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Pelican brands to manage Singha brand in U.S. market

The Boston Beer Co. has announced it
will team up with Weihenstephan to jointly
produce a new beer to be sold in Germany
and the U.S. next spring. Boston Beer
founder Jim Koch and Josef Schraedler,
managing director of Weihenstephan, said
their companies have been cooperating for
nearly two years on the beer.

Koch and Schraedler said the beer will be

a 10% abv Òchampagne-like crisp pale
beer,Ó packaged in corked bottle and
brewed in adherence to GermanyÕs
Reinheitsgebot. Weihenstephan is best
known for its wheat beers, but also pro-
duces lagers.

ÒWeÕre creating a brand, a product that
never existed before, a very premium
brand,ÕÕ Koch told the Boston Globe.

Metropolitan Distributing Co. of Toledo,
owned by the Botek family since Repeal,
will reportedly be sold to B & B Beer
Distributing Co. of Grand Rapids, MI.

Metro management told union workers
that a Nov. 12th sale date was likely. It was
reported that the Botek family also has
reached a deal to sell its distributorship in
St. Henry in west central Ohio.

MillerCoors had pushed consolidation in
the market, and Metro had challenged a
franchise transfer to B & B in court. The
case was combined with cases filed by
other Ohio MC distributors, and transferred
to federal court, where it is pending.

Magic Hat field marshal leads her ales into battle

Boon Rawd Trading International
announced today that it has appointed
Pelican Brands as the exclusive brand
manager for Singha Beer in the U.S. mar-
ket effective June 1, 2009. 

Pelican Brands is a brand management

company dedicated to nurturing and build-
ing brands in the global beverage industry.

"The appointment of Pelican Brands rep-
resents a very important step for Singha in
the U.S. market. We expect Pelican Brands

(Continued on page 5)

By Gregg GlaserÑ Becky Jamison (above) Magic Hat's Field Marshal of Kegs & Cases for the New York
Metro Tri-State region, leads a beer dinner at the Ginger Man in Norwalk, CT, recently. Magic Hat has
come a long way since opening as a quirky micro in 1994 on the shores of Lake Champlain (the West
Coast of New England), and is now the 10th largest craft brewery in the country according to rankings
at the end of 2008 by the Brewers Association. The brewery's flagship beer, #9, is sold in 30 states.
There are two other year-round beers (Circus Boy and Lucky Kat IPA), four seasonal beers (with the-
matic variety 12-packs each season) and Odd Notion (a new one for each variety pack, as well as some
that are draft-only). Magic Hat's sales team is busy in the markets where the beers are sold, evidenced
recently by the five-course Magic Hat beer dinner held at The Ginger Man. The beers served that night
included Wacko, Circus Boy, Lucky Cat IPA, Odd Notion Belgian Blonde and Odd Notion Belgian
Chocolate Stout. Becky was assisted in hosting the dinner by John Marchetti (Magic HatÕs Alebassador
in parts of N.J., N.Y. and Conn.).
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Analysts had written off Heineken as a
suitor for MexicoÕs Femsa, because the
company is still burdened with debt from its
purchase of Scottish & Newcastle. But
according to the Financial Times, the
Dutch brewer has apparently held discus-
sions  with Femsa on a possible deal.

Observers said Femsa deal would be
HeinekenÕs last chance to get a major
beachhead in the Latin American market.

Femsa has indicated that it would like to
sell its beer business, which now has 43%
share in the Mexican market, compared to
Grupo ModeloÕs 57%. In recent years, the
company has been strongly focused on its
OXXO convenience store business and
Coca-Cola franchise, to the detriment of
the beer division. But analysts cautioned
that FemsaÕs owners have a strong senti-
mental connection to the beer unit, and
would seek top dollar for the business. One
possible scenario would involve stock
swaps, allowing FemsaÕs owners to retain
a stake in the business.

Despite HeinekenÕs recent interest in
Femsa, SABMiller has remained the desig-
nated favorite in the race to buy the
Mexican brewer. The London-based
SABMiller has cash on hand and a stated
desire to make a major acquisition.

Heineken looking at
purchase of FEMSA

Boston Beer to join Weihenstephan in brewing a new beer
Metro may be sold to B&B
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British pubs can remain
tied houses, regulator says

