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IN THE UNITED STATES DISTRICT COURT 
FOR THE WESTERN DISTRICT OF TEXAS 

AUSTIN DIVISION 
 
FUTURE PROOF BRANDS, LLC  §  
  § 
   Plaintiff,  § 
      § 
 v.     § CIVIL ACTION NO. 1:20-cv-144 
      § JURY TRIAL DEMANDED 
MOLSON COORS BEVERAGE  § 
COMPANY F/KA/ MOLSON  § 
COORS BREWING COMPANY and § 
MILLERCOORS, LLC,   § 
      § 
   Defendants.  § 

 
 

1. My name is Justin Fenchel. I am over 18 years of age, of sound mind, have not been 

convicted of a felony, and capable of making this declaration. The facts stated in this declaration 

are within my personal knowledge and are true and correct. 

2. I am Co-founder, President, and Chief Executive Officer at Future Proof Brands, 

LLC. I am authorized to execute this declaration on behalf of Future Proof. 

3. Inspired by the entrepreneurial spirit of Austin, Texas, and united through a love of 

music, Aimy Steadman, Brad Schultz, and I founded Future Proof to develop innovative alcoholic 

beverages for the next generation of drinkers. In 2014, only one year after our products first hit 

shelves, we pitched our beverage business, BeatBox Beverages, LLC on the popular Shark Tank 

television show. We later walked away with a $1 million investment from Mark Cuban, which was 

one of the biggest investments the show had made at the time.  

4. Future Proof, formerly known as BeatBox Beverages, LLC, quickly developed a 

reputation in the industry and with its customers as a company that creates innovative and 
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distinctive products for the millennial consumer. The meteoric rise of the hard seltzer category has 

been nothing short of a phenomenon across the US beverage industry. Within the last five years, 

hard seltzers have grown to account for nearly half of all US mixed drinks and have led to massive 

innovation within the flavored malt beverage, wine, and spirit-based ready-to-drink sparkling 

beverages.  

5. Hoping to ride this trend and to capitalize on its prior successes in the market, 

Future Proof teamed up with renowned mixologist Terance Robson in 2018 to create “Brizzy,” a 

premium, cocktail-inspired hard seltzer beverage. A flavor-forward take on the hard seltzer 

phenomenon, the Brizzy® product looks to add value to the nearly $2.5 billion hard seltzer 

category (some estimates project this category to reach $5 billion by the end of 2020), by drawing 

in consumers from the craft beer and cocktail segments.  

6. On September 1, 2019, Future Proof launched the Brizzy® product line with three 

mixology infused flavors: Watermelon Mule, Mixed Berry Mojito, and Strawberry Rosé. Future 

Proof partnered with H-E-B, where the Brizzy® products are now available to consumers at 

approximately 200 H-E-B locations in Texas. In addition, the Brizzy® products can be found in 

approximately 200 Circle K stores, 12 Kroger’s stores, and over 500 other locations. In the first 

ninety days after their launch, the Brizzy® products have been purchased by over 1,000 retail 

locations across four states.   

7. To promote and protect its intellectual property rights, Future Proof registered the 

BRIZZY mark with the United States Patent and Trademark Office (Trademark Registration No. 

5,933,791). I attached a true and correct copy of Future Proof’s trademark registration as Exhibit 

A-1. As a result, Future Proof is the owner of exclusive rights in the BRIZZY mark for use on 

“alcoholic beverages, except beer; alcoholic fruit cocktail drinks; [and] prepared alcoholic 
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cocktails.” Future Proof’s trademark registration is valid, subsisting, and in full force and effect. 

The application for the BRIZZY mark was filed on November 30, 2018. 

8. Future Proof actively uses and markets the BRIZZY mark in commerce throughout 

the United States, including in Texas, South Carolina, North Carolina, and Michigan. Future Proof 

uses the BRIZZY mark in connection with the advertisement and sale of its hard seltzer products, 

including products depicted below: 

 

9. The Brizzy® products are popular with consumers. Future Proof has sold 11,400 

cases of the Brizzy® products to distributors since September 2019 alone. Current forecasts for 

revenue associated with the Brizzy® products in 2020 exceed approximately $2,500,000, which 

include new retail locations in Kansas, Virginia, California, and Georgia, Oklahoma, Colorado, 

and potentially more states. As a result of Future Proof’s continuous and exclusive use of the 

BRIZZY mark, its reputation for quality, and its sales and recognition in the marketplace, Future 

Proof’s BRIZZY mark has acquired substantial value and goodwill. 

10. Molson Coors recently announced that they are investing millions in their new 

brand called “Vizzy,” a product they intend to launch across the United States in March 2020 using 

a product name and concept that is nearly identical to Future Proof’s Brizzy® product. I attached 

as Exhibit A-2 a true and correct copy of the Molson Coors Beverage Co. Q4 2019 Earnings Call, 
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dated February 12, 2020. I attached as Exhibit A-3 a true and correct copy of a February 18, 2020 

article that I located on AdAge that specifies a March 30, 2020 launch date of the Vizzy product. 

11. Molson Coors has released the following images of its Vizzy products: 

 

 

 

12. Although Molson Coors has publicized its intent to launch Vizzy in March, it has 

already marketed its product extensively in various national publications and at industry 

conferences using the VIZZY mark. I attached as Exhibit A-4 a true and correct copy of a Molson 

Coors press release that I located on Beer & Beyond, a Molson Coors internet blog, dated 

December 9, 2019.   

13. In this press release, Dilini Fernando stated, “[w]e’re moving fast and furious,” 

hoping “we’re catching this trend at the right time.” According to Fernando, Molson Coors also 

intends to launch a massive media blitz at the same time the Vizzy product hits the shelves, which 

it represented will include national television advertisements, digital marketing, and social and 

out-of-home advertising. Again, according to Fernando, the Vizzy product has already secured 

major retail support at national and regional chains.  
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14. Molson Coors and its executives were keenly aware of Future Proof’s use of the 

BRIZZY mark when they launched their recent media blitz. I attached as Exhibit A-5 a true and 

correct copy of an article in Beer Business Daily, dated January 30, 2020. In a recent quote from 

Beer Business Daily, Molson Coors conceded having reviewed Future Proof’s website and 

acknowledged that Future Proof’s Brizzy® products were already in distribution when Molson 

Coors decided on the Vizzy name. Upon further information and belief, Defendants had also 

reviewed and were aware of Future Proof’s catchy unique Brizzy name and product packaging, its 

distribution network, and its then-pending (and later registered) trademark, but nevertheless 

decided to launch a competing product using a confusingly similar name.  

15. Defendants’ use of the nearly identical VIZZY mark to sell a competing hard seltzer 

product is likely to confuse consumers into believing that their products are made by, sponsored 

by, connected with, endorsed by, or otherwise affiliated with Future Proof’s Brizzy® products. 

Molson Coors’s media blitz and their sales and marketing efforts have already caused significant 

confusion in the market, even before the product has been officially launched into the market. 

During the companies’ annual sales meetings at the end of 2019, Molson Coors’s wholesalers 

expressed confusion about the two products to Future Proof. In addition, one of Future Proof’s 

largest wholesalers expressed the confusion that its sales team will experience when 

simultaneously selling and distributing Brizzy® products alongside the Vizzy product.  

16. With respect to standing in the marketplace, Future Proof has invested significant 

amounts of money and time promoting its Brizzy® products to consumers and has acquired 

substantial goodwill in the marketplace. Future Proof has invested more than $2.6 million in labor 

costs for its products, a substantial portion of which relates to the marketing and development of 

Brizzy®, more than $500,000 in hard costs, and another approximately $800,000 in costs and 
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expenses associated with inventory. As far as I know, there is no third-party use of the BRIZZY 

mark on similar goods in the market.    

17. The Vizzy products and the Brizzy® products are intended for the same consumers 

and through the same outlets. Not only is Molson Coors’s VIZZY mark substantially identical to 

Future Proof’s BRIZZY mark, but based on my reading of Molson Coors’s press releases and 

statements in the market, Molson Coors intends its Vizzy hard seltzer products to compete head-

to-head with Future Proof’s Brizzy® hard seltzer products in grocery and liquor stores, bars, and 

restaurants. Worse, consumer confusion is just as likely outside of the grocery and liquor stores, 

where the products may even appear side-by-side on the same shelf, because the two companies 

use nearly identical distribution and marketing channels, with Future Proof and Molson Coors 

sharing the same distributors in many areas of the country.  

18. Molson Coors’s initial marketing efforts for its Vizzy products makes clear that its 

products are and will continue to be advertised in the same media channels and outlets as Future 

Proof’s Brizzy® products. Future Proof advertises the Brizzy® products through, in-store 

sampling, bar/restaurants events, internet marketing (e.g., website, social media, online review 

websites), press releases, industry conferences, and sponsorships of events. Although the Vizzy 

products have not officially launched, Molson Coors has already advertised their imminent release 

in many of these same channels.  

19. Molson Coors’s pre-launch media blitz has already generated demonstrable 

instances of actual confusion at least among the distributors that both Molson Coors and Future 

Proof rely on to get their products to consumers. Future Proof has already encountered instances 

of actual confusion, even before the national launch of Molson Coors’s product into the 

marketplace. In a recent Annual Business Planning meeting, a wholesaler asked a Future Proof 
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employee to talk about Vizzy, confusing Vizzy with Future Proof’s product, Brizzy®.  

20. Hard seltzer products are comparatively inexpensive to consumers. The Brizzy® 

products sell for approximately $14.99 (for a 12 can variety pack), and while not yet officially 

launched, it is reasonable to assume that Molson Coors’s products will sell for a price somewhere 

between $13.99 and $15.99, which are the average prices for hard seltzer products already on the 

market.  

