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THE LARGEST, MOST RESPECTED MAGAZINE DEVOTED 
TO OFF-PREMISE BEVERAGE ALCOHOL RETAILERS.

Beverage Dynamics delivers valuable information that 
retailers need to improve their businesses, including:

  Valuable trend information

  Powerful category data

  Best practices

  Market & retailer profiles

  New products

  Growth brands

  Wine & beer reviews

  Technology & marketing
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B
eing a family-owned liquor store 
chain powerhouse in the state of 
Georgia is rather unusual, since state 
law limits owners to just 

two licenses. But Tower Beer, Wine, 
& Spirits has defi ed all expectations, 
and has been a top destination re-
tailer in the area for nearly 70 years. With one 
location in Atlanta and the other in nearby 
Doraville, the business continues to grow in 
overall sales and volume.

“We’ve been in business for such a long time, and the business 
has always been run under the same family,” says owner Michael 
Greenbaum. “We don’t have to keep reinventing the wheel, and 
we’ve also earned our reputation as being the go-to spot for cus-
tomers looking for great service and quality products.”

A HISTORY OF EXCELLENCE
The Tower legacy began in 1948, when Greenbaum’s uncle and 
brother opened their fi rst store in Atlanta. Then known as Tower 
Package, the two brothers opened a second location four years 

later. Eventually there were fi ve separate Tower lo-
cations, but when the law limiting only two stores 
per license holder passed in 1962, the siblings ended 
their partnership in order to maintain more stores 

individually. The two stores retained by Greenbaum’s father are 
the ones that kept the Tower name.

Upon graduating from college in 1972, Greenbaum joined the 
family business. The two Tower stores increased their beer and 
wine selections over the years and also moved their two existing 
stores to larger locations. The Atlanta store, which currently em-
ploys 55 people, underwent a major expansion seven years ago 
and now fi lls a 21,000-square-foot space. The Doraville store has 
a staff of 45 people and expanded fi ve years ago, occupying a 
24,000-square-foot location.

Georgia law limits off-premise licensees to two stores 
each, making Tower’s success more remarkable.

Maintaining a 
       Legacy

How Tower Stays on Top in Atlanta

BY MELISSA 
NIKSIC
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BEVERAGE DYNAMICS IS THE
#1 PUBLICATION REACHING

OFF-PREMISE BEVERAGE ALCOHOL
RETAILERS WITH MORE THAN 

51,000 OFF-PREMISE DECISION
MAKERS NATIONWIDE.
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FLAVORED VODKA IS FINALLY GROWING UP, which may seem like a funny 
thing to say about an integral part of the biggest spirits category. Let’s say the segment is 
maturing - fi nding its essence and true nature. Vodka is getting respect from bartenders and 
consumers alike as a smooth, refi ned and, yes, delicious product. 

Sure, it went through a phase, throwing out some extravagant fl avors that might have 
been more at home in candy stores, cake shops or on cereal shelves. That big bump of 
fl avor proliferation overstuffed retailers with SKUs, glazed-over consumers’ eyes with the 
plethora of choices and dragged down category sales. Now, no more kid’s stuff. Taking a 
fresh look at fl avor, producers are slimming down portfolios and making more thought-
ful introductions. As a result, fl avored sales are back up and the category is supporting 
grown-up fl avor debuts with new campaigns. 

NEW ON THE SHELF
Nearly 30 years after the debut of Absolut Citron, Pernod Ricard recently launched Absolut 
Lime. “What is absolutely driving the growth within the fl avor segment is citrus,” says Ab-
solut Brand Director Nick Guastaferro. Absolut Citron, Guastaferro says, is the number-one 
lemon vodka, along with the strongly performing Absolut Mandarin. “So we are building 
off a position of strength with the launch of Absolut Lime. If you look at the broader food 
and drink picture, lime is driving a lot of the macro trends.” 

In March, Svedka debuted Blue Raspberry, bringing its fl avor portfolio to 14, according 
to Brand Director Vick Arcos. Also in March, the Deep Eddy brand added a sixth fl avor 
with Deep Eddy Orange, according to Reid Hafer, Senior Brand Manager for Heaven Hill.

“Stone fruits are on-trend,” notes Rich-
ard Black, Vice President of Marketing, 
white spirits and cordials for Campari 
America. The company recently launched 
Skyy Infusions California Apricot, which 
joins Skyy Infusions Georgia Peach in the 
fl avor portfolio. This April, the brand also 
initiated a new advertising campaign, en-
titled “Make Every Day,” which hearkens 
back to the San Franciscan roots of Skyy 
Vodka; California Apricot will feature 
heavily in the campaign. 

Also in April, Cîroc released its fi rst lim-
ited-time variant, Cîroc Summer Colada, 
infused with coconut, pineapple and other 
natural fl avors. It joins Cîroc Mango, which 
was released last September, according to 
Brand Director Ryan Robertson.  

Smirnoff made news last year with 
the launch of Smirnoff Sourced, which 
is made with 10% real fruit juice from 
concentrate. This year, the brand is re-re-
leasing popular seasonal offerings like 
Smirnoff Red, White & Berry and Smirn-
off Peppermint Twist for a limited-time, 
according to Jay Sethi, Vice President of 
Marketing for the brand. 