Closer ties between InBev and
Pepsi could herald future merger

The Hudepohl-Schoenling Brewing Co. a wholly owned subsidiary of Christian Moerlein Brewing Co.,
has brought back yet another great name from the pantheon of Cincinnati beersÑHudy 14-KÑwith a
relaunch in September. According to Hudepohl, Hudy 14-K is an American golden lager with Òa crisp yet
smooth and refreshing flavor.Ó The company said the designation "14-K" stands for Òthe beerÕs brewing
process, slight grain flavor and golden smoothness.Ó It will be available in 6 and 12 pack cans and draft,
and will have a suggested price of $6.99 per twelve packs of cans.  
Hudy 14-K is only the latest brand relaunch from Christian Moerlein. Within the last year, Christian
Moerlein has both re-launched and purchased all remaining brand assets of the late Hudepohl-
Schoenling Brewing Co. The company launched Hudy Delight in cans last November, and relaunched
Little Kings Cream Ale and Burger Beer earlier this year.   
"It's a great day for Cincinnati brewing history," said Greg Hardman owner and president of Hudepohl-
Schoenling Brewing Company, a division of Christian Moerlein Brewing Co. "Our mission has been to
restore the great Cincinnati beer brands that once made the area known world-wide for its brewing her-
itage. With the re-launch of Hudy 14-K, weÕve assembled a portfolio of Cincinnati brands that compete
in a wide range of categories. Hudy 14-K will be the companion brand to Hudy Delight one of Cincinnati's
great iconic brands. We are very humbled by the support greater Cincinnati and the rest of the country
has given us by bringing back these great Cincinnati brands.
Hudepohl 14-K was last available in wide distribution throughout greater Cincinnati in 1995. To celebrate
the re-launch of Hudy 14-K, Hudepohl-Schoenling Brewing Company and Fountain Square
Management held a Hudy Tailgate promotion on September 13th. A commemorative keg tapping of
Hudy 14-K took place and the first 3,000 attendees 21 and over to the event got a Hudy 14-K, Hudy
Delight "Show your Hudy, Show your Pride" commemorative can Koozie. 
Back in the Ô50s, the brand was promoted with the tag line, "It's a great day, a 14-K day, have a

Hudepohl." The Hudepohl 14-K brand also had great success when the Reds won two world champi-
onships in the mid-70's and the brewery put out commemorative cans. The brand also had a special
"Hu-dey" commemorative can for the Bengals appearance in the 1982 playoffs, 1988 AFC
Championship and Superbowl. 
To support both the relaunched Hudy Delight and Hudy 14-K brands, the company has announced
plans to launch a new television commercial themed, "Show Your Hudy, Show Your Pride," centered on
Cincinnati's fierce pride for all things Cincinnati. The commercial will begin airing September 10th and
run through October. 
The original Hudepohl Brewing Company was started in 1885 by Ludwig Hudepohl II and George Kotte

and was known as the Hudepohl-Kotte Brewing Company. The company officially changed its name to
the Hudepohl Brewery Company in February 1900. It merged with the Schoenling Brewing Co. in 1986,
and went out of business in 1997. The companyÕs last operating brewery continues to operate under the
management of the Boston Beer Co. as the Samuel Adams Cincinnati brewery.

Hudy 14-K rolls back into Cincinnati

Anheuser-Busch is reportedly changing
the janitorial contractors for its 12 brew-
eries around the country

In Newark, for example, the brewer has
contracted two new firms, US Metro and
Dawn Brite, to clean the brewery starting
Nov. 1st. Local labor activists said that the
two companies had been low bidders for
the contract. The two firms pay wages that
are said to be 40 percent below what work-

ers currently earn and donÕt provide health
care. Employees of the former contractor,
Shamrock Building Services, made $13.30
an hour and received health benefits. 

Kris Scholl, general manager for
Anheuser-BuschÕs Newark brewery, told
local papers that the bid process was part
of normal business practices, and said the
changes Òwill [not] have any effect on brew-
ing operations."

A-B changes janitorial contracts at breweries

British papers said BritainÕs Office of Fair
Trading (OFT) has given approval for
leased pub operators to continue to oper-
ate as tied houses, taking beer only from
their primary suppliers.

The move boosted pub company shares
and was welcomed by large pub holders,
who are already grappling with huge debts
along with the impact of the recession.

The OFT examined the tied house
arrangement after receiving a complaint
from the Campaign for Real Ale (CAMRA). 

"Having examined the issues raised in
the super-complaint, the OFT has not
found evidence that supply ties are result-
ing in competition problems that are having
an adverse impact on consumers," the reg-
ulator said in a statement.

More than 50 pubs a week are currently
being forced to close, according to the
British Beer and Pubs Association (BBPA)
which represents the industry. 

The BBPA said the OFT's decision had
given the tenanted pub sector a "clean bill
of health" and it would press ahead with
measures to "improve transparency and
openness between licensees and pub
owning companies".

About half of Britain's 56,000 pubs are
tied houses.

An agreement between PepsiCo and
Anheuser-Busch, signed on Oct 14, states
that the two companies developed a joint
project to cut costs by combining their input
acquisition methods not directly related to
beverage production to gain bargain power
with suppliers. 

Industry analysts said the agreement
strengthens the expectation of a possible
merger between PepsiCo and AB-InBev. 

Pepsi currently holds 31.8% of the U.S.
soft drinks market while Coca-Cola has
43%. 

Analysts said that AB-InBev's interest for
PepsiCo has been longstanding. At the
time of the A-B merger, it was said that if
that deal fell through, InBev would shift its
sights to Pepsi.

