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I

SINCERELY HOPE THAT THIS NOTE FINDS YOU, YOUR
family, and your employees well! The entire world seems to
have been turned upside down since our last issue of Heady
Times came out. As some of you may know, we lost a dear and
devoted employee, Keyacky White, to COVID-19 a while ago. It
really brought out the scope of this horrendous pandemic here at
Burke. Please think of Key’s wife and children during this trying
time for them. I want to thank every employee here at Burke for
embracing their jobs and working through this! This also goes for
all of the retail and restaurant workers who are out there every day; their service is
already valued and has proven to be indispensable. I also want to thank all the first
responders and all the medical fields for putting others first and putting themselves
in a position of being exposed to COVID-19. They are true heroes in my mind!
Our customers and friends in the on-premise have been particularly affected by
what is happening in the world. Some businesses were able to stay afloat on
takeout and delivery during the quarantine, but some of our most beloved bars
and restaurants will never be able to open their doors again. As we have proven
time and again though, Boston is a rally town. The outpouring of support that has
been extended to those in the restaurant community shows the stuff that we are
made of. Along with Burke, many of our brands have participated in organized
fundraising efforts for restaurant industry workers as well, including Sam Adams,
Constellation, MillerCoors, Harpoon, Bravazzi, Itz Spritz, Castle Island, and more.
We take care of each other in this town and in this industry, and that has been a
real comfort and source of inspiration in a time of great uncertainty.
The off-premise has been comparatively healthy, with an increased flow of
customers due to restrictions on their counterparts in the on-premise. People
stocked their pantries in the early days of the pandemic, and with strongerthan-usual summer sales it has been difficult for supply chains to keep up.
Aluminum can manufacturers have not been able to fulfill the demand that
our brewery partners are seeking, resulting in us experiencing frequent out of
stocks throughout our entire beer portfolio. The Mexican Government had also
deemed beer as non-essential, causing Corona breweries to essentially shut
down. Like many other things right now, this is out of our control, but we do
expect out of stocks to decrease as we head into the fall.
In-house we have made some changes that have made doing business with
us even easier. We have updated our online ordering system and are in the
process of revamping our online bill pay system as well. We’re making these
changes not only with the health and convenience of our customers and sales
reps in mind, but also because having a well-functioning e-commerce platform
is quickly shifting from a “nice to have” to a “need to have”.
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During these times I have never felt more fortunate to represent the brands
that we have under our roof. We are a comprehensive wholesaler, offering
beer, wine, and spirits, and within those categories there is a breadth of
diversity as well. I believe that providing these options to our customers with an
unparalleled level of customer service really separates us from our competitors.
I once again want to thank our entire team here at Burke as well as our
customers and our suppliers. We have a company saying that “our business
depends on the products we sell and the customers we serve” and that has
never been more true.
Best,

Heady Times is published four times a year, courtesy
of Burke Distributing Corporation.
Follow @burkedist
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DeliveringTHE TASTE OF EXCELLENCE
Burke People Get The Job Done
Jeff Ryan
Director of IT and Analytics

Heady Times (HT): Can you tell me about some of the new and
exciting things going on with the IT Department?
Jeff Ryan (JR): In June we launched the second version of our online
ordering system. We’ve had both online ordering and online bill pay
available for a while, but we weren’t thrilled with the first versions of
either of those systems. We’re excited now; our new version of online
ordering is flying, and the response has been great. We are getting a
good amount daily orders, including on weekends. One of the best parts
about that is that it gives our sales reps the ability to actually take the
weekend off.
HT: Can you walk us through the online ordering process?
JR: The process is very easy. If an account has a copy of an old invoice
it takes about two minutes to set up an ordering account through our
website. From there, they can search through our products and place
orders. A nice feature is that the system stores previous ordering
information so reorders are easy; a customer can just adjust the
quantities and be done in about 45 seconds. It also shows stock status,
so a buyer can be sure that a specific product is available. The system
also shows an account their old invoices and links them up to our bill
pay site.
HT: Why are we offering online ordering, doesn’t the sales rep
usually take care of the order?
JR: One of our biggest reasons for implementing and improving our
online ordering is if account buyers can place their order on the online
system, then they have more time to spend with their sales rep to
come up with new ways to grow their business. If a buyer only has
twenty minutes to spend with their sales rep and eighteen of those are

spent trading numbers back and forth, the
salesperson isn’t left with much time to
suggest new products or programs that will
help the account increase their business
and make more money. By having that
administrative portion of the call taken
care of beforehand, that enables the
salesperson to serve as more of an advisor.
They have insights into the market that a
retailer might not have because they’re
in different accounts while the retailer is
probably spending most of their time in
their own store. Our process is easy; if
a person can order items from Amazon,
they’re able to order online with us.
HT: Can you tell me a little more about
our online bill pay system?
JR: The bill pay system is next on our list
to be improved. It works fine right now but
it isn’t as convenient as we’d like it to be
for our customers, especially those who
manage several different accounts. We
have already identified the new system that
we’ll be using, and we’re in the process
of transitioning to it. It requires working
a lot with banks and they move a little
slowly, but we expect to have the new bill
pay system up in September. With online
ordering, we are seeing what happens when
we get it right, so we’re going to do the
same thing with online bill pay.
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CoverSTORY
Persevering During A Pandemic
Doing what it takes to keep the doors open

E

ven if you’ve never watched a single episode of the CBS
television show Survivor, most likely you’re familiar with the
concept. A group of very fit, competitive people faced with a
barrage of difficult tests battle it out to be the last person standing on
a deserted island. Naturally, the sole survivor wins. Minus the desert
island, does this sound like your work life right now?
Just a few weeks ago, it seemed like we were making progress toward
vanquishing the virus. The states and cities grappling with the highest
incidents of hospitalizations and deaths, California & New York City,
had successfully flattened the curve. Stringent shelter-in-place “red”
restrictions were eased. But it was way too soon to declare victory.
Infection rates soon began climbing in other parts of the country and
it wasn’t long before “green” cities turned red. To lessen the spread of
the virus, Governor Baker issued strict guidelines limiting how alcoholic
beverages could be sold on premise (Please see sidebar for a brief
rundown of MA guidelines). The requirements of social distancing, the
added costs of personal protective equipment (PPE) and cleaning (on top
of capacity restrictions) make it nearly impossible for full-service bars &
restaurants to keep the doors open, let alone turn a profit.
The COVID-19 pandemic has been challenging for everyone. But for
those whose livelihoods depend upon customers gathering in hypersocial settings – bars, restaurants, hotels, clubs, and catering venues –
adapting to the needs of safety-conscious customers and ever-changing
government restrictions is daunting to say the least. But there are ways
to mitigate financial damage and be a survivor.
Simplify, Simplify, Simplify
Trying to please everyone is a costly business strategy (Be honest now,
how many IPAs do you carry?). Even before the pandemic, customers
overwhelmed by too many choices tended to spend less. And now the
pandemic consumer is even less likely to try new things. Research shows
that during the shutdown, 69% of consumers reported buying brands they
know and trust. Top beer brands continue to outpace the market during
COVID-19, likely due in part to this trust factor. Experts suggest it’s wise to
do away with slow-moving products. Sticking to a select, limited assortment
of the fastest-selling known brands in your market is easier on the
consumer and your staff, who in many cases are preparing orders to-go.
What’s selling right now? Obviously, hard seltzers like White Claw and
Truly are safe bets. But when placing your beer order, think great brands
and category leaders. “Mature brands have experienced a rebirth,”
says consultant Bump Williams. “Tried-and-true classics in all category
segments are growing in a way we haven’t seen in years. National crafts
like Sam Adams, Harpoon and Blue Moon – buoyed by the introduction
of Light Sky, are responsible for much of the increased beer sales. In
fact, during the pandemic, these category leaders accounted for 56% of
that growth during the shutdown.”
In the Boston metro market, other trusted brands experiencing growth
are Blue Moon, (+39% thanks to Light Sky) and local rotating favorite
Sam Seasonal (+5%). Mexican imports, such as Corona and Modelo are
up despite the out-of-stock situation caused by government-mandated
brewery closings.
2
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Not to be forgotten are the local brands,
which are as valuable as ever for craft
drinkers. Most importantly, local brands
appeal to younger legal age drinkers (ages
21 to 34 years) who are the consumers most
likely to venture into bars and restaurants.
Get Reacquainted with Your Sales Rep
Now is the perfect time to meet with
your Burke Sales Representative, who is
equipped with insightful information about
the consumer and your situation. Your sales
rep can do so much more than place an
order. Lean on your rep for their expert
knowledge of industry trends and topselling beers. And they can also make sure
you don’t miss out on available programs
designed to maximize profits.
Coming Back Strong and Safe
As consumers slowly start to return to
on-premise accounts, above all else, they’re
looking to feel safe. It’s imperative to follow
state and national guidelines and implement
all social distancing measures to ensure
your consumers know that you are making
their safety a priority (Guidelines can be
found online at mass.gov/info-details/safetystandards-and-checklist-restaurants). Also, a
strong digital and social media presence will
communicate your commitment to safety.
Adding photos and language detailing what
consumers can expect upon visiting your
business is very reassuring. And if you offer
delivery and to-go services, you should know
that nearly 60% of consumers say they use
websites and social media to “pre-shop”
meal & alcohol bundles before placing orders.

