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NOTHER SUMMER ON THE BOOKS! AS NEW
Englanders we don’t take those few months of warm
weather for granted, even more so this year considering
all we’ve collectively been through. The vaccine rollout in the
spring came with the promise of getting back to what we
perhaps used to take for granted: spending time with loved
ones, going to large concerts and sporting events, and just
settling down at the bar shoulder-to-shoulder with strangers
and ordering a drink. Many municipalities once again gave our
partners in the on-premise allowances in their outdoor seating areas, giving
them a much-needed boost after the uncertain time of the lockdown. Boston
was bustling, with one of the highlights of the summer being the stellar concert
series at Fenway and a fantastic Red Sox roster that just might make the
playoffs this year.
Then came the emergence of the Delta variant, an unwelcome reminder that
this thing isn’t over yet. However, we’re in a much better position now than
we were in March 2020; we have vaccines available, and we know they save
lives. Every tier of this business we’re in has proven to be smart and adaptable,
despite roadblocks like supply chain and staffing issues. We know that there’s
a literal and figurative thirst in the customer to get out there and have fun
again, taking us to our cover story titled “Has COVID Created Another Roaring
’20s?” We think it has, and we’re going to have a good time finding out
for sure.

There’s a lot in our backyard to look
forward to this fall.
We’re heading into the fall, which means it’s time for fall beer releases! We’re
proud to offer Oktoberfest selections from legendary Munich brewers like
Paulaner, Hacker-Pschorr, and Hofbrau, as well as local and legendary takes on
the style from Sam Adams and Harpoon. Pumpkin beers are fully represented
as well, with Shipyard Pumpkinhead and Dogfish Head Punkin Ale being joined
by local takes like Wormtown’s Fresh Patch Pumpkin and Greater Good’s Giant
Pumpkin. I’m also pleased to welcome new brands Lone River Ranch Water
and WhistlePig PiggyBack Rye Smash to our portfolio, two examples of the
latest innovations in the world of seltzers and ready-to-drink cocktails.
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With the Marathon taking place in October this year, the Patriots season getting
underway, Oktoberfest celebrations popping up and the Sox hopefully clinching
a spot in the playoffs, there’s a lot in our backyard to look forward to this fall.
I want to thank everybody at Burke as well as our supplier and retail partners
for their hard work and patience over these past 17 months. This isn’t the first
challenge we’ve all faced, and it probably won’t be our last, but our industry
is full of dedicated and resilient people who are able to face any hardship and
transform it into opportunity.
Sláinte,
Heady Times is published four times a year, courtesy
of Burke Distributing Corporation.
Follow @burkedist
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DeliveringTHE TASTE OF EXCELLENCE
Burke People Get The Job Done
Tom Dacey
Delivery Manager

How long have you been with Burke? I started as a helper in 1998.
When it was busy, I was on the road and when it was slow, I learned
how to use a forklift. That led to working shifts in the warehouse, which
included the loading the trucks, picking cases, staging, and stripping
trucks. I was offered the mid-shift supervisor position and a few years
into that, I learned how to do routing; I’d work the mid-shift and then
route and map later that night. After Burke hired a full-time router, I
moved into the Delivery Supervisor role and was eventually promoted to
my current position as Delivery Manager.
What’s a typical day like? There is no typical day! I cover supervisors’
shifts as needed so sometimes I’ll cover the shift that starts at 5am
and sometimes I’ll cover routing at night and be done at 10pm. I
usually start the day off responding to emails, balancing payroll, creating
and adjusting delivery schedules, working with sales to coordinate
deliveries, and working closely with our HR and equipment maintenance
departments. There’s a lot of talking to people! If a driver has an issue,
or if a customer has an issue, I try to work it out.
What are some challenges you face in your role? Right now, our
biggest issue is staffing; we can’t find drivers. We’re also working around
our current staff’s vacation time which adds an extra challenge to
scheduling. Because we’re so short staffed, we sometimes send out
second and third loads in the afternoon; it’s a challenge for us and it’s a
challenge for our customers.

What’s your favorite part of the job?
One of my favorite things about working for
Burke is that it’s a family business, which
you don’t see too often anymore. Since
I’ve grown in my career here and started
my own family, I’ve watched a lot of the
Burke kids grow up too and that’s been
such a cool thing to see. Even though the
challenges I face are the toughest part of
my job, I think adapting to them and fixing
them is very rewarding. Sometimes you fail
but then you learn from your mistakes, and
you succeed the next time around.

Kristen Burke
Revenue Manager

You represent the fourth generation of Burkes to steer this
company. Can you tell us a little bit about your family’s history in
the alcohol business in Boston? Yes! Here’s a fun fact: fewer than
3% of family businesses make it to the fourth generation so I couldn’t be
prouder! My great grandfather owned a grocery store in Clinton, MA which
he turned into in a beer distributorship in 1935. I grew up with the distinct
pleasure of watching the current leadership, particularly my dad, Billy,
tirelessly work to support our employees, customers, supplier partners, and
family. Burke is honestly the only place I have ever wanted to work, and it
is very exciting to finally be representing the fourth generation.
You’ve had experience in the industry outside of Burke. How has
that informed your current role at the company? Yes, I worked for
Boston Beer Company out in Los Angeles, CA right after graduating
Babson College. It gave me a better perspective of, and appreciation for,
what retailers, suppliers, and distributors go through on the day to day. I
try to keep those experiences in mind as I work here at Burke.
What shifts in the industry have you seen over your lifetime where
do you see things heading in the years to come? Right when I
started working for Boston Beer was when the seltzer category was born,
and we have all seen the explosion of that category. We are now seeing

the diversification of this category, and its
impact on canned cocktails, which I think is
going to continue to expand.
If you could have a drink with any
famous figure, living or otherwise, who
would it be and what are you drinking?
Is it too cliché to say a Boston Lager with
Sam Adams? If it is someone living, I would
have to go with a few Miller Lites with
Bill Belichick.
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CoverSTORY
Has COVID Created Another Roaring ’20s?

Y

earning for some semblance of normalcy, a sizeable portion of the public
is rushing back to bars and restaurants, determined to make up for the
fun halted by the pandemic. But there is no going back to “business as
usual”… at least not yet. Labor and product shortages, rising prices and the
highly infectious Delta variant remain challenges.
Consumers may be “roaring” back into restaurants and bars, but can
the on-premise meet their changed expectations with so many hurdles
to overcome?
After a year-and-a-half of rough sailing through a turbulent pandemic,
the on-premise is bouncing back. Pent up demand to leave the house
and socialize has been building for months as consumers become more
confident that it’s safe to spend time in bars and restaurants. This is
leading to a phenomenon some are calling the “Roaring 2020s.” And
though we’re not likely to see a resurgence of flapper dresses any time
soon, there is no doubt that customers are excited to let loose.

Success and Struggle
At press time and before the COVID Delta variant became an issue, data
showed that nearly 75% of consumers across the country had returned
to the on-premise, at least in part. In May, Yelp reported that more than
3.7 million diners used the app to book tables, its highest total ever.
In fact, the number of diners seated surpassed pre-pandemic levels in
nearly every US state and in all but a few major metropolitan markets,
signaling the beginning of nationwide recovery.
“I think what we’re seeing is the core business coming back, and it’s
probably back to ‘normal,’ if not above,” NBWA chief economist Lester
Jones told Beer Business Daily. But Jones notes that the industry is still
waiting for business like large gatherings, travel and amusement parks.
The desire to socialize in public spaces is palpable. But some bars and
restaurants are having a difficult time keeping up.
“The on-premise business is definitely back,” says Mark Vasconcelos,
On-Premise Manager for Burke Distributing. “Many of our accounts are
doing really well, and they’re particularly excited about the fall sports

season. But the biggest problem for
most accounts right now is staffing. A lot
of restaurants and bars have plenty of
customers, but not enough staff.”
Uncertainty amidst the ever-changing
guidelines and restrictions also continues
to plague the on-premise. “The biggest
fear for a lot of our retailers,” Vasconcelos
continues, “is another shutdown.”
Though a shutdown is the worst-case
scenario, the pandemic has forced retailers
and suppliers to become nimble and
adapt at a moment’s notice. During the
pandemic, many breweries were closed
to the public to allow their teams to focus
their energy primarily on what they do best:
brewing beer. Even after restrictions lifted,
many taprooms remained closed to protect
both customers and employees and to keep
the focus on production.
Many local restaurants have leaned into
to-go service as a result of the pandemic,
and are incorporating online ordering and
curbside pick-up in their long-term plans.
Adding special parking for takeout, for
example, makes it easier for consumers
to grab and go. Dedicated kiosks as well
as special waiting areas just for carryout
customers are other features that will stick
around to make takeout as convenient as
possible for customers.
You can also expect outdoor dining to
remain a priority for restaurants. Several
accounts either created or significantly
improved their patio seating, and many
municipalities even allowed for storefront
parking spaces to become patio extensions.
Many restaurants recognized the
importance of their patio as a long-term
investment that will pay dividends for years
to come.

Driving the Return

The beer garden at Stats Bar & Grille in South Boston (image courtesy of @statsinsouthie)
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According to a survey conducted by
Nielsen, consumers over 55 are driving the
return of the on-premise when it comes to
food purchases, while those under 55 lead
drink-driven purchases. Catching up with
friends was the main occasion for visiting
bars and restaurants this summer, with
‘winding down/chilling out’ also a popular
occasion with consumers under 55.

