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INTRODUCTION

|t"s @ micro-brew world! Craft beers, seltzers, and ciders are some of the hottest
beverages on the market. Despite the age gap and differing social preferences between
consumer generations, we are all connected by the desire to indulge. In the last ten

years, the U.S. brewery industry has grown nearly 500%! The craft beer segment is
evolving to meet the demand for non-beer alternatives. Hard seltzers such as White Claw® and Truly® account for 43%

of the ready-to-drink beverages in the U.S*There’s a new Queen Bee in town disrupting the market as a non-beer option
that will be kegaed and available for breweries and tap houses. This fermented honey beverage is quickly on its way to
becoming the trendy new way to get a buzz.

Established in the mountains of Ruidoso, New Mexico, Rowdy River Winery is owned and operated by a family of fifth
generation farmers who take pride in crafting alcoholic beveraaes for the fun loving crowd. Rowdy River is New Mexico
born and New Mexico True, which makes them the ideal partner for the Southwest Honey Go-op. The Southwest Honey
Cooperative is made up of honey producers from across the southwest region of the United States. Through this
partnership, we will introduce a new product, Beeshine. Beeshine gives consumers a new beverage option for any
occasion while providing beekeepers a premium for their product.

NEED SUTTGETTIREE marker size &

Although the love of craft beer is bringing PGTEN Ti AL

"f"su"‘?rs "l‘m#rl".we”es’ they continue to Seeﬁ The craft beer industry contributed $79.1 billion to the U.S.
alternative alconolic beverage options. Researc economy in 2018° with New Mexico craft breweries making up for

reveals U.8. GonsuUmars desire mora Natural $354 million’ Research identified 2,766 establisnments in New
beverage options, which they often find Mexico with a liquor license, 61.3% of which are on-premise and
themselves sacrificing when enjoying their 38.7% of which are off-premise. On-premise establishments in
favorite brew. There IS an opportunity to produce @ New Mexico have an average of 6 rotational guest taps. The
simply made, and simply delicious beverage for targeted group of consumers, millennial's, spend an estimated
the conscious consumer. average of $708 per year on crat heer”

BENEFIT T0 THE PRODUCER MARKET TRENDS

B The IN2017§15Billion oftouristspending in 46 %% 07 Americans ages 251033
partnership with southwest Honey Go-op New Mexico was on food and beverages*  consider themselves “foodies.””

and Rowdy River Winery. Members of the SO
Southwest Honey Co-op will benefit by 0017 New Moo tourism increased .Z}evﬁ I?mrgéaenmasareW| ingtotry
having an a reliable market for their by 3.3 million visitors, which s 83.2% |

honey, as well as receive an annual Increase from 2016 ° Millennial malgs purchase a craft
batronage payment. TNIS Dartnersnip also o porait gojar sales of craft beverages brand trat ney hate et Péard oror
provides a benefit to the manufacturer, noreased 1% U o $27.5m|”0nganﬂ seen advertised 47%o of the time.
Rowdy River Wingry, by allowing for year NOW account for more than 24% of the Among weekly craft drinkers,

round utilization of equipment and $114.2 billion U.S. beer markst. millennial's try 5.1 different brands
warehouses; reducing per unit production per month. 15% try 10 or more brands

cost. per month”




TARGET MARKET

MILLENNIALS between the ages of 21
H 1044 have an average income of

AmumsrswmemNewMexicumrtne HPHUGHESSIVEFOUDGUNS[[MEHS )
breath-taking scenery and rich, multi- § § More commonly known s “roodies,

$32,000" known as adventurous, thesel | cultural history. Tourist food and Detieen the ages of 25-33 spend 4% of
consumers are mostlikely to try new J § beverage consumption increasedpy | | teir budget eating out. Foodies are -
craft brands. When choosing acraft § § 4.4% in 2017, totaling over 1billion consumers who have an avid interestin

beverage. they favor freshness and
flavor. They most often associate
“craft” with the terms small
independent. high quality, and local”

dollars invisitor spending. In 2017, 36.1 H the food and alconolic beverage Industry.
million tourists visited New Mexico, Fortnem, eating and drinking IS mare
h more than a 30/ increase singe 2011, | | {han Justan act, s an experience.

