


GIN REMAINS SPLIT ALONG PRICE LINES, 

as most super-premium-and-above brands 
maintain steady growth while lower-priced 
labels continue to slide. Though it has only 
recently shown signs of a comeback in the 
U.S., gin’s popularity in European coun-
tries—particularly its recent surge in the 
U.K.—has marketers hoping those favorable 
trends carry over to the U.S. market in the 
coming years.

The total gin category in the U.S. declined 
1.3% to 9.22 million cases last year, accord-
ing to Impact Databank, but the outlook 
is brighter at the high end, where the lead-

ing super-premium brands grew 4.6% to 
3.1 million cases, increasing super-premi-
um’s share by 0.9%, up to 33.3% of the  
total category. All of the leading super- 
premium players saw positive growth in the 
U.S. last year. 

The top three super-premium brands—
Tanqueray, Bombay Sapphire, and Hen-
drick’s—account for 89% of U.S. gin  
volume above $20 a 750-ml., and 30% of 
the total category. But a number of smaller 
players also advanced last year as gin con-
tinues to make inroads in the on-premise. 

FIRE ENGINES STREAMED OUT OF SONOMA COUNTY WINE COUNTRY WEDNESDAY,  
November 6, returning to their home bases across California and throughout the West as 
the once-ferocious Kincade fire was contained. It had consumed almost 78,000 acres since 
igniting Oct. 23 in the mountainous terrain above the vineyards of northern Sonoma’s  
Alexander Valley. The damage, though significant, represents just a fraction of the devasta-
tion wrought by Northern California’s 2017 wine country fires.

At its height, on the weekend of Oct. 26, more than 190,000 of Sonoma County’s resi-
dents were evacuated as the fast-growing fire threatened the cities of Healdsburg and  
Windsor. But a strike force assembled by the state’s fire control agency, Cal Fire, that  
eventually numbered up to 5,000 personnel, made a successful stand in defending the two 
cities—and succeeded in stopping the fire from spreading into western Sonoma.

In contrast to two years ago, when more than 5,000 structures in Napa and Sonoma  
counties were destroyed, and more than 40 people died, there were no recorded fatalities 
during the Kincade fire, though four firefighters were injured and 374 structures were  
destroyed, including 174 homes. And while the fire burned around and sometimes through 
Alexander Valley, most of the charred acreage was in remote forest- and scrub-covered hill-
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FROM AN OVERALL VOLUME PERSPECTIVE, GIN HAS 
been in decline in the U.S. for more than a decade, surrendering 
more than 1.6 million cases over the past 10 years. But that fact  
obscures the gains being made at the upper end of the pricing 
spectrum.  

Essentially all of the leading gin brands priced above $20 a 750-ml. 
in the U.S. were on the rise last year, and Impact Databank proj-
ects the total super-premium gin segment to reach 3.25 million cases 
in 2019 to take more than a one-third share of the total category. 

At gin’s high end, Tanqueray, Bombay 
Sapphire, and Hendrick’s stand signifi-
cantly above the competition, accounting 
for nearly 90% of U.S. gin volume above 
$20 a bottle. 

Yet the category is building impressive 
depth, with an influx of ambitious con-
tenders eager to capitalize on gin’s role in 
the cocktail movement. Brands like Mar-
tin Miller’s, Citadelle, and Bluecoat have 
all been on a steady rise in recent years, 
and major players are taking notice. 

Earlier this year, Pernod Ricard acquired the Malfy gin brand from 
craft company Biggar & Leith, while Brown-Forman purchased The 
86 Co., including the Fords gin label. Those moves, combined with 
the ongoing popularity of gin in mixology circles, bodes well for the 
future of this rapidly premiumizing category.

Marvin R. Shanken 
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LEADING SINGLE MALT SCOTCH WHISKIES ARE WRESTLING WITH HOW TO AD-

dress the 25% tariffs the U.S. began imposing on October 18. The tariffs, which 
stem from a 15-year international fight over the airplane industry, target around 
$7.5 billion of European goods—including single malt Scotch and single malt 
whiskies from Northern Ireland. “This is a really serious situation for the indus-
try,” says Scotch Whisky Association strategy and communications director Graeme 
Littlejohn. “And particularly for our small and mid-size member companies, who 
predominantly deal in single malt.” Littlejohn notes that after the E.U. imposed 
a 25% retaliatory tariff on American whiskey in 2018 in response to U.S. steel and 
aluminum tariffs, exports to the E.U. dropped by 21%. “We would expect a simi-
lar, if not larger, market loss from the U.S. tariffs—something around (a) $130 
million (loss) in the first year,” he says. “That would obviously be a damaging situ-
ation for the industry.” Ahead of the tariffs, Sam Filmus—president and co-founder 
of ImpEx Beverages, which imports Islay single malts Kilchoman and Port Askaig—
airfreighted 19 additional pallets of single malt to last through the holiday season. 
Filmus and Kilchoman founder and managing director Anthony Wills agreed to 
swallow the cost of the tariffs, at least through next March, splitting it 50-50 to 
spare consumers from higher prices. “It’s my hope and belief that the tariffs are 
temporary,” Filmus says. “However, we need to be prepared for the worst.”

Single Malts Grapple With U.S. Tariffs

HEAVEN’S DOOR SPIRITS, THE COL-

laboration between Bob Dylan and 
Spirits Investment Partners, has 
launched the first expression in its lim-
ited edition Bootleg Series. Volume 1 
of the Bootleg Series is a 26-year-old, 
111.5 proof Canadian whisky aged in 
ex-Bourbon barrels and finished in  
Japanese Mizunara oak barrels. It’s 
packaged in handmade ceramic bottles 
that feature an image of the Dylan 
painting “Train Tracks,” and the bottle 
comes enclosed in an individually 
numbered leather journal. The limited 
edition is launching in a supply of 
fewer than 3,000 bottles, retailing at 
$500 apiece. 

Bob Dylan’s Whiskey 
Adds “Bootleg Series”

PAUL DUFFY WILL STEP DOWN AS CHAIRMAN AND CEO OF 

Pernod Ricard North America effective December 2, and will 
be replaced by consumer goods veteran Ann Mukherjee.

Duffy spent a total of seven and a half years as head of  
Pernod’s U.S. unit, including a stint from 2008-2012 in  
addition to his more recent tenure, which began in 2016. 
Under Duffy’s leadership, Pernod saw its Jameson Irish whis-
key become one of the U.S. market’s hottest spirits brands, 
expanding from just 690,000 cases in 2008 to nearly 3.5 mil-
lion cases in 2018, according to Impact Databank. It also 
boosted its presence in American whiskey with a series of re-
cent acquisitions—including Rabbit Hole, Jefferson’s, Smooth 
Ambler, and others—while developing growing brands in 
other categories, including The Glenlivet single malt Scotch, 
Altos Tequila, and Martell Cognac.

