
Growler USA & Stone Brewing 
Summer 2017 LTO

June 1 - August 31, 2017 



Objective

Growler USA partnered with Stone Brewing Co. to create a summertime, system-
wide limited-time-offer for our brewpubs. The purpose of this LTO was to associate 
Growler USA with a major craft brewery, generate a sense of urgency surrounding 
new beers and a limited-time menu, and build a foundation for future co-branded 
partnerships.

This was the first system-wide partnership we initiated as a brand. We chose to 
work with Stone because they have a substantial national following and an 
irreverent, craft-focused message. By aligning ourselves with their True 
Independent Craft messaging, we show our support of craft brewers and our 
commitment to our True to the Brew™ philosophy.  



Participating 
Locations

Charlotte, NC

Austin, TX

Katy, TX

Phoenix, AZ

Warner Robins, GA

Centennial, CO 

Tallahassee, FL*

Rogers, AR

Tulsa, OK

Omaha, NE 

Colorado Springs, CO*

Louisville, CO



Featured Brews

The beers featured in the LTO were chosen for their 
novelty (or notoriety) and seasonality. Tangerine Express 
and Ripper were both new releases in 2017 and Stone IPA 
is the most popular beer in Stone’s portfolio.

Tangerine Express

Ripper

Stone IPA



Tangerine Express

An IPA packed with whole 
tangerine and pineapple.

Ripper 

A San Diego Pale Ale with a 
rippin’ swell of juicy hops.

Stone IPA

The IPA that launched 
generations of hop fanatics. 



Beer-Infused Menu

The goal of the menu was to blend food and beer in a 
captivating way that would foster conversation in the pub and 
encourage patrons to pair an LTO menu item with one of the 
three Stone beers on tap. Menu prices and items were 
adjusted on a per-location basis. 

Shrimp Summer Salad 

Beer Shrimp Alfredo 

Short Rib Dip  

Tangerine Double Chocolate Brownie 







Co-Branded Collateral
Breakdown of Spend



Co-Branded T-Shirts
Product Per Location System Total Each Total

Men’s t-shirts 
(M, L, XL) – sent to 15 locations

35 525 $10.00 $5,250.00

Women’s v-necks
(S, M, L) – sent to 15 locations

20 300 $12.00 $3,600.00

Additional men’s t-shirts
(XXL) – sent to 13 locations

10 130 $10.00 $1,300.00

Additional women’s v-necks (XL) 
– sent to 13 locations

10 130 $12.00 $1,560.00

Total: $11,710.00

Pricing omitted 
for company 

privacy.



InnerWorkings Print Collateral

Product Per 
Location

System Total Each Total

18x24 Poster 2 40 $19.675 $787.00

8.5x11 Poster 4 80 $1.1125 $89.00

4x6 Table Tents 30 600 $0.5383 $323.00

Sub Total: $1,199.00

Balance After 
Shipping and 

Tax:

$2,044.80

Growler USA 
Contribution: 

$1,022.40

Stone 
Contribution: 

$1,022.40

Pricing omitted 
for company 

privacy.



Boelter Coasters
Product Per Location System Total Each Total

4” Round Coasters 
(1,000 per case)

1 case 15 cases $120.00 $1,800.00

Sub Total: $1,800.00

Balance After 
Shipping and Tax:

$2,113.53

Growler USA 
Contribution: 

$1,056.77

Stone Contribution: $1,056.76

Pricing omitted 
for company 

privacy.



Pint Glasses
Product Per Location System Total Each Total

Pint glasses 
(24 per case)

4 cases 
(96 glasses)

60 cases 
(1,440 glasses)

$36.00 per case
($1.50 per glass)

$2,160.00

Sub Total: $2,160.00

Balance After Shipping 
and Tax:

Growler USA 
Contribution: 

$2,160.00

Pricing omitted 
for company 

privacy.



In-Store Signage 
and Activation







PR Activation
• Fishman PR published an 

official release on Business 
Wire to boost LTO awareness.

• The release was posted 200 
times online. 

• Former Executive Chef 
Michael Wurm received a 
local TV spot on KWGN 
Denver (Channel 2) promoting 
LTO menu and beer pairings.  