One Brazilian banker said a deal would
happen.  "I bet that in five years they will
buy PepsiCo,Ó he told Reuters. ÒThey are
gradually leaving secondary markets to
strongly invest in core markets.Ó
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Data Excerpted from IRI Food/Drug and Convenience monthlies

Top A-B Inbev Brands, 4 Weeks ending 10/4/09
Excerpted from IRI Food Drug & Convenience Data

Top Anheuser-Busch Brands
Case Cs sales    Cs Shr Cs Shr Dollar $ sales       $ Shr $ Shr of
Sales % chg YA Of Cat Chg YA Sales % chg YA of Cat Cat chg YA

ANHEUSER-BUSCH INBEV
BUD LIGHT
BUDWEISER
NATURAL LIGHT
BUSCH LIGHT
BUSCH
NATURAL ICE
MICHELOB ULTRA LIGHT
BUD LIGHT LIME
BUD ICE
BUDWEISER SELECT
MICHELOB LIGHT
KING COBRA
CRAFT BRANDS ALLIANCE
HURRICANE HIGH GRAVITY
BUD LIGHT CHELADA
ROLLING ROCK
STELLA ARTOIS LAGER
ODOULS NA
BECKS
HURRICANE MALT LIQUOR
BUSCH ICE
BUDWEISER CHELADA
MICHELOB AMBER BOCK
LANDSHARK LAGER
MICHELOB GOLDEN DRAFT LIGHT
MICHELOB
BUD DRY
TILT 8% LEMON LIME
MICHELOB ULTRA LIME CACTUS
BUSCH NA
BUDWEISER SELECT 55
SHOCK TOP BELGIAN WHITE ALE
BUDWEISER AMERICAN ALE
MICHELOB ULTRA AMBER
KOKANEE GLACIER PILSENER
BUD LIGHT GOLDEN WHEAT
BACARDI SILVER MOJITO
ODOULS AMBER NA
BASS ALE
MICHELOB ULTR POMEGR RSPBRRY
BACARDI SILVER RAZ
BECKS PREMIER LIGHT
BUD ICE LIGHT
TILT
ANHEUSER-BUSCH SEASONAL
BACARDI SILVER STRAWBERRY
BACARDI SILVER LEMONADE
HAAKE BECK NA
HOEGAARDEN WHITE ALE
BECKS OKTOBERFEST
BECKS DARK
BODDINGTONS PUB CREAM ALE
ZIEGENBOCK AMBER
ROCK LIGHT
KIRIN ICHIBAN
WILD BLUE
MICHELOB SEASONAL
MICHELOB ULTR TUSCN ORNG GRAPFRT
KOKANEE GOLD
BACARDI SILVER WATERMELON
REDBRIDGE
BACARDI SILVER MOJITO POMEGRANATE
BACARDI SILVER MOJITO MANGO
TAKE 6 HOME VARIETY PACK
BUSCH ASSORTED
BACARDI SILVER SIGNATURE SANGRIA

