to beg, borrow, and steal from other
distributors. It’s been tough, but we’re all in the same boat.

Ron Tucker (l) and Mark Enwright

HT: How many different states do we
receive orders from?
ME: We pull out of about 18 different
states for beer wine, and liquor. We
also have imports from Mexico, Italy,
and Germany. No matter where they are
located, everybody has been affected
by this at some level. We’re hoping that
manufacturers and suppliers will have the
opportunity in the 4th quarter to play catch
up a little bit.
HT: How do you see your department’s
role changing post-pandemic?
ME: I think one silver lining to all of this
will be increased SKU rationalization. We
will certainly not come back from this
pandemic with as many SKUs as we had
going in. Forecasting in 2021 will also be a
challenge because 2020’s numbers were
so atypical.
HT: When you guys aren’t purchasing
pallets, what do you like to drink?
ME: I’m an import guy so I’d have to say
Modelo and Newcastle.
RT: Sam Adams all the way.
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CoverSTORY
Make More Room for Seltzer
The biggest thing in beer is here to stay, and there’s plenty of room for growth
To capitalize on this relatively new segment that appeals to men and women of all LDA generations and
demographics, you just need to allocate enough space and offer the right assortment.

S

ound familiar? Sure it does. As you’ve heard us say many times, play
the hot hand and give your customers enough “discovery” brands to
make things interesting.

In less than a decade, hard seltzer has become the biggest thing in beer
since light lager. Sessionable at around 5% ABV and low in calories &
sugar, with a kiss of flavor that mimics the non-alc seltzers consumers
love, hard seltzers mesh perfectly with popular consumer trends (the
quest for flavor, convenience & healthy-ish adult beverages) and
appeal to drinkers across all ages, genders and backgrounds. Whether
customers are looking for a single can to drink with takeout or a 12-pack
to share with friends, these days, there’s a good chance they’re reaching
for hard seltzer.
There’s no denying that hard seltzers are a total gamechanger, having
altered the industry and even American consumption habits, which have
become deeply engrained due to nearly a year of COVID lockdowns.
But will it be the next “pumpkin beer bubble” ready to burst when you
least expect it and when you have invested money in tons of inventory?
Absolutely not.
Here’s why you should get on board.
Hard seltzer sales aren’t slowing down. The category leaders, White Claw
and Truly, posted triple-digit gains and 13 of the top 25 best-selling new
beer brands of 2020 were seltzers. It’s safe to say that this category
isn’t like hard soda, which experienced a sophomore slump and never
rebounded. And industry analysts like Dan Wandel, speaking on behalf of
Mark Anthony Brands, see plenty of room for more growth. “Hard seltzer
can easily attain a 20 share of all beer sales. Household penetration

Impulse Buy: Hard seltzer displays
make excellent anchors for the end
of the aisle because hard seltzer
is often an impulse purchase for
customers, especially new and
infrequent beer shoppers.
2

Double the Bubbles: Hard seltzer
commands nearly a 10 share of beer
after its debut about five years ago,
and the category is still growing, with
some industry experts projecting that
volume will at least double by the
end of 2021.
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of the category is somewhere around 70
percent. And [hard seltzer] outsold all
craft beer in 2020. With those kinds of
numbers, it’s hard to understand why craft
still commands three times the shelf space
at retail. Sounds like some businesses are
leaving money on the table.”
The category is evolving. It’s still a twobrand race, but interesting new entrants
are ready to claim their fan base. Don’t
disappoint your customers.
We don’t have to tell you that White Claw
and Truly are the dominant players driving
the category and significantly improving
beer sales, yet there’s plenty of demand
for other brands to succeed because there
isn’t just one kind of seltzer consumer.
Many hard seltzer consumers are devoted
to their favorite brands and flavors, but
want something different from time to time.
There are those who are completely new to
the category and then there are a group of
consumers who will always gravitate toward
lesser known, high-quality brands.

That leaves plenty of room for newer brands
like Corona Hard Seltzer and Coors Seltzer to
make their mark. And as consumers adjust
to the wealth of hard
seltzer options and begin
to search for a specific
seltzer that fits their
taste and price point,
don’t be surprised to see
more seltzers from iconic
breweries like Mass
Bay Brewing Company’s
Arctic Chill, and a
shift toward premium
brands like Willie’s
Superbrew. Brands like
Willie’s Superbrew are
expanding what seltzer
can be with BFY juices,
Feature Flavor: “Stores are hesitant to take away too much
spices and botanicals in
craft space in fear of losing a consumer,” says Burke’s Director offerings like Sparkling
of Marketing Steve Shaughnessy. “I tell them the same is true
Pomegranate Açai and
when they don’t have enough space for flavor!”
Sparkling Ginger Lemon.

CoverSTORY
Will it be the next “pumpkin beer
bubble” ready to burst when you
least expect it and when you
have invested money in tons of
inventory? Absolutely not.
Whether they’re looking for BFY refreshment
or a spiked mixer to keep the party going,
consumers are increasingly turning to hard
seltzers, which have become an everyday
purchase. As Burke’s Director of Marketing
Steve Shaughnessy explains, “We haven’t
seen the ceiling, let alone hit it. There’s
plenty of room for expansion in this
category, especially given the innovation that
keeps coming.”
Not every occasion can be met by beer, cider
or other FMBs, and hard seltzers help fill that
gap for many customers, keeping them in
the beer aisle instead of reaching for a bottle
of wine. Earlier this year, The Wall Street
Journal reported that in 2019, Americans
drank less wine for the first time in 25 years,
as millennials opted for alternatives like
cocktails, NA beer and (you guessed it) hard
seltzer. And as millennials are more likely than
older generations to drink across categories,
expect that trend to continue as hard seltzer
dominates the scene and millennials become
a larger majority of the LDA population.
It’s always hard to predict how any phenomenon
will play out in the long run, but one thing is
clear: it’s time to make more room for the
variety of seltzers your customers are looking for.

The Next Big Things In Hard Seltzer
Truly Iced Tea Hard Seltzer
This year’s rookie sensation from Truly, Truly
Iced Tea Hard Seltzer, combines refreshing hard
seltzer with real brewed tea and fruit flavor for
a refreshing and delicious, 5% ABV hard tea
seltzer in eye-catching gold cans. Available
now, the Truly Iced Tea variety pack includes:
Lemon Tea, Raspberry Tea, Peach Tea and
Strawberry Tea.

Arctic Chill Daytripper Variety Pack
All Arctic Chill styles are 5% ABV, feature
Polar Seltzer as the key ingredient, and use
the same proprietary carbonation style and
natural fruit flavors and essences that Polar
has been perfecting for generations. The
Daytripper variety pack features Fresh Lime, Strawberry
Watermelon, Mandarin Orange, and Cranberry Lime

Corona Hard Seltzer Variety Pack #2
Rooted in Corona’s chill attitude and high-end
credibility, Corona’s new hard seltzer variety
pack (coming in March) includes 4 all-new,
4.5% ABV flavors: Pineapple, Strawberry,
Raspberry and Passionfruit.

Willie’s Superbrew Variety Pack
Willie’s Superbrew is a hard seltzer blended with
real fruit. It’s gluten-free and low in carbs and
calories but brewed with thousands of pounds of
real fruits and spices, making it burst with real
flavor. Their variety pack features three each of
Mango & Passionfruit, Pomegranate & Acai,
Pineapple & Lime, and Blueberry & Lemon.

Seltzer is exploding with the potential for massive
growth ahead. Here’s why…
Industry analysts predict that conservatively, hard seltzer could
reach sales of 300 million case equivalents (CEs) by 2024
because…
It’s recruiting new consumers. 50% of consumers are
switching to hard seltzer from other categories.
•2
 1% from beer
• 17% from wine
• 12% from spirits
50% of the volume represents incremental sales.
79% of the business is incremental to beer distributors.

With growth comes market
segmentation.
Like beer, there are three basic categories of hard
seltzer emerging – Good, Better and Best. Each one
appealing to a specific type of customer.
• Good Brands – Appeal to the price conscious
consumer who may also prefer a higher ABV.
• Better Brands – Mass-marketed and largest
volume brands define the mainstream segment.
• Best Brands – An absolute trade-up option,
these consumers look for more than what
popular brands offer. They crave a unique
product proposition.
www.burkedist.com HeadyTimes v.16
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Mark AnthonyBRANDS
Beyond the Claw
Flavorful, super-premium products provided the rocket fuel that
increased the rest of Mark Anthony’s portfolio by 20 percent in 2020.
What company…
• Has posted growth for five consecutive years?
• Was one of the only large breweries to grow share in 2020?
•P
 roduces premium ready-to-drink cocktails for every consumer
and occasion?
Did you guess Mark Anthony Brands (MAB), the maker of White Claw?
This FMB powerhouse was up 93.6% in dollar sales YTD in September,
despite COVID and out-of-stock challenges, which have been addressed
with the addition of three new production facilities and a contract for six
billion 12 oz. slim cans.
A lot of that growth is thanks to White Claw, which commands
a stunning 51% of all hard seltzer sales. The fizzy behemoth has
transformed the industry, but even without White Claw, the other brand
families in the portfolio were up 20% in 2020. In fact, all five MAB
brand families grew last year! That’s not unheard of, but it’s noteworthy
considering all of last year’s challenges. According to MAB president Phil
Rosse, the secret to the company’s success is simple: Flavor.

Introducing
Mike’s Hard
Lemonade Seltzer
This full-flavored seltzer combines
MAB’s lemonade cred with seltzer
know-how and is born of customer
demand. And the launch of this
new product will be supported by a
$35 million marketing blitz! Mike’s
Hard Seltzer Lemonade arrives
in an eye-catching black variety
pack featuring fan-favorite flavors
like Lemon, Pineapple, Strawberry
and Mango. You can bet that your
customers will be looking for it.

“Flavor is our business,” says Rosse. “We want to continue to be the
company that delivers quality products to consumers at the experiences
and activities where they enjoy them.” Besides, flavor is the number one
driver of sales and it’s transforming the beer industry.
FMBs and hard seltzers are the hottest thing in beer – vaulting from the
6th largest segment in 2016 to #2 in 2020 – and MAB has built an
FMB empire that harnesses consumers’ desires for premium products
that provide exceptional flavor and convenience, two dominant consumer
mega-trends. There’s Mike’s Hard Lemonade (up 13% YTD), which
propelled FMBs to new heights by appealing equally to men and women.
And even after 20 years, Mike’s is still the king – nationally, it’s the #1
FMB brand in sales velocity, awareness & trial and repeat purchase rate.
Mike’s in-your-face little brother, Mike’s HARDER, has 8% ABV for
Mike’s lovers looking for a bigger kick. Up 16% YTD, HARDER is the #1
FMB single and #3 beer single brand. It dominates in convenience.