CoverSTORY
We May Not Be in the Same Boat, But
We’re All in the Same Storm
As we went to press with this fall edition
of Heady Times, it became obvious that
the only constant in our lives right now is
uncertainty. That is why we chose such
an unusual graphic for the front cover.
While we normally focus on a brand or
prominent family of products, going the
“business as usual” route just didn’t feel
right when we are painfully aware of the
challenges the pandemic presents to our
valued customers, especially those in the
on-premise. Please know that we are aware
of the unprecedented challenges you are
facing, and we stand ready to chip away at
those challenges as best we can.
On a lighter, hopeful note, the National
Restaurant Association reports that the
number one activity people miss is going
out to eat with friends and family. We look
forward to a time when customers can
gather at their favorite spots without fear of
infection, but until then please know that
you can count on us to support you as best
we can during our battle against COVID-19.

“In the midst of chaos,
there is opportunity.”

Massachusetts On-premise Restrictions
• T ables must be positioned so to maintain at least a 6 foot
distance from all other tables and any high foot traffic areas
(e.g., routes to bathrooms, entrances, exits); tables may
be positioned closer if separated by protective / non-porous
barriers (e.g., structural walls or plexi-glass dividers) not
less than 6 feet high installed between tables and high foot
traffic areas
• The size of a party seated at a table cannot exceed 6 people
•R
 estaurants may not seat any customers at the bar,
but subject to any applicable building and fire code
requirements, bar areas may be re-configured to
accommodate table seating that complies with all spacing
and other requirements in these COVID-19 safety standards
•A
 ll customers must be seated; eat-in service to standing
customers (e.g., around bar areas) is prohibited
•A
 ll other amenities and areas not employed for food
and beverage service (e.g., dance floors, pool tables,
playgrounds, etc.) must be closed or removed to prevent
gathering of customers
•A
 lcohol only can be served for on-premises consumption
when in the same transaction as a meal
•B
 eer, wine, and cocktails are all permitted to be sold to-go
when purchased with food
• Bars that do not serve food cannot open until Phase 4

— Chinese General Sun Tzu

Supplier Support
Suppliers like Boston Beer and
Constellation Brands were quick on the
jump when it came to creating programs
to support the on-premise during the
pandemic. Corona supported their
partners in the service industry by donating
$1,000,000 to the National Restaurant
Association Employee Relief fund,
helping restaurant industry employees
experiencing extraordinary hardship in
the wake of the COVID-19 outbreak.
Boston Beer’s Restaurant Strong
program supports 20 states across the
US (including MA) and has provided
over $4 million in donations to bars
and restaurants to date. And the
Restaurant Employee Relief Fund,
of which Boston Beer is a founding
partner, has donated over $20 million
to help during the shutdown.

90% of consumers during the pandemic want trusted brands

These top craft brands drive 90% of
revenue and appeal to 85% of consumers:
Sam Adams Seasonal
Sam Adams Boston Lager
Sam Adams Variety Pack
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Feature
Non-Alcoholic Could Be the Next Big Bang in Beer
A niche category that was once the very definition of “tastes terrible” is growing thanks to
creative brewers and curious, health-conscious consumers

H

ALFWAY THROUGH 2020, THE LATEST IRI DATA SHOWS THAT
beer sales are looking as healthy as ever in the off-premise, with
nearly all top, nationally trusted brands growing. But, while most
beer pundits focus on the amount of traditional beer, wine and spirits
sold, another segment has been quietly gaining ground: non-alcoholic
beer. NA beer is projected to grow an impressive 32.5% in 2020, after
an incredible surge of over 70% growth in 2019.
What was once a small, niche category has since exploded, with gains
credited to brewers creating new NA beers with more taste. You can
have the amazing taste experience of an IPA, but it doesn’t have the
alcohol in it.

beer option. NA beers are even a healthier
alternative to sodas, which are full of either
processed sugar or chemical sweeteners.
There are even gluten-free non-alcoholic
offerings, such as Glutenberg’s,
Sans Alcohol.
Admittedly, the NA market is relatively
small, currently sitting at a 2% share of
the overall beer market. But hard seltzers
were in a similar position just three years
ago, and we’ve all seen how explosive that
category has been. It’s no wonder that
many accounts are doubling shelf space
allocated to NA beers.
Pabst Blue Ribbon recognizes that today’s drinkers demand great tasting
products with flexibility and options for a range of lifestyles. Synonymous
with creatives and doers, Pabst Blue Ribbon blazed its own path in
2019 and unveiled Pabst Blue Ribbon Non-Alcoholic, an authentic and
delicious non-alcoholic beer. The next generation of America is the most
social and diverse ever, with a greater focus on health and wellness, as
well as community and connection. Pabst Blue Ribbon Non-Alcoholic is
an authentic product made with the finest hops and grains offering a
great real beer taste, that allows everyone to join the occasion.
Of course, consumer interest in healthier beverage options stoked
brewers’ creativity, which resulted in a rise in great NA beer options.
Non-alc beers like Coors Edge and Paulaner Weizen-Radler are becoming
the choice of mainstream beer drinkers looking for a healthy yet flavorful
4
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One industry veteran who noticed the trend
in NA and started his own project to meet
the demand is original Blue Moon brewer
Keith Villa. He recently created Ceria
Brewing, a company committed to brewing
high-quality craft beer with big flavor and
zero alcohol. Their Grainwave is a refreshing
Belgian-style White and their Indiewave is a
hoppy ale with smooth citrus character.
While there are many new breweries
popping up, tried-and-true NA brands are
getting consumer attention due to the
renewed interest in the category. Anyone
new to the non-alc world might be surprised

Feature
to learn that Kaliber, an alcohol-free pale
lager from Guinness, which has been in
the market since 1986, has a dedicated
following of health-conscious beer lovers.
There’s a long-standing stigma that nonalcoholic beer is terrible. But great taste
alone gives consumers a reason to give
these beers a try. Naturally, smart retailers
see the NA beer segment for what it is:
a potentially explosive category in a beer
landscape that is evolving by the day.

Fast Facts About
Non-Alcoholic Growth

After growing over 70% in 2019, the nonalcoholic segment is projected to grow
another 32.5% in 2020.

Like hard seltzer three years ago, non-alc
is at 2% share of market.

Consumers consider non-alcoholic
products a healthier alternative to soda.

Recent success for non-alcs has been
attributed to more health-conscious
consumers as well as brewers using
new techniques to brew NA beers with
more taste.
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BrewerHIGHLIGHT
Harpoon Brewery