52,020,790 (4.4) 54.1 (1.2) $944,320,000 (3.1) 51.1 (1.4)
20,289,720 (6.9) 21.1 (1.0) $394,672,600 (4.8) 21.3 (1.0)
8,313,273 (12.3) 8.6 (1.0) $162,306,000 (9.6) 8.8 (0.9)
6,274,346 2.7 6.5 0.3 $87,459,500 5.9 4.7 0.3 
3,879,756 3.2 4.0 0.2 $53,248,100 6.7 2.9 0.2 
3,476,480 1.2 3.6 0.1 $48,623,000 3.8 2.6 0.1 
1,920,969 8.7 2.0 0.2 $25,600,530 11.0 1.4 0.1 
1,534,519 (3.5) 1.6 (0.0) $34,646,400 (1.2) 1.9 (0.0)
1,138,677 (0.7) 1.2 0.0 $29,239,030 (2.7) 1.6 (0.0)
1,078,158 34.8 1.1 0.3 $16,687,940 25.3 0.9 0.2 
622,978 (18.1) 0.6 (0.1) $11,852,670 (18.3) 0.6 (0.1)
337,884 (28.5) 0.4 (0.1) $7,431,514 (26.3) 0.4 (0.1)
323,507 8.8 0.3 0.0 $4,212,218 13.2 0.2 0.0 
248,582 16.1 0.3 0.0 $7,304,405 14.2 0.4 0.1 
239,994 12.6 0.2 0.0 $3,515,249 15.0 0.2 0.0 
189,939 (13.2) 0.2 (0.0) $5,897,779 (11.8) 0.3 (0.0)
186,155 (7.8) 0.2 (0.0) $4,174,087 (4.3) 0.2 (0.0)
157,087 1.2 0.2 0.0 $5,614,101 6.3 0.3 0.0 
146,280 (7.3) 0.2 (0.0) $2,988,550 (3.9) 0.2 (0.0)
145,604 (18.7) 0.2 (0.0) $4,138,756 (16.3) 0.2 (0.0)
113,137 17.4 0.1 0.0 $1,404,511 19.0 0.1 0.0 
107,030 7.9 0.1 0.0 $1,497,107 19.1 0.1 0.0 
100,266 (22.1) 0.1 (0.0) $3,157,515 (20.7) 0.2 (0.0)
97,088 (19.9) 0.1 (0.0) $2,360,156 (15.1) 0.1 (0.0)
86,008 2.1 0.1 0.0 $2,539,428 (3.9) 0.1 (0.0)
82,021 (7.4) 0.1 (0.0) $1,503,107 (6.2) 0.1 (0.0)
73,849 (36.8) 0.1 (0.0) $1,721,063 (33.5) 0.1 (0.0)
73,080 (8.3) 0.1 (0.0) $1,087,650 (8.4) 0.1 (0.0)
67,574 (30.8) 0.1 (0.0) $1,942,711 (29.4) 0.1 (0.0)
66,849 (20.9) 0.1 (0.0) $1,712,216 (18.4) 0.1 (0.0)
66,243 (2.8) 0.1 (0.0) $977,451 (0.9) 0.1 (0.0)
63,072 0.1 0.1 $1,307,784 0.1 0.1 
61,938 84.2 0.1 0.0 $1,802,684 83.5 0.1 0.0 
55,436 70.5 0.1 0.0 $1,487,950 68.9 0.1 0.0 
53,055 (27.9) 0.1 (0.0) $1,199,271 (25.3) 0.1 (0.0)
46,578 (4.4) 0.0 (0.0) $939,108 (4.0) 0.1 (0.0)
42,818 0.0 0.0 $1,146,451 0.1 0.1 
42,002 (36.7) 0.0 (0.0) $1,307,693 (34.5) 0.1 (0.0)
36,176 2.9 0.0 0.0 $728,027 7.1 0.0 0.0 
35,972 (26.3) 0.0 (0.0) $1,119,271 (23.2) 0.1 (0.0)
25,363 (3.3) 0.0 (0.0) $641,578 0.2 0.0 0.0 
24,586 (29.8) 0.0 (0.0) $772,084 (27.7) 0.0 (0.0)
23,273 (20.7) 0.0 (0.0) $663,062 (16.7) 0.0 (0.0)
22,013 (5.4) 0.0 (0.0) $407,474 (5.2) 0.0 (0.0)
21,676 (55.7) 0.0 (0.0) $620,789 (51.9) 0.0 (0.0)
20,225 7.6 0.0 0.0 $580,875 10.0 0.0 0.0 
15,906 (38.7) 0.0 (0.0) $488,651 (35.2) 0.0 (0.0)
15,717 0.0 0.0 $488,416 0.0 0.0 
15,367 4.5 0.0 0.0 $420,131 9.6 0.0 0.0 
14,233 2.7 0.0 0.0 $528,944 3.8 0.0 0.0 
13,466 4.6 0.0 0.0 $377,771 8.0 0.0 0.0 
12,972 (13.0) 0.0 (0.0) $372,372 (9.8) 0.0 (0.0)
12,257 (4.3) 0.0 (0.0) $412,633 (1.0) 0.0 (0.0)
11,974 14.4 0.0 0.0 $308,384 16.9 0.0 0.0 
10,741 42.8 0.0 0.0 $240,303 56.7 0.0 0.0 
10,322 (8.5) 0.0 (0.0) $315,710 (4.6) 0.0 (0.0)
9,817 (6.3) 0.0 (0.0) $312,346 (5.2) 0.0 (0.0)
9,789 17.6 0.0 0.0 $232,284 21.2 0.0 0.0 
9,439 (1.2) 0.0 0.0 $236,963 2.8 0.0 0.0 
8,123 (0.9) 0.0 0.0 $166,551 0.2 0.0 0.0 
7,824 (36.1) 0.0 (0.0) $226,181 (34.2) 0.0 (0.0)
7,448 84.8 0.0 0.0 $220,218 73.3 0.0 0.0 
7,314 (51.0) 0.0 (0.0) $220,464 (49.5) 0.0 (0.0)
6,135 (33.8) 0.0 (0.0) $186,198 (31.5) 0.0 (0.0)
4,695 79.7 0.0 0.0 $165,383 86.3 0.0 0.0 
4,296 277.9 0.0 0.0 $53,150 101.5 0.0 0.0 
4,226 0.0 0.0 $125,782 0.0 0.0 
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Data Excerpted from IRI Food/Drug and Convenience monthlies