FLAVOR POPS
“While there is still a very robust market 
for fl avored vodka, the category was ei-
ther fl at or down in the last few years,” 
says David Ozgo, Senior Vice President 
for Economic and Strategic Analysis for 
the Distilled Spirits Council (DISCUS). 
However, volumes of fl avored vodkas 
were up by 800,000 cases in 2016, repre-
senting almost 8% growth. Of the 800,000 
in increased shipments, around 600,000 
cases represented new product introduc-
tions. “Thus, much of the increase went to 
stocking shelves and building wholesaler 
inventory,” Ozgo adds.

“Sales of flavored vodka have re-
bounded,” says Absolut’s Guastaferro, 
conceding that the category had experi-
enced a bit of a contraction in past years. 
“A lot of the rebound can be attributed to a 
focus on core, higher-productivity SKUs.”

FRUIT FORWARD 
Indeed, the consensus is that fruit is the 
current “it” vodka fl avor. 

“It seems the fad for confectionary fl a-
vors has diminished. But the more main-
stream fruity fl avors have remained strong 
and we are starting to see a fl urry of new 

BY THOMAS HENRY STRENK

FULLY
MATURED
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FIVE STARS

(97) The Answer Brewpub I Am CM Bry-
ant (Andall) (Virginia). An Imperial stout 
with coffee, hazelnuts, toasted coconut 
and bourbon-barrel aged honey. Pours dark 
black with a thin brown head. Overwhelming 
aromas of coffee and coconut. Sweet, cof-
fee-forward, leads to a smooth hazelnut and 
toasted coconut tropical finish — delicious. 
13% ABV.

(97) Prairie Artisan Ales “BOMB” (Okla-
homa). Poured almost black into a pint glass. 
Muddy head with average retention. Coffee 
notes dominant in the nose. Very creamy 
and rich in the mouth. Warming pepper heat 
from the ancho peppers offsets the underlying 
coffee sweetness. The 13% alcohol is very 
well hidden, allowing coffee and chocolate to 
emerge on the long fi nish. Very apt name, this 
beer is the BOMB! 13% ABV, 65 IBU.

(96) Westbrook Brewing Key Lime Pie Gose 
(South Carolina). The classic gose updated 
with ingredients to taste like a slice of key 
lime pie. Pours light yellow with no head, no 
aroma. Easy drinking with a nice lime tartness 
that leads to a slightly salty fi nish. A perfect 
summer beer! 4% ABV.

(96) Midnight Sun Brewing Co. Berserker Impe-
rial Stout 2012 (Alaska). From the cellar. Choc-
olate syrup, rum and Bourbon-soaked chocolate 
cake. Not sweet though. Balancing toasty bit-
terness, damp and charred barrel, slightly burned 
chocolate éclair, toasted chocolate biscuit, in-
credibly complex malt profi le, relatively dry fi nish, 
full bodied, incredible. Don’t hold, drink now. 

(95) Avery Dihos Dactylion (Colorado). Aged 
six years in my cellar. Tart fi g paste, a chewy 
Oud Bruin and Flanders Red-like malt profi le, 
musty brett character that’s balanced, a good 
amount of acidity still. Ripe strawberry and 

red raspberry fruitiness, light chocolate, fully 
dry in the fi nish, nice minerality, delicate tan-
nins. Awesome!

(94) Haw River Farmhouse Ales Sazerac 
(North Carolina). A rye Belgian-style triplel aged 
in Willet rye barrels, with spices added. Meant 
to mimic the classic cocktail. Pours pale yellow 
with a thin white head. Aromas of rye whiskey 
lead to an almost overpowering amount of fen-
nel, fi nishes slightly sweet. 8.8% ABV 30 IBU. 

(93) Brouwerij De Molen Mout & Mocca 
(Netherlands). Turkish coffee, chocolate wa-
fers, some cigar ashiness, so balanced, crispy 
toffee chocolates, light jalapeno, not cloying at 
all. Fantastic!

FOUR STARS

(90) Mikkeller SpontanCherry Frederiks-
dal (Denmark). Heavy amount of cherries, 
rich and fruity, tart and dense, beautiful al-
mond-like cherry pit minerality, dry-yet-juicy 
fi nish, just enough acid. Delicious.

(90) Fonta Flora Smoke Signals (North Caro-
lina). A kvass-style beer brewed with country 
bread and birch. Pours pale yellow with a me-
dium light white head. Light and effervescent, 
herbal with a slightly talcum fi nish. The birch is 

www.beveragedynamics.com July/August 2017 • Beverage Dynamics     41 

BEER
SELECTIONS

RETAILER

FRUIT-FORWARD BREWS

FOR THIS ROUND OF NATIONAL RETAILER BEER PANEL 
REVIEWS, WE ASKED PANELISTS TO RATE FRUITY BEERS. These 
reviews include brief tasting notes and a rating. If you’re an off-premise professional 
who would like to learn more about participating in our panel, please contact 
Kyle Swartz at (203) 855-8499 ext. 2225 or kswartz@epgmediallc.com.

 The Beverage Dynamics 
National Retailer Beer Panel 
 recommends a lineup of top 
quality/value fruity beers.

★★★★★ 

Five Stars (93-100) A top-flight 
beer. Superior in taste and char-
acter, providing an outstanding 
price/value relationship.

★★★★

Four Stars (86-92) A very 
good beer at an excellent value. 
A beer for which customers will 
keep coming back.

★★★

Three Stars (80-85) An 
above-average beer at a 
reasonable price point, which 
many consumers will enjoy.

