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REGULAR FEATURES
−  Spotlight Q&As: Interviews with industry executives about the latest 
 in beverage alcohol.

−  Profiles: Covering the most innovative beer, wine and spirit distributors 
 and brokers across the country.

−  Event Coverage: Highlights from the WSWA Convention, NABCA Annual 
 Conference, NBWA Convention and more.

−  Industry Issues: The latest in business topics like warehousing, trucking 
 and transportation, refrigeration, taxation and regulations, and advertising 
 and sales collateral.

ALSO IN EVERY ISSUE
−  Breaking News: The latest in personnel changes, mergers and acquisitions 
 and more.

−  Data & Analysis: Insight from the Beverage Information Group research 
 team, including the annual Growth Brands Awards.

−  Jobs Board: Posted openings from national distributors.

AWARDS PROGRAM
−  Beverage Innovator Awards: Given to suppliers, distributors and brokers who 
 demonstrate an effective, innovative use of industry data in running their 
 operations. To be presented in June 2017.

Beverage Wholesaler is devoted to the top tiers of the beverage alcohol 
industry. It is the ONLY publication designed for beverage wholesalers, 
distributors and brokers, reaching more than 6,500 decision makers nationwide 
in the beer, wine and distilled spirit industries.

Beverage Wholesaler delivers powerful information that wholesalers, distributors 
and brokers need when choosing which products to carry. Put your message right 
in their hands – drive interest, increase sales and earn market share.

EDITORIAL 
MISSION:

2017 
EDITORIAL 
CALENDAR
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TOM BULLEIT ON  
BULLEIT’S NEW $115M  
DISTILLERY AND MORE
By Kyle Swartz

Bulleit is a red-hot whiskey brand. It’s a top seller at retail locations and a mainstay 
of back bars worldwide.

Expanding on this success, brand-owner Diageo recently announced that Bulleit is 
building a new $115-million, 300-acre distilling and warehouse facility in Shelbyville, 
Kentucky. Not too shabby for a brand that was resurrected in the ‘80s by its found-
er’s great-great grandson, Tom Bulleit (pictured atop), who then hand-sold it in bars 
for years.

I had opportunity to sit down with Bulleit (While in Miami for Diageo’s 2016  
World Class bartender competition finals) to talk about the future of his rapidly 
growing brand.

Top Tiers: What’s your goal with the new facility? Do you plan line extensions? 
Tom Bulleit: I’m a firm believer of keepin’ on keepin’ on. We’ll continue to make our rye in Indiana. And in Shelbyville we’ll continue making our bour-
bon. And that’s pretty much all we’ll make there. Of course, we’ll make a great deal more of it. And we’ll continue to make our 10-year-old bourbon as 
well. But there are no plans right now to expand the portfolio. We’ll keep doing what we do well, with an eye towards consistency. We’ll be at a larger 
scale, yes, but I don’t think that means we can’t do great craft whiskey.

Our cask-strength bourbon, however, might broaden beyond Kentucky. Right now you can only buy it Kentucky. We’ll push that out to other mar-
kets, but that’ll be in short runs.

The water source for our bourbon will change once we open up Shelbyville. We’ll be drawing water from the limestone lake that touches our prop-
erty. And I believe we’ll be building one of the most environmentally responsible distilleries in the state.

BD: Why is it important to be eco-concious? 
TB: There is a Kentucky writer who says that you should treat your neighbors downstream as well as you hope your neighbors upstream would treat 
you. I love that philosophy.

There’s a wonderful fishing and recreational area on the other side of our lake. So we will be withdrawing water so slowly that the lake will never go 
down more than 1/8 of an inch, so that we do not damage the ecology of the lake.

We have paid so much attention to having it be eco-friendly. When I was growing up we did not understand how you have to be eco-friendly. Now 
we know better. We have a responsibility towards each other and towards nature.

BD: You often point towards the cocktail scene as influential to Bulleit. 
TB: Before we bottled our rye and our cask strength we ran them past many bartenders and mixologists. We asked these people, ‘Do you like this? Is 
this a valid proposition? Does this merit bottling?’

Our portfolio is really based on what they tell us. That’s where our rye comes from. They were telling us that a lot of classic cocktails call for rye 
whiskey, and can we please make them one?

That’s how we got on the frontend of the rye movement. This was back in ‘04, ‘05. And although rye is still not a big element as far as overall whis-
key sales go, I do think the category is going to get much bigger.
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IN THE NEWS

• INTERVIEW: TOM BULLEIT ON BULLEIT’S NEW $115M DISTILLERY 

• 4 NEW DETAILS ABOUT THE 2016 GOOSE ISLAND BOURBON 

• DRIZLY LAUNCHES ONLINE MARKETPLACE FOR LOCAL ALCOHOL PURCHASES 
 
• FIRST FEMALE WINNER CROWNED AT DIAGEO COCKTAIL COMPETITION 

• PERNOD RICARD SELLS FRÏS VODKA TO SAZERAC

7 CATEGORY TRENDS 
TO CLOSELY MONITOR
By Marybeth Came

Alcohol sales are largely trending in the right direction.
For instance, distilled spirits posted another year of steady volume growth in 

2015, according to the Beverage Information & Insights Group. The just-published 
2016 Handbook Advance reports that total distilled spirits consumption reached 
a projected 215.9 million nine-liter cases last year, up from 211.7 nine-liter cases 
the year prior. (This is pictured in the chart above.)