First Family of FMBs
Mark Anthony Brands has
grown from holding a 1
share of beer in 2017 to
a whopping 6.5% of beer
dollar value and over 5%
of volume sales in America
in 2020, thanks to a flavorfilled portfolio.
4
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A New Product from THE Lemonade Experts
Mike’s has been the #1 hard lemonade for two decades.
Its new, full-flavor Hard Lemonade Seltzer has a 91%
purchase intent by younger drinkers who said it has a
taste that’s “just right”.

Then there’s Cayman Jack, the premium
RTD that’s extremely popular with the
younger, LDA multicultural consumer.
Available in Moscow Mule, Margarita and
Cuban Mojito flavors, Cayman Jack features
high-end ingredients, like blue agave
and organic lime juice, and has seen six
consecutive years of at least 20% growth –
up 88% YTD in November.
Can MAB’s massive success continue as
the pandemic ebbs? MAB believes it will
reach a 10 share of total beer in 2021,
a meteoric rise from the 1 share the
company held in 2017. With a portfolio
packed full of flavor, they are primed for
another explosive year!

Bookshelf
The Dogfish Head Book: 25 Years of Off-Centered Adventures
By Sam Calagione, Mariah Calagione & Andrew C. Greeley
From a 12-gallon brewing system in
Delaware’s first brewpub to the 250K
gallon per week craft powerhouse
we know today, Dogfish Head has
seen incredible success and growth
in their 25-year history. And what
better way to celebrate that growth
– and their silver anniversary – than
with a book that takes Dogfish Head
fans and beer historians alike behind
the scenes of the delightfully offcentered brewery?
Though The Dogfish Head Book: 25
Years of Off-Centered Adventures isn’t
scheduled for release until after this
issue goes to press, the brewery was
kind enough to offer Heady Times a
sneak peek. We’re happy to report
that, judging from the sample we
received, this lovingly compiled pageturner will be a fantastic addition to
any beer lover’s collection.
Written by Dogfish Head founder
and brewer Sam Calagione, Dogfish
Head co-founder and communitarian
Mariah Calagione and longtime
co-worker & Dogfish Inn INNkeeper
Andrew C. Greeley, The Dogfish Head
Book is a lot like the brewery itself:
passionate, artfully designed and just
a little bit goofy. A complete chronicle
of the brewery’s 25-year history, the
book features never-before-seen
photos and documents, co-worker
profiles and design notes that
encapsulate success, failure, buckets
of hard work and, sometimes, plain
old luck.

No one can communicate that history
quite like Dogfish’s gregarious founder.
Sam Calagione’s natural storytelling
ability is on full display from the
very first chapter, as he describes
youthful escapades that reveal
his entrepreneurial spirit but also
resulted in expulsion from his college
prep school just before graduation.
His trademark energy leaps off the
page as he takes readers along on
a brewing and culinary adventure.
Calagione takes us from his first
homebrewed beer – a pale ale brewed
with overripe cherries from a bodega
that he later shared with actors Ken
Marino, Joe Lo Truglio and Ricki
Lake at a party in his fourth-floor
walkup – to the reasoning behind
Raison D’Etre – the Dogfish favorite
that Calagione reverse-engineered
to be the beer world’s Bordeaux that
pairs perfectly with steak.

The true pièce de resistance in the
early pages Heady Times received,
however, is the car crash/U-Haul/
bloody finger incident. No spoilers, but
if you didn’t already respect Calagione
for his brewing chops, MacGyverlike innovations and entrepreneurial
pluck, you’ll have to give him props for
perseverance after reading this edgeof-your-seat white-knuckler where the
hits just keep coming.
But luckily for us, after a quarter
century of victories, setbacks and
several brushes with death, the
Calagiones and their co-workers at
Dogfish Head are still going strong
and aren’t about to wrap up their offcentered adventures any time soon.
We can’t wait to see where they’ll
end up next. Cheers to 25 years, and
many more.

But Calagione is quick to note that
he’s made some missteps in his
career too. The story of his fateful
trip across Delaware Bay to deliver
the first six-pack of Dogfish Head
beer to New Jersey will have readers
wincing in sympathy, but it also
serves as a reminder that hard work
(eventually) pays off. Following the
initial disappointment of a miniscule
crowd on the Cape May shore,
Calagione was approached by Levi’s
to participate in an ad campaign
featuring young entrepreneurs across
the country, boosting Dogfish Head’s
message early on.

www.burkedist.com HeadyTimes v.16

5

Feature
Hazy Days Ahead

New England IPA. Hazy IPA. Juicy IPA. East Coast IPA. Whatever they’re called, your customers want them.

“H

azies” have transcended trend status having taken root in the mainstream
with breweries across the country tweaking their hop blends, yeast strains
and grain bills to produce the easy-drinking, OJ-mimicking beers that fans
love. Since entering the market, they’ve upended craft beer sales, gobbling up
15% of the market by growing faster than any other top five beer style by volume.
How did this happen?
That’s the question of many beer geeks, some of whom are resistant
to the idea of hazy bois, haze bombs and everything in between. It all
began with one beer that even the anti-haze crowd adores: Heady
Topper, a hazy DIPA from Vermont’s The Alchemist. Regarded as the
original hazy beer, it is considered one of the best beers in the world,
having garnered a perfect 100 on BeerAdvocate and a horde of loyal
fans that would do anything to get their hands on some – one woman
was even arrested for trying to sell a case on Craigslist in 2013.
Inspired by the genius of The Alchemist, brewers began to brew their
own turbid haze along with the explosion of fruit aromas and pillowy
mouthfeel of Heady Topper’s NEIPA. As the hazy footprint spread beyond
Vermont, the style found real purchase throughout the country thanks to
its drinkability compared to classic IPAs.
Some brewers speculate that Hazy IPAs became popular because of
some palate fatigue from all the bitter IPAs that had saturated the
market. Though the hazy style was new, it was immediately approachable
for consumers. Hazy IPAs have mass appeal because they are
reminiscent of the juices people drank when they were kids.
Hazy IPAs post steady growth year after year not just
because they’re delicious, but also because they’re
crushable and fun. Though learning to love aggressively
hopped IPAs was once viewed as a badge of honor, drinkers
today prefer their beer accessible. Approachability is integral
to the success of hazies, attracting drinkers who normally
give hoppy beers – or even beer in general – a pass. Their
popularity across demographics is remarkable, with Sam
Calagione of Dogfish Head remarking that appeal is “all over the map –
older, younger, men and women.”
“From my personal vantage point,” continues Calagione, “this beer style
appeals a bit more to the younger demographic when it’s bought directly
from brewery tasting rooms to enjoy on-premise or to-go, and a bit more
to older average age consumers when it is bought off-premise.”
Dogfish Head plans to attract an even larger audience by combining two
trends in one with Hazy-O! Launching in February, the vegan-friendly
hazy IPA will be the first nationally distributed hazy IPA made with oat
milk, a BFY favorite.
Brewers rely on a variety of methods and recipes to produce their hazy
creations, which require pain-staking research and testing to perfect –
and make stable to ship safely. For most, the “hazification” process is
top secret, but a few generous brewers, like Calagione, were willing to
share some details.
6
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Sam Calagione thinks hazy beers appeal to a wide demographic
of drinkers

“Utilizing four forms of oats in the recipe
for Hazy-O! makes the brewing process
blissfully inefficient,” he says. “It is truly
a labor of love. Each form of oat used
in the brewing process provides the
beer with a unique but complementary
characteristic. Rolled oats provide a dense
haze, malted oats contribute a delicate
malty sweetness, naked oats offer a subtle
toasty and caramel character, and… oat
milk contributes Hazy-O!’s silky soft, creamy
mouthfeel. This foundation-of-four allows
the beer’s special blend of hop varieties to
hit the juice bullseye.”
The brewers at Peak Organic decided to
formulate a beer that would satisfy both
consumers seeking that juicy, hazy, hop
profile that’s emblematic of a New England
IPA as well as those joining the ever-growing
numbers in the market for BFY options.
Slim Hazy checks off both those boxes,
packing big, juicy, tropical flavors in an IPA
that’s only 95 calories and less than 3g
carbs. Organic Calypso, Citra, and Simcoe
hops used in primary and dry-hopping pack
a big punch, bringing a lot of flavor to the
little IPA.
It’s no surprise that fellow
Green Mountain brewery Long
Trail produced their take on
the style that originated in
their state. When Long Trail’s
brewers were formulating
the recipe for VT IPA, they

Feature
Haze Explosion

“Hazy IPAs have mass appeal
because they are reminiscent of
juices we drank when
we were kids.”
played around with yeast strains and hop
combinations in search of a smooth, juicy
offering that pleases palates. They found
the perfect balance of tropical fruit and
citrus flavors through a heavy dry-hopping
of Citra and Amarillo hops, which give
distinct tangerine, mango, pineapple, and
grapefruit flavor.
While these hazy IPAs often create lower-ABV
spinoffs, Harpoon did the opposite. They took
their successful, low-ABV and calorie, hoppy
Pale Ale, Rec League, and multiplied all the
ingredients by two. The result is Big League,
a hazy, citrusy, and surprisingly crushable IPA.
It’s deliberately dry and easy drinking, with
a grain bill that includes roasted oats, oat
malt, wheat, and Buckwheat Kasha. These
grains contribute to the soft mouth feel, hazy
appearance, and provide a solid backdrop to
the juicy tropical flavors brought forth from
the dry-hopping.
From new innovations like Hazy-O! and the
low-calorie Peak Organic Slim Hazy to beers
like VT IPA and Big League in core beer
lineups, craft breweries are embracing this
relatively young style with open arms. So
while these breweries may take different
approaches to creating their smooth,
tropical brews, on one thing they agree:
hazies are here to stay.

The last few years have seen craft brewers
everywhere harnessing the power of haze. From hazy
bois to haze bombs, fans can’t get enough of these
top hazy IPAs.

Greater Good Pulp &
Pulp Daddy
These two NEIPAs from allimperial Worcester brewery
Greater Good are both 8%
ABV and pack a citrusy hop
punch, but Pulp Daddy’s haze
is dialed up a little higher.

Samuel Adams Wicked Hazy
Sam Adams reformulated their classic
New England IPA to create the less bitter,
smoother Wicked Hazy.

Two Roads Cloud Sourced
Hopped and dry-hopped with six
different varieties, Two Roads hopes
Cloud Sourced’s intense citrus juiciness
balanced with a soft malt core will put you
on Cloud Nine!