 RATING SYSTEM

p41x46-BD17JulAug-BeerWine Reviews.indd   41 7/21/17   11:53 AMC
reated in 2015, 
the Growth 
Brands Hall of 
Fame honors 

sustained growth in the 
beverage alcohol industry. 
Wine and spirit brands 
inducted into the Hall of 
Fame must have won at 
least 15 Growth Brands 
Awards, which have been 
presented since 1997. This 
year, six spirits qualifi ed 
for that honor by winning 
their fi fteenth award.

Winners were honored at the Growth 
Brands Awards reception at the Wine & 
Spirits Wholesalers of America Convention 
in Orlando. A recap of that event will be 
included in the July/August issue.

The following profi les of each brand 
highlight what makes it stand out against 
the competition. These six winners are the 
best of the best, and we congratulate each 
of them on their accomplishment. We hope 
that younger brands, or established brands 
closing in on their fi fteenth win, will aspire 
to one day join them in the Hall of Fame.
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GROWTH BRANDS 
HALL of FAME
SIX SPIRITS BRANDS JOIN THE
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SVEDKA VODKA 
BLUE RASPBERRY
Blue Raspberry has a 
sweet berry and tart 
lemon profi le, the com-
pany says, and is now 
available nationwide. Blue 
Raspberry “targets the 
palate thrill seekers who 
crave extreme fl avors, 
a trend seen across the 
food and beverage space 
in sour candies, spicy 
snacks and electric ener-
gy drinks coveted by Generation-Y,” the company 
says. “With raspberry and blue raspberry being 
the most sought-after vodka fl avors among LDA 
consumers, Svedka Blue Raspberry answers the 
Millennial call for all things bold and audacious.” 
Svedka’s two-tone packaging “further commu-
nicates the bold fl avor blend with vibrant fuchsia 
raspberry tones transitioning to an electric blue 
hue.” SRP: $1.99 per 50-ml. bottle, $6.99 per 
375-ml., $12.99 per 750-ml., $16.99 per 1-L., 
and $21.99 1.75-L. URL: www.svedka.com

SKYY INFUSIONS
CALIFORNIA 
APRICOT VODKA
This vodka is made with 
real fruit, the company 
says. Skyy Infusions 
California Apricot can be 
enjoyed on the rocks, as 
a way to elevate cock-
tails, or paired with an 
India Pale Ale as a take 
on the summer Shandy. 
The new fl avor is 70 
proof. The launch of 
Skyy Infusions California 
Apricot will be supported by a forthcoming Skyy 
Vodka advertising campaign and included in the 
brand’s 25th-anniversary marketing programs. 
Skyy was originally founded in San Francisco. 
SRP: $1.99 per 50-ml. bottle, $12.99 per 750-
ml., $16.99 per 1-L., and $21.99 1.75-L. URL: 
www.skyy.com

APPLETON
ESTATE JOY
ANNIVERSARY
BLEND
Appleton Estate’s 
newest rum shines 
the spotlight on 
its Master Blender 
Joy Spence. The 
limited-release 25-year-old Jamaican rum Joy 
Anniversary Blend commemorates the 20th 
anniversary of Spence being named master 
blender for Appleton — a fi rst for a woman at the 
time and still a rare title for women two decades 
later. The 90-proof blend has subtle mellow oak 
notes, the company reports, along with fl avors of 
orange peel, a mix of ginger, spice, warm vanilla, 
butterscotch, and coffee, with lingering layers of 
almond and toasted oak. The fi nish is of brown 
sugar. SRP: $250 per 750-ml. bottle. URL: 
www.appletonestate.com

NOBLE VINES 515 ROSÉ
Delicato Family Vineyards 
has added a rosé to its Noble 
Vines Collection. It is available 
nationally. Crafted with grapes 
grown in the valleys along the 
California Coast, Noble Vines 
515 Rosé is a composition of 
grenache layered with syrah 
and other aromatic varietals. 
The fruit is harvested early and 
cool-fermented in stainless 
steel tanks to preserve fresh-
ness, the company says. SRP: 
$14.99 per 750-ml. bottle. 

URL: www.delicato.com

REDD’S WICKED
STRAWBERRY KIWI
Redd’s has brought back 
its Wicked Hour series 
with Redd’s Wicked 
Strawberry Kiwi. The 
second fl avor in the 
series, Redd’s Wicked 
Strawberry Kiwi (8% ABV) 
is available nationally for a limited time only. 

Redd’s Wicked Strawberry Kiwi offers strawber-
ry and kiwi fl avors that balance between sweet 
and tart. Its fruit-forward aroma is complement-
ed by a smooth, moderate body, the company 
says, with mild carbonation. The drink comes in 
24-ounce cans, 16-ounce cans and 12-packs 
of 10-ounce cans. 
URL: www.reddswickedapple.com

BLUE SKY MINING 
MUSCAT BRANDY
Louisville-based Copper & Kings 
American Brandy Co. is launch-
ing a limited-release, 100-proof, 
7-year-old muscat brandy: Blue 
Sky Mining. Matured for 30 
months in a Kentucky hogshead 
barrel, the non-chill fi ltered spirit 
is untouched by post-distillation 
infusion of boisé (oak fl avor or 
infusion) or caramel coloring. 
Approximately 600 bottles will 
be available by request for a 

selection of bars and liquor stores across the 
country. Aromas include tropical notes of melon 
and hibiscus, with hints of roses. The taste is 
muscat fresh grape juice, with a touch of ripe, 
bruised peach, the company says. 
SRP: $40 per 375-ml. bottle. 
URL: www.copperandkings.com