But Pernod’s overall U.S. growth has been hobbled by  
Absolut vodka, which has shed more than a half-million cases 
since 2015 and will likely be overtaken by Jameson as  
Pernod’s largest brand in the U.S. by year-end. Despite  
Pernod’s efforts to turn the Swedish vodka label around,  
Absolut continues to decline, with control state volume down 
3% in the year to date through September. The growth of 
Jameson (+5.3%), Malibu (+4.4%), Altos (+15%), The  
Glenlivet (+1.4%), and Martell (+25%) offset Absolut’s  
struggles in control states over the first nine months of the 
year, but only barely, with the company’s overall volume up 
just 1% in NABCA channels during the period. Total  

control state spirits volume  
registered 3.8% growth over  
the same timeframe, outpacing  
Pernod’s portfolio.

In announcing the U.S. lead-
ership change, Pernod chair-
man and CEO Alex Ricard said 
Mukherjee’s marketing and 
commercial expertise—includ-
ing senior posts with Frito-Lay, 
PepsiCo, and S.C. Johnson & 
Son—will be crucial in “achiev-
ing our first and foremost  

objective: to accelerate our growth in our number one  
market, the United States.”

Notably, Pernod went outside the company to make this 
hire—a departure for a firm known for cultivating talent from 
within and then rotating its executives amongst its various 
global operating units. Beginning late last year, however,  
Pernod came under pressure from activist investor Elliott 
Management Corp, which had built a 2.5% stake in the com-
pany and demanded “outside perspectives” to help sharpen 
its performance. Shortly thereafter, Pernod added longtime 
Artémis CEO Patricia Barbizet to its board, gaining a new 
independent voice within the group. The appointment of 
Mukherjee to helm its 15-million-case U.S. business marks 
another step in that direction.  —Daniel Marsteller

Pernod Taps Ann Mukherjee As North America CEO

Ann Mukherjee
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CAMPARI GROUP ENJOYED 6% SALES GROWTH IN THE U.S. IN THE NINE MONTHS 

through September. Growth continues to be driven by Espolòn Tequila, which is 
rising by strong double-digits again this year after jumping 33% to just under 
400,000 cases in 2018. Wild Turkey advanced by 7% due to progress in the U.S. 
and Australia markets. The brand, which depleted approximately 700,000 cases 
in the U.S. last year, recently launched a new interview series with creative direc-
tor Matthew McConaughey called Talk Turkey, as well as a limited edition Cor-
nerstone Rye. Aperol is up by double-digits this year in the U.S., building on its 
2018 base of 160,000 cases, and Campari, which reached 140,000 cases last year, 
also continues to progress and recently released a Bourbon barrel-finished expres-
sion retailing at $70 a 1-liter bottle. Also in the liqueurs segment, Grand Marnier 
is seeing “positive sellout trends,” according to the company, although shipment 
phasing slowed sales during the quarter. Skyy, however, continues to struggle.

Campari Up 6% In U.S. Through Q3

TEXAS DISTILLER BALCONES, KNOWN 

for its range of American whiskies, has 
partnered with New York-based im-
porter and marketer Davos Brands as 
it looks to expand distribution through-
out the U.S. market.

Based in Waco, Balcones recently 
ended allocation for the first time in 
five years, following the opening of a 
new distillery in 2016. The $33 mil-
lion facility’s annual capacity is about 
245,000 9-liter cases. 

The core Balcones portfolio includes 
Texas Pot Still Bourbon ($30), Baby 
Blue corn whiskey ($40), Texas Single 
Malt whiskey ($70), Texas 100 Proof 
Rye ($40), True Blue 100 Proof corn 
whiskey ($50), and Brimstone, a 
smoked corn whiskey ($50).

The brand is currently in 22 states, 
according to Davos vice president of 
marketing Danny Mandelbaum, and 
plans to open all remaining states next 
year. Balcones is nationally aligned 
with Southern Glazer’s. Mandelbaum 
adds that Balcones’ volume has essen-
tially doubled in size each of the past 
two years as the company has ramped 
up production. 

“Balcones Texas Pot Still Bourbon 
and Texas Single Malt are the two most 
important whiskies” in the range as the 
expansion drive commences, Mandel-
baum says.

Balcones joins Ty Ku saké, Aviation 
gin, Sombra mezcal, Astral Tequila, 
and Iichiko Shochu in the Davos 
Brands portfolio. Ty Ku earned Impact 
“Hot Prospect” honors earlier this year 
after rising 25% to 52,000 cases in 
2018, while Aviation grew by 91% to 
38,000 cases. Aviation, which is part-
owned by actor Ryan Reynolds, has 
continued to surge this year, and is on 
pace to deplete more than 80,000 cases 
for 2019, Davos notes.

Balcones Teams With 
Davos For Expansion

O’Neill Scales Its Branded Business
O’NEILL VINTNERS & DISTILLERS HAS 

invested about $140 million in its 
Parlier, California-based winery over 
the past eight years, and currently pro-
duces approximately 7 million cases an-
nually. While the company continues 
to be a large bulk wine producer, it has 
sharpened its focus on its branded port-
folio in recent years. Overall, O’Neill’s 
brand stable is projected to near 1 mil-
lion cases this year, led by Impact “Hot 
Brand” Line 39. “We’ve been able to 
grow at about 30% annually the last 
few years,” founder and CEO Jeff 
O’Neill tells Impact. “We’re trying to 
stay laser-focused on what’s important 
to the consumer.”

Last year, Line 39, which includes a 
number of varietals retailing at around 
$10 a 750-ml., jumped 20% to 487,000 
cases, according to Impact Databank. 
This year, the brand is projected to ap-
proach 600,000 cases.

Christine Moll, who joined O’Neill 
as vice president of marketing about a 
year ago after previously serving with 
Campari and Bacardi, says the launch 
of an augmented reality app has helped 
contribute to Line 39’s momentum. 
“Line 39 is inspired by the 39th paral-
lel, so our whole platform is around ex-
ploration and travel,” Moll explains. 

“This year we launched an AR app that 
takes consumers to different destina-
tions along that parallel. It also allows 
us to continue connecting with the  
audience over time and provide them 
special offers.”

Slightly higher up the price ladder, 
O’Neill recently partnered with former 
NFL star Charles Woodson on a new 
brand called Intercept, which is posi-
tioned at $18 and initially includes a 
2016 Cabernet Sauvignon, a 2017 red 
blend, a 2018 Chardonnay, and a 2017 
Pinot Noir, all sourced from Paso  
Robles except for the Pinot, which is 
from Monterey.

Elsewhere in the portfolio, O’Neill’s 
Harken label, a 100% barrel fermented 
Chardonnay retailing at $14, is pro-
jected to hit 80,000 cases by the end of 
the year. Harken has been enjoying 
solid gains in the on-premise casual din-
ing segment, Moll notes, where it sells 
at around $9-$11 by the glass. About 
40% of Harken’s sales are now derived 
on-premise. Meanwhile, Robert Hall, 
a brand acquired along with a 200,000-
case winery in Paso Robles in 2016, is 
currently at about 50,000 cases. More 
recent additions to the range include 
Day Owl Rosé ($15) and Exitus ($20), 
a Bourbon barrel-aged red blend.
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The Big Three
Leading the super-premium tier is Diageo-owned Tanqueray, 
which holds a commanding lead in the segment despite 
muted recent growth. The brand grew 0.7% to 1.385 mil-
lion cases last year, up from 1.376 million cases in 2017. 
Tanqueray has climbed steadily the last few years but remains 
shy of its 2005 volume of 1.415 million cases. Senior brand 
manager Dany Penn says Diageo is increasing its marketing 
investment across the gin portfolio, with a focus on Tan-
queray initiatives. “Tanqueray is seeing double-digit growth 
in many of our global markets behind trade and consumer 
trends that we’re also seeing begin to take hold here in the 
U.S.,” says Penn. “We’re energized by the momentum and 
feel confident in our strategies to drive gin’s resurgence in 
the States.”