28,807,370 (1.5) 30.0 0.2 $501,510,300 0.2 27.1 0.2 
16,981,820 (5.1) 17.7 (0.5) $290,158,700 (3.1) 15.7 (0.4)
11,825,550 4.4 12.3 0.8 $211,351,600 5.7 11.4 0.7 
7,451,678 0.4 7.8 0.2 $142,472,100 2.6 7.7 0.2 
6,746,501 (7.5) 7.0 (0.4) $127,806,200 (5.6) 6.9 (0.4)
2,865,682 19.3 3.0 0.5 $38,029,380 22.4 2.1 0.4 
2,704,333 0.8 2.8 0.1 $38,842,510 4.1 2.1 0.1 
1,285,941 5.7 1.3 0.1 $19,870,750 5.9 1.1 0.1 
898,422 (11.6) 0.9 (0.1) $11,201,020 (7.1) 0.6 (0.0)
813,211 (16.9) 0.8 (0.1) $15,207,800 (14.6) 0.8 (0.1)
723,817 (4.1) 0.8 (0.0) $11,490,750 (1.1) 0.6 (0.0)
714,826 (7.6) 0.7 (0.0) $8,878,970 (0.5) 0.5 0.0 
598,019 (0.8) 0.6 0.0 $11,088,150 2.1 0.6 0.0 
581,077 (16.1) 0.6 (0.1) $7,382,382 (13.2) 0.4 (0.1)
562,933 98.2 0.6 0.3 $10,866,100 110.0 0.6 0.3 
314,334 (8.7) 0.3 (0.0) $4,074,223 (5.0) 0.2 (0.0)
295,440 2.5 0.3 0.0 $4,476,580 0.8 0.2 0.0 
244,681 10.4 0.3 0.0 $7,619,715 13.7 0.4 0.1 
235,427 9.9 0.2 0.0 $2,812,286 10.1 0.2 0.0 
210,360 (3.7) 0.2 (0.0) $4,002,231 (1.2) 0.2 (0.0)
146,883 (7.0) 0.2 (0.0) $3,629,328 (7.2) 0.2 (0.0)
101,050 (40.5) 0.1 (0.1) $3,098,969 (38.1) 0.2 (0.1)
95,750 (2.8) 0.1 (0.0) $1,909,980 (0.9) 0.1 (0.0)
95,561 (35.6) 0.1 (0.1) $2,952,429 (33.2) 0.2 (0.1)
94,158 (10.2) 0.1 (0.0) $2,273,067 (11.8) 0.1 (0.0)
83,785 (39.0) 0.1 (0.1) $2,126,842 (41.0) 0.1 (0.1)
71,935 1.1 0.1 0.0 $2,205,669 3.8 0.1 0.0 
67,797 8.4 0.1 0.0 $1,166,011 14.6 0.1 0.0 
61,627 (32.6) 0.1 (0.0) $802,736 (32.4) 0.0 (0.0)
58,769 (24.2) 0.1 (0.0) $780,998 (23.1) 0.0 (0.0)
56,023 (12.2) 0.1 (0.0) $678,593 (9.9) 0.0 (0.0)
55,088 33.5 0.1 0.0 $1,476,701 36.3 0.1 0.0 
54,258 (5.2) 0.1 (0.0) $634,386 (0.2) 0.0 0.0 
50,259 3.0 0.1 0.0 $988,471 (3.4) 0.1 (0.0)
39,934 (3.4) 0.0 (0.0) $875,906 (4.6) 0.0 (0.0)
29,636 4.7 0.0 0.0 $498,036 2.9 0.0 0.0 
28,108 (22.5) 0.0 (0.0) $811,651 (20.4) 0.0 (0.0)
27,188 (17.5) 0.0 (0.0) $857,328 (15.6) 0.0 (0.0)
26,041 (0.8) 0.0 0.0 $567,151 (1.8) 0.0 (0.0)
25,788 (26.0) 0.0 (0.0) $371,979 (21.8) 0.0 (0.0)
25,107 43.4 0.0 0.0 $598,295 43.5 0.0 0.0 
18,299 (14.6) 0.0 (0.0) $289,222 (8.3) 0.0 (0.0)
18,239 (2.0) 0.0 0.0 $604,783 (0.5) 0.0 0.0 
17,685 (19.9) 0.0 (0.0) $452,856 (21.7) 0.0 (0.0)
17,261 (27.7) 0.0 (0.0) $281,109 (24.5) 0.0 (0.0)
16,879 (44.2) 0.0 (0.0) $550,334 (33.5) 0.0 (0.0)
16,765 0.0 0.0 $465,084 0.0 0.0 
16,152 (9.2) 0.0 (0.0) $347,549 (8.1) 0.0 (0.0)
13,068 (6.9) 0.0 (0.0) $254,042 (2.0) 0.0 (0.0)
12,896 (2.2) 0.0 0.0 $341,851 (3.0) 0.0 (0.0)
12,263 2.5 0.0 0.0 $201,456 3.6 0.0 0.0 
11,495 (7.4) 0.0 (0.0) $341,018 (6.0) 0.0 (0.0)
11,045 (12.1) 0.0 (0.0) $199,931 (10.4) 0.0 (0.0)
10,780 2.3 0.0 0.0 $229,102 (0.3) 0.0 0.0 
8,727 (5.3) 0.0 (0.0) $188,539 (8.1) 0.0 (0.0)
6,530 (11.0) 0.0 (0.0) $163,651 (10.7) 0.0 (0.0)
6,250 20.1 0.0 0.0 $135,687 19.0 0.0 0.0 
6,127 87.5 0.0 0.0 $140,219 85.7 0.0 0.0 
5,759 (26.6) 0.0 (0.0) $118,018 (26.8) 0.0 (0.0)
5,673 29.2 0.0 0.0 $74,921 41.2 0.0 0.0 
5,050 (53.8) 0.0 (0.0) $159,136 (50.7) 0.0 (0.0)
4,483 (5.5) 0.0 (0.0) $57,363 (2.7) 0.0 (0.0)
3,603 (24.8) 0.0 (0.0) $49,165 (19.6) 0.0 (0.0)
3,334 (12.5) 0.0 (0.0) $84,696 (11.7) 0.0 (0.0)
3,263 (23.4) 0.0 (0.0) $80,906 (25.5) 0.0 (0.0)
2,952 (7.9) 0.0 (0.0) $29,259 (2.8) 0.0 (0.0)
2,714 (47.2) 0.0 (0.0) $77,658 (35.3) 0.0 (0.0)
2,446 15.1 0.0 0.0 $40,079 35.1 0.0 0.0 