CLOS MARTIN ARMAGNAC
Niche Import Co. has announced 
the U.S. arrival of Clos Martin 
Armagnac, launching in New 
York, New Jersey, Illinois and 
California. Their eaux-de-vie ex-
presses the character of grapes 
from Gascony and around the 
Pyrenees Mountains. Clos Martin 
VSOP – 8 Year Old and Clos 
Martin XO – 15 Year Old are 
both a blend of Baco and Ugni-
Banc varieties. For an Extra Old 
Armagnac (XO), the law requires 
a minimum aging of 6 years; at Clos Martin, their 
XO Armagnac is aged in oak barrels for at least 
15 years before blending. SRP: $39.99 for VSOP 
and $46.99 for XO, both per 750-ml. bottle. 
URL: www.ourniche.com

ON THE

Shelf
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2018 EDITORIAL CALENDAR
January/February March/April May/June July/August September/October November/December

Focus

Cover

Features

Bonus Distribution

Imports Issue

Retailer Profile

• Imported Whiskeys
• Imported Vodka
• Imported Beer
• Irish Creams
• Sake
• Pinot Noir Reviews
• Emerging Rums

Growth Brands:  
Wine & Spirits

• Retailer Profile
• Market Profile
• Tequila
• Exotic Spirits
• Growler Sales
• Chardonnay Reviews
• Sour Beer Reviews
• Emerging Vodkas

Wine & Spirits Wholesalers 
of America (WSWA) Con-
vention: May 1-3, Las Vegas

2018 Retailers  
of the Year

• Category Trends
•  Growth Brands Hall  

of Fame
• Rum
• Ciders
• Summer Beer
• Marketing to Millennials
• Rosé Reviews
• IPA Reviews
•  Emerging American 

Whiskeys

Beverage Alcohol  
Retailers Conference: 
Denver

Flavor Issue

Flavored Spirits: Vodka, 
Rum and Whiskey

• Market Profile
• RTDs and Mixers
• Gin
• South American Wine
• FMBs and Hard Sodas
• Under $20 Wine Reviews
•  Emerging Imported 

Whiskeys

American Products Issue

Retailer Profile

• Growth Brands Beer
• American Whiskey
• American Vodka
• American Beer
• Cordials & Liqueurs
• Moonshine
• Wine-Base Beverages
•  Beer Industry  

Consolidation
•  Cabernet Sauvignon 

Reviews
• Lager Reviews
• Emerging Tequilas

National Beer Wholesal-
er Association (NBWA) 
Conference: Sept. 23-26, 
San Diego

Holiday Selling Issue

Retailer Profile

• Brandy & Cognac
• Sparkling Wine
•  Advertising &  

Promotion Awards
•  Fortified, Dessert  

and Port Wine
• Winter Beers
• Spirit Age Statements
•  Best of 2018 Wine & 

Beer Reviews
• Emerging Gins
•  Special Supplement:  

2018 Sustainability Guide

Ad Space Close

Final Ad Material Due

12/12/17

12/14/17

2/21/18

2/23/18

4/18/18

4/20/18

6/5/18

6/7/18

8/14/18

8/16/18

10/17/18

10/19/18

BRAND SPOTLIGHT Q&A: Conversations 
with brand managers about promotional 
activities and new releases.

CRAFT CORNER: Interviews about craft 
spirits and craft beers, with a brand manager 
or industry expert.

EMERGING SPIRITS: Coverage of up-and-
coming brands within a particular spirit 
category.

ON THE SHELF: The latest in new products 
and packaging for today’s retailer.

RETAILER WINE & BEER REVIEWS: Wine 
and beer reviews from our exclusive national 
panel of on- and off-premise buyers.

TRENDSPOTTING: Highlighting the latest 
trends in off-premise retailing.

TRIP REPORT: Summary of the editorial 
team’s travels to industry events.

WINE BUSINESS: Updates on the wine 
category from industry experts.

DEPARTMENTS AND COLUMNS

http://www.beveragedynamics.com
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Circulation 51,000

100% BEVERAGE DYNAMICS AUDITED CIRCULATION IS MADE UP OF DECISION 
MAKERS IN RETAIL LOCATIONS THAT SELL BEVERAGE ALCOHOL. 

BEVERAGE DYNAMICS 
GENERATES 4.2 READERS 

PER COPY PROVIDING 
A TOTAL AUDIENCE OF 

195,000.

http://www.beveragedynamics.com
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ELECTRONIC ADVERTISING MATERIALS: The 
production department at Beverage Dynamics uses 
Adobe InDesign on Mac systems. Please take this 
into consideration when preparing files. Please 
indicate what format/software your materials are 
in when submitting your materials. If you have 
any questions about acceptable formats, please 
contact our Production Director at 763-383-4425.

WE PREFER MATERIALS SUPPLIED IN THE 
FOLLOWING FORMATS: EPS, TIFF, PDF  
(created using Acrobat Distiller, embed all fonts 
without subsetting) We prefer ads to be designed 
in the following layout/ graphics software: Adobe 
InDesign QuarkXpress Adobe Illustrator Adobe 
Photoshop

WE DO NOT ACCEPT ADS 
CREATED IN THE FOLLOWING:
Microsoft Word, Microsoft Powerpoint, Microsoft 
Publisher, Corel Draw

COLOR: Unless you have contracted to run a PMS 
color, all colors must be CMYK.

