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2018 BRAND  

STRATEGY CALENDAR

P U R P O S E :  A C T I V E  B A L A N C E D  L I F E S T Y L E

P R O D U C T :  9 5  C A L S  /  2 . 6  C A R B S  /  C L E A N  T A S T E  T H A T  L E T S  Y O U  S T A Y  A C T I V E

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

G Y M  D R O P  O F F

( S U P E R  B O W L )
N Y C  

M A R A T H O N
E A S T E R F A T H E R ’ S  D A Y

9 5 , 0 0 0  F I T N E S S  E X P E R I E N C E S # L I V E U L T R A  2 . 0 P R O D U C T  Q U A L I T Y

T R I M E S T E R  1 T R I M E S T E R  2 T R I M E S T E R  3

J A N       F E B       M A R         A P R M A Y       J U N       J U L       A U G S E P T       O C T       N O V       D E C

B I G  B E T S

K E Y

M O M E N T S

P R O D U C T S

E X P E R I E N T I A L

P L A T F O R M S

P U R E  G O L D

U L T R A  7 o z

L I M E  C A C T U S

R U N N I N G

G O L F

S U R F I N G



R O L E  O F  U L T R A

T H E  C A T A L Y S T  T H A T  B R I N G S  F I T N E S S  A N D  F U N  
T O G E T H E R  A L L  S U M M E R  L O N G

B R E W E D  T O  B E  L I G H T  A N D  R E F R E S H I N G

S U P E R I O R  L I G H T  B E E R

9 5  C A L O R I E S ,  2 . 6 G  C A R B S



This heat is on and so is the Live ULTRA Series.

So get ready to warm up your muscles, and ice down with some cold Michelob ULTRA.

We’re talking about one exceptional summer long movement, from one Superior Light Beer.

And because Michelob ULTRA wants you to go all out

We’re going to give you all that you need to go all in.

A combination of working out, hanging out, and rocking out.

So prepare to live fit and fun this summer.



T 2  K E Y  V I S U A L

LIVE ULTRA

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

K V  V I S UA L  G U I D E L I N E S

I M A G E  A N D  T Y P E

2

ENJOY RESPONSIBLY

© 2017 Anheuser-Busch, Michelob ULTRA® Light Beer St. Louis, MO

1. ”LIVE ULTRA” SHOULD APPEAR IN 100% WHITE AND CENTERED ON ONE 

LINE IN BETWEEN THE NECK LABEL AND BOTTLE LABEL IN KV

2. ACTIVE LIFESTYLE IMAGE SHOULD APPEAR ON LEFT SIDE OF 

BOTTLE/RIBBON LOCK UP AND SHOW FULL CONTEXT OF ACTIVITY.

3. SOCIAL IMAGE SHOULD APPEAR ON RIGHT SIDE OF BOTTLE/RIBBON 

LOCK UP AND SHOW FULL CONTEXT OF SOCIAL WHILE SHOWING GLASS 

AND BOTTLE PRODUCT

4. THE TWO TONED RED RIBBON MUST ALWAYS BE IN THE MIDDLE OF THE 

KV AND INCLUDE THE 95CALS AND 2.6CARBS IN WHITE FONT WITH THE 

12OZ MICHELOB ULTRA BOTTLE.

1

4

3



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

K V  V I S UA L  G U I D E L I N E S

D O N ’ T S
1

1. DO NOT ADJUST CALS AND CARBS LOCK UP OR ASPECTS OF THE 

TWO TONED RIBBON. BOTTOM OF RIBBON SHOULD BE VISIBLE IN 

LAYOUT.

2. DO NOT ADJUST THE SCALE OF HERO BOTTLE IN KV LAYOUT

3. DO NOT REDUCE SIZE OF “LIVE ULTRA” LINE.

4. IMAGES FOR BOTH ACTIVE AND SOCIAL SHOULD SHOW 

PEOPLES EXPRESSIONS AND SHOULD NOT BE CROPPED OUT OF 

LAYOUTS

3 4

2



LIVE ULTRA 
FIT  FEST 

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

S M T



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

S M T  V I S UA L  G U I D E L I N E S

I M A G E  A N D  T Y P E

1. PLACEMENT

PROMOTIONAL MESSAGING AND LOGO LOCKUP MUST BE PLACED 

CENTERED WITHIN THE GRAY IMPRINT AREA. DISCLAIMER COPY AND 

LEGAL MANDATORIES MUST ALWAYS BE IN GRAY AND PLACED IN 

THE LOWER LEFT CORNER OF THE IMPRINT AREA. ALWAYS USE 

LOGO LOCKUP PROVIDED.

2. TYPOGRAPHY

GOTHAM BOLD IN ALL CAPS IS TO BE USED FOR ALL COPY. 

SECONDARY MESSAGING IS TO BE SET IN GOTHAM MEDIUM (EX. 