MILLERCOORS BREWING
MILLER BREWING
MOLSON COORS BREWING
COORS LIGHT
MILLER LITE
KEYSTONE LIGHT
MILLER HIGH LIFE
ICEHOUSE
MILWAUKEES BEST LIGHT
MILLER GENUINE DRAFT
STEEL RESERVE HIGH GRAVITY LAG
MILWAUKEES BEST ICE
COORS
MILWAUKEES BEST
MGD LIGHT 64
MILLER HIGH LIFE LIGHT
OLDE ENGLISH 800 MALT LIQUOR
BLUE MOON BELGIUM WHITE ALE
KEYSTONE ICE
MICKEYS MALT LIQUOR
FOSTERS LAGER
SPARKS
MOLSON CANADIAN
SPARKS PLUS
GEORGE KILLIANS IRISH RED LAGER
MILLER CHILL
BLUE MOON SEASONAL
STEEL RESERVE TRIPLE EXPORT
RED DOG
HAMMS
MAGNUM
LEINENKUGEL SEASONAL
KEYSTONE
MOLSON ICE
HENRY WEINHARDS PVT RESERVE
OLDE ENGLISH HG800
LEINENKUGEL SUNSET WHEAT
PILSNER URQUELL
HEN WNHRDS BLUE BOAR PALE ALE
SOUTHPAW LIGHT
FOSTERS PREMIUM ALE
LEINENKUGEL
PERONI NASTRO AZZURRO
LEINENKUGEL HONEY WEISS
SHARPS NA
GROLSCH LAGER
LEINENKUGEL CLASSIC AMBER
MOLSON GOLDEN
COORS NA
LEINENKUGEL BERRY WEISS
MICKEYS ICE ALE
MOLSON XXX
MOLSON CANADIAN LIGHT
HENRY WNHRDS HONEY HEFEWEIZEN
HEN WNHRDS BLONDE PREM LAGER
LEINENKUGEL RED
HEN WNHRDS BELGIAN WHT ALE
LEINENKUGEL VARIETY PACK
HEN WNHRD CLASSC DRK PRMM LG
OLD VIENNA
SPARKS LIGHT
COORS EXTRA GOLD
LEINENKUGEL LIGHT
LEINENKUGEL CREAMY DARK LAGER
HENRY WEINHARDS SEASONAL
HAMMS SPECIAL LIGHT
TYSKIE GRONIE
MILLER LITE ICE

Top MillerCoors Brands Case Cs sales    Cs Shr Cs Shr Dollar $ sales       $ Shr $ Shr of
Sales % chg YA Of Cat Chg YA Sales % chg YA of Cat Cat chg YA

Top MillerCoors Brands, 4 weeks ending 10/4/09
Excerpted from IRI Food Drug & Convenience Data
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Left Hand Brewing Company's seasonal Warrior
IPA is brewed only once a year using fresh flower
Colorado grown Cascade hops flown in from
Rising Sun Farms in Paonia, CO, as well as vari-
eties from the brewery's own hop fields.
According to Left Hand, though the brand is gird-
ed with fierce warlike hops, much of its power
comes from a strong malt foundation, Òallowing
for a well-balanced assault on the palate.Ó
Warrior IPA is described as Òa full-bodied,
bronzed beautyÓ brimming with 60 IBUs and
6.6% ABV. 
The brand will be available in 22-oz bombers and
kegs for the fall season. Distributed throughout
Colorado, Arizona, New Mexico, Nebraska,
Oklahoma, Kansas, Kentucky, Indiana, Ohio,
Michigan (western only), Wisconsin, Minnesota,
Missouri, Illinois, Rhode Island, Massachusetts,
New Jersey, Pennsylvania, Virginia, New York,
Alaska, Alabama (draft only), Florida, Tennessee
(Nashville only), Georgia, North Carolina, and
select European countries.

Fresh hop Warrior in mkt

Pelican Brands to handle Singha in U.S. market...

Crown toasts expansion of Modelo brands on draught
Crown Imports has announced the arrival of Modelo Especial and Negra Modelo on draft in New York.
New York is one the first markets to receive the beers on draft, and wholesalers, retailers and media cel-
ebrated the launch at an event on September 22, 2009, at mad46, the rooftop bar at the Roosevelt
Hotel. Grupo Modelo Brewmaster Cesar Mart’nez Guzm‡n was also at the launch event in a rare visit
to the U.S. to commemorate the arrival of the beers. More than 150 guests mingled alongside Guzm‡n,
drinking draft Modelo Especial and Negra Modelo with foods designed to pair with the beers.
Pictured left to right are Gee Valdes, district manager, Westchester, Crown Imports; Cesar Mart’nez
Guzm‡n, brewmaster, Grupo Modelo Brewery; and Mark Milani, regional manager, Metro NYC, Crown
Imports, toasting the brands at the launch party at mad46 in Manhattan.
Crown reports that Modelo Especial and Negra Modelo on draft are only available in eleven states
including Arizona (Phoenix and Tucson), California (Los Angeles, Bakersfield, San Francisco, San Jose,
Oakland), Colorado (Denver, Colorado Springs, Loveland), Connecticut, Illinois (Chicago), Nevada (Las
Vegas), New Jersey, New York, Ohio (Cleveland, Columbus, Cincinnati), Texas (Houston, Austin and
San Antonio) and Washington (Seattle). The company said additional markets will continue to come
online as this program expands throughout the U.S. later in the year and into 2010.

Kirin Holdings has reported that it will
close two of its Japanese breweries next
year,  as it prepares for a planned merger
with Suntory to create a large combined
food and beverage firm.

Kirin remains locked in a battle for beer
market share with Asahi Breweries. Kirin
Holding has said it would aim for a post
merger  operating profit of 188 billion yen
($2.05 billion) in 2012, up 50 percent from
its forecast for 2009.

to have an immediate impact on our brand
distribution and to position Singha as a
leading growth import for the coming
years," said Theera Vongpatanasin,
Managing Director of Boon Rawd Trading.