IMAGES: Include all graphics and images placed, 
imported or embedded in your ad. Be sure to convert 
images from RGB to CMYK. Scanned images must 
be a minimum 266 dpi. Avoid “nesting” – importing 
graphics which contain embedded graphics into a page 
layout program. Avoid applying special effects to TIFF 
files within a page layout application as they may not 
transfer when the ad is positioned for printing.

PROOFS: Advertisers must supply a proof of the 
ad printed at 100% of the actual size with crop/
trim marks clearly indicated. We do not accept 
responsibility for and cannot guarantee the quality of 
electronic ads supplied without a proof.

TERMS & SHORT RATES: Net 30 days from invoice 
date. Advertisers/ agencies will be short-rated if, within 
a 12-month period from the date of the first insertion, 
they do not use the amount of space upon which their 
billings have been based. Cancellations must be in writ-
ing and are only accepted prior to space reservation 
deadline. Covers cannot be cancelled.

AGENCY COMMISSION: 15% gross rate of  
agency commission available for recognized 
advertising agencies.

MATERIALS SUBMISSION:

UPLOAD:   http://epgmediallc.com/send-file 
Password: Beverage

SHIPPING:
EPG Media & Speciality Information
c/o Beverage Dynamics Production
Attn: Cherri Perschmann
10405 Sixth Avenue N, Suite 210,
Minneapolis, MN 55441

QUESTIONS:
If you have any questions about 
acceptable formats, contact our 
production director; 
Cherri Perschmann
EPG Media & Speciality Information
763-383-4425
cperschmann@epgmediallc.com

INSERT RATES AVAILABLE UPON REQUEST.
Classified/Marketplace Rates: For information on 
classified rates, please call Deborah Rittenberg at 
763-383-4455 or drittenberg@epgmediallc.com.

 1X  3X  6X  12X  18X

FULL PAGE  $16,425  $16,155  $15,870  $15,370  $15,100
2/3 PAGE  $13,270  $13,065  $12,860  $12,465  $12,265
1/2 PAGE  $12,015  $11,830  $11,645  $11,309  $11,140
1/3 PAGE  $9,475  $9,355  $9,035  $8,985  $8,875

FULL PAGE

BLEED
8.25 x 11”

LIVE AREA
(non-bleed items)

7.25 x 10”

TRIM AREA/
BOOK SIZE
8 x 10.75”

2/3 V
4.5 x 10”

1/2 H
7 x 4.875”

1/3 H
7 x 3”

1/3 V
2.25 x

10”
1/2 V

3.375 x 10”

2018 BEVERAGE DYNAMICS ADVERTISING RATES (gross)

Trim Size  ..................................................8 x 10.75”

Live Area  ..................................................7.25 x 10”

Full Bleed 
(includes .125” bleed)  ...............................8.25 x 11”

2 Page Spread 
(includes .125” bleed) ..............................16.25 x 11”

2/3 Page  .....................................................4.5 x 10”

1/2 Page Vertical  ...................................3.375 x 10”

1/2 Page Horizontal  .................................7 x 4.875”

1/3 Page Vertical  .....................................2.25 x 10”

1/3 Page Horizontal  ....................................... 7 x 3”

SPECIAL POSITIONS
Back Cover: 25% premium of earned 4C rate

Inside Front Cover: 15% premium of earned 4C rate

Inside Back Cover: 10% premium of earned 4C rate

REGIONAL RATES (Available by state)
Full page 4-color

$6,750 net for 24,000 in circulation

Over 24,000 circulation add $400 per thousand

*15% agency commissionable   /   Bleed Charge: 10% of earned rate

PAGE SPECIFICATIONS (shown in inches)

http://www.beveragedynamics.com
http://epgmediallc.com/send-file
mailto:cperschmann@epgmediallc.com
mailto:drittenberg@epgmediallc.com
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ENEWS
BEVERAGE DYNAMICS’ ENEWS CONTAINS VALUABLE NEWS AND INFORMATION DELIVERING 
THE AUDIENCE NEEDED TO PROMOTE SALES OF YOUR BRANDS.

Top Leaderboard Position 1

Top Leaderboard Position 2

Medium 
rectangle

Top Leaderboard Position 4

Top Leaderboard Position 3

 Size in  Max  
Ad Unit Pixels  Size  Net Cost

Top Leaderboard 
Position 1  728 x 90  70k  $850/edition

Leaderboard 
Position 2  728 x 90  70k  $850/edition

Leaderboard 
Position 3  728 x 90  70k  $750/edition

Leaderboard 
Position 4  728 x 90  70k  $750/edition

Medium Rectangle  300 x 250  70k  $650/edition

*All Rates are net.

2018 WEEKLY  
EDITION DATES:

Edition dates: 1/3, 1/10, 1/17, 

1/24, 1/31, 2/7, 2/14, 2/21, 

2/28, 3/7, 3/14, 3/21, 3/28, 4/4, 

4/11, 4/18, 4/25, 5/2, 5/9, 5/16, 

5/23, 5/30, 6/6, 6/13, 6/20, 6/27, 

7/11, 7/18, 7/25, 8/1, 8/8, 8/15, 

8/22, 8/29, 9/5, 9/12, 9/19, 

9/26, 10/3, 10/10, 10/17, 10/24, 

10/31, 11/7, 11/14, 11/28, 12/5, 

12/12, 12/19

Ad materials due one week 
before edition date.