Peak Slim Hazy
This organic, hop-packed hazy is overflowing with
Calypso, Citra and Simcoe hops, yet clocks in
under 95 calories and less than 3 carbs.
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BrewerHIGHLIGHT
Vivify Beverages’ Sarah Ross and Anne Ellis
Two forward-thinking female entrepreneurs figured out how
to put la dolce vita into a can, and the world took notice.

W

hen USA Today announced the results of their Ten Best Canned Cocktails
in America competition (or what our industry calls RTDs), you might
have expected to see mostly huge conglomerates atop the leader board.
But sitting at the #2 spot in this highly competitive lineup was a refreshing, new
hard Italian soda that had recently burst onto the scene: Bravazzi.
Headed by three entrepreneurs, two women and one man who each had
separately developed great love for the culture & flavors of Italy, Vivify
Beverages was launched to create flavorful, high-end, BFY, sophisticated
products using only the best ingredients, as is the Italian tradition. You
shouldn’t be surprised then to learn that Vivify also makes Itz Spritz.
Vivify: transitive verb 1. to make something or someone more lively
or vivid.
That is exactly what they did.
Heady Times (HT): Tell us about the origins of the company. Did the
USA Today win affect your business model?
Anne Ellis (AE): This award has certainly increased awareness of the
brand, and it’s only one of several high profile accolades we received
in 2020. This year, Forbes magazine said Bravazzi was one of the best
canned beverages on the market. In November, The Kitchn (a top 20
global food and beverage site) did a survey of 21 competitive brands and
unanimously chose Bravazzi as the winner. But I’m most proud that the
brand has dominated many recent tasting competitions – including Best
Tasting at Seltzerland & Most Popular at Fizz Fight.
But back to your first question.
The company was initially started by Sarah Ross and Bob Walkenhorst. I
joined the team when Sarah introduced me to the brand. Once I had my
first sip of Bravazzi Grapefruit, I decided to leave corporate America and
join the Vivify team.
Sarah and Bob started the company because after years in the industry,
they knew there was a demand for better quality and sophisticated flavors
that big companies weren’t addressing. Even though the pandemic has
caused many people to lose their jobs, consumers everywhere are trading
up across all categories. Both Bravazzi and our other great offering, Itz
Spritz – a flavorful and refreshing all-natural spritz – target consumers who
are actively seeking better and BFY products. We see a clear opportunity
for retailers to provide their customers with products that are made with
simple ingredients that provide fuller flavor experiences.
HT: What makes Bravazzi different from other hard sodas on
the market?
Sarah Ross (SR): We love to say that Bravazzi is our love letter to Italy.
Anne and I both lived in Italy. We studied there and love everything about
it. Especially the way they use the highest quality, freshest ingredients.
When the ingredients are good, the real flavor comes through and
artificial additives aren’t needed. That is very much the Italian way.
8
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Vivify Beverages’ Co-Founders Anne Ellis (left) and Sarah Ross

Then we would always take our favorite
gourmet Italian soda, San Pellegrino,
and add booze. (You can get some
great cocktail recipes on our website
www.bravazzi.com). One day, a lightbulb
went off: What if we took our favorite Italian
soda flavor experience and made it boozy?
Like hard seltzers, we took a growing
consumer trend in the non-alcoholic space
and brought it to the beer aisle. But Bravazzi
is better-for-you AND it tastes better
because it is bursting with sun-ripened,
true-to-fruit flavor consumers crave.
HT: How does health and wellness fit
into your product portfolio?
SR: Our products are BFY from the start. We
have clean labels because we use simple
ingredients – nothing artificial or created in
a lab. We use real fruit and vegetable juices
in Bravazzi to give it the true-to-fruit citrus
flavor and beautiful color it’s known for. Both
brands are naturally gluten-free because
we brew using sugar, not malt. We know
that consumers are uncompromising when
it comes to quality, and we make sure that
every ingredient we use is the best quality
available. We don’t cut any corners and you
can taste the difference in our products.
HT: Besides a short list of all-natural,
superior ingredients, what else can you
tell us about how your products are made?
AE: These hard Italian sodas are a new kind
of brew. Our unique sugar brewing process
makes Bravazzi light-tasting and naturally
gluten-free. Each flavor is blended with real
fruit juice so it finishes light, bright and
totally delicious – in true Italian fashion.
HT: Tell us about Itz Spritz. How does it
take advantage of untapped opportunities?
SR: In our opinion, nothing is better than
a spritz cocktail. But they require multiple
ingredients to make (no one wants to make

BrewerHIGHLIGHT
more trips to the store during a pandemic)
and they can be complicated. That’s
precisely why we created Itz Spritz. You
don’t have to make anything!
Besides, it’s gluten-free, lightly sparkling and
flavorful, just the way a spritz should be.
HT: How can Bravazzi and Itz Spritz
be enjoyed?
AE: Both products are incredibly versatile
and are fantastic straight from the can,
poured over ice or mixed into cocktails. Our
consumers are busy and social, and they
want beverages that they can use in multiple
ways. We have an amazing mixology program
which provides recipes on both the Bravazzi
and Itz Spritz websites for consumers looking
for an elevated experience.
In the on-premise, you’ll find our products
poured over ice in a wine glass to
accompany a meal, or mixed into a simple
cocktail. They are incredibly shelf-stable
and timesaving for the bartender.
HT: Why do you think it’s important to
have more companies that are female
founded/owned?
SR: It’s important that companies and
brands reflect the consumers they serve.
For example, despite the fact that women
represent a huge amount of buying power,
shopping decisions and consumption volume,
they have been largely ignored by the big
companies across many categories for
decades, including beer. Today’s consumers
are very diverse and they want to support
companies that embody that diversity.
As a result, new drinkers are entering
the category because they are finally
finding brands that speak to them, both
in terms of the products themselves, and
the companies and leaders behind them.
This behavioral shift has become more
pronounced during COVID – people want
to support small, diverse businesses and
brands more than ever before.

Five Reasons RTDs are BFDs*
Canned cocktails are crushing it! The pace has quickened
during the pandemic since we can’t sit on barstools. Here
are the facts…
1. N
 ielsen’s Danelle Kosmal reported that the sale of
RTD cocktails is up over 131%.
2. IWSR, a drinks market analysis company, predicts
that in the near future, the sale of RTD cocktails
will surpass that of all wine and spirits in the US as
consumers continue to switch categories – i.e., they
are drinking some of everything.
3. R
 TD cocktail sales are outpacing hard seltzers, albeit
on a much smaller base.
4. P
 eople want to drink a good cocktail, not make one.
5. T he growth in sales has been helped by the
premiumization trend.
*A phrase borrowed from Beer Business Daily. Thanks, Harry!

Bravazzi Hard Italian Soda
The Bravazzi Variety Pack
consists of a wonderful mix of
flavors including Clementina,
Blood Orange, Limonata and
Grapefruit. Perfect and fresh
right out of the can, they also
make terrific mixers. Check out
the Clementina Creamsicle or
Blood Orange Punch cocktail
recipes at bravazzi.com.

Itz Spritz
These all-natural spritzers are
crafted to be flavorful and
refreshing. Each fresh, fragrant
and delicate flavor is naturally
gluten-free and blended with
the finest natural ingredients
to create the perfect fusion of
unique tastes. In the variety pack you’ll find Golden Pear,
Elderflower Citrus and Cucumber Lime Twist.

HT: What’s next for Vivify? Are there new
flavors and innovations on the way?
SR: We are innovators at heart, so we’re
always looking at trends and dreaming about
future products. We are working on something
exciting for Bravazzi for Spring 2021 – a
second variety pack inspired by flavors of Italy’s
famous Amalfi Coast. Stay tuned for more.
www.burkedist.com HeadyTimes v.16
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Why You ShouldBE SELLING…
Dogfish Head Slightly Mighty

U

nlike most active lifestyle beers, Slightly Mighty is light in carbs,
calories and alcohol without sacrificing taste… no wonder it’s up
332.6% YTD.

A few years ago, craft breweries tasked themselves with creating
beers with big flavor that would appeal to health-conscious
consumers. Dogfish Head, known for brewing outside the box,
was one such brewery up for the challenge. Of course, this wasn’t
DFH’s first venture in the better-for-you category. The beloved
craft brewery proved they could make a beer that would fit into a
healthy lifestyle with the 2016 release of SeaQuench Ale (now
one of the best-selling sour beers in America). After months of
molecular-level research and culinary exploration, Slightly Mighty
was born at just 95 calories, 3.6g carbs and 0g fat, with a
sessionable 4% ABV.
A ground-breaking IPA, Slightly Mighty is everything you want in a lowcalorie beer: slight in calories and carbs yet mighty in taste. It has
quickly become the best-selling beer in the low-cal IPA category, a new
category created in response to the increasing consumer demand for
wellness-focused alcoholic beverages.
Called a “legitimate IPA both [beer] geeks and average folks will dig”
by Esquire, the secret to the exceptional taste of Slightly Mighty was
found in an ancient Chinese delicacy – monk fruit. Dogfish Head
founder Sam Calagione explains, “Sweeter than sugar per ounce,
monk fruit amplifies the body and complexity of the beer yet contains
no calories. The result is a hazy-gold, lo-cal IPA that throws tropical
notes of pineapple, coconut, mango and citrus, all while delivering
an aromatic hoppiness that makes it oh-so drinkable. Brewed with
‘lo-cal’ly grown malted barley, Slightly Mighty is dynamic and crisp with
a refreshing hop profile.”
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Called a
“legitimate IPA
both [beer] geeks
and average
folks will dig” by
Esquire, the secret
to the exceptional
taste of Slightly
Mighty was found
in an ancient
Chinese delicacy –
monk fruit.

Off-PremiseSPOTLIGHT
Liquor World
Sharon

J

UST A COUPLE OF WEEKS
after they opened, we met with
General Manager Rick Mullen
and Beer Manager Larry Giargiari at
the new Liquor World in Sharon.
Heady Times (HT):
Congratulations on your grand
opening! How big is this space?
Larry Giargiari (LG): It’s about
16,000 square feet. We have 7
wine doors, 3 doors for non-alcs,
and 33 beer doors and a walk-in
beer cooler. We have a ton of floor
space for displays, an education
classroom, a tasting area, a walk-in
humidor, and a walk-in humidified
wine room for our fine wine
selections.
HT: How long did the buildout
take?