Tanqueray recently unveiled “Gin Is In,” the brand’s  
latest U.S. ad campaign. “As interest in gin increases, we’re 
continuing to find new ways to retain established gin drink-
ers while recruiting new consumers into the category,” Penn 
says. “The cocktail revolution in the U.S. shows that con-
sumers are looking for variety in their spirits choices and are 
more apt to try unique offerings. They’ve demonstrated  

curiosity and confidence to branch out. As category leader, 
we wanted to develop a campaign that celebrates the iconic 
Tanqueray & Tonic, but with a new, cutting edge look that 
draws inspiration from the world of fashion.”

In August, Tanqueray launched a new flavored expression 
stateside. Distilled four times with the essence of orange, 
Tanqueray Sevilla Orange released in select Florida markets. 
The orange-tinted expression first launched in Europe in 
September 2018. 

Outside its leading brands, Diageo is showing a commit-
ment to gin. In May the company unveiled a new super-
premium gin label, Villa Ascenti. Made at the new Distilleria 
Santa Vittoria in Italy, Villa Ascenti is made from Moscato 
grapes infused with Tuscan juniper berries and also includes 
herbs like mint and thyme. Villa Ascenti initially launched 
in Europe, where the super- and ultra-premium gin markets 
have been growing rapidly in recent years. Diageo’s gin port-
folio also includes Gordon’s, Tanqueray No. Ten, and Jinzu. 

Second-place Bombay Sapphire’s growth was relatively 
modest at 1.3% to 946,000 cases last year. The Bacardi brand 
has added about 300,000 cases to its total since 2010. Look-
ing ahead, Bombay Sapphire brand director Tom Spaven is 

Super-Premium Gin

Upscale Gin Brands Lead Category Growth,  
As Key Players Tap On-Premise Opportunity
continued from page 1 >>>

U.S.—LEADING SUPER-PREMIUM GIN BRANDS1

THOUSANDS OF 9-LITER CASES

 Percent 
 Change2

Brand Company 2005 2010 2015 2016 2017 2018 2017-2018

Tanqueray Diageo North America 1,415 1,330 1,348 1,373 1,376 1,385 0.7%
Bombay Sapphire Bacardi USA  595 648 817 987 933 946 1.3
Hendrick’s William Grant & Sons USA 15 110 294 341 370 440 18.9
Boodles Proximo Spirits  17 13 42 49 51 52 2.0
Aviation Davos Brands - - 8 11 20 38 91.0
Martin Miller’s Zamora Co USA - 9 30 30 35 37 5.0
Plymouth Pernod Ricard USA 15 24 30 32 35 36 3.3
Citadelle Maison Ferrand USA - 15 27 30 35 36 4.0
Fords The 86 Co (Brown-Forman) - - 8 17 24 30 25.0
Uncle Val’s 3 Badge Beverage Corp - - 11 13 26 27 5.5
Bluecoat Samson & Surrey - - 10 12 17 23 36.4
Prairie Organic Phillips Distilling Co - - 10 13 18 20 13.0
Drumshanbo Gunpowder Taub Family Cos - - - - 5 19 +

  Total Leading Brands3  2,057 2,148 2,638 2,912 2,963 3,098 4.6%

1 At least $20 per 750-ml.
2 Based on unrounded data
3 Addition of columns may not agree due to rounding Source: Impact Databank
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bullish on the label’s potential. “Gin is experiencing a renais-
sance led by the premium and super-premium segments,” 
he says. “We’re seeing more and more millennials entering 
the gin category as they seek to explore spirits with more 
flavor and character. Bombay Sapphire continues to see suc-
cess in North America, growing market share against our 
key competitors.”

Third-place Hendrick’s, from William Grant & Sons, con-
tinues to surge. It tacked on 70,000 cases to reach 440,000 
cases total on nearly 19% growth last year, accelerating from 
9% the previous year. Even as competition in the super-pre-
mium gin segment begins to grow, Hendrick’s, which sells 
at around $35 a 750-ml., could potentially surpass a half-
million cases in 2019. 

“Last year was Hendrick’s largest growth year ever, remain-
ing well ahead of the category,” says Hendrick’s senior brand 
manager Paige Parness. “Growth came from both the on- 
and off-premise, and half of our business remains in the on-
trade. This helped build momentum as we went into 2019 
where current performance has a similar theme. We’re con-
tinuing to outpace the gin category in both Nielsen and 
NABCA measures for both volume and dollar share over the 
52- and 13-week periods.”

Hendrick’s has also invested in the higher end in recent 
months with two new limited-edition line extensions:  
Orbium and Midsummer Solstice. Infused with quinine, 
wormwood, and lotus blossom, Orbium is aimed mainly at 
upscale bar accounts as a specialty cocktail gin, while Mid-
summer Solstice ($35 a 750-ml.) marks the first release in 
Hendrick’s master distiller Lesley Gracie’s Cabinet of Curi-
osities. “Midsummer is a lighter, crisper take on the typical 
Hendrick’s house style,” Parness says. 

As for marketing, “The category is extremely cluttered and 
noisy,” Parness says. “We continue to stand out by making 
every brand exposure an experience. Our Midsummer  
Solstice innovation in June included three-day pop-up  
activations in which we took over Pershing Square in New 
York City and Century City in LA and covered the area with 
florals, surprising and delighting passersby as they headed 
about their day. And we’re focusing on year-round initia-
tives, because gin is not just reserved for summer months. 
This holiday season we’ll be launching a 360-degree retail 
program around holiday hosting that provides shoppers  
solutions for various holiday hosting conundrums.” 

Smaller Players Getting Bigger
Outside the top three, volumes are much smaller, but the 
universally positive momentum bodes well for the future. 
Proximo Spirits brand Boodles depleted 52,000 cases last 
year on 2% growth. The brand has added nearly 40,000 
cases to its yearly total since the beginning of the decade 
when it depleted 13,000 cases. In July the brand launched 
a new pink-hued expression. Made with rhubarb, strawber-
ries, and a blend of botanicals, Boodles Rhubarb & Straw-
berry gin clocks in at 70 proof and is retail priced at about 
$24 a 750-ml. The new offering joins the flagship London 
Dry gin.

Several smaller players saw major growth last year includ-
ing Aviation Gin, Fords, and Bluecoat. Aviation moved 8,000 
cases in 2015, and depleted 38,000 cases in 2018, up 91% 
from the previous year. New York-based Davos Brands ac-
quired the label in late 2016 from Oregon craft distiller 
House Spirits. In 2018, actor Ryan Reynolds took a partial 
ownership stake to oversee Aviation’s creative direction and 
introduce more consumers to it. Fords, recently acquired by 
Brown-Forman, grew 25% to 30,000 cases, up from 8,000 
cases in 2015. At 90 proof, Fords bills itself as perfect for 
cocktails, aiming to stand out in the on-premise market. 
Bluecoat advanced 36.4% to 23,000 cases, up from 17,000 
the year before. Produced by Philadelphia Distilling, Blue-
coat’s lineup consists of three expressions, Bluecoat Ameri-
can Dry Gin, Barrel Finished Gin, and Elderflower. Uncle 
Val’s, from 3 Badge Beverage, grew 5.5% to 27,000 cases. 