- no editions on July 4, December 26 or 
November 11

CUSTOM EBLASTS
Customize a message to the Beverage Dynamics audience 
specific to your brands!

eBlasts are a cost-effective way to reach key off-premise retailers 
with dedicated sales message.

Selection Criteria: Target your eBlast by several different selection 
criteria including: business type, geography or job title. 

Limited Opportunity: Beverage Dynamics allows no more than two 
custom eBlasts a month.
Cost: $5,850 net for total audience of 18,000*
Cost per Thousand: $325

Minimum cost $1,625 or 5,000 eBlast names
*Updated count available at time of eBlast

Eblast materials, URL address, subject line due one week prior to eblast 
deployment date. 

http://www.beveragedynamics.com
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WEBSITE - WWW.B E V E RAG E DYNAM ICS.COM
OFF-PREMISE DECISION MAKERS RELY ON BEVERAGEDYNAMICS.COM FOR 
LATEBREAKING NEWS, NEW PRODUCTS AND INFORMATION ON INDUSTRY EVENTS.

BeverageDynamics.com generates 30,000 average monthly Total Users.
BeverageDynamics.com Total Users were up 50% year-over-year in 2017.

Ad Unit  Size in Pixels  Net Cost per Month 

Top Super Leaderboard  970 x 90  $1,500

Middle Leaderboard  728 x 90  $1,200

Medium Rectangle Box  300 x 250  $1,200

Skyscraper/Tower Ad  120 x 600  $800

Bottom Leaderboard  728 x 90  $800

Run of Site:
All ads are scheduled as run of site unless 
otherwise specified.

File Type Accepted: 
JPG, GIF, PNG or Flash accepted. Rich me-
dia must be Flash Version 10 or below, have 
embedded click tags and run through the Flash 
Validator (https://flashvaltemp.appspot.com/
validator/. ) Maximum file size is 70k.

Rotations:
3 rotations, 12 seconds per rotation.

Non-Exclusive Ad Positions:
Up to 6 advertisers may be rotated per position

Ad Materials Due:
All artwork must be received at least 5 days in 
advance of start days. We may require a longer 
lead time for specialty ad units like roadblocks, 
etc.

Specialty Ad Units:
For more information on special web campaigns 
that would include specialty ad units, please 
contact your sales representative. Some of the 
ad units we offer on a custom basis are:  
Roadblocks, Website Takeovers, Video
Players and more.

Specifications

Top  super Leaderboard

middle Leaderboard

bottom Leaderboard

medium 
rectangle

http://www.beveragedynamics.com
https://flashvaltemp.appspot.com/validator/
https://flashvaltemp.appspot.com/validator/
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BEVERAGE DYNAMICS DIGITAL EDITION ISSUES 
OFFER A UNIQUE WAY TO REACH THE 
BEVERAGE INDUSTRY RIGHT AT THEIR DESK!

To view a Beverage Dynamics digital magazine, click here.
http://read.epgmediallc.com/i/875747-beverage-dynamics-september-october-2017

DIGITAL
SIDEBAR ADS

Two sidebar ad positions available. 
Size 1: 300 x 250 

Price: $650 monthly placement per position
Size 2: 300 x 600 

Price: $1250 per monthly placement

COVER WRAP
Full Page Wrap with back cover: 

Price: $1250 per monthly placement

COVER CURL
Price: $350

SLIDE SHOW
Place a custom photo slide show of your products 

on your ad. 10-12 images. 
Size: 500 x 700

Price: $750 per monthly placement

ROADBLOCK ADS
Gain immediate exposure with a hot linked 

roadblock ad that opens before the magazine 
loads. One position available per month. 

Size: 400 x 325 
Price: $450 per monthly placement

VIDEO/AUDIO
Adding video lets you illustrate exactly 

what you offer! Length up to 5 minutes, placement 
anywhere in the issue.

Price: $750 per monthly placement

www.beveragedynamics.com
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WINE
a WORLD of

Z
achys Wine & Liquor has come a long 
way since opening in 1944.

Back then it was known as East 
Parkway Liquor House. What began 
as this single store in Scarsdale, NY — 
one of many small alcohol shops in 

the area, with 150 square feet and two employees — has 
since grown into a global brand recognized for its fi ne 
wine selection and expertise. 

Suffi ce to say, founder Zachy Zacharia would be 
shocked to see what his legacy has evolved into 73 years 
later. Still in Scarsdale (though under its modern name), 
Zachys Wine & Liquor now boasts 5,500 square feet of 
retail fl oor, an expansive collection of warehouse space, 
and 3,000-plus brands of wine from around the world. 

Zachys has also carved out lucrative businesses in 
online sales and wine auctions — including through 
its offi ce in Hong Kong. Try explaining that to Zachy 
Zacharia in the 1940s.

As astonished as he may be, Zachy would likely be 
equally happy to discover that the company today re-
mains within his family. His son Don is CEO, having 
purchased the original store from his father in 1961, 
while Zachy’s grandson Jeff is president.

“Running a family business is great, but it certainly 
has its challenges,” explains Jeff Zacharia, now in his 50s. 
“All of us are committed to working to make it work, as 
we say, and that has made us stronger. We’re all honest 
about our strengths and weaknesses, and that makes for 
a stronger team and a stronger company.”

p11x14-BD17SeptOct-Zachys.indd   11 9/8/17   4:50 PM
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A HISTORY OF INNOVATION
Many family businesses are fortunate enough to grow. But 
few so signifi cantly as a strip mall liquor store expanding into 
a global wine powerhouse. So what provided the magic for 
Zachys? The key, it seems, has been a continued eye for inno-
vation across generations of leadership.