Rick Mullen and Larry Giargiari at the new Liquor World in Sharon

Rick Mullen (RM): It took
approximately 3 ½ months which was a little longer than we were aiming
for but with COVID going on everything took longer. Materials weren’t
available, workers weren’t available. When construction was complete
there were so many out-of-stocks across the board it was difficult getting
product to fill the shelves. The whole process was quick, but not quite as
quick as we thought it would be.
HT: How has the community response been so far?
RM: The town has embraced us, and we’ve embraced them. Sharon
was a dry town for decades and they only started issuing beer and wine
licenses a few years ago. We got the first full liquor license issued by
the town and the response from everybody has been great. People are
coming in and thanking us because they don’t have to drive a half an
hour to Foxboro to buy liquor now. It’s been nice, it’s a new beginning.
HT: You were able to open in time for Thanksgiving, how was
business and what were people buying?
RM: It was very good. Thanksgiving Eve is typically the biggest
on-premise night of the year but this year there weren’t as many
people out at bars and restaurants so they were buying from stores and
celebrating at home. On the beer side we saw a big kick in some of the
older, mainstay brands that offer 12 packs and 18 packs. I think people
were gravitating toward comfortable brands in long-lasting packages.
LG: We’re seeing different products trending. A lot of people are
recreating their favorite cocktails at home so we’re seeing strong sales
of craft spirits and mixers. Another category that’s doing very well is RTD,
or ready to drink, cocktails. They’re premade cocktails in cans or bottles
that you just pour over ice and they’re ready to go. They’re a definite
up-and-coming part of the business.

HT: What’s been your approach to craft?
LG: I’m a huge supporter of local craft beer.
I ran a beer department for 20 years before
I came here so I’m familiar with all the
breweries in the area and we try to promote
them as much as possible. I’m also a
Certified Cicerone, so I take beer knowledge
and history seriously. It’s fun to hand sell
and talk to customers about beer. We’re
aiming to educate our customers a little
and maybe get them to try new things.
HT: How has Burke been an asset to
your business so far?
LG: There’s a lot to managing a store of
this size so it’s been very helpful to have
our reps from Burke merchandise their
products and make sure they’re priced
correctly. We have some friends here today
from Boston Beer to do a little reset and
they’re taking measurements for permanent
cooler signage. Mike Deady from Burke
is our sales manager, he’s here today to
do some shelf resets. We want to get this
done before Christmas and Hanukkah come
along so everything is laid out properly for
when we get that rush. It’s going to be
good, we’re excited.
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On-PremiseSPOTLIGHT
The Dog House Bar & Grill

T

HE DOG HOUSE BAR & GRILL IS ONE OF THE LATEST
dining additions to Woburn’s Main Street. The fullservice, newly constructed restaurant is a partnership
between brothers Hugo and Hudson Moraes, who are no
industry rookies; the pair have also owned and operated
neighboring restaurant Tudo Na Brasa Brazilian Steakhouse
since 2006.
We had the pleasure of talking with Hugo and Hudson
back in the fall about their ongoing plans for The Dog
House, as well as how they have navigated through the
challenges the industry has undergone this year.
Heady Times (HT): How long has The Dog House been
open for?
Hugo Moraes: The restaurant is just over a year old,
but we have owned the building for five years. When
we bought it, the space had been vacant for about a
decade and was just a shell. We put in a new foundation,
extended the structure, and did an entire build out- it was
a big project. We opened in July of 2019 and because
of COVID we shut down about eight months later. We
reopened in the middle of June and it has been day by
day since. We were very lucky that most of our employees
were able to stay on. We have a great staff; they are like
family to us.
HT: Did you have to shut down both restaurants?

Hudson Moraes (l) and Hugo Moraes

Hudson Moraes: We’ve always done a very strong takeout business at
Tudo Na Brasa, so we continued to offer that. It didn’t make sense for us
to keep the The Dog House open, so we used the down time to continue
making improvements to the space. We installed an elevator that goes
up to our roof deck which will be opening in the spring. It’s the first roof
deck in Woburn and we’ll have a full bar with a 12-line draft system.
HT: So there are three full bars in the entire space?
Hudson: Yes, our indoor main bar has 30 lines and as well as a frost
rail built into the bar that keeps customers’ drinks cold. Our recently
expanded back patio has a full bar and 12 lines, and then that setup
is mirrored on the roof deck. Having a large beer selection was very
important to us. Of course, we have staples like Coors Light, but we do
very well with beers from Harpoon and Sam Adams and smaller locals
like Wormtown. We carry Angry Orchard cider on draft and incorporated
that into a drink on our cocktail menu. White Claw and Truly seltzers are
big sellers for us. I thought seltzers would fade away, but they stayed
strong through last summer and into the winter. I don’t see how you can
run a bar these days without a seltzer on your menu.
HT: How has indoor dining been since the weather has been
getting colder?
Hudson: It’s been going well. We’re lucky to have the space that we
do and we were able to install a lot of dividers. We clean and sanitize
constantly; our customers see that, and we’ve built that trust with them.
Everybody needs to do what is supposed to be done so we can all just
get through this.
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HT: Tudo Na Brasa is just a few doors
down from The Dog House. Are the
concepts similar at all?
Hudson: We opened Tudo Na Brasa
with our father who has also worked in
the industry for years. It is a full-service
Brazilian Steakhouse, and everything is
cooked on natural charcoal. We do that
here as well; all our burgers, meats,
skewers, kabobs, everything is cooked
on charcoal. There are other callbacks to
our Brazilian Steakhouse roots sprinkled
throughout the menu, but they are very
different restaurants. With The Dog
House, we wanted to bring something
unique to the area by providing a slightly
more upscale dining experience while still
maintaining that hometown bar feel, and
the response has been great. We’ve had a
loyal customer base at Tudo Na Brasa for
years and many of them now come to The
Dog House as well. We feel very fortunate
to live in and operate our businesses in this
community, Woburn is awesome.

NewPRODUCTS
Now Being
Sold by Burke
Coors Pure
Say hello to Coors Pure, a new USDA-organic
certified beer with four simple, quality ingredients:
organic barley, organic hops, yeast, and water.
It’s the same Rocky Mountain refreshment
you’ve come to know and love, with the crisp
and clean taste of Coors.
And with only 92 calories,
zero sugar and a low 3.8%
ABV, this pure light beer has
serious staying power. ABV: 3.8%
Packages: 12, 16 and 24 oz.
cans Availability: Year‑round,
beginning in March

Meet Proof Point, the New
Seltzer Cocktails with Real Spirit
Proof Point is bringing something new to
MolsonCoors and to the market in general
– easy drinking spirited seltzers, expertly
crafted with real juice and real spirits, still
at only 100 calories. Customers won’t find
canned cocktail spritzers with only 100
calories and zero sugar and all this flavor
anywhere else. These super premium hard
seltzers will be hitting the market with
four tested and beloved cocktails, each perfectly paired.
Vodka Seltzer with Lime, Whiskey Seltzer with Blackberry
Lemon, Rum Seltzer with Mango Pineapple, and in April,
Tequila Seltzer Grapefruit. ABV: 5% Package: 4-packs
of 12 oz. slim cans Availability: Year‑round, beginning
in February

Topo Chico Hard Seltzer
Fans of iconic Topo Chico
Mineral Water rejoice! Topo
Chico Hard Seltzer is making
its debut in March 2021.
This is the only hard seltzer
inspired by the classic taste
of Topo Chico and it comes in
four mouth-watering, 100-calorie flavors, Tangy Lemon
Lime, Tropical Mango, Strawberry Guava, and Exotic
Pineapple. Their premium-but-still-attainable positioning
and strong loyal following will help make Topo Chico
Hard Seltzer a huge hit in the millennial and Latino
market, where much of the brand’s fan base already
exists. Don’t miss out on this innovation from a classic
brand, serving up flavorful new ideas in a refreshing
and fun way. ABV: 4.7% Package: 12 oz. variety pack
Availability: Year‑round, beginning in March

NewPRODUCTS
Leinenkugel’s Lemon Haze IPA
When life hands you lemons, make IPA! That’s the
idea behind Leinenkugel’s new Lemon Haze IPA, an
updated twist on a classic flavor. Fans of Leinenkugel’s
No.1 craft summer seasonal, Summer Shandy, will be
delighted to know that the delicious flavor of lemonade
that made the brand famous is profiled in
this juicy and approachable IPA. With hazy
lemon notes and just the right amount
of hops, Lemon Haze IPA will be making
appearances in shoppers’ fridges and
coolers during those warmer months when
we could all use a little extra refreshment.
ABV: 4.9% Packages: 12 oz. cans, 16 oz.
cans and draught Availability: Year‑round,
beginning in March

Leinenkugel’s Spritzen
Variety Pack with
Blood Orange Cranberry
Leinenkugel’s Spritzen is making a splash with their
latest variety pack featuring their new flavor, Blood
Orange Cranberry. This refreshing beverage is the
perfect choice for drinkers who want the best of both
worlds – beer and seltzer in one. At 93 calories and
0 grams of sugar, this better-for-you option tastes
delicious and won’t weigh
you down. And customers
can try all four varietypack flavors – Pineapple
Strawberry, Grapefruit,
Raspberry Lemon and new
Blood Orange Cranberry.
Availability: Year‑round,
beginning in March

Vizzy Blueberry Pomegranate
Starting in February, shoppers can enjoy even more
of their favorite hard seltzer (hint: it’s the one full of
flavor and antioxidant vitamin C)! Available
in new 24 oz. cans, Vizzy Blueberry
Pomegranate now has twice the rich,
velvety blueberry and smooth pomegranate
taste – the perfect choice for any seltzerlover. ABV: 4.5% Package: 24 oz. cans
only Availability: Year‑round, beginning
in February
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NewPRODUCTS
Smirnoff Ice ZERO Sugar
New Flavors

Guinness Nitro Cold Brew
Hard Coffee

Smirnoff Ice is known for quality drinks bursting with
flavor and the right balance of citrus and sweet.
Smirnoff Ice ZERO Sugar is no exception! Smirnoff Ice
ZERO Sugar has 2.5g carbs, fewer than 100 calories
and, of course, 0g sugar, with 100% Smirnoff Ice
flavor. This spring will see four exciting flavors in 12 oz.
slim cans!