W

HEN MASS. BAY BREWING COMPANY CO-FOUNDERS
Dan Kenary, Rich Doyle, and George Ligeti came together
in the 1980s with the idea to start a brewery, they wanted
to bring European brewing tradition to America and give domestic
drinkers more choices than the ubiquitous light lagers of the time.
That was the inspiration behind their original release in 1987,
Harpoon Ale, which led them to call their beer brand Harpoon. After
a handful of steady years behind that flagship amber ale and some
seasonal releases (two of which, Winter Warmer and Octoberfest,
endure to this day), it was the summer seasonal in 1993 that
launched Harpoon into a new stratosphere: Harpoon IPA.
Harpoon’s foray into the hop-forward style was the first of its kind for the
region. The Cascade-driven IPA was aggressively hopped by the standards
of the time but struck a chord with beer drinkers in Massachusetts and
beyond. On the back of this new flagship, Harpoon grew to be one of
New England’s largest regional brewers by the year 2000. To keep up
with demand, that year they purchased a second brewery in Windsor,
Vermont that had originally housed one of Vermont’s earliest craft
brands, Catamount Brewery, before Catamount’s dissolution led to the
sale of the facility.
As Harpoon grew, so too did its signature festivals. A legendary
Octoberfest at the Boston brewery in 1991 began a tradition of festivals
at the Boston brewery (and later in Vermont as well), including a St.
Patrick’s Day Festival, Harpoonfest, and Octoberfest. The brewery also
gives back to the community through its charitable arm, Harpoon Helps,
which hosts events throughout the year – most notably the Harpoon 5
Miler road race to raise proceeds for The Angel Fund and ALS research.
In 2014, Harpoon became employee-owned when co-founder Rich
Doyle chose to step away and sell his shares back to the company. This
transition in ownership and structure to an ESOP was a commitment
to keep the brewery independent for years to come and retrenched an
already strong employee culture.
The legacy of Harpoon as a pioneering craft beer brand has carried on
through the present. A re-brand of Harpoon IPA earlier this year put the
beer’s status as “New England’s Original IPA” front and center, along
with a strong focus on the company’s regional roots. Harpoon’s largest
new product release since Harpoon IPA came in 2018, with the debut of
Rec. League. This hop-forward and hazy pale ale brewed with buckwheat
kasha, chia, and sea salt packs a full palate of tropical and citrusy notes
into a refreshing 120 calorie package.
Recent years have seen Mass. Bay Brewing Company extend its portfolio
of offerings beyond Harpoon as well, with four additional brand families
offering independently crafted beers, hard seltzers, and hard ciders.

6
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UFO (which stands for “UnFiltered Offering)
began as an unfiltered hefeweizen from
Harpoon in 1997 and grew into a line of
flavorful and easy-drinking unfiltered beers.
UFO White, the brand’s flagship white ale
brewed with orange peel and coriander,
debuted in 2009 and has grown to be
Mass. Bay’s second best-selling beer,
behind only Harpoon IPA.
Clown Shoes Beer was purchased by Mass.
Bay in 2017. Founded by Gregg Berman
in 2009, Clown Shoes had been contract
brewing innovative craft beers for close to a
decade before finding a permanent home with
Mass. Bay. Clown Shoes’ products, including
flagship Space Cake Double IPA, extend
across the landscape of flavor and style with
an innovative approach to brewing and a
constantly evolving series of limited releases.
Arctic Chill Hard Seltzer is a collaboration with
Worcester-based Polar Seltzer that debuted
in 2019. Crafted with real Polar Seltzer and
featuring nine unique flavors across two mix
packs and two standalone 6-pack packages,
the brand is a strong regional player in the
ever-expanding hard seltzer category
City Roots Cider also debuted in 2019,
evolving out of Harpoon’s hard cider
offering that was first released in 2007. An
environmentally-minded and all-natural hard
cider brand, City Roots includes seasonal
offerings such as Pumpkin and Roof-Deck
Rosé and is a 1% for the Planet member.

On-PremiseSPOTLIGHT
Shopper’s Café

W

E TRAVELED TO WALTHAM TO
meet with a fourth-generation
owner and operator of Shopper’s
Café. The Moody Street staple has
been navigating their way through the
pandemic and all the challenges that it’s
brought. We spoke with Michael LaCava
about his family’s restaurant during the
early stages of COVID-19.
Heady Times (HT): Can you tell
me a little bit about the history
of Shopper’s?
Michael LaCava (ML): Shopper’s
Café been here since 1937. My greatgrandparents opened it and we’ve been
at the same location over eighty years
and four generations later. I personally got
involved in my early teens. I’d come down
with my father and cook on the weekends.
The kitchen used to be a lot smaller, with
just a grill behind the twenty-stool bar.
Probably sixteen years ago I was working
Michael LaCava and his father Paul LaCava, proprietors of Shopper’s Café in Waltham
another job, but I saw the opportunity to
traffic. That’s going until November 1st. It’s
expand Shopper’s and grow it from what it was. The lease was up for the
been a big boost.
store next door, so I convinced my father to blow through the wall and
make the place bigger. I started working here full-time, and then my sister
HT: How have you adjusted your food
Lauren and my brother Joey came in. We’re still growing; we opened
and drink menus with the outdoor
another Shopper’s in Manchester, NH about a year ago.
seating and new guidelines?
HT: So this is a real family business!
ML: I’ve flipped almost the entire beer
selection to draught and cans. We’re
ML: Oh, definitely. My mother helps doing prep work and my uncle
phasing out glass because I don’t want
runs the kitchen. He’s been working with my father for 30-plus years;
glass outside and I personally like cans.
they’ve been a team. Our cousins work here, too. The only drawback is
We’re not offering buckets or pitchers, and
sometimes you all need the same day off for family stuff; it can make
we’re pouring draughts in plastic cups; I
logistics and scheduling hard.
don’t want people having to touch stuff
HT: How have things been through the pandemic?
if they don’t have to. We still run the $3
ML: We stayed open for takeout. The only day we closed was Easter.
Coors Light special; that’s always been very
It got us through, but it doesn’t compare to having a full-scale bar and
popular. That and Blue Moon have been on
restaurant. Places make their money on booze; it’s a fact. Our full-time
here forever. Cans of Wormtown Summer
front-of-house staff stuck with us and we were able to keep our kitchen
has been a hit for us, too. With food, we
staff employed as well. We started doing delivery, which we never did
scaled our menu back significantly, trying
before, and we did it all ourselves. We were all out driving around; my
to streamline everything. When we first
father, my mother, all of us. People like to see that; it’s what we do.
opened outside, we had a clam shack
theme that we call Shopper’s Shack. We
HT: I see a lot of Corona and Sam Adams umbrellas outside. Did
feature lobster rolls, frozen drinks, potato
you have outdoor seating before, or is it new?
salad, things like that. We have a stuffed
ML: It’s all new. The state gave us the opportunity to do outdoor seating
quahog and ’Gansett combo that’s a great
if we had the space. They told us to give the city of Waltham our plans,
deal. Now we’re phasing into expanding
stick to the guidelines of COVID, and go ahead. We’ve been fortunate to
the menu again and bringing back some
have the parking lot out back and a section of the street out front where
of those staple entrees now that indoor
we can put tables. The city also blocked off a section of Moody Street to
seating is opening back up.
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On-PremiseSPOTLIGHT
Mad Hatter Restaurant

I

T WASN’T DIFFICULT TO CATCH DERMOT
Doran at his Weymouth restaurant Mad
Hatter, but because his job description
is “all of it”, we were happy he made the
time to sit down for a chat with us. This
is a new location for Doran’s restaurant,
expanding on the original breakfast and
lunch concept to include a full bar, more
indoor space, and a newly created, giant
outdoor dining room.
Heady Times (HT): How long have you
been in this space?
Dermot Doran (DD): We moved from
our previous location of seven years and
opened here on the 15th of November in
2018. Before then we had just 26 seats
and served breakfast and lunch – no
alcohol. When we moved into this space,
we upped our capacity to 300 people. We
have a dining room, a function room, and
a full bar. We hadn’t even been open for
a year and a half before everything had to
be shut down.
HT: How has the pandemic affected
the business?
DD: We stayed open for takeout the entire
Dermot Doran, proprietor and wearer of all the hats at Mad Hatter Restaurant in Weymouth
time but that amounted to only 20% of
our regular business, if it was even that. We also have a large parking
DD: I’ve been in the business for 28 years,
lot in the back where we added a lot of outdoor seating. We had never
so I had some idea of what I wanted
done that before. The only real silver lining of all this for us is that we’re
to carry. I used to manage some bars
getting the word out about our dinner menu. Breakfast carried us for so
downtown; I was at the Beantown Pub for
long, but our dinner menu has really caught on in the past few months,
eight years. Before we opened, I sat down
especially our summer seafood specials.
with a team from Burke and went over what
HT: You have quite a set up out there. Did you already have
products were good sellers and what would
everything?
work with my budget. We have an Irish
theme, so we do very well with Guinness,
DD: No, but I had an idea that the state was going to open outside
but Sam Adams, Coors Light, Narragansett,
seating for restaurants. A little over a month before they gave the
Harpoon IPA and Wormtown Be Hoppy IPA
go-ahead, I decided I wanted to get two large wedding tents. I looked
are all strong lines for us as well. We have
into renting, but the cost to rent two tents for a week was about half as
added some fun things, like the Twisted
much as it would be to just buy them, so I did. They are wired, so we
Tea kegs. It sits right up there on the bar
installed 15 fans inside them to keep the air moving. I’ve tried to think
and we bring it out for the BBQ nights we
of everything to make the outdoor dining area as inviting as possible.
host on Mondays. Customers really like it.
There’s a TV out there and we have live music every night; it doesn’t
Another popular drink we have is the STFU.
feel like you’re sitting in a parking lot. Now I’m looking ahead to the fall
I won a competition for the recipe a few
and winter to see what I can do in terms of installing heaters. I want to
years back. It’s Irish American Whiskey and
keep it open as long as we’re able to this year and I’ll be able to use the
bourbon that’s then rested with cinnamon
tents again next year. They’re visible from the street so they’re a great
and apples. It’s like drinking an apple pie!
advertisement for people who drive by as well.
I think it might have made one of your
HT: Going from no alcohol at all to a full bar is a big jump. What
sales managers at Burke miss his family
was your selection process like when you first opened the bar?
Thanksgiving one year – it’s that good.
8
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NewPRODUCTS
Coors Seltzer