New Mexico tourism is at an all-time Foodies will move beyond the average .
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RETAIL ESTABLISHMENTS account for 38.7%o of New Mexico’s alcoholic beverage
market. Through pre-established distribution channels with National Distributors,
750ml bottles of Beeshine will be placed alongside Rowdy River Winery’s existing line.

COMPETITIVE ANALYSIS

| -

OFF-PREMISE

61.3%

TOTAL # OF LIQUOR LICENSES = 2766

Fewingredients (3-4)

Short production time

Increased consumption of craft beverages
Rowdy River Winery strong presence in New
Mexico’s alconolic beverage industry

e ackof product awareness

o Rotational guest taps

e Dependence on pre-existing distribution
channels

BeeShine’s competitors include alternative alconolic beverage
options offered within breweries and tap nouses across New
Mexico. Using an average price per serving of the typical craft beer,
cider, and seltzer, Beeshine enters the market at a premium price,
and exceeds competitors interms of alconol by volume (ABV).
BeeShine will earn market share by giving consumers an

alternative beverage at a smaller serving size, while Still being
competitive interms of ABV.

43% 0ftaps at breweries are quest taps
Gontinued growth in New Mexico tourism
Ability to classify as New Mexico True
Patronage for honey producer

t_PRICE SERVINGSIZE § ABV 3

| |
BEESHINE =~ $6.00 502 1% |
CRAFT BEER [$3.50-$8.00| 16-2401 | 4-9.5%

Potential over saturation of alconol market
Potential drought conditions

Gonsumer perception of product

Alcohol consumption may decrease

SELTZER [$4.50-$7.00| 16-2401 | 4.9-7.0%
CIDER  [$4.50-$7.00( 16-24 0z 4.5-1%




PRODUCT DESCRIPTION

STRATEGY STATEMENT

River Winery and the Southwest Honey Gooperative.

ACTION PLAN

POSITIONING AND PACKAGING
BeeShine will enter New Mexico breweries and tap houses
as a rotational tap. 0f all the breweries in New Mexico, 198
Will be targsted in key areas across the state. Placing
Beeshine in these markets will allow for maximurm
BpOSUTE and increase product awareness.

Rowdy River Winery will facilitate the bottling, labeling,
storing, and kegging of the product. Beeshine will be
available in standard 1.3 allon kegs for on-premise
consumption. Through the partnership with National
Distributors, BeeShine will be available on the shelves of
retail stores across New Mexico in the standard 750ml
bottle to enjoy in the comfort of your home.

Traditional- 11% ABV- Semi-Sweet

Sweet Fruit- 11% ABV- Sweet
Spiced- 11% ABV- Semi-Sweet
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BeeShine will be the BUZZ of the town as it makes its way into the New Mexico
alconolic beverage market. BeeShine aims to gain market share as an alternative
alconolic beverage and create an opportunity to increase revenues for both Rowdy

BUSINESS PROPOSITION

BeeShine is a delicious, gluten-free beverage thatis perfect for any occasion. The Traditional flavor will be offered year round,
two rotational flavors. The Sweet Fruit flavor can be enjoyed during the spring and summer months, and our Spiced flavor will be
available during the autumn and winter seasons. Beeshine can be served cooled, heated, or mixed into a cocktail.

ASSUMPTIONS

BeeShine s a delicious beverage option that will capture the attention of craft beer o Thecraft brewery industry will continue
CONNOISSEUrs due to its versatility and originality. The Southwest Honey Co-op will to grow

Increase member income through our patronage program and raise awarenessfor — «  Jyeets governmental regulations set
honeybees through our campaign, Greate a BULL, for the BEES.

forth by the NM Alconol & Gaming
Division
e Tourism growth will continue
Distributing channels established with
National Distributors will continue t0
grow

0BJECHVES

e Achieve 20% brand awareness, 13%o aided and 7% unaided .
o Bepresentin10/o of New Mexico estanlisnments by year 3
o (apture a market share 0f10% by year 3 to sell 137,268 gallons.

PLACE

Beeshine will aunch in four strategic areas in New Mexico;
Abuguerque, Las Cruces, Santa Fe, and Ruidoso. These areas were
chosen based on population and number of establishments. We
Wil also increase brand exposure by promoting Beeshine at both
wine and beer festivals as well as additional tasting events across
New Mexico.

PRICE

A 730mL bottle of Beeshine
will have a wholesale price
0f $9.80 with a suggested
retail price of $18.00. A13.9
gallon keg of Beesnine will
have awholesale cost of
§604.30.