This is the ultimate hard coffee brew. There is
no denying the similarities between nitro cold
brew coffee and stout, from roasty, chocolaty
notes to smooth and creamy mouthfeel.
Guinness, the progenitor of stout and nitro
beer brings the perfect marriage of beer and
coffee. Introducing Guinness Nitro Cold Brew
Coffee Stout. With notes of coffee, chocolate
and caramel, Guinness Nitro Cold Brew Coffee
is the perfect brew to share with friends before catching
the game or gearing up for a night out. ABV: 4%
Package: 14.9 oz. cans only Availability: Year‑round,
beginning in February

Smirnoff Ice Zero Sugar Original: Lightly carbonated
with a delicious citrus bite along with a refreshing
effervescence.
Smirnoff Ice Zero Sugar Black Cherry: Bright, sweet
cherry aroma with a lightly floral palate and hints of
jammy red fruit.
Smirnoff Ice Zero Sugar Raspberry: Sweet, berry-like
aroma with a tart and jammy profile.
Smirnoff Ice Zero Sugar Orange: Juicy, citrus aroma
with a fresh and pleasantly tart orange finish.
Smirnoff Ice Zero Sugar Fun Pack: Variety includes:
Original, Black Cherry, Raspberry and Orange.
ABV: 4.5% Package: 12 oz. slim cans only
Availability: Year‑round, beginning in March

Smirnoff Ice SMASH
Red, White & Berry
This popular Smirnoff flavor will soon be available
in Smirnoff’s 8% ABV SMASH lineup. A harmonious
blend of bright red cherries and blue raspberry with a
refreshing citrus finish creates a refreshing
malt beverage, perfect any time of the year.
ABV: 8% Package: 23.5 oz. cans
only Availability: Year‑round,
beginning in February

14 HeadyTimes v.16 www.burkedist.com

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

Samuel Adams Wicked Hazy
Wicked Hazy IPA features an explosive hop
aroma of citrus, red, tropical, and stone
fruits. White wheat and golden naked oats
give this beer a medium body and smooth
mouthfeel that perfectly balance a moderate
bitterness and wicked huge, juicy fruit flavors.
ABV: 6.8% Packages: 12 oz. cans and
draught Availability: Now, year‑round

Samuel Adams
Wicked Easy
Formerly known as Sam
’76, this light and hazy lager
features a light-bodied and
hazy character with bright
citrus and tropical fruit notes of
orange, mango, and pineapple
with a clean, crisp finish. ABV: 4.7%
Packages: 12 and 24 oz. cans and
draught Availability: Now, year‑round

NewPRODUCTS
Truly Iced Tea
Hard Seltzer Mix Pack

Dogfish Head Distilling Company
Blueberry Shrub Vodka Soda

Introducing Truly Iced Tea Hard Seltzer! This new,
exciting innovation combines refreshing hard seltzer
with real brewed tea and fruit flavor for a uniquely
delicious, flavorful drink. Available in this convenient
variety pack are four refreshing flavors: Lemon Tea,
Raspberry Tea, Peach
Tea and Strawberry
Tea. ABV: 5%
Packages: 2/12pack Variety (January),
12 oz. cans Lemon Tea
(March), 24 oz. cans
Lemon Tea (January)
Availability: Year‑round

Dogfish Head Distilling Co.’s NEW Blueberry
Shrub Vodka Soda is inspired by the James
Beard Award-nominated bar program at Dogfish
Head’s geographically enamored seafood
restaurant, Chesapeake & Maine. To create this
scratch-made libation, Dogfish Head distills its
vodka with blueberries, blends it with slightly
sweetened balsamic and red wine vinegar to
make a house-made blueberry vodka shrub,
and then mixes it with soda water.
The result is a juicy, ready-to-drink
cocktail with a subtle sweetness from
the blueberries, and a slightly sour and
complex fruity character from the vinegar.
ABV: 7.0% Package: 4pk/355ml cans
Availability: Year‑round, beginning
in February

Angry Orchard
Peach Mango Hard Cider
Angry Orchard Peach Mango offers that crisp,
fresh apple flavor you expect from Angry
Orchard combined with the ripe, vibrant
flavors from peach and mango to bring
a bright juiciness to this new hard cider.
ABV: 5% Packages: 12, 16 and 24 oz.
cans Availability: Year‑round, beginning
in February

Angry Orchard
Strawberry Hard Cider
Angry Orchard Strawberry combines fresh
apple flavor with ripe strawberry juiciness
for a balanced, slightly sweet hard
cider with a refreshing finish. ABV: 5%
Packages: 12, 16 and 24 oz. cans
Availability: Year‑round, beginning
in February

Dogfish Head Hazy-O!
Hazy-O! is Dogfish Head’s new, “oooohso-juicy” hazy IPA brewed with four types
of oats – malted oats, rolled oats, naked
oats and oat milk – for a beer that’s
incredibly juicy and hop-forward while
remaining smooth and refreshing. Chockfull of topical notes of citrus, mango
and pineapple, this beer’s silky soft and
creamy mouthfeel makes it drink like a
5% ABV session sipper, even though it’s a 7.1% ABV
powerhouse. ABV: 7.1% Packages: 12 oz. cans and
draught Availability: Year‑round, beginning in February

Dogfish Head Distilling Company
Strawberry & Honeyberry
Vodka Lemonade
Inspired by visits to Sam’s friend’s honeyberry
farm in coastal Maine, Dogfish Head Distilling
Co.’s NEW Strawberry & Honeyberry Vodka
Lemonade is a ready-to-drink cocktail
with the well-balanced tartness of freshsqueezed lemon mixed with a hint of sweet
berry flavor. To create this scratch-made
libation, Dogfish Head distills its vodka with
honeyberries, macerates it with strawberries and then
blends it with a house-made lemonade. ABV: 7.0%
Package: 4pk/355ml cans Availability: Year‑round,
beginning in February

Dogfish Head
Distilling Company Cherry
Bergamot Whiskey Sour
Developed to highlight Dogfish Head Distilling
Co.’s award-winning whiskeys, this scratchmade, ready-to-drink cocktail boasts flavors
of oak and vanilla whiskey balanced with
notes of citrus, dark cherry and a hint of
honey, lemon and bergamot. To
create its Cherry Bergamot Whiskey
Sour, Dogfish Head distills its malt
whiskey with tart cherries and
bergamot orange and blends it with
a house-made sour mix. ABV: 7.0%
Package: 4pk/355ml cans
Availability: Year‑round, beginning
in February
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NewPRODUCTS
Mike’s Hard Lemonade Seltzer
Variety Pack

Long Trail
Angry Gnome IPA

The much-anticipated launch
of Mike’s Hard Lemonade
Seltzer will soon be here!
These refreshingly delicious
hard seltzers are available in
a 2/12 variety pack of four
flavors including: Pineapple,
a balance of juicy pineapple with lemon sweetness &
tartness; Strawberry, a mix of tangy lemon notes and
strawberry refreshment; Lemon, the perfect blend of
lemon sweetness & tartness and Mango, a balance of
ripe mango with lemon sweetness and tartness. Each
flavor is 5% ABV, 100 calories, 1g sugar and glutenfree! Availability: Year‑round, beginning in February

Born from experimentation and
imagination, Angry Gnome IPA utilizes a
distinctly delicious Norwegian yeast to
complement the abundance of tropical
fruit and citrus hop notes. ABV: 6.5%
Package: 12 oz. bottles
only Availability: Now!

Mike’s Harder
Pineapple Mandarin
Harder Pineapple Mandarin is quite
refreshing, with a ripe pineapple taste
and a citrus bite of authentic mandarin
– just the right balance of acidity and
sweetness. ABV: 8% Package: 23.5 oz.
cans only Availability: Year‑round, beginning
in February

Harpoon Big League
Welcome to the Big League! Harpoon
took Rec. League’s hazy pale ale
recipe and multiplied everything by
two (dry hops included), to create an
extra citrusy, refreshingly tropical and
surprisingly crushable hazy IPA. Big
wins call for big hops, no matter the
player. ABV: 7.2% Package: 12 oz.
cans only Availability: Year‑round,
beginning in February

City Roots Cider
Evergreen
Get a taste of winter with
Evergreen! This extra-dry cider
is fermented with a Nordic
yeast strain and conditioned
on juniper needles. Evergreen
is crisp and peppery with
notes of citrus zest and
winter herbs, with only 2g of
sugar per serving. ABV: 6% Package: 16 oz. cans only
Availability: Now!
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Woodchuck Mimosa
Inspired by the classic morning beverage, this cider is
bursting with orange zest and citrus notes. A subtle
hint of vanilla makes this effervescent and juicy cider
perfect with any meal
or on its own! Cider
& OJ – lil’ shake and
enjoy. ABV: 5.5%
Package: 12 oz. cans
only Availability: Now,
year‑round

Fling Botanical Gin & Tonic
This low-calorie, gluten-free, readyto-drink Gin and Tonic is bursting with
floral aromas. Builders Botanical Gin
pairs perfectly with tonic, lime, and a
touch of lavender to create a modern,
effervescent take on a timeless classic.
ABV: 5.9% Package: 12 oz. cans only
Availability: Now!

’Merican Mule Fire Mule
This new ready-to-drink cocktail features
Bourbon whiskey joined with cinnamon
and ginger for a sweet and spicy treat.
ABV: 7% Package: 12 oz. cans only
Availability: Now!

Pabst Cold Brew Coffee
This ready-to-drink hard cold brew coffee
has a touch of sweetness with a Pabst Blue
Ribbon kick! ABV: 4% Package: 11 oz.
slim cans only Availability: Now, year‑round

NewPRODUCTS

NewPACKAGES

Non-Alcoholic

Coors Seltzer Variety
24-pack Cans

Samuel Adams Just The Haze
After two years of thoughtful research and brewing,
Samuel Adams brewers created a perfect union
of recipe, ingredients and proprietary NA brewing
methods to successfully maintain the flavor and
aroma of a juicy, hazy IPA, while producing very
little alcohol, just 0.5% ABV. Unlike the watery
mouthfeel and unfamiliar taste of many of today’s
NA options, Just The Haze is full-bodied with a
smooth finish. Savvy IPA drinkers will recognize the use of
Sabro, Citra, Mosaic and Cascade hops. The grains are
2-row summer barley, white wheat and oats purposefully
selected to create a full-bodied, easy-drinking NA IPA.
Visually, Just The Haze is almost identical to Samuel
Adams’ popular New England IPA and features consistent
IPA foam character, deep head retention, a golden color
and medium haze. ABV: 0.5% Package: 12 oz. cans only
Availability: Year‑round, beginning in February

In addition to 12-packs, Coors Seltzer variety will soon
be available in 24-packs as well! Coors Hard Seltzers
have great selling points – deliciously light, bubbly flavor
with only 90 calories, and a buzzworthy partnership with
Change the Course. This winter, Coors is launching a
new Coors Hard Seltzer variety 24-pack; and for every
pack sold, they’ll be restoring 500 gallons of clean
water to America’s rivers. The goal is to refresh one
billion gallons in the first year! With industry-favorite
flavors like Mango, Lemon Lime, Black Cherry and
Grapefruit, they’re asking shoppers to “drink hard
seltzer, help save a river.” Availability: Year‑round,
beginning in February