21. Future Proof is suffering and will continue to suffer immediate and irreparable harm 

to its business as a proximate result of Molson Coors’s conduct if it is not enjoined. First, the 

launch of the Vizzy products – if allowed – will flood the market nationally, causing confusion 

and diverting consumers to Molson Coors. This would be especially true in those markets in which 

Future Proof has not yet begun distributing its Brizzy® products, but for which Future Proof’s 

federal trademark registration reserves to Future Proof the right of priority of use. Those lost 

customers, lost sales, and lost profits are difficult to quantify. 

22. Second, but perhaps just as important for a smaller, high-growth company like 

Future Proof, the launch of Molson Coors’s Vizzy products will irreparably damage our ability to 

expand into new markets. As explained above, Future Proof partnered with H-E-B, where the 

Brizzy® products are now available to consumers at approximately 200 H-E-B locations in Texas. 

In addition, the Brizzy® products can be found in approximately 200 Circle K stores, 12 Kroger’s 

stores, and over 500 other locations. In the first ninety days after their launch, the Brizzy® products 

have been purchased by over 1,000 retail locations across four states. Current forecasts for revenue 

associated with the Brizzy® products in 2020 exceed approximately $2,500,000, which include 

new retail locations in Kansas, Virginia, California, Georgia, Oklahoma, Colorado, and more 

locations. Future Proof is in talks for even more outlets to carry the Brizzy® products in even more 
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states, but the Brizzy® products and the Vizzy products will be competing for shelf space in these 

same markets. 

23. Finally, Future Proof has no control of the quality of Molson Coors’s Vizzy 

products, which are new products not tested by many or all potential consumers. Future Proof is 

rightfully concerned that consumers who purchase Vizzy hard seltzers from Molson Coors may be 

confused as to the source of those products and fault Future Proof for any disappointing product 

experiences, even though they did not purchase Future Proof’s Brizzy® products. This would harm 

Future Proof’s and its Brizzy® products’ reputations, a harm that cannot be cured by a damages 

award. 

24. I truly believe that if the Vizzy product launches, Brizzy® will be dead in the water. 

The national launch of Molson Coors’s Vizzy products will likely immediately stunt Future 

Proof’s growth in its existing markets and in new markets across the country, which would be an 

especially egregious loss to Future Proof, who properly sought a federal trademark registration to 

preserve its priority to enter all of those markets with the Brizzy name and without interference by 

a third-party infringer such as Molson Coors. This is because Molson Coors and Future Proof use 

some of the same distributors, and based on my experience in the industry, I know that these 

distributors are not likely to distribute both products because the products are too similar and are 

in the same segment. We will likely suffer the same fate in grocery stores, liquor store, and in bars 

and restaurants because those outlets do not typically carry similarly-named products in the same 

product segment.  

25. This Declaration is being made under oath pursuant to 28 U.S.C. Section 1746. I 

declare under penalty of perjury that the foregoing is true and correct. 

______________________________________ 
Justin Fenchel  
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Mark Information

Mark Literal
Elements:

BRIZZY

Standard Character
Claim:

Yes. The mark consists of standard characters without claim to any particular font style, size, or color.

Mark Drawing
Type:

4 - STANDARD CHARACTER MARK

Goods and Services

Note:
The following symbols indicate that the registrant/owner has amended the goods/services:

Brackets [..] indicate deleted goods/services;
Double parenthesis ((..)) identify any goods/services not claimed in a Section 15 affidavit of incontestability; and
Asterisks *..* identify additional (new) wording in the goods/services.

For: Alcoholic beverages, except beer; Alcoholic fruit cocktail drinks; Prepared alcoholic cocktail

International
Class(es):

033 - Primary Class U.S Class(es): 047, 049

Class Status: ACTIVE

Basis: 1(a)

First Use: Sep. 23, 2019 Use in Commerce: Sep. 23, 2019

Basis Information (Case Level)

Filed Use: No Currently Use: Yes

Filed ITU: Yes Currently ITU: No

Filed 44D: No Currently 44E: No

Filed 44E: No Currently 66A: No

Filed 66A: No Currently No Basis: No

Filed No Basis: No

Current Owner(s) Information

Generated on: This page was generated by TSDR on 2020-02-26 22:20:58 EST

Mark: BRIZZY

US Serial Number: 88212503 Application Filing
Date:

Nov. 30, 2018

US Registration
Number:

5933791 Registration Date: Dec. 10, 2019

Filed as TEAS
Plus:

Yes Currently TEAS
Plus:

Yes

Register: Principal

Mark Type: Trademark

TM5 Common Status
Descriptor:

LIVE/REGISTRATION/Issued and Active

The trademark application has been registered with the Office.

Status: Registered. The registration date is used to determine when post-registration maintenance documents are due.

Status Date: Dec. 10, 2019

Publication Date: Apr. 09, 2019 Notice of
Allowance Date:

Jun. 04, 2019
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Owner Name: FUTURE PROOF BRANDS LLC

Owner Address: 411 NORMANDY ST.
AUSTIN, TEXAS UNITED STATES 78745

Legal Entity Type: LIMITED LIABILITY COMPANY State or Country
Where Organized:

DELAWARE

Attorney/Correspondence Information

Attorney of Record

Attorney Name: Kirby Cronin Docket Number: 5758-00700

Attorney Primary
Email Address:

kcronin@croninpllc.com Attorney Email
Authorized:

Yes

Correspondent

Correspondent
Name/Address:

Kirby Cronin
CRONIN PLLC
P.O. Box 164225
Austin, TEXAS UNITED STATES 78716

Phone: (512) 703-1425

Correspondent e-
mail:

kcronin@croninpllc.com
hsimpson@croninpllc.com

Correspondent e-
mail Authorized:

Yes

Domestic Representative - Not Found

Prosecution History

Date Description Proceeding
Number

Dec. 10, 2019 REGISTERED-PRINCIPAL REGISTER

Nov. 13, 2019 AUTOMATIC UPDATE OF ASSIGNMENT OF OWNERSHIP

Nov. 05, 2019 NOTICE OF ACCEPTANCE OF STATEMENT OF USE E-MAILED

Nov. 04, 2019 ALLOWED PRINCIPAL REGISTER - SOU ACCEPTED

Oct. 28, 2019 STATEMENT OF USE PROCESSING COMPLETE 69302

Oct. 11, 2019 USE AMENDMENT FILED 69302

Oct. 28, 2019 CASE ASSIGNED TO INTENT TO USE PARALEGAL 69302

Oct. 11, 2019 TEAS STATEMENT OF USE RECEIVED

Oct. 07, 2019 ATTORNEY/DOM.REP.REVOKED AND/OR APPOINTED

Oct. 07, 2019 TEAS REVOKE/APP/CHANGE ADDR OF ATTY/DOM REP RECEIVED

Jun. 04, 2019 NOA E-MAILED - SOU REQUIRED FROM APPLICANT

Apr. 09, 2019 OFFICIAL GAZETTE PUBLICATION CONFIRMATION E-MAILED

Apr. 09, 2019 PUBLISHED FOR OPPOSITION

Mar. 20, 2019 NOTIFICATION OF NOTICE OF PUBLICATION E-MAILED

Mar. 01, 2019 TEAS CHANGE OF CORRESPONDENCE RECEIVED

Mar. 01, 2019 APPROVED FOR PUB - PRINCIPAL REGISTER

Mar. 01, 2019 ASSIGNED TO EXAMINER 88567

Dec. 18, 2018 NEW APPLICATION OFFICE SUPPLIED DATA ENTERED IN TRAM

Dec. 04, 2018 NEW APPLICATION ENTERED IN TRAM

TM Staff and Location Information

TM Staff Information - None

File Location

Current Location: PUBLICATION AND ISSUE SECTION Date in Location: Nov. 04, 2019

Proceedings

Summary

Number of
Proceedings:

2

 
Type of Proceeding: Opposition
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Proceeding
Number:

91254322 Filing Date: Feb 26, 2020

Status: Pending Status Date: Feb 26, 2020

Interlocutory
Attorney:

ELIZABETH WINTER

Defendant

Name: Uncle Nearest, Inc.

Correspondent
Address:

JANE SHAY WALD
IRELL & MANELLA LLP
SUITE 900 1800 AVENUE OF THE STARS, SUITE 900
LOS ANGELES CA , 90067

Correspondent e-
mail:

trademarks@irell.com , jwald@irell.com

Associated marks

Mark Application Status Serial
Number

Registration
Number

B'IZZY Opposition Pending 88268255

Plaintiff(s)

Name: Future Proof Brands LLC

Correspondent
Address:

KIRBY CRONIN
CRONIN PLLC
P.O. 164225
AUSTIN TX UNITED STATES , 78716

Correspondent e-
mail:

kcronin@croninpllc.com , hsimpson@croninpllc.com

Associated marks

Mark Application Status Serial Number Registration
Number

BRIZZY Registered 88212503 5933791

Prosecution History

Entry Number History Text Date Due Date

1 FILED AND FEE Feb 26, 2020

2 NOTICE AND TRIAL DATES SENT; ANSWER DUE: Feb 26, 2020 Apr 06, 2020

3 INSTITUTED Feb 26, 2020

Type of Proceeding: Opposition

Proceeding
Number:

91253867 Filing Date: Jan 29, 2020

Status: Pending Status Date: Feb 04, 2020

Interlocutory
Attorney:

MARY CATHERINE FAINT

Defendant

Name: MillerCoors LLC

Correspondent
Address:

GENEVIEVE PREVOST
MOLSON COORS BREWING
33 CALINGVIEW DRIVE
TORONTO ON CANADA , M9W5E4

Correspondent e-
mail:

genevieve.prevost@molsoncoors.com , denise.walter@molsoncoors.com

Associated marks

Mark Application Status Serial
Number

Registration
Number

VIZZY Opposition Pending 88631785

Plaintiff(s)

Name: Future Proof Brands, LLC

Correspondent
Address:

MOLLY BUCK RICHARD
RICHARD LAW GROUP
13355 NOEL ROAD, SUITE 1350
DALLAS TX UNITED STATES , 75240
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Correspondent e-
mail:

molly@richardlawgroup.com , david@richardlawgroup.com , cjs@lynnllp.com

Associated marks

Mark Application Status Serial Number Registration
Number

BRIZZY Registered 88212503 5933791

Prosecution History

Entry Number History Text Date Due Date

1 FILED AND FEE Jan 29, 2020

2 NOTICE AND TRIAL DATES SENT; ANSWER DUE: Feb 04, 2020 Mar 15, 2020

3 INSTITUTED Feb 04, 2020
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 Corrected Transcript 
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Copyright © 2001-2020 FactSet CallStreet, LLC 

 

12-Feb-2020 

Molson Coors Beverage Co. (TAP) 

Q4 2019 Earnings Call 
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Q4 2019 Earnings Call 

Corrected Transcript 
12-Feb-2020 
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CORPORATE PARTICIPANTS 
 

Greg Tierney 
Chief Financial Officer, MillerCoors LLC 

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage 
Co. 