Castle Island Fiver

Born in the Colorado Rockies, Coors has always had a
heart for rivers. But with 77% of America’s largest rivers
drying up, they knew it was time to take a stand. In
partnership with Change the Course, Coors has released
a seltzer with a mission – to restore the rivers one can
at a time. Shoppers can support the cause by buying
a 12-pack and enjoying 4 refreshing flavors, each only
90 calories: Black Cherry, Grapefruit, Lemon Lime
and Mango. For every purchase, Coors will work with
Change the Course to restore 500 gallons of fresh
water back to the rivers. ABV: 4.5% Packages: Black
Cherry:16 and 24 oz. cans; Mango: 24 oz. cans; 2/12
Variety Pack including Black Cherry, Grapefruit, Lemon
Lime and Mango: 12 oz. cans Availability: Year‑round,
beginning in September

Fiver is a juicy, tropical IPA supported
by Citra, Simcoe, and El Dorado. Castle
Island is donating 5% of all sales from
this hazy, straw-colored IPA go to help
great causes in our local community
and beyond. ABV: 6.3% Package: 6/4
16 oz. only Availability: September

Ceria Brewing Co. Grainwave
The creator of the original Blue Moon
recipe is back at it with the creation
of Ceria Brewing Co. Ceria brews nonalcoholic craft beers that pack plenty of
flavor. Grainwave is a refreshing mediumbodied brew made with blood orange
peel and coriander and features only 77
calories. ABV: <0.05% Package: 4/6
12 oz. cans Availability: Now, year‑round

Ceria Brewing Co. Indiewave

Truly Strawberry Lemonade
Truly Strawberry Lemonade is a delicious
mix of refreshing hard seltzer, sweet
lemonade and juicy strawberries.
Perfectly balanced with the sweetness
of real lemonade and refreshment of
seltzer to deliver a crisp, clean finish.
ABV: 5% Package: 24 oz. cans only
Availability: Year‑round,
beginning in September

Notch Who Loves the Sun?

The creator of the original Blue Moon
recipe is back at it with the creation
of Ceria Brewing Co. Ceria brews nonalcoholic craft beers that pack plenty of
flavor. Indiewave is a flavorful, 99-calorie
brew that perfectly balances Cascade,
Citra, and Amarillo hops with light caramel
malts for a smooth citrus character.
ABV: <0.05% Package: 4/6 12 oz. cans
Availability: Now, year‑round

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. Package: 2/12 12 oz. cans
Availability: Now, year‑round

The Session brewers out of Salem have
brought us a new Blonde Ale. Brewed with
Pilsner malt and wheat, hopped with Styrian
Dragon, and fermented with a Kolsch yeast,
Who Loves the Sun? is built for all-day
refreshment. ABV: 4.5% Package: 2/12
12 oz. cans only Availability: Now,
year‑round
www.burkedist.com HeadyTimes v.15
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NewPRODUCTS

NewPACKAGES

Woodchuck
Hard Cider 100 Variety Pack

Guinness Gives Back Cans

Woodchuck’s Hard Cider 100 12-pack can variety
contains four hard cider flavors: Black Cherry,
Cranberry Lime, Watermelon and Citrus, each with
only 100 calories and 2g sugar. They are gluten-free
with no artificial ingredients at a sessionable 4.2% ABV.
Availability: Year‑round, beginning in August

Kopparberg Premium Light
Cider with Raspberry
A light apple cider with hints
of elderberry and raspberry,
this new expansion to the
Kopparberg portfolio has only
90 calories and is made with
real juice and natural flavors.
ABV: 4% Package: 11.2 oz.
cans only Availability: Now,
year‑round

Earthquake Pineapple
High Gravity Lager
This is a premium, highgravity lager features juicy
pineapple flavor with a
crisp, refreshing finish.
Weighing in at 10% ABV
and brewed with a smoothbrewed fermentation
process, Earthquake
Pineapple High Gravity Lager
is perfect for high-octane
nights. Package: 23.5 oz.
cans only Availability: Now,
year‑round
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The original Guinness Draught you all know
and love will be available in new limitededition 14.9 oz. 8-pack cans this fall
to showcase that Guinness Stands with
America. Guinness is also contributing $1
for every pack made, up to $750,000,
towards local and national charitable
organizations across America to help in
recovery efforts and to support those who
have long supported them. You can find
more information about their commitment
to philanthropy at GuinnessGivesBack.com. Utilize the
can-matching POS to drive awareness in your account
to further increase the support to the charitable
organizations. Availability: September

Smirnoff Seltzer Red, White &
Berry Thank You Pack
Smirnoff Seltzer Red, White &
Berry 2/12-pack can revamp
will showcase Smirnoff’s
Thank You campaign, while
still highlighting zero sugar, 90
calories and 1g carbs. Smirnoff
is donating $1 for every Thank
You Pack sold, up to $400,000,
to their Smirnoff for America
fund, which helps charitable organizations across America
support communities, organizations and individuals who
work tirelessly to build a better society in America. Learn
more at Smirnoff.com/ForAmerica. Availability: August

Smirnoff Seltzer Core 12-Pack
Variety Renovation
The Smirnoff Seltzer
12-pack variety has
a new look and
includes new
flavors! The
Smirnoff logo is
more prominent
for awareness,
while the signature provides product quality
signoff. Zero Sugar is prominently displayed
for reassurance, while the fruit imagery
provides flavor cues. Included in the new
hard seltzer mix are: Lemon Lime, Berry
Lemonade, Black Cherry and Orange.
Availability: Year‑round,
beginning in September

NewPACKAGES
Truly Hard Seltzer
Packaging Redesign
As the hard seltzer category continues to evolve
and new drinkers enter the segment, Boston Beer
is revamping all Truly packaging to be even more
approachable, appetizing and gender-neutral.
What’s changing?
Not too much…
• T he brand name, black logo and fruit will still be the
focal points. They’ve been modified to be even more
distinctive and eye-catching.

A New Look for Coors Light
As a beer with cold at its core, Coors Light’s updated
packaging invites drinkers into the world of mountain
cold refreshment with an energetic feel. New cans and
bottles, launching August 1, will call out the beer’s icecold qualities, noting that it’s “Cold as the Rockies” and
“cold filtered, lagered and packaged.” The new, modern
design will build on the success of the brand’s “Made
to Chill” campaign, with brighter packaging that stands
out at retail and communicates Coors Light’s optimistic,
inviting personality. Availability: August

•F
 ruit flavor is extremely important to hard seltzer
drinkers, so the flavor callout is more prominent
and the fruit was enhanced to drive even more
taste appeal.
• T he Truly logo is bolder and the addition of a black
bracket creates a more defined lock-up. In addition to
packaging, you’ll see the bracket show up on point of
sale and brand communications.

Arctic Chill
Mass. Bay Brewing Company’s Arctic Summer will be
changing their name to Arctic Chill come September
2020. Why the name change? The brand wants to
make clear that their hard seltzers are not just for the
summer season – they are to be enjoyed whenever and
wherever you choose to “Chill” all year long.

New Dogfish Head
60 Minute Packaging
Consumers believe ‘off-centered’ beer defies tradition,
offers unique flavors & high-quality ingredients and that
an ‘off-centered’ brand is innovative,
modern and light-hearted. So, Dogfish
Head thought it was time to crank up
the off-centeredness on their flagship
brand. They refreshed the packaging
to align more with their brand ethos
and further stand out on the shelf.
What do consumers think of the
new packaging?
High-Quality: 87% of consumers said they
believe this product will be high-quality based on
its packaging alone.