NewPACKAGES
Blue Moon 2/12-Pack Can
Share Pack
It’s hard to imagine right now,
but warmer weather is right
around the corner. And no
matter what you’re getting up
to, warmer weather activities
are better when they’re shared
with those you care about.
The same goes for good beer,
and Blue Moon is going to make sure consumers have
something special for everyone. Including: Blue Moon
Belgian White, Blue Moon Mango Wheat and Blue
Moon Honey Daze, this variety pack is a perfect way
to showcase Blue Moon’s craftsmanship, and the
perfect way to bring some variety to any hangout. The
2/12 can variety will replace the 2/12 bottle variety.
Availability: Year‑round (flavors change throughout the
year), beginning in March

Blue Moon Mango Wheat
12 oz. Cans
With warmer weather comes brighter beer and
Blue Moon Mango Wheat (soon to be available
in cans) fits the bill! Mango Wheat is crafted
with mangoes and a and a hint of honey
for a mild sweetness, bright orange color
and cloudy wheat haze. Mango Wheat cans
will replace bottles this spring. ABV: 5.4%
Availability: Year‑round, beginning in March

Coors Seltzer Mango 24 oz. Cans
Now available in a 24 oz.can, Coors Seltzer
Mango is bright and refreshing with 190
calories and 4.5% ABV. The best part?
Choosing Coors Seltzer Mango over other
leading seltzers impacts America’s rivers
in a real way. Every 12-pack purchased
helps restore 500 gallons of water to the
nation’s rivers by donating $1 per case sold
to the Change The Course River Initiative.
Overall, the brand is committed to restoring
1 billion gallons of water in one year.
Availability: Year‑round, beginning in February

Miller Lite St. Patrick’s Day
Aluminum Pints
St. Patrick’s Day is officially on this year.
Get the “Green Lite” to celebrate with Miller
Lite limited-edition aluminum 16 and 24 oz.
pints. Pints feature fan-favorite bearded
man and Miller Lite’s rally cry: “It’s Miller
Time.” Availability: March
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NewPACKAGES
White Claw Hard Seltzer
Variety 24-Pack

A New Look for Dogfish Head
90 Minute IPA

Now available
in a 12 oz. can
24-pack, the White
Claw Hard Seltzer
Variety includes
three of the brand’s
most popular
flavors: Mango, Black Cherry and Watermelon.
Availability: Year‑round, beginning in February

Dogfish Head’s continually
hopped Imperial IPA has a
powerful malt backbone
that stands up to the
beer’s extreme hopping
rate for a pungent,
not crushing, hop
flavor. 90 Minute
IPA’s new packaging
design features handdrawn illustrations depicting
the brewery’s original continual hopping
machine, an old-school vibrating football
game. Availability: Year‑round, beginning
in February

Guinness Draught Stout
Sláinte Cans
Just in time for St. Patrick’s
Day, Guinness Draught Stout
will be available for a limited
time in special-edition 14.9 oz.
Sláinte cans. With its distinctively
dark appearance and velvety
smooth finish, Guinness strikes
the perfect balance between
bitter and sweet with roasted barley,
hops for bittering and malt extract.
Guinness’s malted barley is roasted in a similar
way to coffee beans, which gives Guinness Draught
Stout its distinctive dark color and stormy profile.
Package: 14.9 oz. cans only Availability: Now!

Corona Hard Seltzer
Variety Pack #2
Hard seltzers continue to
experience explosive growth and
Corona Hard Seltzer has quickly
grown nationally to be the #4
brand and #4 fastest-growing
brand in the category. With 0g
carbs, 0g sugar, 90 calories,
4.5% ABV and gluten-free, Corona Hard Seltzer is a
tasty, better-for-you beverage rooted in Corona’s chill
attitude and high-end credibility. This March, Corona will
launch the second flavor variety pack, which includes:
Pineapple, Strawberry, Raspberry and Passionfruit.
Availability: Year‑round, beginning in March

Ballast Point
Mix Pack
Ballast Point’s newest Mix Pack
features four beers each of Longfin
Lager, Sculpin IPA, and Passing
Haze Hazy IPA. Availability: Now!
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A New Look for
Dogfish Head SeaQuench Ale
SeaQuench Ale is a session sour mashup of a crisp Kölsch, a salty Gose and a
tart Berliner weiss brewed in sequence
with black limes, sour lime juice and sea
salt. The result is a citrusy-tart union that
has captured the attention and hearts
of beer, wine and margarita drinkers
alike. SeaQuench Ale’s new packaging
design evokes a nautical-themed spirit
with hand-drawn ocean waves and a floating buoy.
Availability: Year‑round, beginning in February

A New Flavor in the Truly
Hard Seltzer Citrus Variety Pack
The Truly Citrus Variety Pack has a new flavor! Joining
Grapefruit, Lime and Lemon is new, Citrus Squeeze
– a refreshing mash-up of orange, grapefruit & lime with
top notes of tropical fruit. The new flavor is launching
with a limited-edition can created in partnership
with world-renowned artist Gemma O’Brien to create
excitement for this mix pack to draw drinker’s attention.
Availability: Now!

SeasonalSELECTIONS Made in MA
When Demand Exceeds Supply
Many of our craft seasonal and specialty releases are
available in limited or extremely limited quantities.
Breweries only produce a certain amount of their
specialty beers and 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.

Wormtown Blizzard of ’78
With a rich, smooth character that’s
perfect for snowy day sipping, Blizzard of
’78 is an English-style Brown Ale with fresh
roasted coffee beans from Worcester’s
Acoustic Java. ABV: 6% Packages: 16 oz.
cans and 2/12 bottles Availability: Now!

Wormtown Irish Red
This light-bodied ale has a toasty malt
aroma, a caramel toffee flavor, and a light
dry finish A smooth and easy drinking
Irish-style Red Ale for any occasion.
ABV: 5.5% Package: 16 oz. cans only
Availability: February

Artifact Cider
No New Friends
Artifact’s No New Friends is a bold and
effervescent, party-going cider, made
with cranberries and McIntosh apples.
It’s dry and tart, with bold acidity.
ABV: 5.8% Package: 16 oz. cans only
Availability: Now!

Carlson Orchard
Harvard Harvest
A tasty seasonal hard cider
bursting with flavors of fresh
apples and baked apple pie. With
the addition of nutmeg, cinnamon,
clove, ginger, allspice, and vanilla,
Harvard Harvest is just enough
spice, just enough sweet. ABV: 5%
Package: 16 oz. cans only Availability: Now!

Far From the Tree Cord
“Cord” is three trees in a can. Apples, the
fruit of a tree, to create a cider fermented
to crisp dryness. Oak, the trunk of a tree,
to age the cider imparting additional
complexity and depth. Maple syrup, the
sap of a tree, to add some sweetness to
balance the dryness of the cider and round
out the oak. ABV: 7.5% Package: 16 oz.
cans only Availability: Now!

Far From the Tree Envy
This complex and unique cider takes freshlypressed Massachusetts apple juice and
blends it with strawberries, blueberries,
purple carrots, habanero, licorice root,
orange peel, lemongrass, and cinnamon.
ABV: 6.5% Package: 16 oz. cans only
Availability: February

Far From the Tree Glogg
Based on the traditional Swedish
spiced winter drink, Far From the Tree’s
Glogg is a blackcurrant cider steeped
with spices and a touch of almond.
ABV: 6.5% Package: 16 oz. cans only
Availability: Now!

Willie’s Superbrew
Pear & Cinnamon
The first cold weather hard seltzer from
Willie’s Superbrew is low calorie, low carb
and gluten-free. It’s hard seltzer’s version
of a holiday cobbler, accented with pear,
cinnamon, vanilla, and brown sugar.
ABV: 4.5% Package: 12 oz. cans only
Availability: Now!
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SeasonalSELECTIONS
Blue Moon Honey Daze

Harpoon The Long Thaw

There’s a new Blue Moon coming for
spring and summer 2021, and it’s
as sweet and easy going as a sunny
day. Blue Moon Honey Daze is light,
refreshing and brewed with real clover
honey for a dash of sweet sun-kissed flavor,
with only 114 calories. With a name that
customers are familiar with and a taste they’ll
love, it’s a sure-fire hit in the realm of spring/
summer seasonal beers. ABV: 3.9% Packages: 12 oz.
cans only Availability: Mid-March

This refreshingly citrusy hazy IPA has a subtle
spice from orange peel and coriander. This
season is fickle – whether it’s sunny or
snowing, enjoy The Long Thaw. ABV: 6.2%
Package: 12 oz. cans only Availability: Now!

NEW!

Blue Moon
Iced Coffee Blonde
Blue Moon’s top winter performer is
back again this holiday season! This
blonde-colored wheat ale really shines
because of its bright coffee aroma and
mild malt sweetness. With a crisp,
clean finish that is surprisingly light,
this beer has already proven to be a big hit with its
coffee-loving millennials. ABV: 5.4% Package: 12 oz.
bottles only Availability: Now!

Harpoon Season Pass
Season Pass is a lift ticket to a
full season of refreshment. From the slopes
to the lodge or some simple backyard
sledding, this hop-forward can variety will
help pass the time through the year’s coldest
and most temperamental months. Included in
this seasonal mix are: Harpoon IPA, The Long Thaw,
Rec. League and Big League. Availability: Now!

NEW
VARIETY
PACK!

Leinenkugel’s Session Helles
This traditional light-bodied German lager
is crisp and dry with a malt-forward finish
that gives the beer just a hint of sweetness.
But the real twist comes in this beer’s ABV
and calorie count. At just 3.4% ABV and
with 99 calories per 12 oz. can, Session
Helles is a lighter alternative to traditional
German lagers, so consumers can feel good
about having more than one. It’s sure to
be a winner with lager lovers everywhere this
season. ABV: 3.4% Package: 12 oz. cans
only Availability: February

UFO Guava Lamp IPA

NEW!

NEW!

Leinenkugel Toasted Bock
Leinenkugel’s is here to add some full-bodied
flavor to your winter with the release of their
new Toasted Bock, a malty and refreshing beer
rooted in German tradition. The release of the
beer comes with a suite of thematic merch,
including thermal wear, gloves and hats so
Leinenkugel drinkers can stay as toasty as
the flavor notes in their beer. Toasted Bock
is sure to be a crowd favorite
all season long. ABV: 5.1%
Package: 12 oz. bottles only
Availability: Now!

NEW!
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This new, seasonal hazy IPA will
illuminate taste buds. Guava Lamp
blends the fruit-forward profiles
of Mandarina Bavaria and Mosaic
hops with Guava purée for a full palate
of tropical citrus aroma and flavor, all in a
beer with UFO’s trademark approachability. ABV: 5.8%
Package: 12 oz. cans only Availability: Now!