When Jeff ’s father Don bought the business in 1961, he con-
tinued to build it up slowly. This included moving to a larger 

location and rebranding the store to its current name. When 
fair trade laws changed in the 1970s, the store was able to refo-
cuse its retail strategy from liquor to fi ne wine.

The timing could not have been better. “As the country’s 
tastes started to move towards fi ne wine, so did we,” Jeff explains.

Americans were growing more interested in top wines 
from around the world. Tapping into this trend, Zach’s be-
came a trusted source for product and expert knowledge. 
In this way the store rode the fi ne wine wave towards sus-
tained growth. 

Never content to settle on one trend, Zachys continued 
to innovate. In 1995 the company again jumped into another 
venture following changes to the law, by entering the newly 
created business of fi ne wine auctions.

Additional innovation followed. In 1999, Zachys.com 
launched as a wine website, well ahead of its time. From its 
earliest days the site allowed consumers from across the globe 
to order wine, shipped to their doorstep. 

Innovation even took Zachys overseas. The 21st century 
brought expansion of the auction and digital businesses into 
China with the Hong Kong offi ce. This aided fulfi lling orders 
made through the company’s bilingual website, zachysasia.com.

The company continues to grow in unique ways. Zachys 
recently opened a 20,000-square foot facility in Washington’s 
D.C.’s Northeast District, consisting of a storage warehouse, 
showroom and tasting/event space.

Jeff ’s brother-in-law Andrew McMurray, Managing Con-
sultant at Zachys, spearheaded this latest 
project. Once again, a family that works 
together grows together.

Retailer Profi le
Zachys Wine and Liquor in Scarsdale, NY.

Zachys boasts 
3,000-plus 

brands of wine 
from around the 

world.
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Zachys boasts a global footprint from a 
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Zachys boasts a global footprint from a 
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Whiskey to wine and everything in-between.
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American 
 Products

Fetzer Vineyards’ Bonterra brand, 
with a winery located in Ukiah, 
California, is the best-selling wine 
made from organic grapes.

The past year has created a 
renewed national conversation 
over what “Made in America” means 
and the impact of domestic indus-
tries on the economy. Few products 
symbolize their home country’s val-
ues and culture more than alcohol, 
and that’s especially true with those 
made in the U.S.

American Whiskey continues to 
boom, with no signs of slowing 
down. American vodkas, led by 
Tito’s, are quickly overtaking im-
ported counterparts and expanding 
market share. American beers are 
down slightly, but the craft beer 
craze is still reshaping the category. 
And American wines continue to 
dominate the market, especially 
bubbly brands.

16  AMERICAN WHISKEY 24  AMERICAN VODKA 29  AMERICAN BEER 32  AMERICAN WINE

Special Edition
Annual Technology Guide
In-store tech, third-party partnerships 
and a full buyer’s guide.
Exclusively for digital subscribers
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REGARDLESS OF THE SIZE OR STYLE of your 

store, integrating technology into your business is crucial to 

long-term success. Not only does keeping up with the latest 

technology trends lead to better internal operations, but it 

also shows your customers that you’re ahead of the curve. 

And it can quickly result in increased sales.
Modern technology can also have its downfalls. Mainly 

in terms of the knowledge base that’s required to select and 

implement it. Not all retailers are as tech-savvy as others, and 

many people are intimidated and overwhelmed by the vast 

number of in-store technology options available. However, 

while retailers have many options from which to choose, 

it may surprise you to know just how many user-friendly 

systems are out there. Whether you’re considering a new 

point-of-sale (POS) system, investigating different types of 

payment processing solutions, or looking to launch or en-

hance an email marketing plan, chances are that there’s a 

system (or systems) out there that meet your specific needs. 

CHOOSING A TECH-SAVVY POS
One of the biggest technology investments a retailer can 

make is an integrated POS system. With so many options to 

choose from, it’s easy to find a system that best fits the needs 

of your business. From cloud-based systems to software that 

supports multiple external applications, you can identify the 

one that works best for you and will help elevate your store 

to the next level.A sophisticated POS can also help retailers bet-

ter leverage information to make data-driven business 

decisions. At Shore Discount Liquors in Deep River, 

Connecticut, store manager Jill Merola appreciates the 

reporting data and customer database included in the 

store’s LiquorPOS system.“I like being able to compare month-to-month data to get 

an idea of the trends as we move through the year,” Merola 

says. “I also use the customer database tool all the time when 

I’m interacting with customers.”

IN-STORE TECHNOLOGY TRENDS

4     Beverage Dynamics • Technology Guide 2017

www.beveragedynamics.com

Using the Latest Technology to Improve Your Business

BY MELISSA SHERWIN

NEW FOR 2018:  BEVERAGE DYNAMICS SPECIAL EDITIONS
IN-BETWEEN PRINT ISSUES, DIGITAL SUBSCRIBERS WILL RECEIVE EXCLUSIVE CONTENT COVERING A RANGE OF TOPICS, INCLUDING:

Contact your sales rep for more information about advertising opportunities in these Beverage Dynamics Special Editions.

NEW PRODUCTS YEAR IN REVIEW
Space Reservations Due: 12/21/17
Materials Due: 12/24/17
Publication Date: 1/8/18
Description: A listing of all the new beer, wine and spirits 
that entered the market during 2017, arranged by category.