Martin Miller’s Gin, part of Spanish drinks company 
Zamora, advanced 5% to 37,000 cases in the U.S. last year. 
Zamora took a majority stake in the brand in January 2018. 
Its line includes an original gin ($27 a 750-ml.), Westbourne 
Strength ($36), and 9 Moons ($49), which together have a 
global volume of about 100,000 cases. Zamora Co. USA, a 
joint venture between Zamora and Old Nassau Imports, is 
aligned with Southern Glazer’s Wine & Spirits for distribu-
tion to 41 states. In addition to Martin Miller’s Gin, Zamora 
USA’s portfolio includes Licor 43, Double Cross vodka,  
Yellow Rose whiskey, and Lolea sangria.

Pernod Ricard’s Plymouth brand grew 3.3% to 36,000 
cases last year while its Monkey 47 accelerated, building on 

U.S.—SUPER-PREMIUM GIN MARKET*
MILLIONS OF 9-LITER CASES

Source: Impact Databank
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its small base. Plymouth has more 
than doubled in size since 2005, 
following Pernod’s acquisition in 
2008. The label produces five  
expressions: the core Plymouth 
Gin, Plymouth Navy Strength, 
Plymouth Sloe Gin, Plymouth 
Gin Fruit Cup, and the limited 
edition MR King’s 1842 Recipe. 
Meanwhile, Monkey 47 grew to 
10,000 cases, up from 4,000 the 
year before. In May the brand  
announced the first installment in 
its Experimentum Series, called 
2y01: Tokyo, which features the 
addition of the Japanese sansho 
plant and Kobe beef fat. Last 
month, the brand unveiled the 2019 edition of its annual 
Distiller’s Cut gin. 

Earlier this year, Pernod also acquired the Malfy brand 
from Biggar & Leith for an undisclosed sum. Malfy, which 
has volume of around 100,000 cases globally, is produced 
in Italy and retails at around $30. It includes an Originale 
gin, along with Con Limone, Gin Rosa, and Con Arancia 
flavored varieties.

Other recent launches include Taub Family’s Drumshanbo 
Gunpowder, Beam Suntory’s Sipsmith, and Lucas Bols’  
Damrak. Drumshanbo Gunpowder debuted at 5,000 cases 
in 2017 and grew to 19,000 cases last year, showing strong 
potential. Though primarily a wine company, Taub Family 
has developed a spirits portfolio that also contains Chamu-
cos and Tequila Bribon, Wemyss Scotch, Jacob’s Pardon 
American whiskey, and Dos Maderas rum. Sipsmith also 
debuted in 2017 at 6,000 cases and grew to 12,000 last year. 
“Sipsmith is an authentic British gin, and a differentiated 
product,” Suntory Holdings president Takeshi Niinami told 
Impact earlier this year.” Damrak depleted 2,000 cases in 
2015 and has tacked on 1,000 cases each following year, up 
to 5,000 in 2018. 

Dry Town Gin, from Colorado-based Old Elk Distillery, 
has found success with its boutique product. “We were  
really happy with the growth we saw going from 2017 to 
2018, in what was really our second year in the market,” says 
CEO Luis Gonzalez. “We saw significant growth in the on- 
premise trade which aligns well with the strategy of the brand. 
About 40% of business is in the on-premise and 60% is off-
premise. For most brands it skews more like 80% off-prem-
ise. We skew the other way by design, in order to better 
showcase our product’s botanicals in cocktails.” 

To facilitate that on-premise success, the company has 
made overtures to the mixology community, hosting a “Gim-
let Gauntlet” in North Carolina in which Gonzalez estimates 
around 100 mixologists took part. Dry Town also debuted 
its first line extension, Dry Town Mellow Rested Gin at Fort 

Collins, Colorado’s Collins Week. “We’ve gotten a great re-
sponse from these targeted national program, so we’re really 
looking forward to in the coming year amplifying that across 
several different markets and replicating the success and the 
connection we had with the mixology trade.”

Dry Town aligned itself with Southern Glazer’s in August 
2018, initially expanding into 19 states. This month, Dry 
Town will begin distribution to Hawaii, giving it a presence 
in all 50 states. “We’re not yet selling our full production, 
but we’re in double digit thousands of cases,” says Gonzalez. 
“Our production capacity for 2020 should be around 55,000-
60,000 cases. We won’t sell all of that but as we expand and 
approach more venues about carrying us, we need to be able 
to demonstrate that we can meet demand. From an opera-
tional perspective we’re in a good spot and on the sales side 
we’ve increased 30% year over year.” Maison Ferrand’s  
Citadelle Gin is similarly positioned, growing 4% in 2018 
to 36,000 cases. 

Prairie Organic, part of Phillips Distilling Co., depleted 
20,000 cases last year, up 13% from 18,000 cases the year 
before. Last month the Minnesota-based company launched 
Prairie Organic Navy Strength Gin. The 57% abv gin is in-
fused with citrus, angelica root, and juniper, among other 
botanicals, before bottling at a higher proof to allow the gin 
to stand out in cocktails. All of Prairie’s spirits are made from 
organic and Midwest-sourced grains. The new release is roll-
ing out now across the U.S. in select on-premise and retail 
locations where it will sell for $35 a 750-ml.

Finally, Limestone Branch Distillery, part-owned by Luxco, 
will launch Bowling & Burch, a new super-premium gin, 
next year. Debuting in key markets like New York, Florida, 
Pennsylvania, and Ohio, Bowling & Burch is made with 17 
botanicals—some of them grown onsite at the Lebanon, 
Kentucky distillery—bottled at 96 proof, and packaged in 
a screen-printed apothecary-style bottle. The new entry will 
retail at $35-$40 a 750-ml. depending on the market. 

                —Danny Sulllivan

U.S.—TOP SEVEN GIN BRANDS
    2018 Volume 2018 Retail 
 Volume   (thousands of Sales Retail
 Rank Brand Company 9-liter cases) (millions) Rank

 1 Seagram’s1 Pernod Ricard USA 1,875 $230.7 2
 2 Tanqueray Diageo North America 1,385 332.4 1
 3 Bombay Sapphire Bacardi USA  946 229.9 3
 4 New Amsterdam E. & J. Distillers 670 86.5 5
 5 Gordon’s Diageo North America 495 52.0 7
 6 Beefeater Pernod Ricard USA 443 85.1 6
 7 Hendrick’s William Grant & Sons USA 440 169.1 4

    Total Top Seven2  6,255 $1,185.5 

1 includes Twisted
2 addition of columns may not agree due to rounding Source: Impact Databank
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sides in eastern Sonoma County centered on The Geysers 
geothermal district, where the fire ignited. Most Alexander 
Valley residents and vintners have now returned to more ac-
curately assess the damage, with many stressing the fact that 
the vast majority of the region’s vineyards and wineries were 
left unscathed.