UFO Jet Pack
UFO, we have lift off! Winter celebrations will be made
even better with this mix pack of adventurous yeararound and seasonal offerings. Included in this seasonal
2/12 can variety are: UFO White, Light Force,
Boarding Pass, and the new seasonal Guava Lamp
IPA. Availability: Now!

SeasonalSELECTIONS
Samuel Adams Gameday Beers
Variety Packs
This year, Sam Adams is introducing
the Gameday Beers Variety Pack to
cue spring drinking occasions and
two all-new styles. Included in this
mix are: Boston Lager, Cold Snap,
new American IPA and new Alpine
Lager. Packages: 12 oz.
cans and 12 oz. bottles
Availability: Now!

Dogfish Head Sun-Day-Feels
Inspired by everyone’s favorite fruitforward brunch libation, Sun-Day-Feels is
a laid-back beermosa sour brewed with
peaches, grapes and citrus. Bursting
with inviting aromas of fresh peaches,
bright citrus and, of course, champagne,
this crisp and spritzy libation features
colorful artwork by Ryan Besch, the
collaborating artist for Dogfish Head’s
2021 Off-Centered Art Series. ABV: 6.5%
Package: 12 oz. bottles only Availability: Now!

Samuel Adams Alpine Lager
Hazy, golden and bright, this unfiltered lager
is a breath of fresh air. The crisp maltiness
and lively citrus notes will transport you
to brisk, sunny days out in the mountains.
ABV: 5.5% Packages: 12 oz. bottles and 12 oz.
cans (and in the Gameday Beers Variety Pack)
Availability: Now!

NEW!

Samuel Adams Cold Snap
Reformulated this year, Cold Snap is an unfiltered
white ale with an exotic blend of ten fruits and
spices: orange zest, vanilla, lemon zest, coriander,
rose hips, hibiscus, powdered plum, grains of
paradise, anise and tamarind. Bright orange
notes and a touch of vanilla add smooth, subtle
sweetness for a crisp flavor that signals spring is
on its way. ABV: 5.3% Packages: 12 oz. bottles
and 12 oz. cans Availability: Now!

Dogfish Head The Box That Goes
BOOOOM! Spring Variety Pack
Dogfish Head’s new,
NEW
music-themed 2/12VARIETY
pack can variety,
The Box That Goes
PACK!
BOOOOM!, includes three
cans of each of the following offcentered ales: Slightly Mighty,
a full-flavored, lo-cal IPA with just
95 calories, 3.6g carbs, 1g sugar and 0g
fat; SeaQuench Ale, a session sour mash-up of a
Kölsch, Gose and Berliner Weiss brewed in sequence
with black limes, sour lime juice and sea salt; Hazy-O!,
an “ooooh-so-juicy” hazy IPA brewed with four types
of oats – malted oats, rolled oats, naked oats and
oat milk and, exclusive to this variety pack, Beer To
Drink Music To, a music-muse, hazy IPA brewed with
puréed peaches, tropical hops and Mayan Sun sea salt.
Availability: March

Mike’s Hard Pomegranate
Blueberry Lemonade
Taste the sweetness of ripe
blueberry and unmistakably
authentic pomegranate
in Mike’s newest
seasonal flavor. Mike’s Hard
Lemonade Pomegranate Blueberry
Lemonade has just the right balance
of sweetness and tartness that
makes every sip refreshing. ABV: 5%
Package: 12 oz. bottles only Availability: Now!

NEW!

Smirnoff Seltzer Seasonal Variety
The Smirnoff Seltzer Seasonal 2/12-pack Variety
includes three new flavors: Peach, Blackberry &
Raspberry, as well as fan
favorite Cranberry Lime.
Each seltzer has zero sugar,
90 calories, 1g carbs
and no artificial flavors at
a sessionable 5% ABV.
Availability: Now!

Long Trail Winter Survival Pack
This year’s winter version
of Long Trail’s Winter
Survival 2/12 pack features
three each of Long Trail
Lager, Green Blaze IPA,
Long Trail Ale, and the
new Angry Gnome IPA.
Availability: Now!
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SeasonalSELECTIONS
Narragansett Autocrat
Coffee Milk Stout
Since the 1890s, Narragansett Beer and
Autocrat Coffee have been home-grown
Rhode Island favorites. This beer is a
unique collaboration that brings together
Narragansett’s bittersweet Milk Stout with
dark, delicious Autocrat Coffee for a smooth
stout with robust roasted coffee aroma and
bittersweet coffee flavor. Notes of toffee,
dark chocolate and roasted barley make
this beer a wonderful complement to rich,
sweet desserts and hearty braised meats. ABV: 5.5%
Package: 16 oz. cans only Availability: Now!

Shipyard Prelude
Originally brewed for the world renowned
Prelude festival in Kennebunkport, ME,
this medium bodied Strong Ale has been
a highly awarded part of the Shipyard
family since 1993. Dark amber in color,
with aromas of caramel and molasses,
Prelude is slightly sweet and nutty, finishing
with lingering notes of dark chocolate.
ABV: 6.7% Package: 12 oz. bottles only
Availability: Now!

Peak Super Fresh
Super Fresh is a doubled-up
version of Peak’s year‑round, hoppy
American pilsner, Fresh Cut. It’s
dry-hopped with organic Chinook,
Citra and El Dorado hops for a big,
juicy, citrus character that jumps
out on top of the lighter pilsner
body. This limited release should
be enjoyed as fresh as possible.
ABV: 7.6% Package: 16 oz. cans
only Availability: Now!

Peak Spring IPA
The sun will be shining, the trees
will be budding and the hops will
be bursting when you crack open a
can of this New England-style Spring
IPA. Bright, citrusy and dripping with hop juice, this
session IPA sings with notes of tangerine from a blend
of Calypso and Citra hops. ABV: 4.7% Package: 12 oz.
cans only Availability: Now!
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Spirits
London Essence Co.
London Essence’s latest addition to their
collection is a tonic water with a refreshing
and citrus forward profile. It is inspired
by Indian tonic waters, but with a citrus
forward twist. Lemon peel extract and
pressed lime oils combine with aromatic
calamansi and distilled juniper essence to
deliver a bitter finish.

The Tottori
Tottori is the blended line of whiskies from the
Kurayoshi distillery in Tottori, Japan. Kurayoshi
is known for its fresh spring water which is
best-suited for producing fine whisky.

The Tottori Blended
Japanese Whisky
This whisky is characterized by mellow
sweetness and aroma. The mouth feel is
refreshing with a faint fruity sweetness and a
soft but lasting finish.

The Tottori
Japanese Whisky
Ex-Bourbon Cask
This whisky is complex and
elegant, with rich vanilla and oak
undertones from being matured
in ex-bourbon barrels. A slightly
bolder version of the Tottori
Japanese Whisky.

Velo Vodka
Made in South Boston,
Velo Vodka is the first and
only super premium vodka
that’s scientifically crafted
with electrolytes. It’s made
with mineral water and has
been triple distilled with a
remarkably smooth taste and
feel. Velo Vodka is 100%
natural, gluten-free, vegan,
and Keto and Paleo friendly.

Spirits
Penderyn Distillery

KAH Tequila

Distilling in the country of Wales was a lost art until
Penderyn opened their doors in the late 1990s.
Since then, the all-women distilling team has
produced multiple award-winning whiskys that are
enjoyed worldwide.

The word “KAH” translates to “life” in ancient
Mayan language. Its bottle and spirit are reflective
of the Dia de los Muertos, the 3,000 year old
Meso-American ritual honoring deceased loved
ones. KAH’s unique packaging is inspired by
traditional Calaveras (sugar skulls) used in Día de
los Muertos rituals to symbolize death and rebirth.
The multiple award-winning KAH Tequila is made
in Jalisco, Mexico from hand-selected 100% blue
weber agave by Master Distiller Arturo Fuentes.

Penderyn Madeira
This whisky is the original Penderyn
‘house style’, aged in exbourbon
barrels and finished in
ex-Madeira wine casks to bring
out its golden character. It is
bottled at 46% ABV.

Penderyn
Sherrywood
This whisky has the classic
Penderyn style enhanced
by rich tones of dry Oloruso
sherry casks. It is bottled at
46% ABV.

Blanco
Initially sweet but quickly followed with a peppery spice,
this Blanco is silky and delicate. Awarded 96 points by
the Beverage Tasting Institute

Reposado
Intense agave with hints of vanilla and caramel are
present in this full-bodied and viscous Repo that’s
been aged for over two months in American Oak casks.
Awarded 90 points by the Beverage Tasting Institute

Penderyn Legend

Anejo

Legend is a Madeira-finish single malt whisky, bottled at
43% ABV.

Flavors of agave, chocolate, tobacco and coffee merge
in this full-bodied Anejo that’s been aged for over one
year in American Oak casks. Awarded 94 points by
the Beverage Tasting Institute and Best in Category at
Spirits of Mexico Tasting

Penderyn Myth
Myth is a single malt whisky matured in a range of
specially selected ex-red wine and ex-bourbon casks,
bottled at 43% ABV.

Penderyn Celt
Celt is a single malt whisky finished in ex-peated quarter
casks, bottled at 43% ABV.

M&H Classic
Single Malt Whisky
Matured under the Tel Aviv sun, Classic
single malt whisky is made using the
finest ex-bourbon casks and special
red wine STR casks, giving it a light and
balanced character.
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Programs

Earn Your Crown
with Corona Premier
and Corona
Hard Seltzer
Corona is starting the year strong
with an all-new Corona Premier
and Corona Hard Seltzer New
Year program. By partnering
with cutting-edge brands in the
betterment category, like Echelon
and House Plant Box, Corona
will motivate consumers to “Earn
Your Crown” and make it their
best year yet. The program will
be supported with digital and
social media, on- and off-premise
POS and a national consumer
sweepstakes. In addition, a local
sweepstakes will be available,
giving away Echelon equipment
and class memberships.

Corona Premier
Sponsors 2021
U.S. Open
Corona Premier is back for year
three of its golf-centric thematic
retail program! This year, the
brand is partnering with Rickie
Fowler to drive excitement around
the golf season. Through a
continued partnership with the
USGA, Corona Premier will give
consumers the opportunity to win
tickets to the 2021 U.S. Open
tournament or to instantly win
some of the latest and greatest
in golf tech. The program will be
supported by an all new POS
bundle featuring Torrey Pines,
digital and social media, TV media
during major golf tournaments &
sports properties and a continued
partnership with TravisMathew.