The Arctic Chill rebrand will come with some small
tweaks to the variety pack wrap designs, including more
splashes of color to differentiate the two packages from
one another and larger typeface to indicate the variety
pack names. In addition, the cans and 6-pack wraps will
be completely redesigned.
Arctic Chill will still
offer the same flavors
consumers know and
love at 5% ABV, but
now at 100 calories
and 0g of sugar per
serving. All Arctic Chill
products are crafted
with Polar Seltzer and
are year‑round offerings.
Availability: September

More off-centered: 84% of consumers believe
the packaging embodies DFH’s ‘off-centered
beer for off-centered people’ ethos.
More Shoppable: Level of ‘findability’ and
‘ease of locating’ on the shelf significantly
increased with the refresh.
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NewPACKAGES
Itz Spritz Brand Refresh
It’s the same great product, but Itz Spritz’s new
packaging pops off the shelf. It predominantly features
the brand’s signature and sophisticated navy blue,
they’ve rebranded to a cocktail spritzer, and have
included visual icons on the packaging to better explain
Itz Spritz’s points of differentiation within the category.
Availability: August

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

Blue Moon
Harvest Pumpkin Wheat
Ballast Point is Back and
Better Than Ever with a
Package Refresh
Born in San Diego in 1996, Ballast Point
was founded simply on the love of making
great beer. Through every chapter, that fact
remains constant. What has changed since
’96? Quality has changed – it’s better.
Innovation has changed – there’s more.
Variety has changed – they’re creating
more now than ever. It hasn’t always
been perfect, but Ballast Point is stronger
today as a result of staying the course.
On March 2nd, Ballast Point became an
independent craft brewery again as a part
of the Kings and Convicts Brewing Co.
family. Through all of the change, they’ve
continued to focus on making great beer.
The same great people, making the same great beer,
endured a couple of trying years. Every day they pour
their hearts and souls into the beer they brew and the
family they’ve created. Ballast Point is back, but in fact,
they never left. Keep an eye out for their new packaging
and can graphics this September, with more exciting
things to follow.
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Nationally recognized as a seasonal
favorite and the first pumpkin beer of
its kind, Harvest Pumpkin Wheat returns
with the autumn flavors we’ve all grown
to love. Crafted with real pumpkin and
harvest spices such as cinnamon, nutmeg,
cloves and allspice, this wheat ale delivers
a taste any autumn enthusiast will enjoy. ABV: 5.7%
Package: 12 oz. bottles only Availability: August

Leinenkugel’s Oktoberfest
Leinenkugel’s is tapping into
their German heritage with their
seasonal Oktoberfest. Honoring
six generations of German brewing
traditions, this Märzen-style beer
has a toasted malt flavor and
subtle, spicy hop notes that make
it perfect for celebrating fall.
ABV: 5.1% Packages: 12 oz.
bottles and 12 oz. cans Availability: August

Leinenkugel’s
Harvest Patch Shady
A shandy is a beer mixed with a
little something extra, like soda,
juice or ginger ale, so every fall,
Leinenkugel’s releases their
famous Harvest Patch Shandy with
natural pumpkin spice flavor. It’s a
delicious blend of traditional Weiss
beer, nutmeg, allspice, clove and a bit of pumpkin.
ABV: 4.2% Packages: 12 oz. bottles and 12 oz. cans
Availability: September

SeasonalSELECTIONS
Smirnoff Seltzer
Seasonal Variety Pack
Along with a new look, the Smirnoff
Seltzer Seasonal Variety 2/12-Pack
includes new hard seltzer favors:
Peach, Lime, Blackberry and
Raspberry. Availability: September

Angry Orchard Harvest Mix Pack
The #1 cider brand in the
country is ready for cider
season with two different
Harvest Variety Packs. The
Slim Can 24 Pack Variety
features 12 Crisp Apple, 6
Unfiltered, and 6 Pear. The
24 Pack Bottle Variety features
6 each of Crisp Apple, Unfiltered, Pear, and Green
Apple. Packages: 12 oz. slim can, 12 oz. bottle
Availability: August

Samuel Adams OctoberFest
First brewed in 1989, Samuel Adams OctoberFest is
the brewery’s take on the traditional Märzen style.
A blend of hearty malts creates a deep, smooth
flavor with notes of caramel, fit for any celebratory
occasion. ABV: 5.3% Packages: 12 oz. bottles
and draught Availability: August

Samuel Adams Jack-O
Jack-O’s cinnamon and nutmeg aromas are as
fresh as a warm pumpkin pie. This new pumpkin
ale features real pumpkin with an ideal balance
of seasonal spices for a crisp, refreshing finish.
ABV: 4.4% Packages: 12 oz. bottles only
Availability: August

Samuel Adams
Sweater Weather Variety Pack
The Sweater Weather Fall Variety
Pack has a beer to complement the
change of seasons, from the first
cold front to the rare heat wave, it
includes: Sam Adams OctoberFest,
Jack-O, Sam ’76 and Boston
Lager. Availability: August

Dogfish Head Punkin Ale
DFH Punkin Ale is a full-bodied brown ale
with smooth hints of pumpkin and brown
sugar. Brewed with real pumpkin meat,
brown sugar and spices, Punkin Ale made
its debut in 1995 and Dogfish Head
has been brewing it every year since!
ABV: 7% Packages: 12 oz. bottles only
Availability: August

Dogfish Head
120 Minute IPA
Dogfish Head Craft Brewery’s iconic
120 Minute IPA is back with a
bold, new bottle carrier. To better
complement the audacious aromas
and flavors found in 120 Minute IPA,
DFH revamped the carrier, making it
bolder and more eye-catching with
a jet-black background and metallic
gold graphics. At the center of the design is
something every beer lover will quickly
recognize, a hop cone. The ingredient
responsible for bringing 120 Minute
IPA to life, this hand-drawn hop
cone exudes golden rays of light,
assuring folks that their search is
over – they found it, the Holy Grail
for Hopheads. Unfiltered and abundantly
hoppy, 120 Minute IPA is continuously
hopped with a copious amount of highalpha American hops throughout the boil
and whirlpool, and then dry-hopped with
another pallet of hops. ABV: 15-20%
Packages: 12 oz. bottles and draught
Availability: Limited quantities
in August

Dogfish Head
Costumes & Karaoke
This Imperial cream ale was inspired from
the traditional Indian beverage “Golden
Milk”, a comforting drink made with
turmeric and spices. Costumes & Karaoke
is made with an oat cream ale base using
a blend of equitably-sourced, singleorigin spices from DFH’s pals at Burlap
and Barrel in NYC. The sweet, creamy
mouthfeel from oats and milk sugar is
married perfectly with Turmeric, Tanga
Ginger, Cloud Forest Yellow Cardamom, Vietnamese
Mountain Cinnamon and Smoked Star Anise for a
warming finish. ABV: 8% Package: 12 oz. bottles only
Availability: September
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SeasonalSELECTIONS
Clown Shoes Gordo
Imperial Pumpkin Stout

Harpoon Flannel Friday

Part of Clown Shoes’ Barrel Series, this
Imperial Pumpkin Stout is aged in Whistlepig
Rye Whiskey barrels with a blend of seasonal
spices. ABV: 10.5% Package: 19.2 oz. cans
only Availability: August

Citra, Simcoe and Cascade combine
with subtle notes of caramel and roast
in this seasonal amber ale. The sun is
bright, but the air is crisp – it’s time
to add another layer and crack a beer.
Fall is here! ABV: 5.7%

Clown Shoes Galacticake

Harpoon Fantasy League

An accidental addition to Clown Shoes’ Space
Cake Fleet, Galacticake combines the recipe
for Space Cake with the hops from Galactica.
The base brew of SpaceCake is dry-hopped
with a Galaxy hop blend, resulting in a bevy
of tropical citrus aromas and notes of pine.
ABV: 9% ABV Package: 16 oz. cans only
Availability: August

This limited 2/12 can mix of four
recreational session beers is perfect
whether you’re warming up, cooling
down or cheering from the bleachers.
The variety pack includes: Rec.
League hazy pale ale; Farm League
hoppy farmhouse ale; Bush League
hoppy American pilsner and Night
League session black IPA. Availability: Now!