Tracey I. Joubert 
Chief Financial Officer, Molson Coors Beverage Co. 

 .....................................................................................................................................................................................................................................................................  

 

OTHER PARTICIPANTS 
 

Eric Adam Serotta 
Analyst, Evercore Group LLC 

Bryan D. Spillane 
Analyst, Bank of America Merrill Lynch 

Steve Powers 
Analyst, Deutsche Bank Securities, Inc. 

Andrea Teixeira 
Analyst, JPMorgan Chase & Co. 

Kaumil Gajrawala 
Analyst, Credit Suisse Securities (USA) LLC 

Kevin Grundy 
Analyst, Jefferies LLC 

Lauren R. Lieberman 
Analyst, Barclays Capital, Inc. 

Laurent Grandet 
Analyst, Guggenheim Securities LLC 

Sean R. King 
Analyst, UBS Securities LLC 
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Molson Coors Beverage Co. (TAP) 
Q4 2019 Earnings Call 

Corrected Transcript 
12-Feb-2020 

 

 
1-877-FACTSET   www.callstreet.com 

 3 
Copyright © 2001-2020 FactSet CallStreet, LLC 

 

 

MANAGEMENT DISCUSSION SECTION 
 
 

Operator: Good day and welcome to the Molson Coors Beverage Company Full Year and Fourth Quarter 2019 

Earnings Conference Call. All participants will be in listen-only mode. [Operator Instructions] Participants can find 

related slides on the Investor Relations page of the Molson Coors website. Our speakers today are Gavin 

Hattersley, President and Chief Executive Officer; and Tracey Joubert, Chief Financial Officer. Please note this 

event is being recorded. 

 

With that, I'll hand it over to Greg Tierney, Vice President of FP&A and Investor Relations. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Greg Tierney 
Chief Financial Officer, MillerCoors LLC 

All right. Thank you, Andrea, and hello, everybody. So following prepared remarks from Gavin and Tracey, we will 

take your questions. Please limit yourself to one question. If you have more than one question, please ask your 

most pressing question first, and then reenter the queue for a follow-up. To the extent that you have technical 

questions on the quarter, we ask that you pick them up with me in the days and weeks to follow. 

 

Today's discussion includes forward-looking statements within the meaning of applicable securities laws, 

important factors that could cause actual results to differ materially from expectations and projections contained in 

such statements are disclosed in the company's filings with the SEC. The company does not undertake to update 

forward-looking statements, whether as a result of new information, future events, or otherwise. 

 

GAAP reconciliations for any non-U.S. GAAP measures are included in our news release, or otherwise available 

on the company's website at www.molsoncoors.com. Also, unless otherwise indicated, all financial results the 

company discusses are versus the comparable prior year period and in U.S. dollars. 

 

And with that, over to you Gavin. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. 

Thanks, Greg. Look, 2019 was a challenging year for Molson Coors Beverage Company. However, despite 

significant headwinds and continued volume declines, we grew net sales revenue per hectoliter and improved our 

mix. We delivered strong free cash flow and cost savings, reduced our debt and started making progress towards 

premiumizing and modernizing our portfolio. 

 

We know there's still a lot of work to do. And that's why last quarter, we announced the plan to get Molson Coors 

back to consistent top line growth. Plan is designed to streamline the company, allow us to move faster and to 

free up resources to invest in our brands and capabilities. And as promised in October, we've wasted no time 

implementing the plan. 

 

And to remind you, there are five components of the revitalization plan: investing in our iconic brands, 

aggressively growing our above-premium business in beer and in flavored beverages, growing beyond beer, 

strengthening our capabilities and streamlining our company. So let me update you on some of the progress that 

we're making. 
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Molson Coors Beverage Co. (TAP) 
Q4 2019 Earnings Call 

Corrected Transcript 
12-Feb-2020 
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 4 
Copyright © 2001-2020 FactSet CallStreet, LLC 

 

We believe in the future of our core brands, because they have the power to recruit new legal-age drinkers, which 

is why investing in our core is a key part of our revitalization plan. In the fourth quarter of 2019 in the United 

States, we released new creative pieces in the Coors Light Made to Chill campaign and the Miller Lite It's Miller 

Time campaign and we've already unveiled more spots in 2020 as well. The early results are positive. 

 

Additionally, global Coors Light performance was flat, reflecting its best quarter in over three years and showing 

improvement in each of our segments. Miller Lite grew in all segments, delivering high double-digit growth in 

Canada and had its best quarter in the United States since 2014. As we work to aggressively grow our above 

premium business, we see progress in our above premium beer and in above premium flavored beverages. 

Volume and NSR improved for the full year 2019 in above premium with an acceleration in Q4. We will support 

this acceleration by providing more fuel to our fastest-growing brands and new innovations in the above premium 

space. 

 

Last month we launched new creative for Peroni in the United States which grew strong double-digits in 2019 and 

presents a real opportunity for us in 2020. Belgian Moon continues to be one of our biggest success stories in 

Canada, growing strong double-digits in both the quarter and the year and delivering its third consecutive year of 

growth. And Staropramen, our Czech lager celebrated its 150th anniversaries with volumes up high single-digits 

on the year with strong momentum heading into 2020 as Q4 volume and revenue grew double-digits. 

 

We have launched two big bet innovations in the United States already with Blue Moon Light Sky and Saint 

Archer Gold. Light Sky is a low-calorie low-carb beer brewed with tangerine peel. It's a great product that pushes 

the Blue Moon brand into incremental occasions and consumers. 

 

Saint Archer Gold is a premium light lager that offers a better-tasting alternative to Michelob Ultra as proven by 

independent expert beer panel. We introduced consumers to Saint Archer Gold with a broad media campaign that 

kicked off during the professional football championship game and showcases how the brand is the better-tasting 

light beer. 

 

Our Tenth and Blake portfolio again outperformed the U.S. craft market in 2019 growing 16% per A.C. Nielsen 

versus a flat craft market. In January, we agreed to acquire Atwater Brewery, a regional craft brewer in Michigan. 

It fills a geographic void, gives us distilled spirits capability, and will help position our craft portfolio to continue 

outperforming the broader craft market. 

 

We're investing more in flavored malt beverage and whitespaces that differentiate us and allow us to reach more 

consumers. Building on our 2019 successes, in the United States, we will continue to invest behind Cape Line 

sparkling cocktails which were Nielsen top 10 growth brand for 14 consecutive weeks in 2019. And we're 

expanding La Colombe hard coffee to additional markets. 

 

In Canada, we will continue to invest in Mad Jack, popular FMB that was up double-digits on the year. And next 

month, we will launch Vizzy in the United States, a hard seltzer that offers differentiated ingredients which would 

help it carve out a meaningful space in the seltzer category. 

 

And lastly, we're expanding beyond the beer aisle altogether. This is a big shift, but it presents real growth 

opportunities. In November, we announced an equity deal, a long-term partnership with L.A. Libations, an 

incubator of better-for-you non-alcoholic beverages. This investment essentially creates a new non-alcoholic 

innovation team for the Molson Coors Beverage something – something that we simply did not have before. 
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Now, I want to be clear, we are not looking to compete in the soda aisle with Coca-Cola and Pepsi Cola, and [ph] 

stable (07:29) we're selective about where we compete, always looking to leverage our unique strengths. 

 

Then, of course, next month we're taking a definitive step into the wine category with a national launch of Movo 

wine spritzers in the United States. The organizational restructuring is well underway and we are making progress 

towards our goal of improving efficiency and unlocking an additional $150 million in annual savings bringing our 

total expected cost savings to $600 million over the 2020 through 2022 program. We have simplified our structure 

from four business units and a corporate center to two streamlined units; North America and Europe. 

 

In North America, our new organizational design is now set. All teams have been selected and people are 

transitioning to new office locations. In Europe, we have announced all senior leadership changes and anticipate 

completing the reorganization by the end of March. 

 

As part of our updated structure we have a new data and analytics team and are expanding and developing new 

commercial and operational capabilities that will make us smarter and more efficient. We continue to estimate the 

cost of all these changes will result in total one-time charges in the range of approximately $120 million to $180 

million spread over Q4 of last year, 2020 and 2021. 