CoverSTORY
year-old consumers look up an account
before they visit, and 70% of consumer
purchases are digitally influenced (up from
49% pre-pandemic). If consumers can’t
find the information they’re looking for on
your website or social channels, they’ll
go elsewhere.

The Roaring 2020s: Let’s
Keep it Going

Back in July, 73% of people surveyed said they were “completely” or “quite comfortable” dining indoors, while
82% were “completely” or “quite comfortable” dining outdoors.

Almost 80% of customers are spending as much or more on-premise
than they did pre-COVID, with soft drinks and beer leading the way for
drink purchases. A poll by Nielsen showed that in surveyed markets, the
breakdown of purchases from those who have visited a restaurant or bar
since reopening is as follows: 37% have purchased soft drinks, 34% have
ordered beer and 23% have ordered a cocktail. Hard seltzer clocks in at 10%
– behind shots and energy drinks (both 12%). While it may seem surprising
that hard seltzer is coming in behind other categories, remember that the
style is still relatively new to the on-premise, and will likely build over time.

Even as we celebrate growth from 2019
numbers, it’s important to remember
that all things must evolve to meet
customers’ changed expectations due to
their experiences during the pandemic.
Whether it’s a different mix of draught or
even fundamental changes to your business
model, lessons learned from the pandemic
are valuable because “normal,” as much as
we all long for it, is a moving target.

Keep the Momentum Going in Spite of the Pandemic
How to keep on-premise growth going is on everyone’s minds as we
move into fall, a new flu season and a very “fluid” pandemic. But even
in these uncertain times, keeping customers happy (and comfortable
entering your bar or restaurant) comes down to a few key components,
according to research conducted by Molson Coors.
Familiarity – While consumers will eventually seek out innovation again,
70% say that they’ll stick to familiar food and beverage brands as they
return to the on-premise. Currently, 47% of on-premise beer sales are
coming from Top 10 brands, up +3% from pre-pandemic numbers.
Value – About 50% of consumers say that “a good deal” is more
important than lower prices. This creates opportunities for value and
loyalty programs to drive repeat visits, as well as a chance to offer a
range of everyday prices to meet the needs of all consumers.
The On-Premise Experience – While some consumers may have
learned to mix drinks or have installed a kegerator during quarantine,
they can’t replicate the expertise and camaraderie found in their favorite
bar or restaurant, and they’re more excited than ever to experience
everything the on-premise offers.
Pandemic Business Practices – Focus on changes customers love,
like takeout, outside seating and social media engagement. About 77%
of consumers say that they will continue their takeout habits postpandemic. Keep using online food delivery services or your own web
ordering systems.
Expect continued requests for outdoor seating. There has been an
upswing in requests for outdoor seating, to the point where many
customers communicate that they would rather wait to be seated outside
even when there are immediate inside seating options.
And whether you’re running a wildly popular TikTok account or just
keeping your website up to date, every little bit helps – 80% of 21-34

77% of consumers surveyed said they will continue their takeout
habits at the same or greater rates than 2020.

Pandemic Best Practices
Tried-and-True Brands: Consumers,
especially younger consumers, are
beginning to stick their toes back into the
waters of innovation, but trusted brands will
remain key across all channels.
Visible Sanitation Measures: Though
plexiglass dividers and masks will likely
not be mandated, as customers return to
dine indoors they’ll be looking for regularly
sanitized surfaces.
Dining Options: Takeout, outdoor seating
and online ordering will likely remain
popular with a significant percentage
of customers.
Social Media and Digital Tools: As
customers found themselves housebound,
the internet became a valuable tool. Having
a digital presence beyond the pandemic
will be important for any restaurant or bar,
as customers are unlikely to relinquish the
convenience of doing research online.
www.burkedist.com HeadyTimes v.17
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DogfishHEAD
Hazy-O! Hits the Spot
Dogfish Head’s new hazy IPA with oat milk hits the bullseye of
BFY flavor.

I

F YOU’VE GOTTEN A COFFEE ANY TIME IN THE LAST FEW YEARS, YOU
might have been offered a dairy-free milk alternative by the barista:
oat milk. Oat milk is creamy, full-bodied and silky-smooth, making it a
topnotch coffee companion, whether or not you avoid dairy in your diet.
But did you know that you can also use oat milk in… beer? It may sound
strange, but coffee culture and oat milk inspired Dogfish Head founder
Sam Calagione to create the first nationally distributed IPA brewed with
oat milk: Hazy-O!
“After hearing so many anecdotes about oat milk, I did some research,”
Calagione says, “And after seeing its skyrocketing popularity, I got to
thinking: I bet this would be the perfect ingredient upon which we could
build the recipe for an awesome hazy IPA.”
Oat milk is the second most popular plant-based milk, a category that
reached about 14% of the total milk market last year. And while almond
milk still reigns supreme in the segment, oat milk sales grew over 200%
in 2020, thanks in part to the health and sustainability halos of the
product. Combine that kind of growth and BFY credentials with hazy IPA
– which, as Calagione notes, is one of the biggest styles in craft – and
you’ve got a surefire winner.
But brewing Hazy-O! wasn’t as easy as dumping oat milk into the kettle.
Calagione says that it took Dogfish Head over a year of “methodical
experimentation and methodical drinking” to dial in the recipe.
“Oat milk adds a unique characteristic to Hazy-O! that we were not able
to replicate otherwise,” he says. “Along with the addition of malted,
rolled and naked oats, oat milk provides the beer with a silky-soft
mouthfeel – and that mouthfeel actually makes it drink like a refreshing
5% ABV session IPA, rather than the 7.1% ABV powerhouse that it is.”
The final product is a fantastically balanced hazy IPA that avoids common
pitfalls of the style while delivering on the tropical notes and mouthfeel
that hazy fans crave. Hazy-O! has a strong aroma of pineapple, tropical
and citrus notes – like a less sweet, more bitter piña colada – with hints
of nutty oats and an overall lightness that belies its ABV.
After testing the recipe with patrons at their Delaware properties,
Dogfish Head knew they had a hit on their hands. In October 2020,

Dogfish Head’s in-house team designed Hazy-O!’s stunning label art, inspired by the sun setting over the Atlantic
Ocean and the beer’s hazy golden hue & oat additions.
4
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Calagione says he looks for inspiration for his brews everywhere
except the craft brewing industry. Hazy-O! was inspired by a barista
at an indie coffee shop.

they released DogfishHEAD Hazy-O!
in limited-edition 16 oz. cans at their
Rehoboth brewpub.
“The beer flew off our shelves,” says
Calagione. “It was that response from
our coastal Delaware fans, as well as the
exponential growth of both hazy IPAs and
oat milk that allowed us to bring this beer to
folks across America as a year‑round SKU
as quickly and as confidently as we did.”
Dogfish plans to take Hazy-O! all the way,
line-pricing the beer with their “core 4”
– SeaQuench Ale, Slightly Mighty, 60
Minute IPA and 90 Minute IPA. The hazy
IPA is also now available in 6-pack cans
and draft.
And it makes sense for the brewery to
double down – not only is Hazy-O! a pitchperfect hazy IPA, it has serious crossover
potential. Since the beer is made with
oat milk rather than lactose, the beer is
a-okay for vegan consumers and those with
lactose-free diets.
“With Hazy-O!, we were able to create a
true hazy IPA that can appeal to many
different audiences,” Calagione says. “It’s
a great addition to our existing lineup of
active lifestyle-centric beers with a flavor
profile that grabs the attention of not only
wellness-conscious consumers, but also
those who are lactose intolerant or vegan
and of course, hardcore craft beer geeks.”

Bookshelf
BEER! – A Love Story by Friedrich Moser

F

OR THIS EDITION OF THE BOOKSHELF, WE DECIDED
to do things a little differently and review Friedrich
Moser’s new documentary, BEER! – A Love Story, a
deep dive into the world of craft beer.
There’s nothing quite like a day spent at a brewery to
reignite one’s passion for beer. Ahhh, to tour a facility,
try a few beers in the taproom and listen to a brewer talk
about why they love beer and what makes their brewery
stand apart – what could be better? Of course, over the
past year, each of us has been hard-pressed to connect
with these moments, as brewery tours, tap takeovers
and beer festivals have all been put on hold. That’s what
makes Friedrich Moser’s new documentary, BEER! – A
Love Story, the right film for this moment.
Over its 92-minute runtime, Moser travels across the
world – from Austria to Italy to Brooklyn
and beyond – taking viewers on a craft beer
journey. He visits some of the oldest, most
revered breweries on earth, as well as brand
new beer bars pouring beer from their taps for
the very first time.
Moser’s beautiful cinematography (which
would be right at home on a prestigious foodie
show like Chef’s Table) brings every brewery
and beer bar to life. Moser was also able to
sit down with some of the industry’s most
highly regarded brewers like Rodenbach’s Rudi
Ghequire, Orval’s Head Brewmaster AnneFrançoise Pypaert and New Belgium’s former
Brewmaster Peter Bouckaert.
The documentary finds each of these subjects
in an unending supply of memorable scenes,
such as when Frank Boon of the Boon
Brewery talks through the history of lambic
beers as he casually repairs a 100-year-old,
2,700 liter barrel in his brewery. Or Orval’s
Pypaert showing off the brewery’s famous
Brettanomyces yeast as she remembers the
first Orval she ever drank (which happened to
be during her job interview at the brewery).

best when she says, “Everyone who works in beer has a
story.” Hers began after she left her lucrative job at CNN
to spend the next year on the road, traveling the country
and sleeping on friends’ couches. After running out of
friends who had space for her to crash, she realized that
every time she stopped by a brewpub, there were brandnew friends to be made and new experiences to be had.
It was these connections made with other beer lovers that
persuaded her to pursue a life in beer.
BEER! – A Love Story is a beautiful work that weaves
together similar stories from across multiple countries,
in dozens of languages, that each speak the universal
language of beer.
Head to BeerMovie.org to rent ($14.99) or buy
($24.99) the documentary.