Resilience, And Relief
“It’s been challenging,” Windsor Mayor Dominic Foppoli 
told Wine Spectator. Foppoli was among a crowd of elected 
officials and staff that greeted evacuees as they returned  
home Oct. 30. “We’re a strong, resilient community with so 
much heart. This has brought us together and made us so 
much stronger.”

Restaurants and hotels have reopened their doors in 
Healdsburg, a major wine country destination at the cross-
roads of the Alexander, Russian River, and Dry Creek val-
leys. “We need people to realize that Sonoma County is not 
burned down,” said Foppoli, who also co-owns Christopher 
Creek winery near Healdsburg. “The best way to support us 
is to come visit us.”

Jake Bilbro of Limerick Lane winery, just outside of 
Healdsburg, was able to return earlier this month and said 
the fire reached the northern and southern side of his prop-
erty. He credits firefighters for protecting his century-old 
vineyard, as well as his winery.

According to Karissa Kruse, president of the Sonoma 
County Winegrowers, which represents more than 1,800 
growers in the region, the harvest was nearly finished by the 
time the fire started, with 92% of her members’ grapes har-
vested before Oct. 28.

Vintners are still assessing the 2019 vintage wines, still 
fermenting or resting in barrel. Power was shut off preemp-
tively through much of the region to avoid live electrical 
lines breaking and throwing sparks in heavy winds, which 
are blamed for igniting many of 2017’s fires. Bilbro says his 
2019 wines should be fine despite the winery losing power 
for eight days. “We made sure that all of our wine was pro-
tected and was in a safe place,” Bilbro said. “Thus far, every 
indication is that our wine is in great shape.”

But some wineries were not so fortunate. “We are looking 
at the loss of our entire [2019] vintage,” said Foppoli, who 
fears that his wines in tank and barrel were exposed to heat 
and smoke after the winery lost power. Christopher Creek 
was finishing the second half of its harvest and still had grapes 
on its crush pad when the fire threatened the winery. “It’s 

probably not salvageable after being left for eight days in the 
sun with no winemaker.”

At Soda Rock winery, which suffered major damage, in-
cluding the destruction of its 160-year-old cellar building, 
and lost stocks of wines already bottled, winemaker Antoine 
Favero is charting the road ahead for the wines from the 
2019 vintage. Most were being made at nearby and undam-
aged Mazzocco winery (where he is also winemaker) when 
the fire hit.

“The wines were on their own for a while—unfortunate, 
because it started out to be such an amazing year. Great fruit, 
beautiful profiles,” Favero said. “My protocol went out the 
door. I closed the tops [of the tanks] and said a little prayer 
and left … in my 30 years of winemaking, this is the first 
time [we’ve been] impacted by no electricity and evacua-
tions.” His biggest fears were for the white wine and rosés, 
where fermentations that are normally kept in the 40° F 
range were nearing 70° F.

Soda Rock’s tastings have resumed, in a new venue. “We 
decided we were going to do a pop-up tasting in the barn 
that didn’t burn,” Favero said. “The amount of support that 
we got from community and tourists was heartwarming.” 
Favero said they plan on moving forward with tastings in 
the barn, but are also looking at temporary tasting rooms in 
another location.

“Every time I saw the firefighters—hundreds of them go-
ing up and down the roads—I was so thankful,” Favero said. 
“They saved Healdsburg, Geyserville, and Windsor and 
more. They are definitely our heroes.”

For Sebastopol-based vintner Paul Hobbs, the fire affirmed 
that Sonoma residents will pull together in times of crisis. 
“People were there for one another with seemingly countless 
acts of selflessness and sacrifice,” he said. 

“In terms of wine quality, I expect the [power] outages will 
pose no impact,” Hobbs said. “Though we were without 
power for an extended period, Cab fermentations were  
either finishing or hadn’t started (Chardonnay and Pinot 
Noir fermentations had already completed) and the out- 
door temperatures were unseasonably cool, [which was] a 
blessing. With limited auxiliary power we did what had to 
be done.”

While the Kincade fire is now effectively over, the fire 
threat is not. The beginning of the rainy season in Northern 
California had yet to materialize at press time. Until the rains 
return, the landscape remains critically dry—and danger-
ously prone to fire.
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California Wildfires

Sonoma Wineries Reopen Their Doors, With 
Vintners Seeing Little Impact On 2019 Vintage
continued from page 1 >>>
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Chris Indelicato, President & CEO 
Delicato Family Wines

Indelicato: Our 500-ml. has taken off alongside the 3-liter. 
In Nielsen data the 500-ml. has been accelerating, up 35% 
over the last 52 weeks, 40% over the last 26 weeks, and now 
50% over the last 13 weeks. It’s starting to appear in the cold 
box at retailers next to the canned wines and the 187-ml. 
and 375-ml. sizes. The 1.5-liter is doing fine as well, so across 
the brand Bota Box has a very strong position in alternative 
packaging. And the core offering took over as the top 3-liter 
in the category this summer. Overall, Bota has been grow-
ing at around 17%-18% over the past 52 weeks, which is 
becoming harder and harder to do as the industry appears 
to have decelerated a bit.

IMPACT: How does the Nighthawk range differ from the 
core brand? 

Indelicato: Nighthawk is aimed at the 21-24-year-old  
consumer who’s looking for a bigger, bolder flavor—things 
like a rich Pinot Noir, buttery Chardonnay, or Bourbon bar-
rel-aged Cabernet. We’ll now have an entry in each of those 
flavor profiles. Nighthawk will be over 1 million cases this 
year, and what’s interesting is that we’re not seeing any can-
nibalization of our other SKUs. It’s a different consumer. 

California’s Delicato Family Wines has been on a remarkable 
growth run, with volume roughly tripling from 4 million cases 
in 2010 to approximately 12 million cases currently. The fam-
ily-owned winery has diversified recently, gaining a foothold in 
both domestic and imported fine wines, including the acquisi-
tion of V2 Wine Group for an undisclosed sum and the creation 
of fine wine division Transcendent Wines. But its breadwinner 
remains the Bota Box label, which has earned multiple Impact 
“Hot Brand” awards on its way to a projected 8 million cases 
this year. The majority of volume remains in the core 3-liter 
($23), but Bota has also expanded into newer formats like 
1.5-liter boxes and 500-ml. Tetra Paks. Meanwhile, the brand’s 
Nighthawk extension—geared toward bolder flavor profiles—is 
now releasing three new offerings: a Bourbon Barrel Aged Cab-
ernet Sauvignon, Lush Pinot Noir, and Vibrant Sauvignon 
Blanc. Overall, Delicato is investing $10 million this year in 
Bota Box, including a new ad campaign that debuted in Au-
gust. Impact managing editor Daniel Marsteller recently caught 
up with president and CEO Chris Indelicato for an update. 

IMPACT: Alternative packaging—one of Bota Box’s hall-
marks—has been a growth area for the wine category lately. 
Where are consumers gravitating within the portfolio? 
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According to our research, 77% of Nighthawk’s volume is 
coming from other brands and sizes, and 45% is coming 
from glass bottles. It’s bringing new consumers into the wine 
category, which is badly needed right now. 