"The appointment of Singha to Pelican
Brands is an exciting opportunity. Singha is
the beer we have grown up enjoying in Thai
restaurants for decades," said Mark Smith,
Pelican Brands vice president of market-
ing. "Singha is an incredible beerÑboth its
flavor profile and rich traditions capture the
exotic and beautiful country of Thailand.
This makes it well positioned to appeal
broadly to the U.S. consumer well beyond
the Thai channel. The growth of Asian
fusion restaurants across the U.S. creates
a compelling platform for the expansion of
Singha."

Mr. Smith said that Pelican Brands would
provide the brand Òwith the marketing sup-

port and senior level attention necessary to
enhance the brand's market position, lever-
age industry relationships to expand its dis-
tribution and successfully launch line
extensions and new products.Ó

"We are excited by the opportunity
Singha presents," said Don C. Hammond,
president of Pelican. "Singha has been a
strong brand in the U.S. for over 30 years
and has had great success in select chan-
nels. Pelican will be able to activate this
brand with beer distributors." 

"When we looked closely at the Singha
footprint,Ó Hammond continued, Òwe real-
ized it was being distributed in all states,
and through A-B Inbev, Miller-Coors, or
wine and spirits networks, all of whom we
know intimately."

Mr. Hammond said he began his career
with P&G and Gallo and has had experi-
ence running beer wholesalers. Pelican
Brands is headquartered in Carmel, IN.

(Continued from page 1)

Kirin to close two breweries
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Wholesaler Events
November 11-13 ÑCalifornia Beer &
Beverage Distributors 62nd Annual
Convention at the Estancia LaJolla
Hotel and Spa in LaJolla, California.
For more information contact
Rhonda Stevenson at 800-952-8308.
Note: Send  meeting information via e-mail to
press@breweryage.com

WEEKLY MARKETPLACE
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The accumulation of knowledge or skill from
direct participation in events or activities

Contact us at:
866.905.7255 toll free

foodandbeverage@pall.com
www.pall.com
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By Peter ReidÑ The late beer writer
Michael Jackson  made the defense of tra-
ditional  brewing methods his lifeÕs work.
He loved obscure beer brands, copper
brewing kettles, wooden fermentersÑand
lambics.

For a traditionalist like Jackson, lambics
were the real thing, the oldest beer in the
world. As he wrote, Òto sample lambic is not
only to encounter one of the worldÕs most
complex drinks, it is to experience a taste
of life 400 years ago...no other commer-
cially brewed beer can trace its history back
so far...nor, in the production process has
any changed so little.Ó

Jackson wrote about many lambic brew-
ers (ÒmanyÓ being a relative term in a uni-
verse that comprises perhaps less than a
dozen extant producers) but his favorite
lambic brewery was arguably the Brouwerij
Frank Boon.

Mr. Jackson met Mr. Boon in the late
1970s, after Boon had taken over the tradi-
tional lambic brewery of Rene De Vits, and
was immediately impressed by the young
man stepping forward to carry on the
declining lambic-brewing tradition.

Today, though Mr. Jackson has passed
from the scene, Mr. Boon is still brewing
lambic in the historic village of Lembeek.
Through a partnership with the larger Palm
Brewery, his brewery has been modernized
and distribution expanded. In the U.S., his
beers were previously imported by Vanberg
& DeWulf, but are now available through
Latis Imports of Ridgefield, CT.

Mr. Boon is one of the most eloquent
spokesmen for his unique brewing style.
ÒOur special style of beer is made with wild
yeast,Ó he says. ÒSome call it spontaneous-
ly fermented, but that is the wrong term.
We use the wild yeast available in the air of
the brewery.Ó

Wheat makes up most of the grain bill for
Mr. BoonÕs lambics, 30% malted and 40%
unmalted. The grains are mashed using an
unusual turbid mash system. 

According to one story, this system may
have arisen in the 19th century, when
Belgian breweries were taxed based on the
size of their mash tun. Brewers would draw
off wort from the mash, boil it separately,
and then put it back in the vessel, allowing
use of a smaller tun. One effect of this pro-
cedure was the production of a dextrine-
rich malt, ideal for lambic yeasts, which

love to eat sugar.  ÒA brewery is like a small
sugar factory, converting starch into sugar,Ó
Mr. Boon notes. ÒSome use shortcuts, but
for us, the turbid mash system is very
important.Ó

At 6 a.m. each day, the brewing starts at

Boon. The beer is boiled for 4-1/2 to 5
hours in two boilers. ÒWhile boiling we add
hops,Ó Mr. Boon says. ÒNot fresh hops, of
course. We need 3-4 times more hops than
a conventional beer. If we used fresh hops,
these beers would taste like some kind of

Traditional Boon Lambics getting higher profile in US

Frank Boon started off working as a beer wholesaler in his native Belgium, and is now one of the most cel-
ebrated producers of traditional lambics.