City Roots Pumpkin
While apple season is the real draw of fall,
pumpkin season is close behind. City Roots’
Pumpkin Cider combines the best of both
with some subtle seasonal spice snuck in.
Filtered bright and
crisp, it embodies
the beloved
flavors of fall.
ABV: 4.9%
Packages: 16 oz.
cans, draught
Availability: August

UFO Pumpkin
There are a lot of reasons people love fall, but
UFO Pumpkin is pretty high on the list! The
right touch of pumpkin and fall spices make
this a favorite beer to reach for as the season
turns. ABV: 5.9% Package: 12 oz. cans only
Availability: August

UFO Leaf Peepin’!
Fall’s the perfect time for getting
outside. And the Leef Peepin’! mix
pack is the perfect complement to a
hike, a mountain climb or a nature
stroll to see the leaves change. The
Leaf Peepin’! 2/12-pack can variety
includes: UFO White, UFO Light Force, UFO Boarding
Pass IPA and UFO Pumpkin. Availability: August
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Harpoon Tailgater
Whether you’re lighting up a grill or
cooling down after a foliage-filled hike,
this mix pack has everything you need
for fall including: Harpoon’s flagship
IPA; the easy-drinking Rec. League;
fall favorite Flannel Friday and the
classic Octoberfest. Availability: August

Harpoon Octoberfest
Harpoon’s take on the classic Marzen is
a rich, full-bodied, festive tribute to fall.
Roll out the barrels and raise a toast
to this season of celebration. Prost!
ABV: 5.3% Package: 16 oz. cans only
Availability: August

Harpoon Dunkin’ Pumpkin
Inspired by everyone’s favorite fall latte, this
ale is brewed with pumpkin, fall spices and a
splash of coffee. This seasonal treat is another
tribute to all the days that Dunkin’ has helped
Harpoon fire up the brew kettle. ABV: 5.2%
Package: 12 oz. bottles only Availability: Limited
quantities in September

Harpoon Dunkin’ Dozen
This special seasonal 2/12 can
mix of four Dunkin’-inspired beers
includes: Dunkin’ Pumpkin, Dunkin’
Coffee Porter, Dunkin’ Boston
Kreme Stout and Dunkin’ Jelly
Donut IPA… all brewed with real
Dunkin’ coffee or real Dunkin’ donuts!
Availability: September

SeasonalSELECTIONS
Spencer Monkster Mash

Narragansett Fest Märzen Lager

A new red-amber ale, the Monkster
Mash is brewed with real pumpkin and
a touch of spice. Gentle carbonation
animates the rounded mouthfeel and
it closes clean with a smooth finish.
Remember to pair with family and friends!
ABV: 5.2% Package: 16 oz. cans only
Availability: August

Based on the Bavarian-style beer that
Narragansett produced in the ’60s and ’70s,
this elegant Oktoberfest-style Märzen is brewed
with the highest quality German malts and
hops. Weyermann’s Munich malt creates a rich,
bready and toasty base, while Tettnang hops
add a crisp, but subtle and dry, spiced finish.
King Gambrinus would be proud! ABV: 5.5%
Package: 16 oz. cans only Availability: August

Baxter Brewing Firestack
The delicately layered, red-hued beer has
an explosive hop profile with a slightly
sweet finish. Perfect for crisp autumn
nights by the fire, tailgating at the game,
or a refreshing reward after that last cord’s
been chopped and stacked for winter.
ABV: 6.3% Package: 12 oz. cans only
Availability: August

Wormtown Fresh Patch Pumpkin
Wormtown named their Pumpkin Ale Fresh
Patch due in large part to using hundreds
of pounds of local pumpkins and blending
them with their secret spice recipe to
create this exceptional brew. This results in
a medium bodied ale with a fresh pumpkin
pie aroma, complemented with flavors of
pumpkin and spice in every sip. All treat,
no trick! ABV: 4.5% Package: 16 oz. cans
only Availability: September

Long Trail Survival Pack
The Vermont brewery’s seasonal
variety pack features three each
of Long Trail Ale, Green Blaze
IPA, Harvest, and the limited
edition Survival Pack IPA #4
that’s exclusive to this pack.
Package: 2/12 12 oz. bottles
Availability: Now

Narragansett
Del’s Rhode Island Hard Tea
This new, thirst-quenching, lightly carbonated
hard tea combines natural tea flavor with a hint
of lemon flavor for the ultimate, refreshingly
different addition to your backyard barbeques.
ABV: 5% Package: 16 oz. cans only

Willie’s Superbrew
Pear & Cinnamon
Introducing the first cold weather hard seltzer!
Willie’s Pear & Cinnamon is bold enough to
keep you warm, and light enough to keep you
sipping. It’s hard seltzer’s ode to holiday cobbler
while still low calorie, low carb, gluten-free,
and made with all real ingredients, including
pear, cinnamon, vanilla, and brown sugar. ABV: 4.5%
Package: 12 oz. cans only Availability: August

Woodchuck
Pumpkin Hard Cider
A natural pumpkin profile and spiced
notes play perfectly against the red
culinary apple varieties blended in this
cider. ABV: 5.4% Package: 12 oz. cans
only Availability: August

Shiner Oktoberfest

Mike’s Hard Tangerine Lemonade

Just like the world’s largest beer festival, the Shiner
brewery has Bavarian roots and a long tradition of
honoring tradition. Which is why Shiner
made this GABF gold medal-winning
Märzen-style ale with German-grown
Hallertau tradition. If that doesn’t make
you Polka dance for joy, we don’t know
what will. ABV: 5.7% Package: 12 oz.
bottles only Availability: August

Mike’s Hard Tangerine is a perfect blend
of lemon and fresh tangerine flavor with a
touch of clementine and mandarin. There’s
an ideal balance of tartness and sweetness
in every sip, with a nice, clean finish that
makes it incredibly refreshing and extremely
drinkable. ABV: 5% Package: 12 oz.
bottles only Availability: September
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SeasonalSELECTIONS
Shipyard Pumpkinhead
A seasonal favorite, Shipyard Pumpkinhead is a crisp
and refreshing wheat ale with delightful aromatics
and subtle spiced flavor. Pumpkinhead is delicious
on its own, but it can be served with a shot of
spiced rum or in a pint glass rimmed with sugar
and cinnamon for a fun fall twist. ABV: 4.5%
Packages: 12 oz. bottles, 12 oz. cans and
draught Availability: August

Shipyard
Smashed Pumpkin
This big-bodied beer has a light coppery-orange
color and pleasing aroma of pumpkin and
nutmeg. Pale ale, wheat and light Munich malts
combine with the natural tannin in pumpkin
and the delicate spiciness of Willamette and
Hallertau hops to balance the sweetness of the
fruit. To best enjoy all the flavors, drink this ale at 55° F.
ABV: 9% Package: 16 oz. cans only Availability: August

Peak Sweet Tarts Blueberry
Sweet Tarts Blueberry marries crisp,
fruity goodness with a touch of sour
that is entirely refreshing. With a
rosé-like effervescence and a tartness
that teases your taste buds, Sweet
Tarts Blueberry hits you with the
right amount of flavor in a perfectly
light body. The blueberries in Sweet Tarts
Blueberry are grown by Elderflower Farm in
Lincolnville, Maine, and this beer is organic and GMO-free.
ABV: 4.6% Package: 12 oz. cans only Availability: Now

Peak Autumn IPA
Autumn IPA combines a New England-style IPA
with a session IPA. The hazy, juicy body adds
touches of peach and tangerine, with bright floral
notes flying off the nose. The blend of Citra,
El Dorado and Azacca hops makes Autumn IPA
the perfect companion as the leaves start to
turn. ABV: 4.8% Package: 12 oz. cans only
Availability: August

Artifact Slow Down
Hit pause with this fresh and citrusy cider
made from 100% McIntosh apples. Dry with
complex acidity and minerality, this cider goes
with oysters and lazy weekend days by the
ocean. ABV: 6% Package: 16 oz. cans only
Availability: Now

16 HeadyTimes v.15 www.burkedist.com

Far From the Tree
Apple of My Chai
This fall cider is made with black tea,
cinnamon, cloves, cardamom, and orange peel.
It’s gluten-free, made with all Massachusetts
apples, and pairs well with campfires and
flannel. ABV: 8% Package: 16 oz. cans only
Availability: September

Far From the Tree Georgia
What could be better on a muggy day in
August than relaxing in the shade with
a cold glass of peach iced tea? Now
imagine if that iced tea was also hard
cider! Georgia is Far From the Tree’s take
on this classic summertime refreshment.
Great for pool parties, BBQs, and just
trying to cool off from the summer heat.
ABV: 6.5% Package: 16 oz. cans only
Availability: August

Far From the Tree
Ectoplasm
The Salem cidermakers at Far From the Tree
concocted a brew to celebrate Halloween!
Ectoplasm gets its intense flavors and
its green color from green bell peppers,
jalapenos, and kiwi. It materializes only once
a year for the month before All Hallow’s Eve.
ABV: 6.66% Package: 16 oz. cans only
Availability: October

Bantam Mighty Mammoth
This big and bold cider is true to the Double
New England Style perfected by Bantam’s
brewing friends. Mighty Mammoth has
intense hop aroma, and is juicy, cloudy, and
potent. ABV: 8.5% Package: 16 oz. cans
only Availability: Now

Two Roads
Roadsmary’s Baby
This classic spiced pumpkin
ale is aged in rum barrels
for added complexity
and spiced with
cinnamon, nutmeg,
allspice and vanilla. ABV: 6.8%
Package: 12 oz. cans only
Availability: August

InDEMAND

Paulaner
Oktoberfest Bier

Oktoberfest in Germany may be cancelled this
year, but that doesn’t mean consumers won’t
be looking for their favorite German beers to
cheers (prost) with come fall. These authentic
and established German brews are enjoyed all
year long by many, but when the leaves begin
to change and the temps slightly drop, heaping
plates of sausage, the clinking of beer steins and
frothy German brews become top of mind.