IMPACT: Where are you targeting investments to continue 
Bota Box’s momentum? 

Indelicato: With the “This is how we Bota” campaign, the 
first measure is how it’s being embraced by the retailer, and 
so far the feedback has been great. It’s incumbent on us as a 
category leader to step up and spend the money to meet the 
consumer where they’re shopping. We’re also investing in 
our production facilities. In August, we brought a new 
730,000-square-foot warehouse and bottling facility online, 
and we can scale that up to 20 million cases. We learned 
more than a decade ago that the 3-liter box drinker is dis-
cerning about quality wine, so we’ll keep investing to make 
sure we continue to meet that demand.

IMPACT: What’s behind the recent push into imports? 

Indelicato: We think we can be a full-service provider to 
retailers and distributors in a consolidating market. The fine 
wine division gives us the opportunity to market both agency 
brands—like Torbreck, Casa Real, and Schloss Vollrads—as 
well as our Black Stallion Limited Release and Diora brands, 
for example, allowing us to expand in the on-premise. We 
like where the fine wine piece is going. On the import side, 
we also brought on the Schmitt Söhne portfolio, and that 
transition has gone extremely well. We’re now wrestling with 
the same tariffs everyone else is on imports, but I think we’ll 
be fine over the long term. Our biggest import, Viña Santa 
Rita, is having a nice turnaround—and at a dollar higher 
retail price than it was previously. Overall, we’re now at 
roughly 1 million cases of imports. 

IMPACT: Will you consider adding more brands to that 
range? 

Indelicato: Yes, both domestics and imports. There’s a lot 
of opportunity out there. That said, we’re being very par-
ticular, because we’re looking for partners who want to be 
long-term strategic players in the fine wine business.

IMPACT: Which other brands across the Delicato portfolio 
are priorities currently? 

Indelicato: About two years ago our Gnarly Head brand 
(depleting about 660,000 cases last year, according to Im-

pact Databank) peaked and then lost some of its volume. 
In the last 90 days we put out a new label, returning some 
of the orange and copper that had been there before the last 
change, and that really seems to be resonating. It’s hard to 
believe a packaging change could be that impactful, but the 
brand is now growing again. We also have our 1924 line of 
wines under Gnarly Head, which have a bigger profile, and 
we just launched a Bourbon Barrel Cabernet. The Z. Alex-
ander Brown brand (approximately 160,000 cases) is also 
doing really well, growing in the 15%-20% range. On Noble 
Vines (approximately 630,000 cases), we’ve launched a new 
Marquis Red, which has been well received, and we have a 
little brand called Three Finger Jack that’s positioned at $18 
and somewhat surprisingly has excellent traction on-premise. 
Lastly, we have Diora—our brand from the Santa Lucia 
Highlands and our San Bernabe vineyard in Monterey. Di-
ora has been in the on-premise for a few years, and now we’re 
scaling that and launching it broadly across the country. 

IMPACT: What do you see as the longer-term challenges and 
opportunities for the business overall? 

Indelicato: One challenge is the labor situation. Labor costs 
have gone way up and unemployment is extremely low. Hav-
ing good people is really important and that’s just becoming 
harder and harder to get. We’re watching cannabis like ev-
erybody else, and I’m sure it has some impact, but it’s very 
minimal compared to what people thought. On the plus 
side, we see an opportunity in the new consumer. A lot of 
people seem to be concerned about millennials, but I think 
they’re an opportunity because they’re so willing to try new 
things. Our company’s ability to deliver alternative packag-
ing, alternative wine styles, and brands at all price points 
from different appellations plays nicely into our long-term 
strategic goal of being a meaningful player in a consolidat-
ing market.    

“We’re now wrestling with the same 

tariffs everybody else is on imports, 

but I think we’ll be fine over the long 

term. Our biggest import, Viña Santa 

Rita, is having a nice turnaround.... 

Overall, we’re now at roughly  

1 million cases of imports.”



THE U.S. MARKET’S READY-TO-DRINK FLAVORED MALT  
beverage category continues to reinvent itself, with its latest 
surge being driven by hard seltzers. On the heels of a strong 
2018, the overall RTD growth rate is projected to more than 
double in 2019. Continued staggering growth is likely in 
2020 with the entry of new seltzers from the major beer 
players, along with sustained strong performances from es-
tablished brands.

RTD volume in the U.S. increased 12% last year to 140.1 
million (2.25-gallon) cases, according to Impact Databank, 
thanks to solid growth by the category stalwarts and soaring 
demand for emerging seltzers like Mike’s Hard Beverage Co.’s 
White Claw and Boston Beer Co.’s Truly. This year, Impact 
Databank projects that category volume will rise nearly 30% 
to 180 million cases. 

The RTD category has long been characterized by trendy, 
flavor-focused malt beverage-based brands, some of which 
haven’t had staying power. In fact, none of the leading RTD 
brands from 1998—including Bartles & Jaymes, Seagram’s 
Coolers, and Zima—are among the category’s leaders two 
decades later, replaced by the likes of Mike’s hard lemonades, 
Diageo Beer Co.’s Smirnoff Ice, and Boston Beer’s Twisted 
Tea. Today’s leading RTD brands are appealing to consumer 

demand for lower-alcohol, reduced-calorie, and low-carbo-
hydrate packaged beverages that also offer a wide array  
of flavors.

Welcome Surprise
Hard seltzer has become the darling of the RTD category—
a welcome surprise as sales of mainstream beers continue to 
decline and craft beer growth has dramatically slowed. White 
Claw has been the biggest runaway success story. First 
launched in 2016, the brand saw its volume more than triple 
to 8.7 million cases by the end of 2018, jumping from No.-
10 to No.-6 in the category rankings. In 2019, White Claw’s 
stature is growing even more exponentially as consumer de-
mand continues unabated and distributors struggle to fill 
shelves with the product. White Claw president Phil Rosse 
says the brand is again showing triple-digit growth this year. 
“We’re working around the clock to increase current supply 
and total capacity heading into 2020 so that we can get ev-
ery consumer White Claw when they want it,” he adds. Rosse 
notes that the distributor allocation that began in September 
2018 is expected to continue until “we get back to a normal-
ized safety stock position. While not completely eliminating 
intermittent stock-outs, we believe this strategy has helped 
us to be in the best position possible. But with the tremen-
dous response from consumers, our supply chain has 
tightened.” 

No.-2 seltzer Truly has also experienced strong gains. Vol-
ume surged 49% in 2018 to 6 million cases. According to 
Boston Beer president and CEO Dave Burwick, Truly has 
shown triple-digit volume growth through October. In fact, 
the craft brewer attributes company-wide depletion growth 
of 21% through October to strong demand for Truly, as well 
as Twisted Tea and the addition of Dogfish Head Craft Brew-
ery to its portfolio earlier this year, while flagship Samuel 
Adams Boston lager continues to see volume declines. Like 
Mike’s Hard Beverage, Boston Beer is bullish on prospects 
for its seltzer brand and the segment in 2020. “We’re con-
tinuing to invest significant dollars both in capacity and 
brand-building,” founder Jim Koch told analysts last month. 
“We’ll hopefully drive category growth and continue to show 
triple-digit growth through next year. And we believe we can 
increase our share.”