Greg Engert (Left) and Julia Herz (Right) taste beers at Churchkey Pub in Washington D.C.

Peter Bouckaert (Left) and Rodenbach’s Rudi Gherquire tasting beer, still under fermentation, from
the foeder

Beyond these delightful anecdotes, viewers will
find a documentary that reminds us how beer
binds together history and cultures. Whether
it’s Ghequire taking us through Rodenbach’s
vast array of enormous foeders (some of which
date back to the mid-1800s) or a hipster
tapping a keg in the basement of a Brooklyn
beer bar, each subject happily reminds us
why beer still has the power to inspire and
surprise us.
Perhaps Julia Herz, Craft Beer Program
Director for the Brewers Association, puts it

Matthias Siebler controls his Herkules hops just before harvest in Bavaria, Germany
www.burkedist.com HeadyTimes v.17
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Feature
Active Agers Could Help Drive Post-Pandemic Sales
Consumers over 50 are drinking more, spending more and embracing innovations. So, why do we
ignore them?

A

s millennials and Gen Z age into their buying power and become a larger
and larger segment of legal drinking age consumers, it seems like they’re
the only demographic that the beer market cares about. Most innovations
in beer are targeted almost exclusively at those consumers, and yet, older
generations have more money than their younger counterparts, are open to
innovation and exhibit stronger brand loyalty. Here’s why the industry should
embrace over-50 active agers as the key to post-pandemic growth in beer.
Chase the Dollars

Millennials are now officially
the biggest generation
(24% of the population),
but boomers aren’t too
far behind (21%). When
combined with older
members of Gen X, they
represent more than 50% of
Americans of legal drinking
Living longer and drinking more – a recent study by Rabobank showed that per age – and they have more
capita alcohol spending of consumers aged 65-plus has doubled since 2004. money than their kids.
“It’s very important to advertise products to the over-50
customer,” says Scott Adams, Vice President of Sales at Burke
Distributing. “They have the most disposable income, they’re more
likely to trade up, and they can be intensely loyal.”
As the beer industry faces the challenges of a post-pandemic world, older
drinkers with deep pockets could play an important role in getting the
market back on track. Active agers are eager to get back to “normal,”
whether that’s enjoying a drink on-premise or hosting backyard celebrations.
“Occasion-based drinking still applies to the 50+ demographic,”
Adams continues. “If we’re golfing, for instance, we might lean towards
something lighter or less filling like seltzers or light lagers. Winding down
after a long day we might try something heavier like a nice craft or IPA.
If we’re having a backyard BBQ with family and friends, we’ll choose
something that goes with what’s on the grill – we may even cook with it!”
And while active agers may drink more moderately than their
younger counterparts, they also drink more regularly, and tend
toward quality over quantity.

Missed Opportunities
In their rush to cater to younger drinkers, breweries can inadvertently leave
the over-50 crowd out of the conversation. That’s a mistake, according to
Bart Watson, Chief Economist for the Brewers Association, who says that
the 50+ demographic is often disregarded because “they’re seen as already
being set in their preferences with fewer consumer years ahead of them.”
But recent studies have shown that the American population is
staying active and healthy for longer and are consuming more
alcohol than previous generations.
6
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Unlike younger generations, active agers may be more loyal to
brands they love but are open to innovations that fit their lifestyle.

According to a December 2020 report from
Rabobank, consumers over 50 accounted
for 39% of U.S. alcohol consumption in
2019, up from 29% in 2007. And while
many assume older drinkers become set
in their ways as they age, there are many
consumers over 50 who are open to new
experiences – but the industry rarely makes
the effort to educate and recruit them.
There’s also a perception that digital
advertising, especially in the social media
age, doesn’t reach over-50 consumers.
But 75% of Americans aged 50 to 64 have
smartphones, while Americans over 50
spend nearly $7 billion online annually.
The key is keeping marketing relevant to
the lives of active agers. Find them where
they are, whether it’s TV, Facebook (their
preferred social media outlet) or in your
store. “The challenge,” explains Adams, “is
making sure to market to this consumer in
a way that speaks to them directly. Much
of the advertising out there now is not
directed to this group.”
When reaching the 50+ audience,
traditional marketing tactics should still be
part of the marketing mix. “Retailer ads
and in-store displays are still important,”
according to Steve Shaughnessy, Director
of Marketing for Burke Distributing. “Older
consumers tend to prefer in-store shopping,
so using ads and displays is still a very
effective way to reach these shoppers.”
If over-50 consumers are a key demographic
for you, for example, Corona’s classic “Find
Your Beach” point-of-sale might promote
sales more effectively than the brand’s
new ads featuring Snoop Dogg – though
you might be surprised by which of your
customers are down with the D.O. Double G!

Feature

Because the over-50 consumer has
more discretionary income, they can
afford to try something new.

Brand Loyalty

Boomers Love Better-For-You

The over-50
demographic tends
to favor value and
traditional brands
and stick to options
they know and are
comfortable with. But
active agers are more
open to innovation than
some give them credit
for, and once they find
something they like,
they’re highly loyal.

Older consumers are often disregarded in marketing campaigns
because it’s assumed that they won’t gravitate to new
categories. In reality, the industry has never marketed these
products to them. Trendy, BFY products like hard seltzers or
sessionable craft beers are seen as the dominion of younger
folks, but active agers could easily be a huge market for these
products. They often contain fewer calories and carbs and have
lower ABVs while remaining great-tasting, premium products – all
keys to success with the over-50 market.

“Although older
consumers may lean
towards established
brands, they’re also
willing to branch out
and try new things – and they have the
means to do so,” says Shaughnessy. “They
might stay within a particular style – like IPA or
hefeweizen – but they can afford to experiment
with different brands. And, once they find
something they like, they’ll buy it again.”

Not only are older customers willing
to try new things, they aren’t likely to
drop their favorite brands when they
try new ones.

“I see many 50+ consumers entering a store
looking to try something different,” Hubbard
continues. “They’re very open to suggestion.
They’ll often get what they came in for plus a
new package (or two) to try.” The opportunity
is there, and, even better, older customers
aren’t likely to drop their favorite brands
when they try new ones.

Boomers Just Want to Have Fun
Ultimately, the most important thing is to
remember that – just like their millennial and
Gen Z counterparts – consumers over 50
still want to have fun with their friends
and enjoy a couple of beers!

Low-alcohol and NA beers in particular are a great choice for the
over-50 consumer who chooses to cut back on alcohol, but still
craves the taste of their favorite beer. And because craft options in
these categories command a premium price, it’s a win-win for both
retailer and consumer.

Dogfish Head Lemon Quest
Packages of this NA brew, a fruited wheat
beer made with lemon purée, blueberry
juice, acai berries, monk fruit and sea
salt, showcase the logo of the Nature
Conservancy to communicate Dogfish’s
longtime support and new partnership
with the environmental group.

Corona Premier
Corona Premier offers the premium low-carb, light beer
experience consumers have been waiting for. Its refined,
crisp taste and even-bodied feel make it the smoothest
and most drinkable Corona. With only 2.6g of carbs and
90 calories, Corona Premier is perfect for rewarding
yourself for a day well‑lived.

Blue Moon LightSky
Blue Moon LightSky is a new light wheat
beer with refreshing citrus flavors from Blue
Moon, brewed with real tangerine peel for a
lighter, exceptional taste with only 95 calories
and 3.6 grams of carbs per 12 oz. Perfectly
balanced and crisp, this tangerine beer
shines with a bright taste that’s highlighted
by tropical hop notes.

Samuel Adams Just The Haze

The opportunity is there, and, even
better, older customers aren’t likely
to drop their favorite brands when
they try new ones.

Unlike the watery mouthfeel and unfamiliar
taste of many of today’s NA options, Just
The Haze is full-bodied with a smooth finish
and features consistent IPA foam character,
deep head retention, a golden color and
medium haze.