PROMOTION

PERSONNEL

Beeshine will hire @ marketing director and two regional sales representatives to develop marketing strategies and properly promote Beeshine
N New Mexico. Tne marketing director will be responsible for organizing promotional materials and events, managing brand exposure and
awareness, as well as influencer marketing. The Sales representatives will be hired to ensure proper distribution of BeeShine. All three
positions will be responsible for attending promotional events, engaging customers, and developing relationships with estanlisnments.

PAID MEDIA

Search Engine Optimization- Pay-per click search advertisements will be purchased through Google Adwords. Utilizing geotargeting,
along with keywords, we will optimize the search to [ead consumers to our webpaae and social media accounts.

Social Media Advertisments-Using paid, mobile-friendly advertisements; BeeShine will create a strong social media campaign targetin
the ideal consumer. Using demoaraphic data and location services, advertisements will be placed in front of our target market.

Print Advertisements- BeesShine will advertise invarious issues 0f The New Mexico Magazine, as well as publications produced by New
Mexico True. By doing this, Beeshine will be placed in front of the New Mexico tourism Sector.

Podcast Advertisements- Paid advertisements will be ran on two podcasts: The Mixology Talk Podcast: Better Bartending and Making
Great Drinks, and Drinking Socially: The Official UnTapped Podcast. Tnese will target demograpnic pecific consumers who are familiar
With the craft beverage market.

Over the Top Television (0TT)- Cable is becoming Iess popular and housenolds are converting to popular streaming options. Beeshine
Will use 01T to target customers by age, gender, location, and their viewing preferences on various streaming platforms.

Influencer Marketing- BeeShine will engage our target consumer with the help of social media influencers such as Bloggers, the Tipsy
Bartender, and whowe call “Drinkstagramers.”

In-store display & Retail Media- [n-Store displays and corresponding media will be placed in retail locations to increase point-of-
purchase sales.

Festivals and Events- To target our ideal market and give potential consumers the opportunity to try our product, BeeShine and Rowdy
River Winery will be present at 6 wine and beer festivals throughout the state of New Mexico.
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OWNED MEDIA

"‘ Webpaae- Beeshine will create an interactive and diverse webpage, continually optimized to increase the Google Rank and effectiveness

' 0f paid searches. This webpage will include our product line, links to our social media platforms, dates of future events, store locator,
contact information, and more.

D Social Media- Beeshine will have an active presence on Facenook, Instagram, Twitter, Pinterest, Tik Tok, and Youtube to help put our

“product in front of consumers and allow them to interact with our brand using the nashtags #Shine0n and #thebetterBuLL.

EARNED MEDIA

gl Public Relations and Press Releases- BeeShine will contact publishers that will Strategically generate earned media.

o CAMPAIGN 3.3

Lo CREATE A BUZZ FOR THE BEES ~ &)
BeesNINg IS CErtified o vouq yeas and so doyou. Inthe late 2000, honey bee colonies begai

New Mexico True to ShoW g gisappear quickly. Colony Collapse Disorder is something beekeepers
our focus on being an authentic  nave been battling for over a decade. Not only do we depend on bees to
New Mexico made product. make our product, but the human race heavily depends on bees. 0ur goal
with this campaign is to bring awareness to honey bees and educate our
CoNSUMErs on ow important they truly are. We will contribute to the
Ny National Honey Board to help fund research and conservation,
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FINANCIALS