Last month, the company announced that it had revamped 
all 13 flavors of the Truly line to deliver a crisper, cleaner 
taste profile. First launched in 2016, Truly is now supported 

RTD Report

Hard Seltzers Take The Market By Storm, Amid
An Expanding Field Of Ambitious FMB Players
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U.S.—READY-TO-DRINK
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with extensive advertising, including the “Drink What You 
Truly Want” national TV campaign, featuring actor Keegan-
Michael Key, and was recently named the official hard selt-
zer of the NHL. Truly on draft was introduced into about 
3,000 bars around the country during the third quarter, ac-
cording to Burwick, who told analysts, “We’re getting good 
response,” but added that the biggest opportunity on-premise 
will continue to be cans. In early 2020, the brand will be 
extended with Truly Hard Seltzer Lemonade.

Among other hard seltzer brands, Anheuser-Busch InBev’s 
Bon & Viv more than doubled volume last year to 2.5 mil-
lion cases. The brand—which was backed by advertising 
during this year’s Super Bowl—was recently joined by Natu-
ral Light line extension Natty Light seltzer. Positioned at 
what the company calls a more accessible price point within 
hard seltzer, Natty Light seltzer has nearly doubled since its 
recent launch, according to the company. Diageo Beer-

owned Smirnoff Spiked sparkling seltzer, meanwhile, also 
recorded a triple-digit rate of growth with volume sales of 
1.6 million cases in 2018. Krista Kiisk, brand director for 
flavored malt beverages at Diageo Beer Co., says the popular 
Smirnoff Red, White & Berry flavor will be extended to  
the Smirnoff seltzer portfolio next summer as a limited- 
edition product. 

Crowded Field
The hard seltzer segment will see even more competition 
next year with major entries from A-B, Constellation Brands, 
and Molson Coors as the big players seek to expand their 
presence in this emerging segment. A-B announced earlier 
this month that Bud Light seltzer will launch in the first 
quarter of 2020 in four flavors—Black Cherry, Lemon Lime, 
Strawberry, and Mango. “Seltzer has brought excitement to 
the entire category and brought consumers back to beer,” 

U.S.—LEADING READY-TO-DRINK FLAVORED MALT BEVERAGES1

MILLIONS OF 2.25-GALLON CASES

         Percent 
         Change2

Brand Company 2000 2005 2010 2015 2016 2017 2018 2017-2018

Mike’s3 Mike’s Hard Beverage Co 5.0 10.6 13.5 18.8 19.1 23.4 23.7 1.5%
Smirnoff Ice4 Diageo Beer Co USA 0.3 11.7 13.0 12.5 12.9 13.3 14.7 10.5
Twisted Tea Boston Beer Co - 2.2 4.0 9.8 11.0 12.1 14.1 17.0
Bud Light Lime Ritas5 Anheuser-Busch InBev - - - 17.6 15.1 14.1 12.6 -10.5
Redd’s Molson Coors - - - 17.2 16.1 14.1 11.5 -19.0
White Claw Mike’s Hard Beverage Co - - - - 0.4 2.6 8.7 +
Seagram’s Escapes Fifco USA 8.3 4.6 3.1 6.6 7.0 7.5 8.5 14.0
Four Loko Phusion Projects - - 9.8 6.0 6.7 6.8 6.7 -1.5
Truly Spiked & Sparkling Boston Beer Co - - - - 1.1 4.0 6.0 49.0
Steel Reserve Alloy Series Molson Coors - - - 3.7 3.8 4.2 4.8 14.5
Bon & Viv Anheuser-Busch InBev - - - 0.1 0.2 1.1 2.5 +
Clubtails Geloso Beverage Group - - - 1.0 1.3 1.9 2.4 22.4
Henry’s6 Molson Coors - - - * 2.9 2.2 1.8 -19.5
Smirnoff Spiked Diageo Beer Co USA - - - - * 0.7 1.6 +
  Sparkling Seltzer         
Cayman Jack Mike’s Hard Beverage Co - - - 0.7 0.9 1.1 1.4 28.0
Jack Daniel’s Brown-Forman 1.7 1.2 0.8 0.9 0.9 1.0 1.2 17.7
  Country Cocktails   Beverages Worldwide        
Not Your Father’s Small Town Brewery - - - 3.2 2.5 1.6 1.2 -29.0
Arnold Palmer Spiked Molson Coors - - - - - - 1.2 +
Natty Rush Anheuser-Busch InBev - - - - - 0.1 1.1 +
MXD Mike’s Hard Beverage Co - - - - - - 1.1 +

  Total Leading Brands  15.3 30.2 44.3 98.1 101.9 111.6 126.4 13.3
  Other Brands  31.8 37.7 25.7 13.7 13.5 13.5 13.7 1.2

Total RTDs/FMBs7  47.1 67.9 70.0 111.8 115.4 125.2 140.1 12.0%

* Less than 50,000 cases
1 Low-proof, primarily single-serve products; excludes hard cider
2 Based on unrounded data
3 Includes Hard & Harder
4 Includes Smash, Spiked, Electric and Black
5 Includes Rita’s cocktails
6 Includes hard soda and sparkling water
7 Addition of columns may not agree due to rounding Source: Impact Databank
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remarks Andy Goeler, Bud Light vice president of market-
ing. “We’re looking forward to leveraging the power of the 
Bud Light brand to help grow the category.” Bud Light selt-
zer will be packaged in 12-packs of 12-ounce cans and single 
25-ounce cans.

Constellation Brands’ beer division, meanwhile, will 
launch a Corona hard seltzer in the spring. Constellation 
president and CEO Bill Newlands told analysts last month, 
“Corona carries unbelievably strong brand equity as the 
No.-1 most-loved brand among both Hispanic and total 
population drinkers age 21-54, and that’s why we’ve decided 
to put the Corona brand name on our new seltzer. We be-
lieve that seltzers are here to stay and will therefore acceler-
ate the volume shift into the category from the low end to 
the high end, where we are the market-share leader.” Corona 
hard seltzer, with 90 calories a serving, no carbs, and no 
sugar, will be available in four flavors.

Molson Coors’ Vizzy hard seltzer will also launch next 
year, while the company’s Henry’s hard sparkling water brand 
will be revamped. With 100 calories and 5% abv per  
serving, Vizzy will be “infused with super fruits,” Molson 
Coors noted. 

Top Brands Post Gains
Despite some torrid growth from big players, the Mike’s  
line of RTDs retained its lead over the category in 2018. 
Volume for the line—including both Mike’s Hard and its 
Harder extension—increased 2% to 23.7 million cases last 
year from 23.4 million in the year prior. Twisted Tea, mean-
while, jumped into the No.-3 position last year from No.-5 
in 2017, with volume surging 17% to 14.1 million cases. 
The double-digit growth is continuing this year, according 
to Burwick.  