Harpoon Rec. League
Harpoon spent 18 months developing their beer
that packs all the flavor of a New England IPA into a
crushable, better-for-you brew. Low in alcohol, light in
calories and just a little hazy, Rec. League was crafted
to be the #1 cool-down companion.
www.burkedist.com HeadyTimes v.17
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BrewerHIGHLIGHT
’Merican Mule

’M

erican Mule has untraditional roots as a “back-of-the-napkin” concept
that has quickly become one of the fastest growing canned cocktail
brands in New England. The company was founded by Dean Mahoney
and friends who met while working for tech giant EMC in Hopkinton, MA.
They were out at a bar and noticed dozens of copper mugs being put out
for customers. Quickly, they realized that the Moscow Mule cocktail was
experiencing a resurgence as a top bar option, made with ginger beer, vodka
and lime. When they went back home to make it on their own, they realized
that while not a complicated recipe, the quality of fresh-made cocktails at the
bar always triumphed over their homemade attempts. ’Merican Mule was
born with the idea that the convenience of a premium, craft cocktail in a can
offered superior quality and convenience.
Flavors
Taking note of the evolution of the craft beer world, ’Merican Mule has
developed into a full-fledged brand rather than a novelty. While ’Merican
Mule’s flagship Moscow Mule is made to its authentic recipe with vodka,
ginger and lime, the brand offers additional options based on your liquor
preference. The Mexican Mule boasts a full dose of tequila, ginger,
and lime, with a lingering hint of crisp citrus and agave. For the beach
goer, the Tropical Mule offers a well-balanced blend of rum, ginger, and
juicy pineapple. And for a rugged and bold experience, ’Merican Mule
delivers its Southern Mule made with bourbon, ginger, orange and hint of
cherry, where an Old Fashioned cocktail meets a Moscow Mule. During
the fall and winter, the brand releases limited edition Mule variants. So
be on the lookout for the Pumpkin Mule, made with vodka, ginger and
pumpkin, set to relaunch this fall across New England.
Consumers describe the brand’s offerings as balanced, light, refreshing
and full of flavor. They are gluten-free, Whole Foods compliant and made
with premium, all-natural ingredients. ’Merican Mule canned cocktails
offer a craft alternative to Hard Seltzers made from alcohol with cane
sugar (commonly referred to as a sugar brew). All ’Merican Mule styles
also pack a punch at 7% ABV, as opposed to lower strength seltzers. The
next phase in the evolution of alcohol is here and now.

Co-founder Dean Mahoney and the crew at ‘Merican Mule

Local Roots
After staggering triple digit growth from
2019 to 2020 (per Nielsen), canned
cocktails are becoming a hot commodity.
More brands are coming to the table
and aisles are being dedicated to true
canned cocktails in liquor stores. Large
corporations are rushing products to market
to try and grab a piece of share, but what
makes ’Merican Mule different is their
story and their careful dedication to the
craft and artisanal quality. The flavors are
undeniably in the upper echelon for the
category because all ingredients are natural
and premium.
The brand is local to New England (the
founders attended UMass and UConn),
and New Englanders love to support their
own. The company wasn’t funded by a
conglomerate, or trust fund, rather it was
built one day at a time, one brick at a time,
and one store at a time. The owner and
CEO often goes store to store checking on
product at retail, and personally samples
the brand at stores and events himself.

Brand
The name of the company, ’Merican Mule,
is tribute to a “new age” American Dream
(or ’Merican Dream as they say). Hard
work, no nonsense, and true to recipe is
what you get out of every sip. The cans
are designed to reflect the feel of the nextlevel cocktail experience and each Mule
has artistic purpose. The classic Moscow
Mule with an American Flag is an ode to
the birthplace of the original Moscow Mule
cocktail, as the origination of the recipe is
widely debated (it was born in either New
York or Los Angeles). The Mexican Mule
8
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BrewerHIGHLIGHT
’Merican Mule Selections
’Merican Mule Mexican Mule
The Mule with a margarita-like twist. Made with
Mexican tequila, ginger, citrus and lime.
offers a symbolic feel to El Dia De Los
Muertes with bright and colorful patterns.
The Tropical Mule paints a beautiful ocean
blue and pink, with palm trees that bring
you to an island. And finally, the Southern
Mule is inspired by horse racing, the
birthplace of Bourbon Whiskey, and just
plain old grit.

’Merican Mule Moscow Mule
The Original Mule that made it all possible. Made
with 4X distilled vodka, ginger and lime.

Paving a New Future
As demand for ’Merican Mule grows
locally, they take careful note of customer
feedback. This Summer in 2021, ’Merican
Mule became one of the first brands
to launch a Mule Variety 8 Pack with 4
different spirit bases in one package. This
format allows customers to try a little of
each Mule style and determine which they
like the best.
’Merican Mule also recently announced
an investment from the founders of Blue
Buffalo and SoBe Beverage to continue to
scale the business. The company has also
welcomed David Holmes, former founder of
the original Spiked Seltzer (and entire Hard
Seltzer category) to its strategic board of
advisors. By the end of the year, ’Merican
Mule will be distributed and available in
20 states.

’Merican Mule Tropical Mule
The “beach-bound” Mule. Made with Florida
rum, ginger, tropical notes and fresh pineapple.

’Merican Mule Core Variety
The eight-can variety pack includes Moscow Mule
(vodka), Mexican Mule (tequila), Southern Mule (bourbon)
and Tropical Mule (rum). All of the mules are created
at 7% ABV using premium distilled spirits, proprietary
ginger beer and all-natural ingredients with no malt or
artificial flavoring.

Being a digital alcohol company, be
sure to check out their Instagram
for creative, original content at:
Instagram.com/mericanmule.

www.burkedist.com HeadyTimes v.17

9

Why You ShouldBE SELLING…
Blue Moon LightSky
Welcome to the light side of the moon.

F

or some time now, we’ve known that consumers are seeking better-foryou options, especially from brands they know and trust. Consumers are
living healthier lifestyles, looking for food and alcohol choices that are low
in calories and carbs, but still taste good. And Blue Moon LightSky fits the bill.
According to a Nielsen survey, 85% of consumers are regularly buying/
consuming alcohol beverages that are “better-for-you” or are open to it.
According to Molson Coors’ beer blog, Beer & Beyond, the Blue Moon
franchise, led by flagship Belgian White and fast-growing Blue Moon
LightSky, is up more than 15% so far this year, fueled by strength
in the on-premise. On top of that, it’s growing by more than 16% for the
year in the off-premise, according to IRI data for the week ending July 25.
LightSky is a light and refreshing wheat beer brewed with real tangerine
peel for a lighter, exceptional taste at only 95 calories. Released
in early 2020, LightSky quickly became the #1 selling craft
innovation. Currently, it is the top craft share gainer in dollar and
volume sales, according to IRI data. LightSky has benefited from the
Blue Moon “halo effect” as consumers turn toward trusted beer brands,
making it Blue Moon’s number two seller behind flagship Belgian White.
While some Belgian White loyalists are buying LightSky, the beer
is mostly attracting a different consumer, IRI data shows. Belgian
White drinkers tend to be affluent, but skew older. LightSky drinkers,
meanwhile, are also affluent, but younger Gen Xers and older Millennials.
It’s also bringing in “lapsed Blue Moon drinkers who are looking for
options with fewer calories and carbs,” says Rachel Boykins, marketing
manager for Blue Moon. “LightSky is also attracting hard seltzer
drinkers who want a beverage that is lighter and easier to drink.
Having that slim can, a lighter profile and ‘light’ in the name, LightSky
fits what the consumer is looking for,” says Jackie Crouch, category
insights executive for Molson Coors Beverage Company.
Blue Moon LightSky offers refreshment and flavor, while still being lowcalorie, so it meets all the current needs that are driving category growth.
As a trusted $114 million brand, Blue Moon accounts for 54% of all
wheat beers currently in the market. Using this leverage, Blue Moon

LightSky’s “Savor Every Sip” campaign lets consumers know that a light beer can deliver a burst of flavor at just
95 calories
10 HeadyTimes v.17 www.burkedist.com

Released in 2020, Blue Moon LightSky quickly became the #1
selling craft innovation and is currently the top craft share gainer in
dollar and volume sales, according to IRI data

LightSky is expected to deliver upwards
of $24 million in category revenues.
LightSky is already a proven player in the
off-premise. LightSky shoppers are more
valuable to the beer category – they spend
more on average on each purchase and have
higher buy rates than those who purchase
hard seltzers, craft and above premium beer.
Stores carrying and promoting LightSky
have 35% higher craft sales than those
without. Velocity is also 83% higher in
stores selling Blue Moon Belgian White
and LightSky in their craft section.
Seeking to showcase its credentials as a
light beer that doesn’t compromise on flavor,
LightSky’s first national media campaign
features the brand in familiar daytime beer
situations. With a new tagline “Savor Every
Sip,” the campaign’s intent is to showcase to
consumers that a light beer brewed by Blue
Moon can deliver a burst of flavor at just
95 calories. Featuring actor Rachael Harris,
whose credits include New Girl, Lucifer and
Suits, each of the new spots use lighthearted
humor to position the beer as something to
be savored rather than a prop that plays a
secondary role to the activity at hand.
“What we’ve learned about [LightSky] in
its first year in the market is that a key
driver of repeat purchase is that its flavor
is better than [consumers] expected
from a 95-calorie beer,” says Rose Osial,
marketing manager for Blue Moon LightSky.
Perfectly balanced and crisp, this beer
is bringing new drinkers to the brand,
as well as unlocking new consumption
occasions and high velocity in existing
occasions. “We’ll be focused this year on
dialing up the burst of tangerine flavor that
keeps drinkers coming back to LightSky,”
explains Osial. “We got a good boost from
independent distribution and have really
strong chain support coming up. Last year
was an amazing launch, but we’re pushing
to reach new heights in 2021.”