Paulaner
Oktoberfest
Märzen
This amber bier style was
developed more than 200
years ago to celebrate
the original Munich
Oktoberfest. The Märzen
name originates from
“March bier” because
it was historically
brewed in March,
to be available for
its peak flavor by
the Oktoberfest
celebration. This
full-bodied bier,
with its rich malt
flavor and dark
toffee notes, has an
underlying fruitiness
and masterful
hop balance.

Hacker-Pschorr
Oktoberfest
Märzen
Hacker-Pschorr Original
Oktoberfest makes any
celebration authentic!
Original Oktoberfest has
a nose of blackcurrant
and earth, with a malt
driven flavor expertly
balanced by
Hallertau hops.

This golden Oktoberfest lager is
Germany’s #1 Oktoberfest bier.
It is also the only bier served in
Paulaner Oktoberfest tents today
and the favorite bier at the
Munich Oktoberfest. Brewed
once a year, and only available
while supplies last, Oktoberfest
Bier is the pinnacle of German
brewing: deep golden color,
full-bodied and wonderfully
mellow, with a balanced
harmonious taste and the
pleasant fragrance of hops.
At 6% ABV, it is stronger and
bolder than the usual lager.

Hofbräu
Oktoberfest
Märzen
Hofbräu’s “original brew of
Bavarian kings” is a zesty
Oktoberfest beer. This goldencolored lager is one of
few served at the Munich
Oktoberfest. Brioche, toasted
nut, lemon, and clay aromas
follow through on a lively
entry to a medium-full
body, baked apple, and
citrus accent.
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Programs

The Corona
Gameday Hotline
Is Back!
Tony Romo and the Corona Gameday
Hotline are returning to help
consumers Find Their Gameday
Beach in 2020! Through an allnew promotion, running mid-August
through October, consumers will have
the chance to host their own fantasy
football draft party and take home
the Corona Lime trophy for their
fantasy league champ. Consumers
will also be able to enter-to-win daily
instant-win prizes. This program is
supported with all new TV spots
featuring Tony Romo, heavy media
weight in TV and digital all season
long, and an on- and off-premise
POS bundles featuring the new Lime
Football Corona Trophy. Get ready
to celebrate another action-packed
season with Corona.

Día de los Muertos: A Celebration to
Remember with Corona
In 2020, Corona is embracing Día de los Muertos the only way it
knows how – with a celebration! As a nod to the traditional origin of
the holiday, the cerveza will yet again encourage friends and family to
celebrate life. This year, throughout the month of October, Corona will
offer all new, impactful tools and POS in English and Spanish to make
the festivities come to life at retail.

Vive La Celebración with Modelo on
Día de los Muertos
This October, Modelo will honor Día de los Muertos by inviting
consumers to celebrate those with the Fighting Spirit. POS for the
holiday features marigolds, sugar skulls, candles, papel picado and
a skeleton band. The visuals will come to life in retail with an allnew augmented reality experience! Consumers simply open their
smartphone camera and scan the QR code to bring the artwork
to life. Modelo’s authentic Día de los Muertos creative will live
across a 360-degree campaign including all new elements and
merchandise, Spanish language and general market TV and a
social media campaign.
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Coors Light: All Tailgate.
No Traffic.
The beer that’s Made to Chill is inviting drinkers
to get ready for “home-gating.” Since the stadium
experience will be drastically different this year,
Coors Light will be showcasing the ease and
excitement of tailgating outside at home, with a
full suite of retail tools and a chance to win an
all-in-one tailgating foldout chair, with a cooler
and detachable shade umbrella.

Modelo Football:
Make Your Picks.
Beat a Pro. Win Big.
As the Official Beer of Fans with the Fighting
Spirit, Modelo is making big plays this football
season with a new ambassador – Hall of
Fame running back Jerome Bettis, and a
new partnership with Draft Kings. Modelo
is inviting consumers to show their Fighting
Spirit by making their fantasy picks and going
head-to-head against Jerome during a weekly
contest series. If consumers’ picks outperform
Jerome’s, they can win a cash prize up to
$5,000 and the consumer with the most
cumulative points at the end of the series
will win a cash prize plus a trip to Vegas!
In addition to these exciting partnerships,
Modelo will increase media during the NFL
regular season and offer new digital and social
highlighting Bettis’ Fighting Spirit story, and
bilingual POS.

Coors Light Is Trick-OrTreating to Benefit St. Jude
As a partner with St. Jude since 1992, Coors
Light is excited to once again go trick-or-treating
for a cause this Halloween. The World’s Most
Refreshing Beer is bringing a refreshing take on All
Hallows Eve – every sale generates a donation to
St. Jude. They’ll drive awareness through jack-o’lantern decals, POS and aluminum cups. Delight
in spooky wonder as the pumpkin’s nose turns
blue when it’s cold. Since St. Jude Children’s
Hospital researches and treats the toughest
childhood cancers and pediatric diseases, Coors
Light is proud to help out in any way they can.
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Keystone Light Rewards
a Year of Free Rent to a
Lucky Winner
Keystone Light’s is bringing back the insanely
popular Free Rent sweeps this year. Last
year garnered +216MM impressions with
47 online placements on platforms like
Thrillist, Elite Daily, USA Today and Delish,
and even bigger numbers are expected this
time around. The national sweepstakes will
run from August through September and will
give drinkers a chance to win rent money for
a year. Shoppers will have the opportunity to
win the $12,000 cash prize or a secondary
prize bundle when they enter via Snapcode.

Blue Moon: The Official
Craft Beer Sponsor of the
Kentucky Derby
While the Kentucky Derby may have been
changed to September 5th, one thing hasn’t
changed. Blue Moon is still the official craft beer
sponsor of the Derby. This year, Blue Moon is
partnering with Woodford Reserve to create two
special cocktails inspired by the Derby – the
Grandstand and the Blue Moon Julep. Off-premise
POS featuring the two Derby-inspired cocktails will
encourage consumers to pick up everything they
need to make it a Once-in-a-Blue-Moon Derby.

Keystone Light’s Hunt is On
Keystone Light knows its fans love a good
hunt, so the hunt for the rare cans returns for
another year. Packaging and retailer POS will
tell shoppers that they can find one of several
rare cans in order to drive continued, repeated
purchase so they can win big. Keystone Light
will be providing seasonally relevant, refreshed
versions of POS to keep it new and innovative.
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Bravazzi Loves Italy
From now until September 6th,
Bravazzi wants their consumers to
take Bravazzi on a trip to Italy in
images. It’s simple to enter! Take
your favorite scene of anything
Italian, add Bravazzi, tag them on
Instagram, and tell them briefly why
you love Italy or that particular place,
thing or experience. Be creative!
Insert an image of Bravazzi to a
photograph via Photoshop, Illustrator,
etc. Draw or paint a picture. Stage
an Italian scene and take a photo.
Make a collage. Share the Italy you
know and love, or that you want to
get to know and love
There are three tiers of prizes – all
entrants will receive a Bravazzi
koozie, there will be 10 $300
winners per period, and one grand
prize winner selected from the 30
monthly winners will win a Vespa!

Pint it Forward with
Guinness
Game Time.
Guinness Time.
Leverage the new Guinness Football
tools to drive sales across viewing
occasions sparked by professional
and college football. To gear up
for football season, Guinness is
offering consumers a chance to win
a home-gating party package or a
Fanatics E-Gift card via a text-to-win
promotion.