 

Next quarter we will report our financials under our new operating structure. And as you can see we are moving 

quickly to implement our plans and we're starting to see glimpses of transformation within our portfolio. Also the 

new structure is already providing greater clarity and accountability. Teamwork has improved and the speed of 

decision making is substantially quicker. None of this is easy and it won't happen overnight. But the tough 

decisions we've made and the quick actions and investments we are making will ensure the Molson Coors 

Beverage Company is built to succeed in today's marketplace. 

 

And now I'm going to hand over to Tracey for a review of the fourth quarter and full year as well as our outlook. 

Trace? 
 .....................................................................................................................................................................................................................................................................  

Tracey I. Joubert 
Chief Financial Officer, Molson Coors Beverage Co. 

Well, thank you, Gavin and hello everyone. I will first cover the quarter and full year on a consolidated and 

regional basis, and then move on to our outlook. So to recap the quarter, net sales revenue increased 3% in 

constant currency. We delivered positive global pricing and mix as well as a 1% increase in financial volume, 

including a planned benefit in the U.S. from shipments exceeding brand volume as full year shipment volumes 

and retail volumes converged. 

 

Net sales per hectoliter on a brand volume basis increased 1.1% in constant currency, reflecting continued 

favorable global pricing and mix. Our Europe business continues to deliver strong NSR per hectoliter increases, 

driven by both pricing and mix. 

 

In North America, we saw a sequentially lower increase in our U.S. business and slightly lower rates in Canada. 

Remember general price increases have largely shifted from the fall to the spring in the U.S. with the most recent 

increase last spring. 

 

Our U.S. mix benefit was neutral in the quarter. Worldwide brand volume decreased 1% and financial volume 

increased 1%, reflecting a planned benefit in the U.S. as we shipped largely to consumption for the full year. 

Global priority brand volume increased 1.6%. In the U.S., brand volumes benefited from improving industry 

volumes. 
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October 2018 was soft, following a general price increase and improving Premium Lights segment trends as you 

heard in Gavin's remarks. Canadian volumes remained challenged in the fourth quarter, driven in part by 

continued industry softness. 

 

In Europe, our brand volume benefited from a broad-based improvement in industry trends and continued 

premiumization. Our international business brand volumes grew double digits, driven by strong performance in 

Latin America. 

 

Underlying cost per hectoliter increased 1.7% on a constant currency basis driven by inflation and mix and 

partially offset by cost savings. The trend was significantly improved versus prior quarters, primarily reflecting 

fixed cost absorption in our U.S. business resulting from shipment timing between quarters and the cycling of one-

time costs in our Canadian business from 2018. 

 

Underlying MG&A decreased 6.3% on a constant currency basis, due to a non-recurring vendor benefit in the 

U.S. and lower one-time incentive compensation expenses driven by the anticipated departures as a result of the 

revitalization plan. These items together account for approximately 50% of the reduction in MG&A. 

 

Additionally, our marketing spend was lower in the fourth quarter, reflecting a planned shift of spending to support 

brand launches earlier in the year and align our marketing pressure with the key selling seasons, particularly 

within Europe and the U.S. As a result, underlying EBITDA increased 15.8% on a constant currency basis. 

 

Recapping the year, net sales revenue decreased 0.6% in constant currency. We delivered positive global pricing 

and mix, but this was offset by a decline in global volume. Net sales per hectoliter on a brand volume basis 

increased 2.9% in constant currency, driven by favorable pricing and mix as we continue to focus on 

premiumizing our portfolio. Worldwide brand volume decreased 3.5% and financial volume decreased 4%. Global 

priority brand volume decreased 2.2%. 

 

Underlying COGS per hectoliter increased mid-single digits, up 4.9% on a constant currency basis, driven by 

inflation, mix and volume deleverage, partially offset by cost savings. Underlying MG&A decreased 0.9% on a 

constant currency basis. Corporate underlying MG&A was $158 million coming in below prior year and below our 

prior estimates, driven largely by lower incentive compensation expense and other targeted spending reductions. 

Marketing spend per hectoliter was up for the year in each of our segments. 

 

As a result, underlying EBITDA decreased 2.6% on a constant currency basis. Depreciation and amortization 

expenses were $827 million in line with prior year results, but below our prior estimates driven by later and lower-

than-planned capital expenditures. Net interest expense of $273 million was in line with our third quarter estimate. 

 

We delivered underlying free cash flow of $1.370 million (sic) [$1.370 billion] [14:44] in line with our estimates and 

3.7% below the prior year, driven by lower underlying EBITDA and higher cash tax payments, partially offset by 

lower capital expenditures, favorable changes in working capital and lower cash interest payments. 

 

Capital expenditures of $593 million were lower than our prior estimate driven by savings and the timing of capital 

spending as we evaluated and made capital decisions to drive stronger returns. In 2019, we completed our three-

year savings program associated with the MillerCoors acquisition and integration, delivering $230 million during 

2019 and brining our three-year total savings to $725 million. Cost to capture the savings over the three years 

were $208 million coming in at the low end of our most recent estimate of $230 million, driven by the addition and 

delivery of high-value low-cost projects. 
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So this takes me to our financial outlook. We expect 2020 to be a transition year and anticipate net sales revenue 

to be flat to down low single digits on a constant currency basis. We expect underlying EBITDA to be down high 

single digits on a constant currency basis from fiscal year 2019 underlying EBITDA of $2.364 billion. 

 

Our estimated underlying effective tax rate is 20% to 24%. We expect interest expense of $280 million plus or 

minus 5%. And we expect depreciation and amortization expense to be approximately $850 million. We estimate 

capital spending of $700 million plus or minus 10%; and underlying free cash flow of $1.1 billion plus or minus 

10% reflecting lower expected EBITDA performance, as well as higher cash taxes than in 2019. 

 

And as mentioned on our Q3 earnings call, we increased our total cost savings program for the period 2020 

through 2022 to $600 million as a result of the revitalization plan to be spread more or less evenly over that 

period. Now as a reminder we are planning to reinvest these additional cost savings behind our brands and other 

capability-building. 

 

With the exception of costs that would qualify for special items treatment all other costs to achieve the $600 

million in savings are included within our underlying EBITDA guidance. Examples of special items included in the 

$120 million to $180 million of cost to achieve are severance, retention and relocation costs associated with the 

revitalization plan. 

 

Accelerated depreciation and other direct costs associated with the Irwindale brewery closure will also be 

reported as special items. We expect 2021 and thereafter to deliver net sales revenue and underlying EBITDA 

growth versus 2020. We intend to maintain our investment grade credit rating. And as our full year 2019 trailing 

annual underlying EBITDA has our current annualized dividend within our target range of 20% to 25%, we do not 

anticipate the Board of Directors will change our dividend rate at this time. 

 

The change in structure to two business units went into effect at the start of the year. Therefore the resulting 

financial reporting changes will be reflected in our first quarter 2020 results including allocation of corporate 

MG&A expense to our two business segments. 

 

Now also please consider the following related items. Our estimate of 2020 EBITDA is unchanged versus our 

estimate on October 30, 2019 in spite of a strong fourth quarter benefiting from one-time items, shipment timing 

and deferred spending as we refined our revitalization plan. 

 

Our business continues to face a number of headwinds including inflation. And we're committed to investing to 

improve our top line performance. While we expect the full year's underlying EBITDA to be down high single digits 

on a constant currency basis, we expect the second half EBITDA to be better than the first half for two main 

reasons. Our full year increase in marketing investments will begin in half one, as we launch new products and 

add support to our premium brands and the cost savings that we expect to realize in 2020 will be skewed to the 

back half of that year. 

 

In January we announced the decision to close our Irwindale brewery. The associated cost savings are not 

considered part of the revitalization plan, but are included in the previously announced $600 million cost-savings 

program for 2020 to 2022. 

 

Now with that thank you for your time and attention and I'll turn it back to Andrea for Q&A. 
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QUESTION AND ANSWER SECTION 
 
 

Operator: We will begin the question-and-answer session. [Operator Instructions] And our first question comes 

from Eric Serotta of Evercore. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Eric Adam Serotta 
Analyst, Evercore Group LLC Q 
Good morning. Gavin, hoping you could give us a little bit of color on the seltzer and beyond beer strategy. 

Seems like you're taking a very different tact than some of your competitors in not extending your core brands. Is 

there any thought to a Coors Light seltzer or Miller Lite seltzer? And what are you hearing from retailers and 

distributors, in terms of initial response to what you're showing them for Vizzy? 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Thanks. Good morning, Eric. Look, we believe that the seltzer category is here to stay. Let's be clear about that. 

And Molson Coors plans to compete in this space aggressively. And we are going to have a multi-pronged 

approach to attacking that space. Having said that, the key premise with our approach is to drive incrementality by 

bringing a very clear point of difference to that of the competition. 

 

And as you referenced, this year we are introducing Vizzy which we think does have clear points of difference 

with the competition. It will be the first hard seltzer made with acerola cherry, which is a super fruit high in the 

antioxidant, vitamin C. And there's no reason to believe that this isn't going to resonate very well with consumers 

and particularly that 25 to 39-year-old male and female that choose to drink, but are looking for potentially better 

choices. 

 

I'm not going to get into details of how much exactly that we're investing, but we've got a very robust campaign 

that launches around the same time as Vizzy hits the shelf. It's going to include national TV. It will have digital, 

social, out-of-home advertising and a very strong sampling effort. 

 

This is going to be our biggest bet yet on the hard seltzer segment, which we think will reach a couple of billion 

dollars in sales this year. As far as the response from our distributors and retailers is concerned, we've had an 

excellent response. There is a lot of excitement and anticipation for this brand. So we're excited about it. 
 .....................................................................................................................................................................................................................................................................  