IndustrySPOTLIGHT
Get to Know Boston Beer
Company’s Pam Holland
Heady Times (HT): Can you tell me how you got in the beer business?
Pam Holland (PH): Like a lot of good things, it happened kind of by
accident. I went to Syracuse University and met some Boston Beer
Company representatives at a job fair there and the rest is history. I
started as a Sales Rep in Boston, worked my way up to my current role
as Region Manager, and I’ve been fortunate enough to spend my entire
time with Boston Beer working in Burke’s market with a very talented
team. I had no way of knowing at that job fair that I was about to begin
a career that I truly love.
HT: What are some exciting things happening right now with
Boston Beer?
PH: There’s a lot going on! We’re so fortunate to have brands that
continue to grow and innovate, including Dogfish’s launch of Hazy-O as
well as their Canned Cocktails, Angry Orchard’s introduction of their Fruit
Ciders, and Twisted Tea’s expansion into draft and new flavors. Seltzers
as a category continues to grow, and we’re definitely seeing that with
Truly, especially boosted by their recent introduction of Truly Punch. I’m
very excited about Truly’s partnerships with Dua Lipa, Julian Edelman,
and the NHL. On the Sam Adams front, there’s been a great response
to our “Your Cousin from Boston” campaign. We’ll continue to lean into
that, particularly as we launch our Octoberfest Golden Bottle Promotion,
which will give our customers a chance to win a trip to the 2022
Oktoberfest in Munich. Right now, a huge part of our focus is supporting
our on-premise partners however we can as they reopen their doors and
get back to business.
HT: Now that things are opening back up, can you tell me about
some of the events or sponsorships you’re involved in?
PH: We’re getting back out there in a big way! We’re so excited to have
partnered with the BAA for another year as a sponsor of the Boston
Marathon which will be taking place on October 11 this year. We’re also
hosting Truly and Sam Adams Beer Gardens at Franklin Park Zoo during
the Boston Lights: A Lantern Experience that’s running through the
middle of October. We have Sam’s partnership with the Red Sox, Truly’s
partnership with NHL and the Bruins, and for the first time we sponsored
the always fun Fisherman’s Feast in the North End.
HT: What do you like most about working for Boston Beer?
PH: I’m stealing this quote, but I definitely “came for the beer and stayed
for the people”. Sam Octoberfest was my introduction to craft beer; I’ve
always been a fan of Boston Beer’s products in general, but the people,
the culture, and our customers is what keeps me loving my job. We take
what we do seriously but never ourselves. I keep finding myself up against
new challenges and I’m always learning something new.
HT: What’s the best part of working with the team at Burke and
why is it Steve Shaughnessy?
PH: Steve and the rest of the Burke crew definitely do their part to
make the beer business fun! I think we motivate each other to strive to
be better and gain wins in the market. Working with Burke’s sales team
challenges me to think bigger and more creatively to make our brands
stand out at retail.

Pam Holland (center) with two members of her Boston team

“I’ve always been a
fan of Boston Beer’s
products in general, but
the people, the culture,
and our customers is
what keeps me loving
my job. We take what
we do seriously but
never ourselves. I
keep finding myself
up against new
challenges and I’m
always learning
something new.”
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RethinkingRETAIL
Believe in Beer
Spirits equalization legislation poses a threat, but beer is up to
the challenge.

“A

fter a decade of declines, the beer industry started growing again in
the second half of 2019. That growth continued in 2020 and has
accelerated in 2021. This change in trend has been driven by beer’s
success in the fourth category – the white space between traditional beer,
wine and spirits, where innovations like hard seltzers and FMBs have
successfully created new demand by offering drinkers new choices.”
“That growth is now threatened by our very capable and determined friends at
the Distilled Spirits trade association (DISCUS) and the big spirits companies.”
Jim Koch, founder of Boston Beer Company, penned these words in April,
stunning the beverage alcohol industry. In an open letter to the heads
of the Brewers Association (BA), the Beer Institute (BI) and the National
Beer Wholesalers Association (NBWA), Koch warned of the spirits
industry’s multi-pronged plan to steal consumers away from beer. In
particular, he says, beer should remain vigilant against tax “equalization,”
lowering taxes on lower-alcohol, spirits-based RTDs to bring them in line
with beer, hard seltzers and FMBs.
“[DISCUS and spirits companies] have publicly stated that they
can reduce beer volume by 45 million barrels if they succeed,”
he wrote. “That is almost as big as all Mexican import and craft beer
combined. If they succeed in changing state regulations, instead
of a future of growth, the beer industry would face virtually
permanent declines in volume, revenue and profits.”
Koch wrote that the spirits industry wants to expand outside of their
traditional retailers and reduce the taxes they pay – or even increase beer
taxes. And while the spirits world ultimately wants to reach complete
equalization for all their products, legislation centered around spiritsbased canned cocktails represents the beginning of a “slippery slope.”
In New Jersey, which currently taxes spirits at $5.50 per gallon, legislation
is being considered which calls for a lower tax rate for liquor less than
9.9% ABV (which includes most spirits-based canned cocktails). The
existing tax rate constitutes a significant financial barrier to the success of
spirits-based canned cocktails in the state. If tax rates were to change, the
playing field would tilt in spirits’ favor and malt-based offerings could suffer.
But while the situation is dire, Koch stresses that there’s still time
to snatch hard seltzers and FMBs from spirits’ clutches. If the
industry wakes up and works together, he says, they can press
their natural advantages – history of innovation, efficiency and
experience, among others – in the RTD space.
“All of us in the beer industry should get our act together to push back
against this growing campaign aimed at taking away beer’s newfound
growth,” he wrote. “We need a unified and effective response. We need
the collective strength and leadership of our industry associations, the
BA, BI and NBWA. We need [these organizations] to unite us with one
message and one mission. Together, we are heavy.”
The industry seems to be taking heed. Titans like Anheuser-Busch, Boston
Beer Company, Constellation Brands’ Beer Division, Heineken USA, Mark
Anthony Brands International and Molson Coors Beverage Company – just
12 HeadyTimes v.17 www.burkedist.com

Jim Koch, founder of Boston Beer Company, sent an open letter in
April asking the beer industry to “wake up” and work together to
stop tax equalization for liquor-based canned cocktails

“Equalization is always the biggest issue facing beer,” says Beer
Institute president and CEO Jim McGreevy. “That’s why we should
take Jim [Koch]’s letter seriously.”

to name a handful – recently came together
in a never-before-seen coalition to oppose
the proposed equalization legislation in New
Jersey, arguing that the history of alcohol
beverage taxation in the United States and
across the world favors a lower tax rate for
malt-based beverages over liquor of any kind.
So far, their efforts have worked – at the
end of June, it was reported that the bill was
pulled from a vote, a serious reprieve for beer.
At press time, there were three more
opportunities for the Assembly to vote on
the bill, as well as an opportunity for it to
be considered in November after a recess.
This is still an active fight, possibly for the
future of the beer business. As BI President
and CEO Jim McGreevy told Brewbound
in April, equalization of the tax rates
between beer and spirits is “an
existential threat to the beer business.”
Or, as Koch put it: “For twenty years, spirits
companies have eaten our lunch... Let’s
not let them eat our dinner.”

NewPRODUCTS
Blue Moon Moon Haze
Blue Moon’s craft leadership continues
with the latest addition to their lineup:
Moon Haze. This flavorful new IPA is already
making waves, having brought home a gold
medal for Best Juicy or Hazy Pale Ale at the
2020 Great American Beer Festival. This
flavorful, easy-drinking IPA is brewed with
dried whole oranges for
Blue Moon’s signature
citrus taste – giving it a
delicious, juicy flavor and
bright color. ABV: 5.7%
Package: 12 oz. cans only
Availability: Year‑round,
beginning in September

White Claw Hard Seltzer
Surge Variety Pack
The new White Claw
Hard Seltzer Surge 2/12
Variety Pack includes all
four Surge flavors – Lime,
Blackberry, Cranberry
and Blood Orange – in
one convenient mix pack.
Availability: Year‑round,
beginning in September

Truly EXTRA Hard Seltzer
Truly EXTRA Hard Seltzer is a refreshing and flavorful
hard seltzer with 8% ABV. With only 1g of sugar and
220 calories per 16 oz. can, this higher ABV seltzer
is gluten-free and available in two delicious flavors:
Black Raspberry and Peach Mango.

Truly EXTRA
Black Raspberry
Refreshing black raspberry flavor with 8%
ABV? Are you sure you want to turn up THAT
much? When you drink it, you realize… yes.
Yes, you do. ABV: 8% Package: 16 oz.
cans only Availability: Now, year‑round

Crook & Marker
Grapefruit Lime Paloma
Crook & Marker is elevating cocktail
hour with the release of their Organic
Supergrain Alcohol Paloma. Close your
eyes and take a sip. Are you in Playa? The
Spanish Riviera? Boracay? The Paloma
may have originated in Mexico but its
perfect combination of bold grapefruit &
lime flavors with zero sugar will simply
take you to where you’d rather be.
ABV: 5% Package: 11.5 oz. cans only
Availability: Now!

’Merican Mule Variety Pack
’Merican Mule canned cocktails were created by three
friends who wanted to make a bartender-quality canned
version of a Moscow Mule using real spirits and natural
flavors. Their new Variety Pack expands on that concept,
featuring two each of their original Moscow Mule made
with vodka, ginger, and lime; Mexican Mule, featuring
premium tequila, ginger,
and lime; Tropical Mule,
featuring rum, all-natural
ginger, and pineapple; and
Southern Mule, featuring
bourbon whiskey, ginger,
cherry, and orange. ABV: 7%
Availability: Now!

Willie’s Superbrew Cocktail
Inspired Variety Pack
Willie’s Superbrew is coming at us with a new
Cocktail Inspired 12 Pack! All styles in this seltzerbased mix pack are 4.5% ABV, low calorie and carb,
and are made with real fruit. The Cocktail Inspired 12
Pack features three each of “Moscow Mule” (Ginger
& Lemon), “Mojito” (Mint & Lime), “Cape Codder”
(Cranberry & Lime), and the “Spicy Margarita”
(Pineapple & Jalapeno). Availability: Now!