The turbid mash system at Boon produces a heavy, highly dextrinous wort, very digestible for the wild
yeasts that ferment it into lambic.
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strange medicine.Ó
The hops are aged for one year before

use in the beer. ÒThe hops are important for
keeping the beer,Ó Mr. Boon says. ÒLambic
that is not well balanced becomes vinegar.
But well-brewed with the right hops, lambic
will last for years in wooden casks.Ó

Mr. Boon says that there is no excuse for
vinegary lambics. ÒIf a lambic becomes
vinegar, there is something wrong in the
brewery, or it was brewed in the wrong sea-
son,Ó he says. ÒWe only brew from the first
week of October until April.Ó

After the wort is boiled, it is transferred to
the cooling vessel. ÒIt stays there all night,Ó
Mr. Boon says, Òand the whole night the
surrounding air brings in the wild yeast.
Some German professors donÕt believe
that this system works, but it works. They
seem to think the yeast comes from the
wood, but most of it comes from the air.Ó

Mr. Boon also points to the breweryÕs
location in Lembeek, the traditional home
of the style. ÒIn the valley it makes a big dif-
ference in quality,Ó he says. Òthe closer you
are the the river, the better it is. Down by
the river, we get better fermentation than
they do in the hills. We did tests in the next
village, just four kilometers away, but it did-
nÕt work as well.Õ

When it comes time to store and age the
beer, most lambic brewers use stainless
steel vessels, but Boon still uses wood. It is
one of only two breweries in Belgium that
still have a cooperÕs workshop on site (the
other is Rodenbach).

In the breweryÕs cellar, there are 300
wooden casks. ÒOur oldest cask dates to
1883,Ó Boon says. Òbut every 10 or 15
years we take them out and do a complete
refurbishment.Ó

The casks are made of Nordic or Belgian
oak, with fine-grained winter oak the
favorite. ÒIf you use small casks with fine
staves there is too much oxidation,Ó Boon
says. ÒThe finest lambic comes from casks
with thicker staves.Ó

When it is time to bottle, the lambic
blends are transferred to a 2000 hectoliter
stainless steel tank. The brewery has a
small but very modern Krones Mecafill bot-
tling line with a double vacuum filler. ÒI have
seen some very nice beers get completely
oxidized on an old filling line, and that is not
what we want.Ó Boon says.

The brewery also boasts an Italian
Bertolaso capper that can install cham-
pagne baskets. ÒThis equipment can bottle
two and a half brews in one day,Ó Boon

reports. ÔPeople love the stories of the cob-
webs in a lambic brewery, and stories of
how we are brewing beer as it was brewed
in the 1600s, but we, as brewers, must try
to be technically perfect. That is the start of
everything good.Ó

While Boon sells a small quantity of
unblended lambic, 99% is blended into
Geuze (a mix of old and new lambic).
Geuze is the oldest Belgian specialty beer,
and the name is an old Germanic word for
Ògas,Ó a reference to its sparkling, cham-
pagne-like quality.

ÒWhen you are blending Geuze you want
the right mix,Ó Boon says. ÒWe blend differ-
ent years. With most other beers, within six
months to a year, the quality declines. The
secret of lambic is the contrary. Geuze is at
its best after six months, and grows in qual-
ity for five years. There is no negative
aspect to aging for Geuze. Even after 10-
15 years, it keeps its quality, or even
improves.Ó

Geuze is the foundation for all the Boon
beers. It is blended with cherries to make
Kriek, and raspberries to make Framboise.

ÒMost lambics are sold as fruit lambics,
so many people seem to think that all lam-
bics are fruit lambics, but of course this is
not true,Ó Boon says.

ÒA key difference with our fruit beers is
that we do not use concentrates or juices,Ó
Boon says. ÒThese are shortcuts. Each bot-
tle of our cherry beer has 250 grams of
cherries, and our raspberry beer has 300
grams of raspberries.Ó

Each year, the Boon brewery buys 300
tons of cherries and 20,000 kilograms of
raspberries. ÒRaspberries are a small
crop,Ó Boon notes. ÒThey are expensive, so

this is not an everyday beer. We think of
Framboise as a Christmas present from the
brewery.Ó

Geuze is also the basis for BoonÕs
Marriage Parfait, a blend of 95% three year
old geuze and 5% young beer.

While Boon takes great care with his fruit
lambics, his personal focus is on the blend-
ed Geuze. ÒGueze is a small market, we
sell about 5000 hectoliters in Belgium
every year,Ó Boon says, Òbut my number
one customer is the Geuze lover. Satisfying
that customer is my job. We want to make
the best Geuze. We canÕt sell Geuze local-
ly based on the story, because they all
know the story. We have to sell it based on
the quality.Ó

Three or four years ago, a catastrophe
nearly befell the Boon brewery. The
Belgian state food agency made the brew-
ery paint the walls and surfaces in the
brewery with a special food-grade paint.

ÔIt was just the law, the inspectors donÕt
understand the process,Ó Boon says. ÒWe
knew there would be problems. The brew-
ers at Lindemanns told me that they hadnÕt
been able to get fermentation for two
weeks after painting.Ó

After the paint dried, Boon and his work-
ers spread beer all over the walls and sur-
faces, a process that may or may not have
met with approval from the food inspectors.
ÒBut after three days we had yeast again,Ó
he recalls, Òliving yeast in the brewery!Ó

Harnessing the magic of living yeast has
been Frank BoonÕs lifeÕs work. But he says
the proof of success comes only when a
customer uncorks a bottle. 

ÒAs brewers,Ó he says, Òall that we do is
sell ten minutes of pleasure.Ó

The open coolship at Boon, where the wild yeasts from the brewery find the wort, and begin the ferment.