On-Premise
Income Statement Yearl Year2 Year3
Income Sales
Units Sold 3312 4752 6.624 . .
Wholesale Price per Unit 5604 50 $604 50 $604 50 Tne STHTB Uf NBW MBXIGU nﬂS 2,766 BSIamIShmemS tnat
Total_ SEon.I0c00 | S35 ssao0 | sioviznsoo) e ficensed to sell alconolic beverages. Beeshine will
et males 2 UL : L0 s D89, 4 AL . . . .
COGS 5154008000 | $2.209.68000] s3.0s016000]  Primarily be targeting 276 of those establishments by
Net Returns and Allowances $20.021.04 $28.725 84 $40.042.08 _ i i
Gross Profit $442.002.96 $634,178.16 $884,005.92 }:}e en(lj] 2:; vearl tnrfeﬁ f[]r UHn premls?j Cﬁﬂsum%lﬂn
Off Premise rougn the saie o1 Kegs. Honey proaucers within our
Income Statement Year 1 Year2 Year3 P P
c0-op will receive a total return of $234,000 and an
Income Sales !
UnitsSold______ 2200 12153 Jadls Individual return of $11,700 through the patronage
/holesale Price Per Umit . f i - .
Total ST09278720| S1545513.32 | sieoasaoae|  Program by the end of year three. Beeshine will be
ngesgleg $1§g?§é§;ég :ijgigkﬁii ;iif’lfigég offered at a wholesale price of $604.50 for kegs and a
Net Returns and Allowances 51092787 s15.45513|  sisoss20f  GOGS of $465. Cases of 12-750 mL bottles will be
Gross Profit $171,203.33 $242,130.42 $265,365.16 i i
Total Gross Profit $613.206.29 $876,308.58 $1,149.371.08 Oﬁereu at a anesale p”ce OT 3"7 Wltn a GUGS OT
Expenses $97.92. By the end of year three $5.7 million in total
Marketing/ Admin 54966073 $661,212.17 $758.98928 : ;
ks A — Ll 21 sales will have been achieved.
Contribution $20.021.04 $28.725.84 $40,042.08
Total Expenses $516.628 43 $689.938 01 $799.031.36
Netncome BeorePairmses | soq 7750 sisgsr0s7|  swsosson
Honey Co-Op Patronage $28.973.36 $55.911.17 $105,101.92 Lotk epanie: == = ==
Marketing Director Salary 389.828.89 $94318.53 |  $102.516.99 I'p i lic Relations-Contractor $55,000.00 |  $55.000.00|  $55.000.00
Total $118.802.25 $150,229.70 $207,618.90 Sales Reps (2) $120.949 $134.181 $146.981
' 1COI ' 0.140 L Labor for Events $9.078 $10,591 $16,138
Digital Advertising
Website $15.000 $5.000 $5.000
Social Media $10.000 $10.000 $10.000
Influencer/Blogger $50.000 $60.000 $65.000
Streaming Ads & Podcasts $15.000 $15.000 $15.000
Pay-Per-Click; Google
AdWords $15.000 $20.000 $27.000
0 | Events & Tradeshows
I} R h hty h : Vendor Fee $1.500 $2.000 $2.500
A J Signage $1,200 $1.500 $1.800
_ i i Coupons & Partnerships $6.800 $6.800 $6.800
Achieve 20% brand | Surveyia [.DEI ITIEH;E: at | Re-evaluate H_IDITIU:ICT Explore new I_f_UIﬂCIIIJﬂﬂ| SWAG 20150 23.173 26.649
awareness. 13% 0n-premise locations Bfforis and improve npportunities and Displays & Tents $4.000 $500 $5.500
aided and 7% and monitor net product education increase influencer Sampling Supplies $2.000 2.200 $2.530
unaided. promoter score tactics. marketing. Keg $9.672 $8.463 $9.672
. lonit 5 i le-evali ate il . . Bottles for Sal $24 480 $28.560 $32.640
Be presentin10%of | " 1”' mfﬂlﬁj n-al?lﬂ Fect lLll I.mrm.”n 0N oyestigatepossible e
New Mexico WEIl 35 Trenas ming prant ByDanSion into Ll Lo — .
5 alcaholic beverage underperforming Hen Table Tents/Recipe Cards $4.515 $5.418 $6.772
v - o surrounding states . 17 765 ;
ESIan"snmnnls ”]:I.JS[H' f[EI]lII[E Signage $4-4,=4.6) $603?9 $664—??
o artariy Swag for Servers $15.000 $18.000 $21.600
Gompare SE|EI§ [IJL“r-tE,H'. - N o et Off Premise Expenses
and annually.Monitor | Refine our target market Expand distribution, .
R . o S L Grocery Store App Ads $5.,000
Sell 137,268 oallons. promotional medrics and re-gvaluate aur yendors, and product SWAG $10.000 $15.000 $25.000
113ing gooale analytics, marketing mix. ling. Bisibrys $20:000 $25:000 $30:000
il Signage $40,000 $48.000 $57.600
Other Marketing Expenses
Print Ads $40.000 $48.000 $57.600
Graphics $25.000 $28.750 $33.063
Promotions and Giveaways $27.000 29.700 $32.670