Truly EXTRA
Peach Mango
Peach? Great. Mango? Amazing. 8% alcohol
by volume? Now you’re talkin’. EXTRA Peach
Mango combines delicious fruity flavor with
the desire to take the party to the next
level. ABV: 8% Package: 16 oz. cans only
Availability: Now, year‑round
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NewPRODUCTS
Lone River Beverage Co.
A Lone River cuts through the high desert of
Far West Texas. Some look to the Lone River for
refreshment, others chase the story it writes in
every bend and bow. Out of this Lone River flows
Ranch Water. Legend has it, the first soul to taste
Ranch Water followed miles of Texas stars until they
were found asleep under a piñon tree. While what
transpired on the journey remains a mystery, its
spirit, its sense of adventure inspires to this day.
Lone River Beverage Co. is rooted in tradition and
taste from Far West Texas, where founder Katie
Beal Brown and her family have been ranching
for generations. Its namesake Ranch Water Hard
Seltzer was inspired by the West Texas cocktail
(traditionally made with tequila, soda and lime
juice) that has long been a staple in the area. At
only 4% ABV and 80 calories, Ranch Water Hard
Seltzer is an authentic brand with a story to tell.

Lone River Ranch Water
Original Hard Seltzer
Original Ranch Water Hard Seltzer, made with 100%
organic agave and natural lime juice, is inspired by the
Ranch Water cocktail – a mix of tequila, lime juice and
soda water. The Ranch Water
cocktail is a West Texas staple
that has grown in popularity over
recent years and now appears in
bars across the nation. ABV: 4%
Packages: 12 and 19.2 oz. cans
Availability: Now, year‑round

Lone River Ranch Water
Rio Red Grapefruit Hard Seltzer
Lone River Ranch Water Rio Red
Grapefruit Hard Seltzer is made
with 100% organic agave, natural
lime and a Texas-sized squeeze
of Rio Red Grapefruit juice (the
state fruit of Texas). ABV: 4%
Package: 12 oz. cans only
Availability: Now, year‑round

Lone River Ranch Water
Spicy Hard Seltzer
Ranch Water with a Texas kick,
this spicy hard seltzer is made
with 100% organic agave, natural
lime juice and jalapeño flavors.
ABV: 4% Package: 12 oz. cans
only Availability: Now, year‑round
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Lone River
Ranch Water Variety Pack
Lone River’s Ranch Water 12-pack
can variety features the brewery’s
core flavors: Original Ranch Water,
a mix of tequila, lime juice and soda
water; Rio Red Grapefruit, Ranch
Water with a squeeze of Rio Red
grapefruit juice; Spicy, Ranch Water
with a Texas-sized kick of jalapeño and exclusive to the
variety pack – Prickly Pear, inspired by the prickly pear
cactus fruit found in the high desert of Far West Texas.
Availability: Now, year‑round

WhistlePig PiggyBack Barrel
Aged Rye Smash
The first to create the superpremium, super-aged Rye
category, WhistlePig is excited
to introduce the first-ever readyto-drink Rye beverage, a superpremium canned offering that
stands up above the rest – WhistlePig PiggyBack
Barrel Aged Rye Smash. WhistlePig PiggyBack will lead
the category as the first super-premium craft offering,
delivering the boldest and most balanced ready-to-drink
experience that’s uniquely balanced across whiskey
notes, citrus, and a hint of sweetness. Using a malt base
with 100% estate-grown rye and WhistlePig barrel-aged
fruit, all styles are locally crafted, independently made in
the U.S., and naturally carbonated.

WhistlePig
PiggyBack Whiskey
Smash Session Citrus Mint
ABV: 8% Package: 12 oz. cans only
Availability: Now, year‑round

WhistlePig
PiggyBack Whiskey
Smash Blackberry
Lemon Fizz
ABV: 8% Package: 12 oz. cans only
Availability: Now, year‑round

WhistlePig
PiggyBack Whiskey
Smash Fresh Ginger Lime
ABV: 8% Package: 12 oz. cans only
Availability: Now, year‑round

NewPACKAGES

SeasonalSELECTIONS

Victoria Día de los Muertos
Packaging

When Demand Exceeds Supply

This year, Victoria
is celebrating Día
de los Muertos with
all new limitededition primary
and secondary
packaging illustrated
by Orlando Arocena.
This year’s design
highlights the
tradition of altars
by showcasing
individual ofrendas.
The bottles feature
a write-in area
for drinkers to
dedicate their love
for Victoria to their
loved ones – a
gesture that’s authentic to the true meaning of the
holiday. All new Spanish-language thematic POS will
highlight the limited-edition bottle bringing festivity to all
accounts. Availability: September

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.

Castle Island Can Redesign
Local favorite Castle Island Brewing released all-new
graphics for their 16 oz. cans!

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.

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.

Leinenkugel’s Oktoberfest
Leinenkugel’s annual celebration of their
German heritage is back this fall with the
return of the fan favorite Leinenkugel’s
Oktoberfest. This rich, Märzen-style beer has
a toasted malt flavor and subtle, spicy hop
notes that make it perfect for celebrating
the end of summer in true German
fashion with brats, spaetzles, pork chops,
soft pretzels and spiced apple cake.
ABV: 5.1% Packages: 12 oz. cans and
12 oz. bottles Availability: Now!

Leinenkugel’s
Collaboration Lager
German-American brewers
Leinenkugel teamed up with
legendary German-German
brewers Hofbrau to brew
this golden amber lager with
German malts and American hops.
ABV: 5.4% Package: 12 oz. cans only
Availability: September

NEW!

www.burkedist.com HeadyTimes v.17 15

SeasonalSELECTIONS
Sam Adams Utopias 2021
Sam Adams Utopias
2021 is a blend of
multiple batches of
extreme beers, held
in reserve for years. In
fact, some of the beer
dates back nearly three
decades. This beer in
aged in charred oak
bourbon casks from Buffalo Trace Distillery and finished
in a combination of Carcavelos, Madeira, Ruby Port,
Scotch and Sherry Oloroso barrels. This year, for the first
time Sam also aged a portion of the blend in Sauternes
French oak wine casks which brings subtle notes of
honeyed apricot and caramel to the rich layers of flavor.
For this year’s release, the finished blend is aged on
Balaton Cherries which are unique to Michigan. Balaton
Cherries are appreciated for their slightly sweet and tart
taste. This additional step enhances the 2021 Utopias,
creating a rich flavor of black cherry, dark fruits, with
hints of maple and vanilla. This full-bodied Utopias
has moderate sweetness balanced by wood
tannins. ABV: 28% Package: 25.4 oz. custom
bottles only Availability: Mid-October

Samuel Adams Octoberfest
This seasonal favorite is a hearty Märzen
with a roasty malt sweetness and a light hop
character. Just like the best fall moments, it
finishes smooth and sweet, leaving you savoring
the complex caramel flavors. ABV: 5.3%
Packages: 12 oz. bottles, 12 oz. cans and draught
(also available in the Sweater Weather Variety Pack)
Availability: Now!

Samuel Adams
Jack-O Pumpkin Ale
Jack-O is packed with flavors that recall
memories of homemade pumpkin pie: fresh
pumpkin, cinnamon and nutmeg. A subtle
note of fresh citrus balances out the spices
to offer a crisp, refreshing finish. This beer is
perfect for the transition
from summer into cooler
autumn evenings.
ABV: 4.4% Packages: 12 oz.
bottles, 12 oz. cans and
draught (also available in the
Sweater Weather Variety Pack)
Availability: Now!
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Samuel Adams Sweater Weather
Variety Pack
This new seasonal assortment
includes: Octoberfest, a
hearty Märzen with a roasty
malt sweetness and a light
hop character; Jack-O, a
pumpkin beer packed with flavors
that recall memories of homemade
pumpkin pie; Boston Lager, bold,
rich and complex, Samuel Adams’
flagship brew offers caramel and toffee
malt notes and a distinct noble hop
character with hints of spicy pine and
citrus and new Festbier, a variety
pack exclusive that is brewed to toast
and enjoy. It offers a malty sweetness
balanced by moderate hop bitterness
and a touch of honey. Packages: 12 oz. cans and
12 oz. bottles Availability: Now!

NEW
MIX!

Dogfish Head Punkin Ale
Originally released in 1995, Punkin Ale
is Dogfish Head’s full-bodied brown ale
with smooth hints of real pumpkin, brown
sugar and spice. Part of Dogfish Head’s
Off-Centered Art Series, this fall favorite
beer features new, electrifying artwork by
Ryan Besch, an artist, designer and illustrator from
Buffalo, New York, who has been designing notable
gig posters and vinyl artwork for 20+ years. To
support Punkin Ale, Dogfish Head will offer a suite GRAPHICS!
of POS materials that also feature Ryan Besch’s
label artwork. ABV: 7% Packages: 12 oz. bottles and
draught Availability: Now!

NEW

Dogfish Head Hoppy Variety Pack
Dogfish Head’s fall 12 oz. can 12-pack variety takes
hops to the next level with innovative “scratch & sniff”
packaging, inspiring drinkers to “stop and smell the
hops.” Simply called the Hoppy Variety Pack, this mix
features three of Dogfish Head’s classic off-centered
ales – Slightly Mighty, a full-flavored, lo-cal IPA
NEW
that is slight in calories and carbs with mighty
hop character; 60 Minute IPA, a continually
hopped, super-fantastic IPA brewed with a slew
PACKAGING!
of great Northwest hops and 90 Minute IPA, a
continually hopped Imperial IPA whose
powerful malt backbone stands up
to its extreme hopping rate – as well
as a new Delaware-centric packexclusive – Blue Hen Pilsner, a
crisp, refreshing and hop-forward
pilsner brewed with Delaware-grown
and malted barley. Availability: Now!