Eric Adam Serotta 
Analyst, Evercore Group LLC Q 
And just to follow up on that, would you rule out – you talked about a multipronged approach. Would you – and 

you have Henry's in the market, but would you rule out doing something with one of your core beer brands? I 

know, you've gone down that road in the past with things like Coors Light Summer Brew, but decided to stick true 

to the core product and messaging. Is that something that's on the table or something that you'd rule out? 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Look, I think, Eric, just reiterating what I said, right, is we think that we need to have a clear point of differentiation 

to our competition. And where we find a clear point of differentiation, we will drive into that in a meaningful way. 

Our current is Vizzy, which is what we're going to put a lot of time and effort behind that. 
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Eric Adam Serotta 
Analyst, Evercore Group LLC Q 
Great. Thanks so much, Gavin. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: Our next question comes from Bryan Spillane of Bank of America. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Bryan D. Spillane 
Analyst, Bank of America Merrill Lynch Q 
Hi. Good morning, everyone. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Good morning, Bryan. 
 .....................................................................................................................................................................................................................................................................  

Tracey I. Joubert 
Chief Financial Officer, Molson Coors Beverage Co. A 
Good morning, Bryan. 
 .....................................................................................................................................................................................................................................................................  

Bryan D. Spillane 
Analyst, Bank of America Merrill Lynch Q 
So, I guess, Gavin, I want to touch on just kind of the state of Coors Light. Now that you've had the new ad copy 

in the U.S. on air for a few months now and you've kind of gone through this process now of kind of featuring your 

plans to retailers selling in for the summer season. So, could you just give us a little bit more color about how you 

feel about not just how the copy has resonated with consumers and for the brand, but also just as you're kind of 

teeing up merchandising for the summer months, do you feel like you're getting a little bit more reaction or support 

from your wholesalers and retailers behind the Coors Light brand? 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Thanks, Bryan. Look, I mean, the short answer is yes. We're getting a lot of support, a lot of excitement behind 

Coors Light from our network. Certainly the most – since I've been in this chair and when I was in the MillerCoors 

chair as well. The [indiscernible] (24:40) platform is stronger. Results are strong. The brand achieved its best 

quarterly STR trends since the first quarter of 2017. 

 

It accelerated segment share gains in the fourth quarter behind the new creative and we're going to invest 

meaningfully behind this platform in 2020. It's brought relevance back to the brand again. It's back in the lives of 

new legal-drinking-age consumers, its back in the cultural landscape, and its momentum is heading in the right 

direction, Bryan. And we're just getting started. But the short answer to your question is yes; our wholesalers are 

very excited about it. 
 .....................................................................................................................................................................................................................................................................  

Bryan D. Spillane 
Analyst, Bank of America Merrill Lynch Q 
Okay, great. Thank you. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: Our next question comes from Steve Powers of Deutsche Bank. Please go ahead. 
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Steve Powers 
Analyst, Deutsche Bank Securities, Inc. Q 
Yes, great. Thanks. Hey, Tracey, could you talk a little bit more about the targeted spend priorities for 2020? And 

just clarify, maybe confirm that the cadence of those investments specifically on the MG&A line will more or less 

mirror 2019. I think that's what I heard, but I just wanted to clarify. 

 

And then relatedly Gavin I guess for you what does success look like in terms of a topline response or maybe a 

market share response this year on the back of all of the planned initiatives that you outlined versus to what 

degree may it take till 2021 or beyond for these 2020 investments to show more of a cumulative return? Thanks. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Yeah. Thanks. Great. Thanks, Steve. Look Tracey you can maybe take some of the G&A side. I'll just talk about 

marketing. From a marketing perspective, we've got a lot of innovation and new news coming in the first half of 

this year, Steve. So, you can expect our marketing spend to be up-weighted in the first half versus the second 

half. 

 

And as you – I mean I know Tracey has given full year guidance on EBITDA and we're not going to give quarterly 

guidance. But I think just directionally we're going to spend more in the first half than we will in the second half. 

We've already launched two big innovations Saint Archer Gold and Blue Moon Light Sky and we've got two more 

big ones coming with Vizzy and with the national expansion of Movo. 

 

Obviously, innovation takes a lot of work and a lot of effort and a lot of investment and you don't necessarily get 

significant uplift on day one. And so we don't necessarily expect that. But we do expect improvement in our above 

premium portfolio through these innovations. 

 

Success for me looks like what I've really said, right, which is we do expect us to be sort of flat to down low single-

digits from a net sales revenue point of view. But we believe everything that we're doing in 2020 is setting 

ourselves up for sustainable growth in NSR in 2021 and beyond. Trace, from a G&A point of view? 
 .....................................................................................................................................................................................................................................................................  

Tracey I. Joubert 
Chief Financial Officer, Molson Coors Beverage Co. A 
Yeah. So, just maybe to reiterate what I said in the script from a G&A, I mean we are – the G&A spend is 

basically in the EBITDA guidance that we've given. A couple of things to think about as we look at half year one 

and half year two. First of all, as Gavin mentioned, our marketing spend is going to be up. That will be sort of 

weighted more to the first half of the year as we invest behind our new product launches and ad support our 

premium brands. 

 

And then from the cost savings side that's going to be skewed more to the back half of the year and as we realize 

the savings related to the revitalization plan. And again the revitalization plan savings will be primarily in the G&A 

area. 
 .....................................................................................................................................................................................................................................................................  

Steve Powers 
Analyst, Deutsche Bank Securities, Inc. Q 
Okay. Thank you very much for that. I guess, Gavin just to follow-up on the definition of success question. There's 

just – there's a ton of new products from yourselves, from competitors in the beer space hitting the market right 

now. There's going to be a lot of shifts on shelf and within coolers. Is your feel in aggregate that you're going to 
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hold cumulative shelf and cooler space in 2020 versus 2019? Or do you expect to gain or maybe shed some of 

that? Just how are you thinking about that? Thank you. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Yeah. Look I mean I would be disappointed if we didn't increase our shelf space. I do think though that there's 

going to be movements within that. So, in large format I think you'll see some of the slow-moving lines in craft and 

seltzers and some of the adjacencies like FMBs and ciders will probably take some losses to create new space 

for a lot of these innovations that are coming particularly the growth of seltzer. 

 

I mean initial indications would appear that the biggest loss is taking place with craft, which the assortment of that 

has just expanded significantly over the past 15 years. I think in small format, it's a little different. Seltzer is 

making aggressive inroads on distribution in both single-serves and multipack. And I would say more space is 

probably coming from economy as well as craft in less developed, which – because craft is less developed than it 

is in large format. 

 

But again the short answer to your question is, I'll be disappointed if we didn't increase our shelf space with some 

of the innovations that we're bringing. And certainly the indications from our retailers and our distributor partners is 

that that will hold true and will expand both. 
 .....................................................................................................................................................................................................................................................................  

Steve Powers 
Analyst, Deutsche Bank Securities, Inc. Q 
Perfect. Thank you. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: Our next question comes from Andrea Teixeira of JPMorgan. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Andrea Teixeira 
Analyst, JPMorgan Chase & Co. Q 
Good morning. Thank you. So, I wanted to – should we step back into the organization of the two main regions 

between the U.S. and Europe? And is that a main strategy to give better visibility and empower the local teams? 

Or could you potentially sell the business to fund M&A in seltzer? Or you want just to grow Greenfield in that 

category? 

 

And just a clarification on Gavin's comments about Vizzy. So, for Vizzy – so you believe that – which launches I 

believe last month. So you – I think, I heard you say that the brand can reach $1 billion in sales. And so if that's 

the case what is the time line? 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
No. Sorry, Andrea. You misunderstood me there. I said, the – what I meant to say was the seltzer category will 

get into the $1 billion as a category. I mean, I would be delighted if Vizzy did, but that's not what I said. 
 .....................................................................................................................................................................................................................................................................  

Andrea Teixeira 
Analyst, JPMorgan Chase & Co. Q 
Yeah. 
 .....................................................................................................................................................................................................................................................................  
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Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
I think, the total category will be there. As far as the two business units is concerned we're obviously setting the 

European and North American businesses up as standalone operations, because we believe that strong regional 

leadership will be able to make decisions much quicker. It will streamline decision-making. It will remove 

bureaucracy, which perhaps slowed us down. It'll certainly make us more nimble and quick. And it's a very short 

distance between folk that are asking for decisions and the actual decision-makers. So we think that having two 

separate standalone business units is going to make us much better as an organization, much stronger in both 

Europe and in North America. 

 

So we're actually already seeing the signs of that, where we've been able to bring campaigns with some of our 

global brands to market, much quicker than we have in the past, I'd cite the Coors Light campaign in the United 

Kingdom as a fine example of that. So we're particularly excited about the nimbleness that this new structure will 

bring us. 
 .....................................................................................................................................................................................................................................................................  

Andrea Teixeira 
Analyst, JPMorgan Chase & Co. Q 
And in terms of capital allocation going forward, if you can kind of elaborate more. How do you see the company 

like in five years? 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Well, obviously capital allocation is the critical decision that we make. But if you're asking me indirectly are we 

planning to sell Europe? The answer is no. 
 .....................................................................................................................................................................................................................................................................  

Andrea Teixeira 
Analyst, JPMorgan Chase & Co. Q 
Yeah. I guess, exactly indirectly and directly. And then in M&A seltzers, you believe that the decision to just do it 

Greenfield is the best decision at this point? 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
We're very excited about the multipronged approach that we're using to attack the seltzer space, Andrea. I think I 

said on our third quarter earnings call that we will have a string of pearls approach to M&A. It's worked very well 

for us in the past and we've had many more successes with the small bolt-on acquisitions that give us capability 

and exposure to spaces that we haven't had. And if successful and we intend to continue along that path. 