SEASONAL PROMOTIONS GUIDE
Space Reservations Due: 2/16/18
Materials Due: 2/19/18
Publication Date: 3/5/18
Description: A round-up of upcoming spring and summer 
off-premise promotions, displays and advertising campaigns.

COMPLEMENTARY PRODUCTS GUIDE
Space Reservations Due: 4/20/18
Materials Due: 4/23/18
Publication Date: 5/7/18
Description: Tips on selling tobacco, gifts and accessories, 
snacks and soda, cheeses and other non-alcohol products.

WINE, BEER & SPIRITS FOR RETAIL DECISION MAKERS

2017 SPECIAL EDITION #1

IN-STORE 
TECH

THIRD-PARTY
PARTNERSHIPS

+

TECHNOLOGY

BUYER’S 
GUIDE

ANNUAL
GUIDE

EACH YEAR, BEVERAGE ALCOHOL BRANDS 
CREATE SPECIAL PACKAGING, VALUE-ADDS 
AND PROMOTIONS TIED TO THE HOLIDAYS. 

These limited-edition products make great gifts for customers, 
and stand out on the shelf. Don’t miss our round-up of 

all the latest holiday merchandising for 2017. 

ANNUAL

COMING SOON

11
71

7S

MERCHANDISING

GUIDE
HOLIDAYHOLIDAYHOLIDAYHOLIDAYHOLIDAYHOLIDAYHOLIDAY

GUIDEGUIDEGUIDEGUIDEGUIDEGUIDE

The holiday merchandising guide 
will be available November 6, 2017 
to all digital edition subscribers.

NOT A DIGITAL EDITION 
SUBSCRIBER? VISIT 
BEVERAGEDYNAMICS.COM 
TO SIGN UP FOR FREE.

11717S-BD Holiday Merch house ad.indd   1 9/8/17   6:08 PM

BEST IDEAS GUIDE
Space Reservations Due: 6/22/18
Materials Due: 6/25/18
Publication Date: 7/9/18
Description: Retailer-submitted best practices surrounding 
store layout, hiring and training, customer service, employee 
training and other topics.

TECHNOLOGY GUIDE
Space Reservations Due: 8/24/18
Materials Due: 8/27/18
Publication Date: 9/10/18
Description: An annual showcase of technology providers, 
including point-of-sale systems, payment processors, email de-
ployment vendors, website designers, app developers and more.

HOLIDAY MERCHANDISING GUIDE
Space Reservations Due: 10/19/18
Materials Due: 10/22/18
Publication Date: 11/5/18
Description: An annual summary of special packaging, bot-
tle designs and value-added packs from beer, wine and spirit 
suppliers, available for retailers around the holiday season.

http://www.beveragedynamics.com
http://www.beveragedynamics.com
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zurich

Beverage Alcohol Retailers Conference 
(BARC) is an educational event designed for 
independent and chain, off-premise retail-
ers. The two-plus day event is the only event 
specifically dedicated to helping beverage 
retailers improve their businesses. BARC 2018 
will be held in Denver, June 2018.

At BARC, retailers learn from top experts 
and fellow retailers on how to overcome their 
biggest challenges, create best practices, and 
compete with forces that threaten indepen-
dent off-premise retailers.

Why Sponsor or Exhibit at BARC?
   Promote your brand or service to these  

powerful attendees
   Leverage exposure to increase industry  

recognition
  Generate leads 

Sponsorship Opportunities include:
  Platinum, Gold and Silver sponsor levels
  10 x 10 exhibit space

Contact your sales person for more information. Sales contacts are listed on the final page of this media kit.

http://www.beveragedynamics.com
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AMY COLLINS
Vice President/Beverage
763-383-4423
acollins@epgmediallc.com

JEREMY NEDELKA
Editor
203-855-8499 ext. 2213
jnedelka@epgmediallc.com

KYLE SWARTZ
Managing Editor
203-855-8499 ext. 2225
kswartz@epgmediallc.com

Beverage Dynamics is part of the Beverage In-
formation Group which is owned and published 
by EPG Media & Specialty Information, a lead-
ing business to business and consumer media 
company with titles like Cheers Magazine, 
Stateways, Powersports Business, Boating 
Industry, Outdoor Power Equipment, Landscape 
& Irrigation, SportsTurf, Rider, SnowGoer & 
ThunderPress in addition to a number of busi-
ness conferences, consumer events, websites 
and digital media outlets.

DODI VESSELS
Managing Art Director
763-383-4446
dvessels@epgmediallc.com

CHERRI PERSCHMANN
Production Director
763-383-4425
cperschmann@epgmediallc.com

MARK MARCON 
Sales Manager
763-383-4456 office
 mmarcon@epgmediallc.com
AK, AZ, CA, CO, CT, DE, HI, ID, ME, 
MA, MT, NH, NV, NM, ND, OR, RI, 
UT, VT, WA, WY, 
Canada & International

 REGIONAL SALES OFFICES: 

DEBBIE RITTENBERG
Sales Manager
763-383-4455 office
drittenberg@epgmediallc.com
AL, AR, DC, FL, GA, LA, MD, MS, 
NJ, NY, NC, OK, PA, SC, TN, TX, 
VA, WV

BRUCE KOSTIC
Sales Manager
203-855-8499, ext. 2215 office
203-855-9446 fax
bkostic@epgmediallc.com
IL, IN, IA, KS, KY, MI, MN, MO, NE, 
ND, OH, SD, TN, WI
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