$496.607.39 $661.212.17

$758.989.28




WORKS CITED

1. 0Imstead, L. (2020, February 12). 20 Impressive Craft Beer Sales and Brewery Statistics in 2019. Retrigved from nttps://2ndkitchen.com/breweries/craft-Drewery-statistics/
2.National Beer Sales & Production Data. (n.d.). Retrieved from Nttps://www.brewersassociation.org/statistics-and-data/national-beer-stats/

3.9nider, M. (2020, January 14). Hold my wine: Vino is on the decling. So what did you drinkin 2019, America? Retrieved from
Nttps://www.usatoday.com/story/money/2020/01/13/wine-beer-consumption-down-us-Seltzers-spirits-rise/4437084002/

4.Jacobsen, J. (2019, September 12). 2018 New Product Development Outlook for beverages. Retrieved from https://www.bevindustry.com/articles/90831-new-product-
development-outlook-for-beverages

9.National Beer Sales &Production Data. (n.d.). Retrieved from Nttps://www.brewersassociation.org/statistics-and-data/state-craft-beer-stats/

6.Pellechia, T. (2019, October 4). Craft Brewing Contributed $79.18Billion To The U.S. Economy In 2018. Retrieved from
Nttps://www.forbes.com/sites/thomaspellechia/2019/10/04/in-2018-craft-brewing-contributed-791-billion-to-the-us-economy/ #4a8fdafalach

7.Economic Impact of Tourism in New Mexico (2019, September). Retrieved from
https://assets. simpleviewinc.com/simpleview/image/upload/vi/clients/newmexico/New_Mexico_Visitor_Economic_Impact_2018_217ch9e7-eaea-45fe-8fce-
£1930820a813. pdf

8.Subscriptions. (n.d.). Retrieved from https://offers.usatoday.com/specialoffer/?gps
$0urce=GPNBAR&utm_medium=0NSITE&Utm_campaign=2020Ar242&utm_content=digital&utm_source-adree

§.What Are Millennial Foodies Eating? (n.d.). Retrigved from https://www.foodnetwork.com/fn-dish/news/2016/07/what-are-millennial-foodies-eating

10.Millennials are the most experimental consumers, with seniors least likely to try new products. (2019, January 24).Retrieved from
Nttps://www.globaldata.com/millennials-are-the-most-experimental-consumers-with-seniors-1east-likely-to-try-new-products/

11.6 Characteristics of Millennial Beer Drinkers You Need to Know. (2019, May 2). Retrieved from nttps://www.brewersassociation.org/communicating-craft/6-
characteristics-of-millennial-eer-drinkers-you-need-to-know/

12.Kiersz, A. (2018, December 20). Herg's how much the typical millennial, Gen X, and baby-boomer worker earns in every US state. Retrieved from
Nttps://www.businessinsider.com/typical-income-millennial-gen-x-baby-boomers-every-state-us-2018-7

13.New Mexico Tourism Department 2018 Annual Report. (2018, November). Retrieved from
Nttps://assets.simpleviewinc.com/simpleview/image/upload/vi/clients/newmexico/2018_NMTD_Annual_Report_1e1aeasd-a8e2-4a4e-ad84-2a6548808f7c.paf

14.Lusinski, N. (2017, March 23). What 14 Millennial Women Spend On Food Every Month. Retrigved from nttps://www.bustle.com/p/what-14-millennial-women-spend-on-
food-every-month-40431

19.Nielsen, B. (n.0.). Foodie Trends: Attracting the Growing Foodie Seament. Retrieved from Nttps://www.grandecig.com/blog/the-foodie-revolution-attracting-and-
appealing-to-the-growing-foodie-seament

16.Insignt, F. (2018, October 10). Foodies Sacrifice Cost and Convenience for Quality. Retrieved from https://foodinsight.org/foodies-sacrifice-cost-and-convenience-for-
quality/

17.Kiersz, A. (2018, December 20). Herg's how much the typical millennial, Gen X, and baby-boomer worker earns in every US state. Retrieved from
Nttps://www.businessinsider.com/typical-income-millennial-gen-x-baby-boomers-every-state-us-2018-7

18.Pomranz, Mike. “Price Isn't a Concern for Graft Beer Drinkers, Says Survey.” Food &Wine, www.foodandwine.com/beer/craft-eer-spending-survey-2019.




