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The Brief

 Innovation is the fuel for growth and 
vital to the long-term success of any 
organization 

 Beverage marketers are developing a 
new marketing playbook for how they 
develop and implement their marketing 
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Some Keys to 
Future Marketing Success

 Understand appropriate brand 
scope and meaning

 Build brand platforms or ecosystems 
to satisfy needs or solve problems for 
customers
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Some Keys to 
Future Marketing Success

 Understand how to blend 
distribution & communication 
channels

 Mix and match direct & indirect, 
personal & mass, online & offline
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Some Keys to 
Future Marketing Success

 Infuse compelling brand 
intangibles

 Develop persuasive narratives of a 
brand’s past, present and future
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Some Keys to 
Future Marketing Success

 Embrace consumer heterogeneity

 Incorporate meaningful customer 
differences within and across marketing
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Some Keys to 
Future Marketing Success

 Understand appropriate brand scope 
and meaning

 Understand how to blend distribution & 
communication channels

 Infuse compelling brand intangibles

 Embrace consumer heterogeneity

7



8

Our Panel

 Our speakers will share what they 
have learned about marketplace 
changes and how they are writing a 
new marketing playbook



Our Speakers
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Chief, New Revenue Streams
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CRAFTING THE NEW MARKETING PLAYBOOK:

A JOURNEY
BACK TO THE BAR





TODAY
IS A (QUICK) STORY 

OF 
REINVENTION.*IN 2 EASY STEPS



LESSON 
01
LESSON 
02

KNOW WHO YOU ARE 

SHOW UP WHERE THEY ARE



1. KNOW WHO YOU ARE





NOTE: Hand 



CHANGE THE PLAYBOOK.

Our Marketing Vision:

To Build Brands That More People 

Want To Hang Out With

ADAPT WITH 
FMA MINDSET

BUILD BRANDS 
PEOPLE GIVE A 

SH$T ABOUT

DO THINGS 
WORTH 

TALKING ABOUT

GO SLOW TO 
GO FAST

INVITE 
EVERYONE TO 

THE BAR 



THE BUSINESS PROBLEM

Coors Light, our biggest brand, 

was declining mid-single digits 

and its marketing had been ping-

ponging from highly functional to 

very lofty.



From Refreshment To Refreshing

COORS LIGHT:  MADE TO CHILL







Portfolio & Brand Strategy Committee
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Portfolio & Brand Strategy Committee
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2. SHOW UP WHERE THEY ARE



88% OF BEER ADS FAIL 
TO BE NOTICED





IF THEY AREN’T 
TALKING ABOUT 
YOU,
THEY AREN’T 
DRINKING YOU.









| 315/4/2023

Closing thoughts…

THANK YOU 
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May 2, 2023

Milk’s 
Marketing 
Playbook for 
the Future
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How many had or are having a cup of 
coffee?

How many of you put cream or milk into it?

How many of you had a glass of milk?
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WE DON’T HAVE AN AWARENESS

PROBLEM

WE HAVE AN ATTITUDE PROBLEM
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drive reconsideration of 

milk
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2. AUDIENCE:
Modern Milk Families:

Moms as Moms

Moms as Self

Kids (Skew Tweens)

Processors/SRs

3. MESSAGING:
Claims 2.0

Performance Copy

Wellness

Hydration

Protein

Characters

4. MEDIA:
Foundational Reach 

& Frequency

Audience-Driven, Addressable

Social/Influencers/Owned

Earned

5. PLATFORMS:
Performance-Based

Everyday, Active yet Aspirational

Females: Running

Kids: Gaming

1. MODERNIZE MILK 

BY BEING ROOTED 
IN CULTURE
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WOOD MILK IMPACT

1.12B+
Impressions

448
Placements

91.9%
Neutral/Positive Sentiment
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01 02 03Always-On Programming
Foundational Reach 

and Frequency
Cultural Tentpoles





Classified - Confidential

COVERAGE

COURAGE

CURIOSITY



New 

Businesses

NEW REVENUE 

STREAMS

Expanded Occasions

Expanded Areas of the Store

Expanded Growth

Courage

Coverage

Curiosity 

ConsumerModels
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INTERNAL USE ONLY

Using the 3 Cs to transform our business

Alcohol

$17B
Projected FAB 

sales by 20251

Topo Chico

$6.5B
Projected Sparkling 

Water sales by 

20252

Coffee

$6B
Projected RTD 

Coffee sales 

by 20253

Sources: 1Internal estimates based on IRI and IWSR convergence 2Nielsen 3Mintel
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CONVERGENCE
NARTD 

+ ARTD
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Allowing the Consumer to lead
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HARD SELTZER FMB RTD COCKTAILS TEA

LIGHT DARK
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INTERNAL USE ONLY

The beloved sourced 
water BIGGER THAN 

ITS SOURCE
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An archetype held authentic through 5 ‘B’s
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S p i r i t e d
Premixed

Cocktails

UNSOURCED

ALCOHOL

Using the 3 Cs to double the trademark in less than 18 months

UNSOURCED

NON-ALCOHOL

T H E  i c o n
Sourced

Mineral Water

ALWAYS SOURCED

M I X E R S
Cocktail 

Mixers

S A B O R E

S
Flavored

Sparkling Water

H A R D  

S E L T z E R
Spiked

Sparkling Water



COVERAGE

COURAGE

CONSUMER

CONVERGENCE

CURIOSITY



And we’re just getting started.