Other established FMBs also turned in impressive double-
digit gains in 2018, including Smirnoff Ice, Fifco USA’s  
Seagram’s Escapes, Molson Coors’ Steel Reserve Alloy series, 
Geloso Beverage Group’s Clubtails, Mike’s Hard Beverage’s 
Cayman Jack, and Brown-Forman’s Jack Daniel’s Country 
Cocktails. Smirnoff Ice, the No.-2 RTD in 2018, saw vol-
ume increase 11% to 14.7 million cases. Innovation for the 
long-established brand continues as Kiisk reveals that 
Smirnoff Ice Zero Sugar, with no sugar and below 100  
calories per serving, “will hit shelves in the next few months.”

While many RTDs are thriving at a time that consumers 
are seeking out sessionable beverage alcohol products, Club-
tails is capitalizing on its 10% abv content. “The Clubtails 
consumer appreciates our brand because of the high abv and 
ready-to-drink cocktail taste,” explains Mary Chapman, 
marketing director at Geloso Beverage. Clubtails is now 
available in 15 flavors, including a variety of traditional cock-
tail expressions.

Whether cocktail-themed beverages, hard lemonades, or 
spiked seltzers, today’s RTD brands are certainly stirring up 
excitement. The focus will remain on the category in 2020, 

with strong optimism from marketers that RTD growth isn’t 
likely to peak anytime soon, and hopes that their continued 
ascent will blunt the effects of the ongoing downturn in 
mainstream beers. 

           —Terri Allan

TOP FIVE RTD/FMB BRANDS’
SHARE OF U.S. MARKET—1998 vs. 2018

Source: Impact Databank

1998

39 MILLION 2.25-GALLON CASES = 100%

2018

Bartles &
Jaymes 31%

Seagram’s
Coolers 26%

Zima 19%

Bacardi
Breezer 8%

Jack Daniel’s 4%

Others 12%

140 MILLION 2.25-GALLON CASES = 100%

Mike’s 17%

Smirnoff
Ice 11%

Twisted Tea 10%

Bud Light Lime Rita’s 9%
Redd’s 8%

Others 45%

CONSTELLATION WILL LAUNCH  

A CORONA HARD SELTZER  

NEXT SPRING, AS WILL 

ANHEUSER-BUSCH INBEV’S  

BUD LIGHT, AS THE CATEGORY 

CONTINUES TO GAIN CURRENCY 

WITH CONSUMERS. 
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SOUTHERN GLAZER’S HAS 

made three new executive 
appointments covering key 
sales, marketing, commer-
cial, and new business 
roles. SGWS has named 
John Wittig as chief com-
mercial officer. Wittig is 
currently chief transforma-
tion officer, and has also 
served as president of East 
Region, and executive vice 
president, general manager 
of Florida during his ten-
ure with the company. In 
his new post, Wittig will 
“lead the company’s geo-
graphic regions to drive  
internal commercial capa-
bilities and route-to-mar-
ket excellence,” according 
to SGWS. Also being pro-
moted is 28-year company 
veteran Gene Sullivan, 
who is currently president 
of the East Region. Mov-
ing forward, Sullivan will 
become chief sales and marketing  
officer, leading supplier and national 
account relationships. Finally, Southern 
Glazer’s has named David Chaplin as 
chief growth officer. Currently, Chaplin 
serves as vice president, business devel-
opment on the company’s transforma-
tion team. In his new role he will report 
jointly to COO Brad Vassar and CEO 
Wayne Chaplin. “David will lead the 
identification, acquisition, building, 
and execution of new growth engines 
for the company going forward,”  
Vassar noted. David is the oldest son of 
Wayne Chaplin. All of the appoint-
ments are effective January 1.
•Pernod Ricard has named Bryan Fry 
as chairman and CEO of Pernod  
Ricard Winemakers, effective Decem-
ber 2. Fry, who is currently managing 
director of Pernod Ricard Pacific,  
replaces Bruno Rain, who is retiring. 

•Oregon winery A to Z 
Wineworks has promoted 
president Amy Prosenjak 
to CEO. Prosenjak ini-
tially joined the company 
in 2007 as CFO, before 
taking the mantle of presi-
dent in 2014. She assumes 
the CEO role from A to Z 
co-founder Bill Hatcher, 
who’s transitioning to 
chairman of the board. 
Known primarily for its 
Oregon Pinot Noir, A to Z 
currently produces more 
than 350,000 cases a year.
•Napa, California-based 
Crimson Wine Group has 
appointed Jennifer Locke 
as CEO. She joins from 
Treasury Wine Estates, 
where she was senior vice 
president focusing on di-
rect-to-consumer sales and 
overseeing 180 employees. 
At Crimson, Locke suc-
ceeds Patrick DeLong, 

who left the company earlier this year 
after serving as CEO since 2014. Ear-
lier in her career, Locke led northwest 
regional sales for Chalone Wine Group 
and managed global sales for Willa-
Kenzie Estate in Oregon. Crimson 
manages approximately 1,000 acres of 
vineyards and has brands including 
Pine Ridge Vineyards, Seghesio Family 
Vineyards, Seven Hills Winery, and  
Archery Summit, among others. 
•Montpelier, Vermont’s Caledonia Spir-
its has named Joel Elmer as VP of sales. 
Elmer joins Caledonia with 20 years of 
experience in the industry, most re-
cently as Brown-Forman’s vice president 
and Northeast division director. Elmer 
is tasked with driving Caledonia’s ex-
pansion into new states. Caledonia 
Spirits brands, including Barr Hill and 
Tom Cat gins, are currently distributed 
to 32 states.

Management Moves
•MGP INGREDIENTS POSTED A 6.4% 

decline in sales for its Distillery Prod-
ucts segment in its fiscal third quarter 
ended in September, as its premium 
beverage alcohol sales fell 10.5% to 
$42 million. President and CEO Gus 
Griffin said the decline was due to 
MGP’s customers working “though 
temporary excess inventory situa-
tions” and that new and returning 
customers are expected to bolster 
sales moving forward. While MGP 
saw a 4.3% increase in white spirits 
to $15.4 million, its brown spirits 
segment fell 17% to $26.7 million 
for the quarter. Gross profit for the 
company’s Distillery Products seg-
ment was down slightly to $15.9 mil-
lion year-on-year.

•FOLIO FINE WINE PARTNERS HAS 

added two French wine producers to 
its import portfolio. From Provence, 
Château Beaulieu offers two rosé 
wines—Provence Rosé ($20) and  
Cuvee Alexandré Rosé ($25)—which 
join Folio’s distribution network 
starting immediately. Rhône-based 
winery Clos de L’Oratoire des Papes 
will see its Châteauneuf du Pape 
Rouge ($75), Châteauneuf du Pape 
Blanc ($75), and Châteauneuf du 
Pape Rouge Les Choregies ($150) 
imported by Folio effective January 
1. Opici Wines previously handled 
Château Beaulieu in the U.S., while 
Bronco Wine managed Clos de 
l’Oratoire des Papes.

•STE. MICHELLE WINE ESTATES RE-

ported net revenue down 1.2% to 
$483 million for the nine months 
through September, as operating in-
come fell 32% to $50 million. Vol-
ume was roughly flat at 5.9 million 
cases year-on-year. Ste. Michelle said 
higher promotional investments and 
costs have been eating into earnings. 

John Wittig

Amy Prosenjak