 

We really did that in the fourth quarter with the large, but minority stake in L.A. Libations and we have an 

agreement to acquire Atwater in the – hopefully the first quarter of this year. That's an approach that's worked for 

us. It's worked for us very well in Europe with a number of success stories out there with Doom Bar and Aspall 

Cider and the repatriation of our Staropramen brand. So if it works for us, then we're going to continue driving on 

that path. 
 .....................................................................................................................................................................................................................................................................  

Andrea Teixeira 
Analyst, JPMorgan Chase & Co. Q 
Thank you, Gavin. 
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Operator: Our next question comes from Kaumil Gajrawala of Credit Suisse. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Kaumil Gajrawala 
Analyst, Credit Suisse Securities (USA) LLC Q 
Thank you. Good afternoon, everybody. I'd like to understand a little bit more about your EBIT guide for 2020. It 

looks like Coors Light and Miller Lite, at least sequentially are showing some momentum. You've got considerable 

cost-savings strategy and benefit next year. And then, obviously, also, you have some, I guess, one-times in the 

G&A line this year from incentive comp and this vendor benefit. So why do you then expect for kind of a similar 

rate of decline of revenues to lead to quite a bit higher decline in EBITDA? I think, this year you'll end at EBITDA 

down four on revenues down two, roughly. But for next year, you're looking at revenues maybe down two, but 

EBITDA, high single-digits with all of these things that seem to be going kind of moving in your favor next year? 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Thanks, Kaumil. Good morning to you. Look, 2020 is a transition year for us. It's going to take time to get the $150 

million of savings out of the business. And we're implementing major actions that are fundamentally going to 

impact our portfolio, and many of these actions are going to take time for us to impact the top line. 

 

I think I said earlier on, innovations take time to scale, and spending more money on marketing, doesn't 

necessarily have a day one positive impact. We believe that the changes that we're making now which are 

meaningful will set us up for success in 2021. We're also taking very seriously the industry trends that we're 

seeing in Canada and the impact that those trends are having on our overall business and the overall topline of 

our business. We're obviously implementing the revitalization plan in Canada as well and we'll be investing more 

behind those brands. But you know – Canada has been in decline for quite some time and it's not a trend that 

we're going to be able to reverse overnight. Having said that, we're working very hard to do exactly that. 
 .....................................................................................................................................................................................................................................................................  

Kaumil Gajrawala 
Analyst, Credit Suisse Securities (USA) LLC Q 
Okay. Got it. Thank you. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Thanks. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: Our next question comes from Kevin Grundy of Jefferies. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Kevin Grundy 
Analyst, Jefferies LLC Q 
Thanks. Good morning, everyone. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Good morning Kevin. 
 .....................................................................................................................................................................................................................................................................  
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Kevin Grundy 
Analyst, Jefferies LLC Q 
Hey, Gavin, I wanted to come back to the investment question, maybe ask it a little bit differently. So obviously, a 

lot of changes going on concurrently at the company, while a lot of investment is going into the portfolio, 

particularly in the first half of the year. Can you give us a sense of how you're prioritizing these investments? Is 

this continued sequential improvement in Miller Lite and Coors Light do you have to establish some level of 

success in the hard seltzer category? 

 

I'd say the market view on that front would be that – the hard seltzer dynamic is a net negative for the company at 

this point, given some of the demand source from light beer category and the fact that the company has not really 

leaned in real heavily at this point. Maybe just give us a sense of the top three things, you really have the 

organization focused on in order to deliver what you've messaged to the street? Thank you. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Yeah. Thanks, Kevin. Look I mean, it's not an either/or, right, it's a both end. We need to focus across our 

portfolio and we've been quite clear about the fact that our core brands in the United States, in Europe and in 

Canada remain a very important part of our business. And so we will increase the spend behind those brands 

going forward. 

 

Having said that, the bulk of our increased spend will be in the above premium space. We need as I've said to 

fundamentally reshape our portfolio. We've done that successfully in the United Kingdom, where we're about 30% 

of their portfolio is now in the above premium space. And if I recall correctly Canada is at about 20%-odd. And 

obviously we've got a lot of ground to make up in the United States. And that's why most of our investment – 

increased investment is going to be in the above premium space and beyond beer in the U.S. 

 

To that end, we launched Cape Line in 2019 which was a top share gainer in Nielsen for us, I think it was 14 

straight weeks. We've introduced Sol Chelada. We're introducing Sol y Limón (sic) [Sol Limón y Sal] (38:29). I 

probably pronounced that incorrectly. We've got Belgian Moon up in Canada which grew strong double digits. In 

Europe, we've made progress and we'll continue to invest in above premium. 

 

It's – I think, I answered the seltzer question earlier on. There's not much more I can say to that other than that 

we're making a big bet behind Vizzy and we're very excited about how it's being received by retailers and 

distributors alike.  We're expanding beyond the beer aisle with Movo. I think the speed at which we are 

moving and the quantity of ideas that we're bringing to the marketplace has energized our network as – I haven't 

seen it this way for quite some time. So we've obviously got a lot of work to do, but I'm pleased with the progress 

that we've seen across our portfolio. 
 .....................................................................................................................................................................................................................................................................  

Kevin Grundy 
Analyst, Jefferies LLC Q 
That's great. Thanks, Gavin. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: Our next question comes from Lauren Lieberman of Barclays. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Lauren R. Lieberman 
Analyst, Barclays Capital, Inc. Q 

App. 029

Case 1:20-cv-00144-JRN   Document 9   Filed 02/27/20   Page 30 of 53



Molson Coors Beverage Co. (TAP) 
Q4 2019 Earnings Call 

Corrected Transcript 
12-Feb-2020 

 

 
1-877-FACTSET   www.callstreet.com 

 15 
Copyright © 2001-2020 FactSet CallStreet, LLC 

 

Great, thanks. Good morning. I just wanted to follow up a little bit on innovation again. And I was curious, in 

particular, about Blue Moon Light Sky? I know it's quite early days, but turning around Blue Moon would take a – 

be a pretty big step forward for the above premium portfolio. So it's a little bit off season maybe to be launching or 

to have gotten that brand into market. But I'm just curious, on early reads from that, what you're kind of seeing the 

feedback on the taste profile? Does it bring Blue Moon users back or drinkers back into the category? Anything 

you could share there would be great. Thanks. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Thanks, Lauren. Look, Blue Moon – just to start at the top. Blue Moon grew in 2019 globally. So very excited 

about that, just for starters. Secondly, we tested Blue Moon Light Sky extensively and consumers absolutely loved 

the taste. It's a lighter, more sessionable beer that is going to really be complementary and provide a halo effect 

to Blue Moon Belgian White. 

 

It's been in the marketplace for two weeks. The reception from our distributors has been very strong. Their orders 

are meaningfully higher than what we had anticipated and we're obviously working very hard to make as much 

Blue Moon Light Sky as we can. But I would caution you, Lauren, it's two weeks. 
 .....................................................................................................................................................................................................................................................................  

Lauren R. Lieberman 
Analyst, Barclays Capital, Inc. Q 
Yeah. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
But so far it's being extraordinarily well received. 
 .....................................................................................................................................................................................................................................................................  

Lauren R. Lieberman 
Analyst, Barclays Capital, Inc. Q 
And how might you rank order the potential impact of like a Vizzy versus a Blue Moon Light Sky for this year? 

Because you're, on the one hand, leveraging an existing and very strong brand; and the other very strong 

category, but new-to-world brand. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Yeah. That's a great question. And, obviously, I'm excited about all our innovation. And I'm not going to handicap 

which one is going to turn out to be the best this year, Lauren. Time will obviously tell. But each of them are 

unique in their own way. They're all attacking a different part of the segment. And best way for me to answer that 

question is, time will tell. 
 .....................................................................................................................................................................................................................................................................  

Lauren R. Lieberman 
Analyst, Barclays Capital, Inc. Q 
Okay. Great. And then, just to follow-up on Canada. I know you talked about putting this – having more of a North 

America organization and the opportunity that gives you to leverage the marketing spend cross-border, if you will. 

I was just curious, if any of that started in 2019. So, maybe, it's a little of housekeeping. But, for example, like the 

Coors Light campaign that's been so successful here, is that in Canada yet? Or is that still to come? 
 .....................................................................................................................................................................................................................................................................  
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Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Lauren, that is still to come. It's not in Canada yet, but it will be soon. So as far as the revitalization plan is 

concerned, obviously, the restructuring took place with the U.S. business in the fourth quarter of 2019. But the 

Coors Light campaign specifically is still to hit. I'm pleased with the progress that the team has made in aligning 

innovation and our global brands between United States and Canada in our North American business unit. And I 

think you'll start seeing the impact of that as the year progresses. 
 .....................................................................................................................................................................................................................................................................  

Lauren R. Lieberman 
Analyst, Barclays Capital, Inc. Q 
Okay. Thanks great. Thank you so much. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: Our next question comes from Laurent Grandet of Guggenheim. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Laurent Grandet 
Analyst, Guggenheim Securities LLC Q 
Hey. Good morning, Gavin and Tracey. I'd like to come back to the seltzer category, but from a different angle. 

So, it's great to see so many growth initiatives coming from you, including a differentiated seltzer proposition. So, 

now, as the seltzer category is expanding very fast and in many cases, at the expense of our beer and light beer 

for the largest part, I mean, what do you do to protect your core Coors Light and Miller Lite business? And if you 

any effect I mean let's say 20% of the $150 million revitalization plan on those two brands it may prove to be not 

enough. So, could you please help us first I mean just better assess the impact of seltzer on your core two 

brands? And two what do you – are you planning to minimize the risk here? Thank you. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. A 
Yeah. A lot to unpack there Laurent, but let me try and do that. So, I would point you to the performance of Miller 

Lite and Coors Light in 2019 when seltzers were exploding. And according to Nielsen, the trend has continued of 

gaining share for those two brands for the last five years. 