Marybeth Came, Beverage Information Group’s director of client services, 
recently presented a preview on spirits, wine and beer consumption trends at the 
Women’s Beverage Alcohol Symposium in Newton, MA. Here’s a summary of the 
highlights:

1. Pockets of growth in distilled spirits consumption included brandy and 
Cognac (up 5.6% over 2014), tequila (up 4.4%) and all things whiskey.

2. Brown spirits, particularly straights (which reached 19.7 million nine-liter 
cases in 2015), continue to captivate consumers’ interest as they are perceived 
as heritage-filled and authentic, traits that play directly into the purchasing prereq-
uisites of today’s customers.

3. Modest growth continues in the vodka category (up 1.1% from 2014), but 
deceleration can be associated with flavor fatigue, especially among imported 
offerings.

READ MORE…

JOBS BOARD

MERCHANDISER - EUGENE (FULL-TIME)
Wholesaler: Southern Glazer’s
Location: Eugene, Oregon
Experience: At least 1 year of general work experience
Southern Glazer’s Wine and Spirits has an immediate opening for a 
Full-Time Merchandiser in Eugene, OR.

MORE…
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 ONE MORE THING
“Used to be we’d just buy bourbon because it tasted 
good. Now young people are much more discerning. 
That discernment is enabled by the internet, because 

you can find out anything now in a second on Google.”

-Tom Bulleit, Master Distiller of Bulleit Bourbon

Brought to you by

The initial circulation of Beverage Wholesaler is 6,500. Beverage Wholesaler 
contains valuable news and information, delivering the audience needed to 
promote sales of your brands. Beverage Wholesaler’s circulation includes 
top beverage alcohol wholesaling decision makers.

E-NEWS-
LETTER

CUSTOM EMAIL BLASTS

Ad Unit Size in Pixels Max Size Net Cost
Top Leaderboard 728x90 70k $525/edition
Medium Rectangle 300x250 70k $400/edition
Bottom Leaderboard 728x90 70k $465/edition

2017 WEEKLY EDITION DATES:
3/6, 3/13, 3/20, 3/27, 4/3, 4/10, 4/17, 4/24, 5/1, 5/8, 5/15, 5/22, 6/5, 6/12, 6/19, 
6/26, 7/10, 7/17, 7/24, 7/31, 8/7, 8/14, 8/21, 8/28, 9/11, 9/18, 9/25, 10/2, 10/9, 
10/16, 10/23, 10/30, 11/6, 11/13, 11/20, 12/4, 12/11, 12/18. (NO ISSUE on 5/29, 
7/3, 9/4, 11/27 and 12/25 due to holidays)

Ad materials due one week before edition date.

−  Customize a message to Beverage Wholesaler’s audience 
 specific to your brands!

−  eBlasts are a cost-effective way to reach key distributors and 
 suppliers with a dedicated sales message.

SELECTION CRITERIA: 
−  Target your eBlast by several different selection criteria, 
 including business type, geography or job title.

LIMITED OPPORTUNITY: 
−  Beverage Wholesaler allows no more than two custom 
 eBlasts per month.

COST:
$2,110 net for total audience of 6,500*
Cost per Thousand: $325
Minimum cost $1,625 or 5,000 eBlast names

*Updated count available at time of eBlast
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CONTACT US

MARK MARCON
Sales Manager
763-383-4456
mmarcon@epgmediallc.com
AK, AZ, CA, CO, CT, DE, HI, ID, 
IL, IN, IA, KS, KY, ME, MA, MI, 
MN, MT, NE, NH, NV, NM, ND, 
OR, RI, SD, UT, VT, WA, WI, WY, 
Canada & International.

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

BRUCE KOSTIC
Sales Manager
office: 203-855-8499, ext. 2215 
bkostic@epgmediallc.com
Select Accounts

AMY COLLINS
Vice President/Beverage
763-383-4423
acollins@epgmediallc.com

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

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

Beverage Wholesaler is part of the Beverage 
Information Group, which is owned and 
published by EPG Media & Specialty Information, 
a leading business-to-business and consumer 
media company. EPG also publishes Beverage 
Dynamics, Cheers, StateWays, Powersports 
Business, Boating Industry, Outdoor Power 
Equipment, Landscape & Irrigation, SportsTurf, 
Rider, SnowGoer & ThunderPress, in addition to 
a number of business conferences, consumer 
events, websites and digital media outlets.