Server Incentive Program
August 1 – 31, 2017 



Server 
Incentive 
Program

Purpose: To revitalize the LTO program, drive sales of Stone 
menu items, and push the three featured LTO beers. 

Details: The top three servers who sold the most Stone LTO 
beers by volume per store received Stone merchandise. The 
top two servers who sold the most beer throughout the 
entire franchise system (at growler-fill and non-growler-fill 
locations, respectively) received a $200 Visa gift card. 



Server Incentive Program Conclusions
Of the seven locations that participated in the Server Incentive Program, four saw a 
significant increase in ounces sold month over month: 

Warner Robins and Centennial each boasted the overall winner of the program for 
growler-fill and non-growler-fill locations, respectively.

We were happy with the results of the pilot Server Incentive Program and have 
made similar contests fixtures of all subsequent LTOs. 

Location Month Over Month Lift in Ounces Sold

Tulsa 46%

Phoenix 37%

Warner Robins 36%

Centennial 27%



BERLINE Social Media Recap
Flight Dates: June 5 - August 27, 2017



Key Takeaways

• We averaged a .20% CTR on 4,105 clicks.
- Static (8 weeks): 71% of clicks, .20% avg. CTR, $5.01 CPM
- Video (3 weeks): 29% of clicks, .20% avg. CTR, $4.09 CPM

• Video and Static performed almost identically (relative to spend).  

• Craft Beer interest targeting.

• Shorten video.

• 43,184 people took an action.

• 4,953 people watched video 100%+ (~0.25% of all impressions).

• 526 Button clicks (Learn More/See Menu).

• 163 page likes for location pages.  



Campaign Performance Summary



Campaign Performance Summary

• Budget was allocated based by population. We could not interest-target Warner 
Robins, as the potential audience was too low.  

• Tallahassee’s budget was reallocated evenly after the location shut down.

• The main goal was to make GRP’s as even as possible. In short, this term 
describes how many impressions a location gets relative to their population.  
100 GRP’s is equal to 100% of the population.   

• Most locations achieved between  1,900 and 2,500 GRP’s. Some like Austin and 
Kathleen achieved lower GRP levels because their potential audiences were 
higher. Tallahassee’s is so low because they concluded earlier than planned.  
Overall, locations received fair share.



Primary Creative by Week

Week 1

Week 2

Week 3

Week 4

Week 5

Week 6

Week 7

Week 8

Week 9

Week 10

Week 11



Creative

• Creative was altered every 2-3 weeks depending on performance, trends, and 
available options at the pubs.

• Although one piece of creative generally ran during a week, each location 
received modified creative depending on their selection, availability and 
participation in the LTO.  

- For example, the following three pieces of creative (shown on following four 
slides) all ran during the same week.   

- The salad creative ran for most locations during this week. However the Tulsa 
location did not get the Tangerine Express IPA used in that menu option until July 
1 (as noted in the creative) and Charlotte did not offer the LTO menu.  For this 
reason, they both received alternate creative.  We did this throughout the 
campaign as needed.  



Austin Tulsa

Charlotte









Creative Breakdown

Poutine Creative

• 281 clicks and a 0.20 CTR per week

• 471 people taking action per week

Salad Creative

• 339 clicks and a 0.20 CTR per week

• 237 people taking action per week

Three Beers Creative

• 391 clicks and a 0.20 CTR per week

• 224 people taking action per week

Three Beers Creative 
• 383 clicks and a 0.20 CTR per week
• 172 people taking action per week



Case Equivalent Sales Volume
Liquid Total Ounces 1/2 Barrels Case Equivalents

Stone IPA 26105 13.16 92.10

Stone Ripper 29706 14.97 104.81

Stone Tangerine 
Express

39513 19.92 139.41

95324 48.05 336.32



Key Learnings

Shorten duration of 
future LTOs

Promote Server 
Incentive Program at 

beginning of LTO

Simplify and reduce 
number of menu 

offerings

State liquor laws pose 
promotional issues

Distribution troubles 
prevented participation

Diversify styles of 
featured beers