 

Our performance on Miller Lite gained its 21st consecutive quarter and it actually grew STR volume in Q4 in the 

face of this seltzer trend. So, the brand is holding its own in the total category. In fact it was pretty flat not just in 

the premium light segment, but in the total beer category. 

 

And as a combination Miller Lite and Coors Light outperformed the combination of Bud Light, Michelob Ultra, and 

Michelob Ultra Gold in terms of industry share. So, this notion that a lot of the seltzer volume is coming from 

premium light is not necessarily supported by the facts that are underlying the Miller Lite and Coors Light's 

performance. 

 

Coors Light gained segment share for the third straight quarter directionally improved its performance had the 

best quarterly STR trend since 2017. So, we believe that our marketing is resonating. We're going to put more 

effort and money behind that at the same time as we are going to enter the seltzer category. 
 .....................................................................................................................................................................................................................................................................  

Laurent Grandet 
Analyst, Guggenheim Securities LLC Q 
Thank you. 
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Operator: Our next question comes from Sean King of UBS. Please go ahead. 
 .....................................................................................................................................................................................................................................................................  

Sean R. King 
Analyst, UBS Securities LLC Q 
Hi, thanks for the question. I don't think you provided guidance for COGS per hectoliter into 2020. Any insights 

you can provide there and if you expect any easing pressure from aluminum given the hedging positions? 
 .....................................................................................................................................................................................................................................................................  

Tracey I. Joubert 
Chief Financial Officer, Molson Coors Beverage Co. A 
Yes. So, let me answer that Sean. So, for 2020, we've actually given both topline and bottom-line guidance which 

is new this year. And so we didn't feel it was necessary to give the COGS guidance. We thought top and bottom-

line was more helpful. 

 

Having said that, look our job is to manage our costs within those boundaries of top and bottom-line. And we do 

use – we spoke about our robust hedging programs in the past and we've got cost-savings initiatives which help 

us manage those costs. But we expect to still see ongoing commodity inflation going into 2020 probably similar to 

what we saw in 2019. And yeah, we will just manage that with our cost-savings initiatives. 
 .....................................................................................................................................................................................................................................................................  

Sean R. King 
Analyst, UBS Securities LLC Q 
Got it. Thank you. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: [Operator Instructions] This concludes our question-and-answer session. I would like to turn the 

conference back over to Gavin Hattersley for any closing remarks. 
 .....................................................................................................................................................................................................................................................................  

Gavin D. K. Hattersley 
President, Chief Executive Officer & Director, Molson Coors Beverage Co. 

Thanks, Andrea. Look I know there may be additional questions that we weren't able to get to. So, please follow 

up with Greg and Tracey and I look forward to talking with many of you as the year progresses. So, thanks 

everybody for participating on the call. 
 .....................................................................................................................................................................................................................................................................  

 

Operator: The conference has now concluded. Thank you for attending today's presentation. You may now 

disconnect. 
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JOHANNES LEONARDO WINS
VIZZY, A NEW HARD SELTZER
FROM MOLSON COORS
The brand will be backed with a sizable campaign as the brewer
attempts to gain ground in the hot-selling segment
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 Credit: MillerCoors

Johannes Leonardo has won the creative account for Vizzy, a new
hard seltzer brand from Molson Coors that will get a heavy marketing
push. The assignment, which was confirmed by a Molson Coors
spokeswoman, follows a competitive review and marks the agency’s
entry onto the brewer's roster. Molson Coors also works with DDB
Chicago and Leo Burnett Chicago. Johannes Leonardo also picked up
Cape Line, a flavored malt beverage brand that had been with Energy
BBDO. 

Vizzy will hit the market on March 30 with a campaign expected at
that time. The brand arrives as Molson Coors attempts to gain
ground in the hard seltzer market now dominated by White Claw and
Truly. Johannes Leonardo last year created a campaign for Truly on aApp. 036
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project basis. The brand, owned by Boston Beer Co., was later shifted
to Goodby Silverstein & Partners.

The hard seltzer market, while thriving, is growing more competitive
as more brands jump in. Anheuser-Busch InBev recently launched
Bud Light Seltzer and backed it with an expensive Super Bowl ad.
Molson Coors is seeking to differentiate Vizzy by touting health
credentials: ingredients include acerola cherry, a “superfruit” high in
the antioxidant vitamin C. Flavors include black cherry lime,
blueberry pomegranate, strawberry kiwi and pineapple mango, each
with 100 calories, 1 gram of sugar and 5 percent alcohol-by-volume.

“There's no reason to believe that this isn't going to resonate very
well with consumers and particularly that 25-to-39-year-old male

ADVERTISING
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and female that choose to drink, but are looking for potentially better
choices,” Molson Coors CEO Gavin Hattersley said on an earnings call
last week. He did not detail how much the brewer is spending on the
launch, but said it would amount to a “very robust campaign” that
will include national TV, digital, social, out-of-home advertising and a
“very strong sampling effort.”

In this article:

CMO Strategy
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Scuttled Edgewell-Harry's razor
deal raises questions about the
future of d-to-c

Gatorade targets tweens with new
‘Juiced’ variety

Inside Pornhub’s unexpectedly
buttoned-up Valentine’s Day pop-
up
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MillerCoors plans to launch Vizzy, a hard
seltzer with the antioxidant vitamin C, in
2020 
News

By Peter Frost, 09 December, 2019

Seeking to capture a bigger piece of the booming hard seltzer market, MillerCoors in 2020 is investing millions
behind a new brand called Vizzy, the first hard seltzer made with acerola cherry, the superfruit high in
the antioxidant vitamin C. 

Aimed squarely at the health and wellness trends fueling the food-and-beverage industry, Vizzy represents
MillerCoors’ biggest big yet on the ascendant hard seltzer segment, which is estimated to reach $2 billion in
sales next year.

Vizzy, which is slated to launch at the end of March, will come in four flavors — Black Cherry Lime, Blueberry
Pomegranate, Strawberry Kiwi and Pineapple Mango — each of which will contain 100 calories, 1 gram of
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sugar and 5% alcohol by volume.

“It’s no secret that there’s been exponential growth in the hard seltzer category, and we see a big opportunity
in the space with innovation,” says Dilini Fernando, director of portfolio and brand strategy at MillerCoors.
“We’re moving fast and furious, and we believe we’re catching this trend at the right time.”

Vizzy takes its cues from non-alcohol trends, where consumers have progressed beyond products touting the
removal of negative ingredients such as sugar and artificial colors and into products with the presence of
positives. Thus far, no hard seltzer on the market has made such a claim. “We saw this untapped opportunity
and we figured out how to do it,” Fernando says.

The acerola cherry, an antioxidant- and vitamin C-rich superfruit, grows in the warm climates of California,
Texas, Florida and Central and South America. It contains roughly 30 times more vitamin C per cup than an
orange. 

Made with fermented cane sugar, Vizzy is naturally gluten-free. It will be packaged in bright orange variety
12-packs of 12-ounce cans, as well as single-flavor six-packs and single cans of Pineapple Mango. Each can
will contain colorful mosaics featuring their respective fruit flavors and the claim “with antioxidant vitamin C
from acerola superfruit.”

Vizzy will be line priced with White Claw and Truly, the top two sellers in the hard seltzer segment.

“With Vizzy, we’re cutting through the sea of sameness in the hard seltzer category, where most products have
a similar visual identity and proposition,” Fernando says. “We’re making a big, bold claim, but we’re also taking
a very playful and di�erentiated position. There’s no reason to believe this won’t resonate very well with
consumers, particularly 25- to 39-year-old men and women seeking to make better choices.”

The brand’s marketing campaign will launch around the same time it hits shelves and will include national
TV, digital, social and out-of-home advertising; retail tools; and a robust sampling e�ort.

Vizzy already has secured major retail support at national and regional chains, Fernando says.

While MillerCoors’ existing hard seltzer, Henry’s Hard Sparkling Water, is performing well in 2019 with sales
volume up 126.5% year-to-date, per Nielsen, “it’s simply not enough as we think of the trajectory and the
opportunity in this category,” says Sofia Colucci, vice president of innovation at MillerCoors. “We need to do
more, and Vizzy is a key part of our plan to double-down on seltzers and come in with di�erentiated and
consumer-relevant propositions. There’s nothing else like it.”

Not in the alcohol space, at least. Over the past two years, more than 500 food and beverage products have
made a claim about antioxidants. None were alcohol beverages.

Antioxidants are natural or man-made substances that may prevent or delay some types of cell damage,
according to the National Institutes of Health, an agency of the U.S. Health Department. Found in many fruits
and vegetables, antioxidants include vitamins C and E, selenium, and beta-carotene, lycopene, lutein, and
zeaxanthin.

All of the antioxidant in Vizzy comes from acerola cherry juice and is natural. 

Fueled by rising consumer demand, antioxidants have been added to a wave of new products over recent
years, from cereals and granola bars to non-alcoholic beverages such as Bai and Sparkling Ice. The global
antioxidant industry is projected to grow 6.4% annually through 2020. App. 044
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Some 60% of consumers say they’re seeking more non-alcohol beverages containing antioxidants, and that
demand stretches across generational lines, according to a recent study by Allied Market Research.

And, according to research conducted on behalf of MillerCoors, Vizzy estimates that up to 75% of volume could
come from outside the hard seltzer space.

“We know we need to be making a really big move in this space; it’s critical for our growth,” Fernando says.
“And rather than making incremental bets on innovation, we’re really trying to leapfrog trends. We think there’s
a lot of room to play in this space with truly di�erentiated products, and we know we have one with Vizzy.”