Find Your Bracket
Beach with Corona
Corona and Kenny Smith are coming
back to the Corona Hotline to help
consumers Find their Bracket Beach
during the March basketball season.
Kenny will be operating the hotline all
tournament long, helping consumers
get ready for the action by partnering
with Fanatics, the global leader of
licensed sports merchandise. When
consumers call the hotline, they can
instantly win Fanatics FANCASH,
allowing them to purchase official
NCAA and NBA apparel or licensed
memorabilia and collectibles. The
program is supported by POS,
a dedicated TV spot for March
basketball and a robust media plan,
including TV impressions in almost
every round of the tournament. Make
your picks and find your bracket
beach with Corona!

Belt the Next Champ with
Modelo and UFC
Casa Modelo is partnering with the UFC for the fourth
year in a row. Building Modelo’s equity as the Official
Beer of the UFC, the brand is giving fans unprecedented
access with the chance to join Dana White in the
Octagon to belt the next champion. Additional marketing
support will include a UFC homepage takeover and digital
banners, social support across both Modelo and UFC
handles, TV media and new on- and off-premise POS.
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Programs
Augment Your Reality
with Corona
Hard Seltzer

Pacifico Returns
as the Official Beer
of the U.S. Ski &
Snowboard Team
The independent spirit embodied
by the surfers who first
discovered Pacifico is carried
on by the brand and drinkers
today – those looking to unleash
the independent spirit within
them. This distinctive positioning
and lifestyle naturally extend to
skiing and snowboarding, and
sponsorships of the U.S. Ski &
Snowboard team. The U.S. Ski
& Snowboard team is made up
of athletes that are independent
spirits and pioneers, excelling
every single day in their sport.
Though many of the events
are not allowing spectators,
Pacifico will receive national
television coverage through
on-course signage and media
buys. Additionally, Pacifico
has partnered with ski and
snowboard athlete ambassadors
Jamie Anderson, Brita Sigourney,
Tom Wallish and Kyle Mack
to further build the brand’s
credibility in the action sports
space. The sponsorship will also
be supported with paid social
media and retail templates and
POS featuring the ambassadors.

In January and February,
Corona Hard Seltzer
will offer an augmented
reality experience for
consumers to engage
with the brand and
access recipe content.
In stores, consumers will be
directed to scan a QR code
on POS to unlock recipe content
and enter to win a Corona Hard
Seltzer branded hammock. At home,
consumers will be served geotargeted
social media to prompt them to open
the experience. They will be able to
look at each product in a tropical AR
setting as well as view recipes for each
flavor. From the at-home experience,
consumers can also click to add all
ingredients to their shopping cart via
Basketful. In addition to in-store POS
and social media, large and small
format display pieces will be available.

Celebrate St. Pat’s
with Zero Sugar
Consumers can enjoy
Saint Patrick’s Day with 0
sweeteners, 0 sugar and
only 90 calories when they
celebrate with Smirnoff Hard
Seltzer. Accounts can utilize the
Smirnoff Seltzer St. Patrick’s
Day POS to engage with seltzer
consumers and allow them to
ensure their SPD is low calorie
and full of flavor.

Guinness Rugby
Guinness is again the official beer
sponsor of the Six Nations Rugby for
2021! Impactful POS will draw fans
& spectators to this event over six
weeks. Features and activation will drive
excitement and sales.

Will You Accept
this Rosé?
Smirnoff Rosé Seltzer will leverage
a mix of events and social media
extensions to drive consumer
conversation, while bringing The
Bachelor experience to stores to
increase product footprint and drive
demand. Consumers are urged
to tune in to the new season of
The Bachelor with their favorite
Smirnoff Seltzer.
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Programs

Get Ready for
Some Big Game
Flavor with Truly
This January, Truly will score
a championship victory as
drinkers celebrate with an allstar lineup headlined by the
rookie sensation, Truly Iced Tea!
Thematic POS will leverage Truly
displays, driving awareness and
pull during a key selling period.

Full Court Flavor
with Truly
Are you ready for the most exciting
month in sports? Truly is ready for
the mania with the ultimate triple
threat: The MVP Lemonade, Core
Variety Packs and Truly Iced Tea, this
year’s Rookie sensation. This lineup
is supported by thematic POS that
is sure to draw attention and drive
sales. Get your brackets set, Full
Court Flavor is here.

Truly Brings the
Flavor to
Spring Break
Kickoff spring break or get an early
start to summer with Truly! Whether
traveling or celebrating at home, Truly
will help spring breakers Bring the
Flavor all month long. LDA-focused
activation tools will be sure to spark
excitement and highlight Truly as
the go-to seltzer for their spring
break festivities.

Brackets and Beers
is a SAM DUNK!
March Madness returns in 2021
for what will be the biggest sportsmedia event of the spring. Beer
sales increase 20%* during March
Madness and Samuel Adams is
showing up big as the Official Beer
of the Big East. A comprehensive
program includes thematic
basketball POS including digital
pop-a-shots, new wearables and
gamified coasters & table tents
in addition to high visibility media
investments featuring Your Cousin
From Boston on TV and digital.
*WalletHub March Madness Stats
& Facts, 3/13/19
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New Year New Skill
with White Claw
This winter, White Claw is giving
consumers the chance to win a
Masterclass membership to learn a
new skill this year! Masterclass is the
leading portal for online classes led
by the best instructors in the world.
Tony Hawk teaches skateboarding,
while Serena Williams teaches tennis!
Consumers can choose between
learning about fitness, music, cooking,
etc. Between January 1 and March
31, consumers can enter to win one
of 500 gift cards to use towards
learning a new skill on one of the most
popular virtual streaming platforms.

Go HARDER at Home
White Claw
Latin Billboard
Music Awards
Ticket Giveaway
White Claw is giving away two
highly coveted tickets to the
Latin Billboard Music Awards,
the #1 Spanish language
program, through a text-to-win
sweepstakes this winter!

Mike’s HARDER continues to be a
driving force in the market as the
#1 FMB singles brand and growing
+12% in dollar sales. Dedicate shelf
space to the singles consumers want,
by focusing on HARDER. HARDER
consumers love movies, and what
better way to survive the winter than
enjoying the newest movies from
the comfort of your home. Between
January 1 and March 31, consumers
have the chance to win over 3,500
of the latest movie releases from
FandangoNOW!

Be Refreshingly Different with
Narragansett Rhode Island Hard Tea
Because we’re in a pandemic and it’s a little hard to buck the
daily routine of waking up, staring at a screen and wondering
when you can stop worrying about toilet paper hoarding,
Narragansett Rhode Island Hard Tea wants to help get
consumers’ blood moving again by offering them something to
look forward to. While Narragansett can’t necessarily solve the
world’s problems, they can offer something Refreshingly Different
by giving away a skydiving package for two! What’s more socially
distanced than being 10,000 feet away from the next person?
Not much.
Narragansett wants to know how consumers are making the
pandemic Refreshingly Different, so they’re asking fans to post
their Refreshingly Different photos with Rhode Island Hard Tea on
Instagram and Twitter using the hashtag #RefreshinglyDifferent
to be entered to win. A winner will be selected at random at the
end of March… because who the hell wants to skydive in the
middle of winter?
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Narragansett
Del’s Shandy
Endless Summer
Surf Giveaway
Through February, Narragansett is
running an endless summer promotion
that offers consumers a chance to
win a custom Soundings Surf Co.
surfboard and a Hyperflex winter
wetsuit! All they need to do to enter is
text ENDLESSDELS to 22828.

Hit the Slopes with
’Gansett
Narragansett has teamed up with
Parlor Custom Skis to develop a
one-of-a-kind, handcrafted ’Gansett
snowboard that consumers can enter
to win via text through February.
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This winter, Narragansett is offering consumers the chance to win
fresh, sustainable seafood delivered to their door! To enter, consumers
will post a photo of their Narragansett Fresh Catch can on Facebook,
Instagram or Twitter using the hashtag #FRESHCATCH. A random
runner-up winner will be chosen every month (through the end of
March) to receive a single month’s delivery of sustainable seafood. And
one grand prize winner will receive monthly deliveries of sustainable
seafood every month for an entire year!

Programs
Shiner Bock Wins
Gold at European
Beer Star
At the European
Beer Star 2020
competition this
November, an
international
panel of brewing
experts honored
the Spoetzl Brewery
by awarding the
brewery’s iconic Shiner Bock a gold
medal in the Session Beer category.
“We are very proud of our flagship
Shiner Bock, so to receive this
gold medal for it from one of the
largest and most competitive beer
competitions in the world is incredibly
gratifying,” said Shiner Brewmaster,
Jimmy Mauric. “Winning gold in the
Session Beer category is a testament
to just how well Shiner Bock
balances its rich flavor with being
refreshing and easy-drinking.”
More than 2,000 beers from over 40
different countries competed at the
European Beer Star as a 72-member
panel of master brewers, beer
sommeliers and beer connoisseurs
from around the world took part in a
two-and-a-half-day blind tasting.
This gold medal marks the second
European Beer Star gold medal win
for Shiner Bock and it is the 19th
major award overall in international
competition for Shiner Bock since the
year 2000.

Escape to Salvatorfest
Paulaner USA is hosting a sweepstakes on Instagram from January 1
through February 28, 2021. The grand prize winner will receive a trip
to the 2022 Salvatorfest in Munich, including VIP accommodations
and a reserved table at the Paulaner tent!
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89 Teed Drive
Randolph, MA 02368
781-986-6300

Guinness is the
St. Patrick’s Day Tradition
St. Patrick’s Day 2021 will be meaningful.
People will want to double down on what
they missed in 2020. Traditions survive
because we don’t let them die. We will
celebrate bigger than ever and make
new traditions in 2021. Guinness is the
St. Patrick’s Day tradition. The brand has
been integral to celebrations for over 200
years and will be for 9,000 more. We all
faced the challenges of 2020 and promised
that we would march and toast again – this
is our time!

Guinness Ultimate
Home Bar Giveaway
This January through March, Guinness is giving
consumers the chance to win the ultimate
Guinness home bar via a text-to-win promotion.
One grand prize winner will receive their very
own authentic Irish, at-home bar including: a
Guinness-branded bar, two bar stools, a dart
board, neon sign, clock, mirror, glassware, t-shirt,
hats & beads for 15 friends, toucan bar statue,
two canvas art pieces, bar mat, bar towel,
bottle openers, coasters, ice bucket, 52-inch TV,
wireless speakers and 10 cases of Guinness!
25 secondary winners will receive a St. Patrick’s
Day party pack which includes: St. Pat’s t-shirts,
beads, pennants, balloons and hats.

