




















GOLD WINNER

Yep, these guys again. The recipient of

the inaugural Best in Show award is

also the Gold winner in the craft beer
category. For the past 14 years Shmaltz
Brewing Co. has embraced the offbeat

with its ever-growing He’Brew line. (A

few years ago it expanded beyond the

The Chosen Beer’s trademark and creat-

ed Coney Island Craft Lagers, contribut-

ing some of the proceeds of the line to
Coney Island USA, a non-profit arts organi-
zation designed to preserve the unique cul-
ture of the Brooklyn, N.Y. attraction.) It
added a range of sideshow-themed exten-
sions to the Coney Island Brand and instead
of singling out just one, the BevStar judging
panel decided to award all three as compo-
nents of one, grand, freakish whole. Those
include Human Blockhead, a seasonal “Tough
as Nails Lager,” Sword Swallower Steel Hop
Lager and Albino Python, a white lager with
an innovative mixture of malts, hops and
spices. It also recently released Mermaid
Pilsner for the summer season. In late May
Shmaltz opened what it’s billing as the
“world’s smallest brewery,” a nano-brewing
outfit in Coney Island producing a gallon at a
time (Shmaltz’s volume is contract-brewed
upstate in Saratoga Springs, N.Y.).

Brooklyn Local No. 2 D>

In 2007 Brooklyn Brewery launched

Brooklyn Local No. 1, a strong Belgian pale

ale that seemed a style unto itself, somewhere
in the saison and tripel families. It followed up
that widely praised effort two years later with,
you guessed it, Broolyn Local No. 2. The second
offering is still of Belgian ancestry, but is of a
much darker variety. The nearly 9 percent

ABV brew combines European malts and

hops, Belgian dark sugar and raw wildflower
honey sourced at a farm in Upstate New York. It’s spe-
cial Belgian yeast strain gives it added levels of com-
plexity. Like its No. 1 cousin, it’s bottle re-fermented and
comes in an upscale 750ml bottle with a cork closure.
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Dogfish Head
Sah’tea »>)

The ever-inventive brewery
in Delaware is at it again
and manages to score two
awards in our inaugural
presentation (see page 35
for the other one). With
Dogfish Head’s Sah’tea
offering, the
brewery
demonstrat-
ed that it’s
got a real set
of stones.
Unveiled last
sumimer,

<
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Sah’tea’s ori-

gins stretch

back to an old

Finnish brew-

ing method

from the gth centu-

ry. The brewer

caramelizes the

wort of the rye-

based concoction

with white-hot river

rocks and adds

juniper berries

from the Finnish

countryside.

Additionally, it includes

a “tea” made with black tea, car-
damom, cinnamon, ginger, cloves
and black pepper. It’s got an ABV
of about 9 percent and is offered
as a limited release. Sah’tea is the
most recent end result of the
brewery’s continuing archaeological
dabblings, recreating ancient
brewing styles (see also Theobroma,
Midas Touch and Chateau Jiahu).
And it’s yet another creation that
lives up to Dogfish Head’s “off-
centered” ethos.
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¥ Rosangel
V

V/ Rosangel from Gran Centenario
is a rose-colored, hibiscus-fla-
vored tequila that offers
consumers a number of
unique characteristics,
from its art deco inspired
glass package to the liquid
inside the bottle
that has complex
flavors and
» aromas.
2>  Made from
7~ Gran Centenario
Reposado tequila,
Rosangel is aged
for two months in
port barrels and
then infused with
hibiscus flowers,
the national
flower of Mexico,
which gives this spir-
it its pink hue and
contributes to its
perfumed nose of
ripe fruit and floral
notes with hints of

vanilla.

Rosangel can be
mixed into cocktails, like margari-
tas, sangria or cosmopolitans, served
on the rocks or poured as a shot.

Most recently, Rosangel was
awarded Best of Class recognition
in the Agave Spirits category at
the New York Spirits Awards in
June. (Judging is based on a blind
tasting by spirits industry trade
members including mixologists,
bar chefs, sommeliers, bar owners
and managers, and buyers for top
spirits retailers.) Also, at the 2009
San Francisco World Spirits
Competition, Rosangel was hon-
ored with a Double Gold medal in
the flavored spirits category.
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GOLD WINNER

After nearly 50 years, Hennessy has intro-
duced Hennessy Black—Hennessy “done
different.”

Packaged in a sleek all-black bottle with
chrome detailing, it’s clear that Hennessy has
made a distinctive effort to make a depar-
ture from its flagship brand.

But the packaging isn’t the only differ-
ence with Hennessy Black. This cognac was
designed with the cocktail culture—and shot
culture—in mind, targeting a younger legal drink-
ing age consumer that is enjoying nights out
on the town and looking for different
experiences at the bar.

Black is a versatile blend of 35 to 45
unique, pale and gold colored eaux-de-
vie (cognac is made from eaux-de-vie,
double-distilled white wines that are
produced in Cognac, France) and aged in
French oak barrels for at least five years.

The result: a gentler wood influence
than its counterpart and lighter and
fresher notes revealing scents of jasmine,
daffodils and orange flowers, along with
hints of citrus, honey and grapes.

The complexity of its flavor profile
offers bartenders a new playground in
which to make artistic and, most impor-
tantly, good tasting cocktails and shots.
(Black has a higher ABV than Hennessy.)