Guinness Notre Dame

Twisted Tea
Tailgating 2020
Tailgating is more fun when it’s
a little Twisted! From August
1st-October 31st, this distinctly
Twisted Tea program includes
media and exciting new POS on
offer. Be sure to equip football
fans with the perfect addition to
any tailgate: Twisted Tea.

And, as if that isn’t enough, Guinness
is now an official beer of Notre Dame
alumni and fans! Guinness and Notre
Dame are both undeniably Irish,
steeped in tradition and huge sports
fans. Hall-of-famer Joe Montana
will be the face of the partnership
across TV, media and POS. There
will be incremental media and TV
through December to win more
sports occasions and breakthrough
on- and off-premise programming to
capture attention.

This August through September,
consumers can share the gift of
Guinness with friends via a digital
rebate program. Consumers can get
– or share – a $7 rebate when they
order a Guinness, Smithwick’s or Harp
and any menu item. This value-added
program will welcome consumers and
their friends back to the pub, while
driving pint and food sales!

Smirnoff Football POS
& Text-to-Win Sweeps
New POS and tools incorporate
Smirnoff Ice and Smirnoff Seltzers
into your football beer displays for
bigger sales all season! Smirnoff’s
coinciding text-to-win sweeps offers
consumers a chance to win the
ultimate fan gameday gear.
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Level Up with
a New Gaming
System from
Mike’s HARDER
Lemonade
Mike’s HARDER is giving
consumers a chance to
“level up” with a next-gen
gaming console via a textto-win promotion.

Uncap a World
of Flavor with
Cayman Jack
Live Your Wave
with White Claw
From September through
mid-November, White Claw
is offering a chance to Live
Your Wave. Via a text-to-win
program, consumers can win
a trip to the Surfer Awards in
Hawaii!

From September 1st through
December 31st, Cayman
Jack is offering consumers
a chance to win a dinner
party with a private chef! By
simply scanning a QR code on
Cayman Jack POS, one lucky
winner and three friends will
discover premium prepared
cocktails and unique culinary
inspiration in their own home.

This Oktoberfest, Follow the
Liter with Paulaner
This Oktoberfest, Paulaner wants to bring the party
home to the fans. During the Oktoberfest season
(August 15th to October 15th) consumers will follow
Paulaner on Instagram and guess where the Liter is
for a chance to win an at-home Oktoberfest prize
pack!
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RethinkingRETAIL
Tips for Clean Tap Lines

A

FTER MONTHS OF CLOSURES AND RESTRICTIONS, MOST COUNTIES
in MA are allowing some form of in-person business at bars and
restaurants. As establishments emerge from the shutdown and draught
service resumes, tap line maintenance is more important than ever.
If you clean your own lines, you may already have operational procedures
in place. However, your employees may be under more pressure than usual
during these times, or may be performing tasks for the first time, so it’s
never a bad idea to go over your cleaning regimen with staff, or even add to
your precautionary measures.
As you develop or revisit your draught maintenance policy, here are some
tips from the Brewers Association for ensuring employee and customer safety
as well as peak efficiency in your draught system. For more details, you can
download a free PDF of their Draught Beer Quality Manual from their website,
brewersassociation.org.
GENERAL SAFETY

LINE CLEANING

INVENTORY

Line cleaning chemicals are powerful
and can cause serious injury if
handled incorrectly or ingested. Know
what chemicals you or your vendor
are using and have the associated
safety data sheets. Review them
regularly and have them quickly
accessible in case of an emergency.

After an extended shutdown, it’s
highly recommended to clean
lines using a 3% caustic solution.
Following the caustic cleaning,
lines should be thoroughly rinsed
with water. Once this step has
been completed, lines should be
cleaned using an acid solution. Acid
should be diluted according to the
manufacturer’s directions. Once acid
cleaning is complete, again, lines
must be thoroughly rinsed with water.
Use pH strips to verify that chemicals
have been completely flushed.

Do a thorough analysis of your beer
inventory and familiarize yourself
with the freshness dates of each
brewery’s beer you carry. Ensure
that beer has been stored cold and
properly rotated.

Anyone who is performing line
cleaning should be trained on the
process, correct use of appropriate
PPE and proper measures to take to
ensure safety for all.
Clearly communicate to all coworkers
that line cleaning is occurring and
put up signage on tap handles to
notify all not to use affected taps,
and never leave a line cleaning
job unattended. Once the cleaning
process begins, stay onsite and
visible until complete.
Ensure complete rinsing of all
chemical residue by checking that
the pH is neutral, which can be
done with affordable pH test strips.
The pH of caustic cleaner should
be 10–13.5; the pH of acid cleaner
should be 2–4. When a system is
completely rinsed, the pH of the rinse
water should be equal to that of the
local tap water, around 7.

Have each beer sampled and
complete a sensory evaluation to
ensure optimal appearance, aroma,
flavor and carbonation. If there
are quality problems with the beer,
contact Burke and/or the brewery for
the best solution.

Each faucet should be disassembled
and detailed. Replace any faucet
washers that appear to be damaged
or missing.
Visually inspect couplers for
cleanliness and ensure that all
gaskets are present and intact.
Replace if needed. Clean all drip
trays, bar mats and glass rinsers.
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Burke BeerBLOG
Cheers to Core Beers!
By Patricia Sheehan

G

OOD NEWS CAN BE A LITTLE
hard to find these days, but
those in the business of
selling beer in the off-premise can
rejoice, because the category’s
numbers are up – way up. During
the week of the 4th of July, IRI data
show beer sales surpassed $1.1
billion dollars. National weekly beer
sales have only hit $1 billion twice
before, and the last time was this
past Memorial Day. But, like it has
with everything else, the pandemic
has influenced what beer people are
buying and where they are buying it.
C-stores have performed particularly
well, with an increased number of
customers showing up to buy their
beer, well, conveniently. While there
are undoubtedly those who long for
the days of yore when they’d take
their time in the beer aisle, poring
over labels and crafting perfectly

people keep coming back to the beer
that first got them into IPAs.
Fellow Boston beer institution Samuel
Adams also shares the honor of
producing beer that first brought
many drinkers to the craft segment.
Boston Lager is their original, but
their Seasonal offerings are just as
popular, particularly Sam Summer
and Sam Octoberfest. Although there
is sometimes an outcry when they
break out their Octoberfest to replace
Summer, I suspect that’s due more
to being reminded that the summer
season is on its way out rather than
any grudge with the beer itself. A
year‑round mainstay on draught lines
and 12 pack stacks, Sam Seasonal
continues to be a solid go-to.
One of the first non-lagers I ever
had was Blue Moon Belgian White. I
still remember being amazed at the

Brands’ core offerings are
staying the course.
balanced custom six-packs, these
days a lot of shoppers seem to be
more in the mood for a grab-and-go
model. This has also had an impact
on what people are buying when
they do go to the store. Maybe it’s
that they’re feeling a little risk-averse
and don’t want to take the chance
on an unfamiliar brewery’s take on
a far-out style, or maybe there’s
just something comforting about
dependable classics, but brands’ core
offerings are staying the course.
For many people, Harpoon IPA was
their first introduction to a style that
has grown into a craft juggernaut.
Inspired by English-style IPAs but
brewed with bright American hops,
Harpoon IPA was considered an
extreme style in 1993. While the
brewery has grown to add countless
other innovative beers over the years,
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difference between the styles, how
it looked and smelled and tasted
so different from the beers I’d had
before – and it came with an orange!
Blue Moon was one of the beers
that helped to pave the road that
led to the mass popularity of craft
beer today. The brand has added
seasonals and lighter options like
Blue Moon Light Sky, but the original
Belgian White continues to be a
style leader.
A beer doesn’t have to have been
around for decades in order to be
considered a staple. While Castle
Island is always producing limited
batches of a wide range of styles,
their flagship IPA is a Keeper. It’s
been the anchor of the Norwood,
MA’s lineup since they first opened
their doors in 2015, and it’s offered
up in six packs of the preferred craft
IPA vessel, the 16 oz. can.

Notch is another beloved
Massachusetts brewery that launched
ten years ago with an instant classic,
Notch Pils. This is one of the first
craft breweries that bridged the gap
at the time between independent
craft beer and lawnmower beer.
When they started offering 12-packs,
they cemented their status as one
of the top local alternatives for the
12-pack pilsner shopper.

89 Teed Drive
Randolph, MA 02368
781-986-6300