SCRATCH
‘N SNIFF

SeasonalSELECTIONS
Angry Orchard Fall Haul Mix

NEW
VARIETY
PACK!

Fall-ready with flannel, Angry Orchard Hard
Cider assembled the perfect 2/12 party mix
for the season with the new, limited-edition
Fall Haul Mix. Packed with fruity flavor, this
mix features four cider styles
including: fan favorite Crisp Apple,
two fruit ciders, Peach Mango
and Strawberry and for a limited
time only, Cinnful Apple, bringing
bold fall spice to any celebration.
Packages: 12 oz. bottles and
12 oz. cans Availability: Now!

Harpoon Tailgater
Whether you’re lighting up a grill
or cooling down after a foliagefilled hike, this 2/12 can mix pack
has everything you need for fall
including: the brewery’s flagship
IPA, the easy-drinking Rec. League
and fall favorites Flannel Friday
and classic Octoberfest. Availability: Now!

Harpoon Flannel Friday
Citra, Simcoe and Cascade combine with
subtle notes of caramel and roast in this
seasonal hoppy 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%
Package: 12 oz. cans only Availability: Now!

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

Harpoon Dunkin’ Dozen
This new and improved
NEW
seasonal mix includes four
VARIETY
Dunkin’-inspired beers.
PACK!
Along with the return of
Dunkin’ Pumpkin, the Dunkin’
Dozen 2021 2/12 can mix features
three brand new mix-pack exclusives:
Dunkin’ Midnight Porter, Dunkin’
Blueberry Matcha IPA and Dunkin’ Maple Crème –
all brewed with real Dunkin’ coffee, matcha or donuts!
Availability: September

UFO Pumpkin

NEW

Every fall a select few pumpkins are puréed
and added to this flavorful pumpkin ale
GRAPHICS!
that has been brewed for more
than a decade. UFO Pumpkin’s
blend of seasonal spices pairs with
the subtle sweetness of real pumpkin
purée for a perfect companion to the long
days and spooky nights of fall. ABV: 5.9%
Packages: 12 oz. bottles, cans, and draught
Availability: Now!

UFO Harvester Fall Mix Pack
Changing leaves…
haunted hayrides…
NEW
VARIETY crop circles? Fall
PACK! can be a mysterious
time, and UFO
Beer Company is
here for all of it. Harvester
is UFO’s new fall 2/12 can
mix pack that includes: UFO
White, Light Force, Maine Blueberry and Pumpkin.
Availability: Now!

Mike’s Hard Lemonade
Blackberry Pear
On the nose, you’ll notice the crisp, authentic
Bosc pear aroma. Now taste the fresh
blackberry with the perfect hint of Bosc
pear and citrus. There’s an ideal balance
of tartness and sweetness in every sip that
makes Mike’s Hard Lemonade Blackberry
Pear extremely drinkable. The
clean finish makes every sip
incredibly refreshing. ABV: 5%
Package: 11.2 oz. bottles only
Availability: September

NEW!

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% Package: 12 oz. cans only
Availability: Now!
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SeasonalSELECTIONS
Peak Autumn IPA

Shipyard Pumpkinhead

Autumn IPA combines a New Englandstyle 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: Now!

A seasonal favorite, Shipyard Pumpkinhead is
a crisp and refreshing wheat ale with delightful
aromatics and a subtle spiced flavor. Try
it with a shot of spiced rum or in a pint
glass rimmed with sugar and cinnamon.
ABV: 4.5% Packages: 12 oz. bottles and
draught Availability: Now!

Peak Nut Brown
This toasty and tasty brown ale starts
out very smooth, like an English-style
brown ale. The use of chocolate malt,
Munich malt and Hallartau hops give
this beer a crisp, nutty finish. Nut
Brown is a delectable beer loaded with
complex, differentiated flavors that
don’t overwhelm the palate, making
it a perfect dark beer for food pairing.
ABV: 4.8% Package: 16 oz. cans only
Availability: September

Peak Sweet Tarts Blueberry
Sweet Tarts Blueberry
marries crisp, fruity
goodness with a touch
of sour that is entirely
refreshing. With a rosélike 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!

Shipyard
Smashed Pumpkin
This big-bodied beer has a light, coppery
orange color and a pleasing aroma
of pumpkin and nutmeg. Pale, 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 enjoy all the flavors,
this ale is best drunk at 55 degrees
Fahrenheit. ABV: 9% Package: 16 oz.
cans only Availability: Now!

Shipyard Pumpkinhead
Hard Seltzer
Bubbly, crisp and pumpkin-y,
Shipyard’s new Pumpkinhead
Hard Seltzer is gluten-free
with no sugar, 100 calories
and only 2g carbs. Shipyard brews
this seltzer in small batches
to produce a quality
product each
time. And they
use all-natural
flavor extracts to make
Pumpkinhead Hard Seltzer
your fall seasonal go-to.
ABV: 5% Package: 12 oz.
cans only Availability: Now!

NEW!

Peak Sweet Tarts
Cape Cod Cranberry Sour Ale
Sweet Tarts Cranberry marries tangy, bright
cranberry with a touch of sour that is
entirely refreshing. Cape Cod cranberries
really shine and deliver a rosé-like
effervescence that leaves your tastebuds
singing. This beer hits you with the right
amount of flavor in a perfectly light body.
ABV: 4.6% Package: 12 oz. cans only
Availability: October
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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: Now!

SeasonalSELECTIONS
Otter Creek Copper Ale
In 1991, the first batch of Copper
Ale flowed through Otter
Creek’s brew house. The
years to follow would
prove Copper Ale an
influential part of the
early craft beer scene.
In celebration of their
roots and love of Vermont
beer culture, Otter Creek
dusted off the original
recipe, fired-up the kettle,
and are once again proudly
offering the iconic Copper Ale!
ABV: 4.4% Package: Draught only Availability: Now!

Spencer Monkster Mash
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: Now!

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!

Long Trail Harvest
Vermont maple syrup added during
the brewing process yields a lasting
sweetness on the palate that’s guaranteed
to warm your soul alongside the rich,
chocolate profile and earthy hop character
of this classic American brown ale.
ABV: 4.4% Package: 12 oz. bottles only
Availability: Now!

Narragansett FEST
Märzen Lager
FEST is a traditional German Märzen
lager that Narragansett has been brewing
since 2010. In the 1960s and 1970s,
Narragansett produced a similar beer known
as “Bavarian Lager,” and they held massive
Oktoberfest celebrations at the old brewery
with attendance measured in the thousands.
This year for the first time, Narragansett FEST
will be brewed at the brand-new Providence, RI brewery.
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%
Packages: 16 oz. cans and draught Availability: Now!

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: Now!

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% Packages: 16 oz. cans, 12 oz.
cans and draught Availability: September
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SeasonalSELECTIONS
Shiner Oktoberfest
Much like the world’s largest beer
festival, the Shiner brewery has
deep Bavarian roots. Because of
this, they honor tradition every
year and brew this Märzenstyle lager with Munich and
caramel malt and Germangrown Hallertau and Hersbrucker
hops. Shiner Oktoberfest has an
amber color, a lightly toasted,
sweet malty flavor and a dry, lightly hopped finish.
ABV: 5.7% Packages: 12 oz. bottles and draught
Availability: Now!

Shiner Bonfire Brewskis
As the seasons change and the air
begins to cool, people begin to
gather in backyards and the great
outdoors. No matter where they
are, there’s something
great about pairing a
warm fire with a cold
beer. Bonfire Brewskis
includes three beers
that make these good
times even better:
S’More Ale, Toasted
Amber Lager and Trail
Ale. Availability: Now!

NEW
VARIETY
PACK!

Hofbrau Oktoberfest Märzen
Hofbrau’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.
ABV: 6.3% Packages: 4/6
12 oz. bottles, 2/5L cans and
draught Availability: Now!
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Hacker-Pschorr Original
Oktoberfest Märzen
Hacker-Pschorr Oktoberfest makes any
celebration authentic! Since 1417,
Hacker-Pschorr has been a leader
among Munich’s famed breweries.
Over the ensuing 600+ years, their
brewmasters have perfected the art of
making the most flavorful and consistent
beer from the simplest of ingredients:
water, malt, yeast and hops. Original Oktoberfest
has a nose of blackcurrants and earth, with a maltdriven flavor expertly balanced by Hallertau hops.
ABV: 5.8% Packages: 12 oz. bottles and draught
Availability: Now!

Paulaner Oktoberfest Bier
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, Oktoberfest Bier is the pinnacle of
German brewing; deep golden in 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 typical lager. ABV: 6%
Packages: 12 oz. bottles, 16.9 oz. cans, draught, and
1 liter can/mug set Availability: Now!

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.
Draught is available year‑round, bottles
seasonally. ABV: 5.8% Package: 11.2 oz.
bottles only Availability: Now!

Programs
Game Day Chill
with Coors Light
Coors Light is now the
exclusive beer partner of
the No. 1 sports podcast
on iTunes, Pardon My Take.
Football fans can scan QR
codes on Coors Light POS all
season long for the chance
to instantly win game day
gear, including socks, overalls,
coolers and fanny packs, and
be entered for a chance to win
customized Coors Light/Pardon
My Take gear.