TAGS: #VIZZY #HARD SELTZER #ANTIOXIDANTS #SOFIA COLUCCI #DILINI FERNANDO #HENRY'S HARD SPARKLING WATER
#NATIONAL INSTITUTES OF HEALTH #WHITE CLAW #TRULY #ALLIED MARKET RESEARCH

Do not share with anyone under the legal drinking age.
©2020 Molson Coors Beverage Company
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Contact Us Privacy Policy Terms and Conditions
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Naturdays Proves Budget Beer Is Not Dead
Dear Client:

The biggest surprise in beer last year had to be Natty Light’s Naturdays.  

When we first caught wind of an upcoming Natty Light line extension, brewed with “strawberry lemonade flavor”
and put into pink and yellow packaging bursting with Flamingos back in November of 2018, we weren’t sure what
to think.

Definitely didn’t think it would be the top innovation in beer for the coming year, but that’s what happened. The
seemingly-out-of-nowhere brand ranked as the top innovation in all of beer last year. 

Naturdays amassed nearly $53 million in dollar sales during 2019, per IRI’s multi-outlet and convenience channel,
placing it just a few hundred thousand dollars shy of Lime-A-Rita in sales for the year.

2/27/20, 3:28 PM
Page 1 of 6
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Indeed, the brand’s success may have even caught A-B o! guard a little, as the company’s Group VP Marketing of
Core & Value Brands, Ricardo Marques, noted at SAMCOM last week how Naturdays “surpassed our most
optimistic expectations.”

A-B “TRIPLING INVESTMENT” BEHIND NATURDAYS. And now that they’ve seen what this brand can do, they’re
“going all in” – and “tripling” their investment behind the brand this year, according to Ricardo.

Just judging by Naturday’s distribution, Ricardo believes “there’s still tons of opportunity with the brand,” – in one
of A-B’s regions the brand is less than 10% distribution, and it’s only above 40% distribution in one single region.
So there’s still plenty of runway it seems.

Regardless of the untapped potential, Naturdays proved that economy/budget beer can in fact expand beyond its
three traditional buckets: light, regular, and Ice/high ABV.

After Naturdays’ hot start to 2019, we saw A-B roll out Natty Light Seltzer, another head scratching product upon
its release last June. And though Natty Seltzer didn’t achieve the level of success that Naturdays achieved in
2019, the results were still pretty solid – with Catalina Lime Mixer and Aloha Beaches each raking in around $14
million in sales in 2019, per IRI MULC.

NEW NATTY SELTZER FLAVOR, HOUSE RULES, HITTING NEXT MONTH. In fact, the results were positive enough
for A-B to introduce a third Natty Seltzer variant this year, “House Rules” – a kiwi strawberry flavor set to roll this
February. Bringing “House Rules” into the mix is key too, because it enables Natty Seltzer to release a 12-count
variety pack of all three of its flavors, which as you know is all the rage in seltzer.

NATTY DADDY LEMONADE, BUSCH LIGHT APPLE. And A-B isn’t done bringing flavor to its budget/economy
brands either. They’re gearing up to release Natty Daddy Lemonade later this year, which will come in a 25-oz.
can and pack an 8% ABV punch; and set to do a seasonal rollout of Busch Light Apple across two of its regions
this year as well.

AND HERE COMES MOLSON COORS’ ANSWER, KEYLIGHTFUL AND HERE COMES MOLSON COORS’ ANSWER, KEYLIGHTFUL 

The success of Naturdays may have even inspired A-B’s competitor, Molson Coors Beverage Co., to try its hand at
juicing up one of its lower end brands, Keystone Light, as it is set to launch Keystone Keylightful, a “fruit-forward
raspberry lime light beer,” to 40 states on March 1, 2019, per Molson Coors’ blog.

Keylightful checks in at 4.1% ABV, carries 125 calories, and will come in in 12-packs and 30-racks initially. And
like Naturdays, Keylightful will have its own crazy packaging, coming “in splashy pink-and-neon-green packs” that
“feature the brand’s mascot,” a here-to-party French Bulldog donning a short-sleeved button down and shades,
named Lil’ Breezy Keezy. The Frenchie “will be featured in all of the brand’s creative work, ranging from video
spots and social media to retail point-of-sale advertising,” according to the blog.

2/27/20, 3:28 PM
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You may recall the brand was teased at Molson Coors distributor meeting during NBWA last fall, and because the
initial reception from retailers and wholesalers “has been pretty phenomenal,” the company decided “to push into
more markets than originally planned and coordinated its launch with spring break season.”

Indeed, the seltzer stando! this spring and summer will grab a lot of eyeballs, but this budget battle between
Naturdays and Keylightful will be fascinating to watch as well.

BRIZZY VS VIZZY:  TINY COMPANY CHALLENGES MOLSON COORS BEVERAGE CO.’S USE OF SIMILARBRIZZY VS VIZZY:  TINY COMPANY CHALLENGES MOLSON COORS BEVERAGE CO.’S USE OF SIMILAR
SELTZER TRADEMARKSELTZER TRADEMARK

You may recall we recently reported on the Mark Cuban-funded Future Proof, co-founded by Aimy Steadman,
Justin Fenchel, Brad Schultz (see BBD 01-27-2020). Their products include BeatBox, and the recently introduced
Brizzy, a premium hard seltzer “for foodies,” as well as a slim can wine play, Corkless launching in Q1. 

Brizzy, Future Proof’s first seltzer, which launched in October, ended the year with 4,000 case depletions. “HEB is
selling very well, with increasing velocities,” said Justin. 

But then came word of Vizzy, the hard seltzer soon coming from Molson Coors Beverage Co.  Future Proof got
worried, as they had already plunged a lot of money and time into creating Brizzy. 

By now, the company shared with BBD, Future Proof has sent a formal cease and desist letter to Molson Coors
Beverage Co.’s U.S. counsel. We’re told they intend to respond by February 7. 

The likely next step? Litigation, say the BeatBox guys. 

THE BACKGROUND.  “We started this process really in August of 2018 and it took us a year to develop the
seltzer and get the permits we need to do it,” says Justin to BBD. “And spending lots and lots of money and time
and resources, which for a small company, it’s a lot of work to get a seltzer into the market. And we felt very
excited. In fact, HEB tried the flavors and cut us into all their stores for their fall reset back in October of 2019.
And we were really excited to get Brizzy seltzer out into the market. 

THEN COMES MC. “Unfortunately, within two months of us launching this seltzer, we started to get wind from
some of our MillerCoors wholesaler partners [now Molson Coors] and from stu! we were reading in the trade that
MillerCoors was actually putting out their own hard seltzer in 2020 called Vizzy Hard Seltzer.

He continues:  “In our view there’s so much opportunity for confusion. Starting with the name, it’s nearly identical:
Vizzy and Brizzy. The product is similar. It’s a hard seltzer. We’re a hard seltzer. The packaging is pretty similar —
they went more full color just like we did in our packaging. And the distribution channel, the path of market is
nearly identical, as many of our wholesale partners are MillerCoors wholesalers partners. And so we, you know,
have a right as a small business to defend what we feel is our [intellectual property].” 

So: “We have formally notified [the former] MillerCoors that we oppose their plans to infringe on our trademark.”

2/27/20, 3:28 PM
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The o"cial letter from January 15 also says Future Proof believes then-MillerCoors might have had early access
to Future Proof’s plans for entering the hard seltzer market, “including knowledge of its brand name, taste profiles,
and packaging design” prior to Brizzy’s launch. 

MCBC RESPONDS. “When we planned for Vizzy and filed the trademark application, Brizzy had a static web site
that looked as though it was only in very limited distribution,” Molson Coors Beverage Co. shared with BBD. “The
USPTO allowed the application for publication, plus Vizzy’s packaging is markedly di!erent and has di!erentiated
ingredients. We don’t believe consumers will be confused. Distributors and retailers are alike are thrilled about
getting Vizzy on shelves this spring, as we all believe that the brand has strong potential to be a meaningful
player in the hard seltzer segment.”

Stay tuned….. 

USA TODAY SAYS PEOPLE ARE GOOGLING “CORONA BEER VIRUS” USA TODAY SAYS PEOPLE ARE GOOGLING “CORONA BEER VIRUS” 

We’d be shocked if BBD readers hadn’t heard of the Coronavirus respiratory illness that is emanating from Wuhan,
China. The unfortunately- (for our industry) named illness is causing a spike in beer-related searches, according to
USA Today. 

In the past week, “corona beer virus” and “beer virus” have been trending as searches, said the outlet: “In the
United States, Google Trends calculated that 57% of the people that searched one of those terms searched for
‘beer virus,’ and the remaining 43% searched for ‘corona beer virus,'” per story.  We note this could be more of an
issue outside the U.S., which is more of a problem for AB InBev. 

There are interesting regional tones, too: “States like Hawaii, New Mexico and Kansas are searching ‘beer virus’
more, whereas states like South Carolina, Colorado and Arizona are searching ‘corona beer virus’ more.” 

But Constellation Beer spokesperson Maggie Bowman told BBD that their business continues to do well, and they
believe their consumers largely know the di!erence between the virus, and their beer and business. 

BREWPIC: BREWPIC: Behold, Brizzy and Vizzy. 

Until tomorrow,

Harry, Jenn and Jordan

“In silence man can most readily preserve his integrity.”

– Meister Eckhart
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———- Sell Day Calendar ———-

Today’s Sell Day: 22

Sell days this month: 23

Sell days this month last year: 23

This month ends on a: Fri.

This month last year ended on a: Thurs.

YTD sell days Over/Under:  0
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