<K< Lucky 7

Lucky You, Luck Me, Lucky 7 is the tagline for this new
line of wines called—yes, that’s right—Lucky 7. This line
of seven varietals from Friday Monkey, a wine compa-
ny based in Australia, launched earlier this year in the
United States and is a combination of best
varietals from Chile and Argentina. The

line consists of a Malbec, Merlot and
»Chardonnay from the Mendoza region of
® Argentina and a Cabernet Sauvignon,
~~ Sauvignon Blanc and Rosé from Chile.
Available at under $10 a bottle, Lucky 7
offers consumers value and quality all in a
simplistic package that drives the Lucky 7
theme home.
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Special Jury Awards

2 Marketing Camp

Winner: Dewmocracy 2 g

One campaign that has been generating a lot of buzz is
PepsiCo’s DEWmocracy 2 for Mountain Dew. The initiative
launched in July 2009 and follows DEWmocracy 1, a pro-
gram launched in 2007, which resulted in the development
of Mountain Dew Voltage—created by fans of the soft
drink. Since Voltage hit shelves in January 2009, case sales
have topped 11 million, according to PepsiCo, exceeding
initial volume projections.

DEWmocracy 2 is a 12-month, seven-stage campaign to
create another user generated Mountain Dew beverage
using a variety of tools including DEW Labs—a private
online community composed of the brand’s most loyal
fans—Twitter, USTREAM, a 12seconds.tv video contest
and a dedicated YouTube channel. So far, social media
DEWmocracy numbers are: 726,803 Mountain Dew

Facebook Fans; 19,010 Mountain Dew Twitter

followers and 2,957 channel views on DEW Lab’s YouTube channel—and counting.

Honorable Mention:
Guinness 250

Guinness 250 marked the first global advertising
campaign for the famed Irish stout in celebra-
tion of the brand’s 250-year anniversary in 2009.
The campaign, headed up by Saatchi & Saatchi, is
centered around the theme of raising a glass to
toast Arthur Guinness, the founder of the brand.
Two spots were conceived, one on the more
humorous side showing the toast to Arthur travel-
ing around the world and becoming a toast to
farmers, llamas and parsnips for example, and
another showing scenes of crowds from around
the world raising a glass to Arthur. The concept of
toasting a commemorative occasion enabled the
campaign to link generations—new consumers to
the brand as well as celebrating loyal fans of
Guinness, which is what the firm set out to
achieve.
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First, some stats: 54,831 Facebook fans; 18,634 followers on
Twitter. (By now, those numbers have most likely, increased.)
Not bad for a craft beer company based in Milton, Del. known
as Dogfish Head. Often recognized as a company that makes
personal connections with its fans, Dogfish Head’s social media
approach has provided the brew-

ery with a successful way to com-

municate with its consumers one-

on-one and initiate dialogue. From

the looks of things beer drinkers are talking, listening and, no
doubt, relating to the brand.

To allow consumers to get plugged into

what Jagermeister is up to, the brand

launched a new website, jager.com, and

virtual store last year that also features a

social media newsroom with social book-

marking quick links, a RSS feed and brand videos. This year,
Jagermeister introduced an iPhone App—a virtual Tap Machine.
The word on the street, or digital network, is this is the first of a
number of digital initiatives for the brand in 2010.
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Special Jury Awards

D )Eco-Leader

Winner: Four Wine

The Four Wine Co. says it is literally
“Saving the earth, one tube at a time’
thanks to its brand of wine in a 3-liter
bag-in-box eco-friendly wine tube. This
latest, innovative shape for a wine
saves on energy in a number of
ways, says the company. First, it
reduces its carbon footprint by 50
percent vs. traditional wine packag-
ing. A standard wine bottle holds
750 milliliters of wine and generates
about 5.2 pounds of CO, emissions
when it travels from California to a
store in New York. Also, it reduces
wine bottle landfill waste by 85 per-
cent vs. traditional wine packaging. R

The packaging also is made With 100 e |~ e
percent recyclable materials and its

labels are produced at a printer utilizing wind-power. All of
the electricity for the printing facility is purchased from a
company that produces the electricity through wind tur-
bines. This, the company says, supports alternative energy
sources and helps create “green collar jobs.”

”

Honorable Mention:
Re-source Water

Re-source’s water is harvested from carefully
selected natural spring sources, using sus-
tainable practices and then packaged in
bottles made with 25 percent recycled plas-
tic. Each bottle also aims to educate con-
sumers about the importance of recycling,
and how recycled re-source bottles will be
used to produce a variety of new products.
Also, re-source is making it easier for peo-
ple to recycle their plastic bottles with the
pilot of an incentive-based, in-store recy-
cling program. Each bottle returned to a
Whole Foods Market GreenOps tracking
station results in 5 cents to Keep America
Beautiful, up to $200,000.
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Gatorade, the sports drink originally

developed for the University of

Florida football team, ambi- I‘_!:l

tiously reinvented its brand in - !
attempt to offer sports per- r‘
formance products that are

of greater relevance to ath-

letes. The G series includes

three products—Prime,

Perform and Recover—that

are formulated for that stage

of the sports equation with the

idea of fueling the body

before, during and after prac- |/

tice, training or competition.

Prime is a pre-game fuel in a

functional 4-ounce pouch,

Perform has a combination of

carbohydrates and key elec-

trolytes and Recover is a high-protein beverage to
provide hydration and muscle recovery. The reinven-
tion strategy also includes G Series Pro, originally
developed exclusively for pro athletes, includes a line
of nutrition bars, nutrition shakes, powders and ener-
gy drinks. The new Gatorade line also includes G
Natural with all natural ingredients, as well as G2
Natural with a low-calorie formulation.

The Snapple RTD tea brand, owned by Dr
Pepper Snapple Group, launched a reposi-
tioning of the brand in 2009, its most
significant change in 37 years. Snapple
got a complete makeover with a new
drink formula that heightens the flavor
derived from the tea leaves and reduces

Snapple the calories, in some cases up to 20 per-

o

cent. The brand also got new packaging
that promotes the blend of healthy
green and back tea leaves. Gone will be
the old logo and packaging, replaced
with a sleeker bottle and label design
that speaks to its new formula.
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