Coors Light
Celebrates
for a Cause
This Halloween, bargoers can
get spooky for a cause when
Coors Light continues their
longstanding relationship with
St. Jude Children’s Research
Hospital. Not only can guests
get in the spirit with jack-olantern-themed window clings
and aluminum cups, but
every coaster is a chance to
support this important cause.
Bars can display coasters to
show how much support their
communities have raised for
St. Jude that feature a QR
code for bargoers to give
even more.
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Programs
Make Way for a
Smooth Payday
Thanks to
Keystone Light
Why worry about funds
when you could focus on
being smooth? Thanks
to Keystone Light’s Big
Stone Check promotion,
all shoppers have to do
this fall is look for the Big
Stone Check pole topper
in stores or online. Upload
a Keystone Light receipt
for the chance to win one
of five Big Stone Checks
of their own – good
for $10,000 to spend
however they please!

The Hunt is
on with
Keystone Light
Every hunter knows
that “the perfect spot”
is sacred and needs to
be kept a secret from
the masses, so this
season Keystone Light
will inspire everyone to
share their ’Stones… not
their spot. This year’s
program features the
classic ’Stone can in
the headline, using new
illustrations to showcase
the specific game.
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Programs

Game Time is Miller Time
Whether your team wins or loses, Miller Lite will make sure
football fans find plenty of cheers with the chance to win
the ultimate Miller Time Getaway all season long. Just scan

the code on POS for the chance to win Miller Lite game
day swag and be entered for a chance to win a weekend
Vegas getaway.

Scare Up
Some
Great Taste
The spookiest time of
year just got a little more
original! This Halloween
the original light beer’s
Grim Reaper illustration
will take over the front of
accounts, with oversized
die-cut window clings to
welcome guests. Once
they dare enter, Miller
Lite will haunt their stay
with custom beverage
wraps, coasters and
aluminum cups.

Narragansett’s New
Providence, RI
Brewery is Open
Narragansett’s new Providence Brewery
is now officially open in the new India
Point location! This 18K square-foot gem
boasts waterfront views of Providence
Harbor, a 130-year brewery history lesson,
repurposed wood from an old Rhode Island
mill building and a dozen never-beforeproduced craft beers from the new brewing
team of Lee Lord and Tony Barber.
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Programs

Mike’s HARDER
Gaming Sweepstakes
The Mike’s HARDER consumer lives
and breathes all things gaming.
Over 5 million of the brand’s target
shoppers play video games. So,
this October through December,
Mike’s HARDER is giving consumers
the opportunity to win the ultimate
in-home gaming suite including a
top-end computer, monitors, gaming
chair and headset.

Mike’s Seltzer
Tailgate Sweepstakes

White Claw Tailgate Sweepstakes
White Claw is bringing the “Let’s” occasion to tailgate, where
consumers are having easy, uncompromised fun on a weekly
basis with their tribes. This fall, White Claw is giving consumers
the chance to win a $500 gift card towards hosting the ultimate
tailgate for their tribe! Consumers will enter the giveaway via QR
code scan on themed POS.
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The world is coming back online just
in time for tailgate season. Whether
at the stadium or in a backyard,
Mike’s Hard Lemonade Seltzer is
consumers’ full-flavored teammate
wherever they catch the game. This
fall, Mike’s Hard Seltzer is giving
consumers a chance to win a Gen
Z dream tailgate pack including a
speaker cooler, KanJam, bucket hats,
Brumates and more! Consumers will
enter the sweeps via QR code scan
on themed POS.

Programs

Guinness & Notre Dame Partnership
Here come the Irish! Guinness is an official beer of Notre Dame alumni and fans! Guinness and Notre Dame are
undeniable Irish & steeped in tradition, and Guinness drinkers and Notre Dame fans are both huge sports fans.
Leverage this new partnership to drive sales across new occasions sparked by Notre Dame football and all sports!
Hall-of-famer Joe Montana will be the face of the partnership across TV, social media and POS.

Smirnoff Ice
Football Sweeps
From August 15th through October,
Smirnoff Ice fans can enter to win,
via text or QR code scan, awesome
game day prizes including one of
two VIP Game Day Party Package
grand prizes, which include a 70-inch
big screen TV, Weber premium
grill, surround sound system and a
$1,500 gift card for game day party
essentials. Two second place winners
will receive 70-inch TVs and 200
instant winners will get $50 Fanatics
coupon codes.

Guinness Football Text-To-Win Sweeps
This fall, consumers will have a chance to win $10,000 from Guinness to
create their ultimate fan cave! By texting “FOOTBALL” to 24272, fans will be
entered to win the grand prize or a secondary prize of $250 in Cameo credits
to have their favorite player customize a personal message to “invite” friends
over for the Big Game or just say hi!
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Follow the Liter
2 Oktoberfest with
Paulaner
This Oktoberfest, consumers will
have a chance to Follow The
Liter 2 Oktoberfest! From August
15th to October 16th, fans will
follow the Paulaner liter glass
for a chance to win Oktoberfest
prizes and maybe even the grand
prize trip to Munich’s Oktoberfest
in 2022! For a chance to win,
consumers need to follow
@PaulanerUSA on Instagram and
comment on the Follow the Liter
posts. If they guess which city
the Paulaner Liter is in, they’ll be
entered for a chance to win!
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Programs

Angry Orchard
Bringing the
Bash Back this
Halloween

Score More Flavor with Truly
Get ready for tailgate season with Truly! This fall, Truly is looking to score more
flavor by making the right play and going for two. Teaming up with retired
football star Julian Edelman, Truly will excite drinkers and drive relevance in
all classes of trade. The program features a full suite of retail tools to drive
displays and engage with drinkers, authentically tying Truly to football with
custom content and sweepstakes throughout the football season.

Get ready to enjoy an Angry
Orchard during Halloween
this year! Angry Orchard going
to enhance the flow of any
Halloween-related party and
fall-related social occasion
this year. Point-of-sale and
partnerships will drive awareness
and excitement during this focus
period, along with a crossmerchandise opportunity for
consumers to save on salty party
snacks when they purchase
Angry Orchard!

Tailgate Starts with Tea
Tailgating is more fun when you Keep It Twisted. A full 360-degree
program including college football media, retail programming, social
media marketing, experiential opportunities and on- and off-premise plans
will drive relevance and win with consumers around fall football. Refreshed
point-of-sale is available for all classes of trade as Twisted Tea continues
to drive awareness during key football moments.
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Programs
Beat The Bus with Modelo and DraftKings
As the official beer of fans with the Fighting Spirt, Modelo is teaming
up with DraftKings and Jerome Bettis this fall! Consumers will have
a chance to enter free weekly contests to compete against Jerome
Bettis for a chance to win cash and a Vegas tailgate experience on the
Fighting Spirit Fan Bus. Jerome ‘The Bus’ Bettis will serve as Modelo’s
fighting spirit ambassador. Teaming up with the #1 site for daily
fantasy sports, Modelo’s partnership with DraftKings includes a custom
content series and high-impact media plan to support this program.
Full 360-degree support will also include a bilingual TV spot along with
increased NFL media investment.

Modelo Especial Hits 150 Million
Case Milestone
Modelo Especial recently crossed an enormous
milestone – 150 million cases in the last 52 weeks (IQ
depletions – latest 52 weeks ending 5/29/2021). This is
an incredible milestone, and it couldn’t have happened
without the hard work and dedication of the Gold
Network. It was just three short years ago that Modelo
celebrated 100 million cases, but Modelo is far from
done. Next up? 200 million!

Pacifico is The Official Beer
of Hiking Weather
This fall, Pacifico is exploring the great outdoors
with its own cherished fall pastime – hiking.
Inspiring those with an independent spirit to live
life anchors up, Pacifico has made its stake as
“The Official Beer of Hiking Weather.” This program
will celebrate experience seekers that see fall as
the perfect time to get outdoors and explore.
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Programs
Celebrate
Día de los Muertos
with Modelo
Modelo invites consumers to
celebrate Día de los Muertos as
it’s meant to be – by immersing
themselves in the art and
iconography of the holiday.
Modelo is enlisting legendary
LA-based artist Mister Cartoon
to bring Día celebrations to new
levels through his custom artwork
and personal story. This program
will feature a unique augmented
reality experience bringing Mister
Cartoon’s Modelo celebration to
life! Mister Cartoon began his
career as a graffiti artist before
branching out into murals, album
covers and now famously known
for his tattoos. Look out for
limited edition DDLM packaging
designed by Mister Cartoon on
Modelo 24 oz. cans.

Corona and Día de los Muertos – A Celebration to Remember
Corona believes that Día de los Muertos is a holiday that celebrates life, viewing the afterlife through a positive lens
and reminding people to make the most of each moment. To celebrate, Corona will bring the festivities to life this fall
with all new thematic point of sale.
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89 Teed Drive
Randolph, MA 02368
781-986-6300

Live the Gameday Good Life with Corona
This fall, Tony Romo is back and, together with Corona,
he’s giving fans a chance to live the Gameday Good Life!
Just as he did on the Hotline, Romo’s making himself
available to consumers all season long, inspiring and
enabling them through an exciting new experience (more
information to come soon). In partnership with Fanatics,

Corona will help fans enjoy their biggest gameday wishes
and realize their true gameday potential to win exciting
prizes, including a gameday sanctuary. Corona football
spots featuring Tony Romo will air throughout the season
as Corona continues to hold a strong presence across
linear TV, social and digital.