ENTRY MECHANISMS).

3. COLOR

ALWAYS USE RED FOR THE FIRST LINE OF COPY, THEN USE DARK RED 

FOR THE REMAINING LINES. IF THERE ARE FOUR LINES OF 

MESSAGING, MAKE THE TOP TWO LINES RED, AND THE REMAINING 

TWO DARK RED. NO OTHER COLORS MAY BE USED FOR COPY.

FIRST LINE OF COPY 

SECOND LINE OF COPY

THIRD LINE OF COPY

FOURTH LINE OF COPY

FIRST LINE OF COPY 

SECOND LINE OF COPY

THIRD LINE OF COPY

PROMOTIONAL COPY

SECONDARY COPY

GOTHAM BOLD

GOTHAM MEDIUM

MICHELOB ULTRA RED

PANTONE 186C

CMYK: 12, 100, 92, 3

RGB: 208, 10, 44

MICHELOB ULTRA DARK RED

PANTONE 201C

CMYK: 24, 100, 78, 18

RGB: 164, 32, 54
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CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

O O H  V I S U A L  G U I D E L I N E S

I M A G E  A N D  T Y P E

ENJOY RESPONSIBLY

© 2017 Anheuser-Busch, Michelob ULTRA® Light Beer St. Louis, MO

1

2 3

4

1. THE ONLY MESSAGE SHOULD BE “LIVE ULTRA” IN ALL WHITE, 

CAPITAL LETTERS. LIVE ULTRA SHOULD BE CENTERED VERTICALLY 

AND HORIZONTALLY WITHIN THE LAYOUT.

2. LIFESTYLE IMAGE MUST BE ZOOMED IN TO SHOW FULL CONTEXT. 

THE IMAGE SHOULD NOT FOCUS ON AN INDIVIDUAL’S FACE. PEOPLE 

IN THE IMAGE SHOULD ALWAYS FACE THE MICHELOB ULTRA BOTTLE

3. THE TWO TONED RED RIBBON MUST ALWAYS BE ON THE RIGHT 

HAND SIDE OF THE IMAGE AND INCLUDE THE 95 CALS AND 2.6 

CARBS (IN WHITE FONT) WITH THE GLASS 12OZ MICHELOB ULTRA 

BOTTLE

4. PARTNER LOGOS NEED TO GO ON THE BOTTOM LEFT HAND SIDE 

OF IMAGE BELOW THE LIVE ULTRA HEADLINE. LEGAL MANDATORIES 

APPEAR IN WHITE TEXT BENEATH PARTNER LOGOS. 



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

O O H  V I S U A L  G U I D E L I N E S

D O N ’ T S

ENJOY RESPONSIBLY

© 2017 Anheuser-Busch, Michelob ULTRA® Light Beer St. Louis, MO

• PARTNER LOGOS SHOULD NOT BE IN THE MIDDLE OF 

THE PAGE

• THERE SHOULDN’T BE ANY DISTRACTING PHOTO 

ELEMENTS IN BACKGROUND IMAGE

• BACKGROUND IMAGE SHOULD BE DARK ENOUGH TO 

ALLOW “LIVE ULTRA” LINE TO POP OFF VISUAL

• IMAGE SHOULD CROP AND FIT THE WHOLE SPACE OF 

THE LAYOUT



BRAND PURPOSE MOTIVATES ME TO PURSUE A SOCIAL AND ACTIVE LIFE

INSIGHT TO LIVE MY LIFE TO THE FULLEST, I NEED TO FIND BALANCE BY BEING ACTIVE AND SOCIAL

PRIMARY

OBJECTIVE
Drive Quality and 

Taste PerceptionCement Active Positioning

KEY MESSAGE

Live ULTRA Series

Live Fit. Live Fun. 

Live ULTRA

Nature’s  

Superior Light Beer

LEAD CHANNELS

EXPERIENTIAL SOCIAL RADIO INFLUENCERS

Pure Gold
INITIATIVE

Always-On Equity Building

TV OOH RADIO SOCIAL DIGITAL

Create Brand Meaning 

(Quality Perceptions & Active Positioning)

Lifestyle

(Live ULTRA)

SEARCH

Product

(SLB)
+

TV OOH SOCIAL INFLUENCERSSEARCH

T 2  C O M M U N I C AT I O N  A R C H I T E C T U R E
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EXECUTION TOOLKIT MICHELOB ULTRA



BRAND PURPOSE

INSIGHT

COMMUNICATIONS TASK

PRIMARY OBJECTIVE

TRADITIONAL

DIGITAL

TRADE

EXPERIENTIAL

Motivates me to pursue an active and social life 

TO LIVE MY LIFE TO THE FULLEST, I NEED TO FIND BALANCE BY BEING ACTIVE AND SOCIAL

P U R E  G O L D

NATURE’S SUPERIOR LIGHT BEER

DRIVE QUALITY AND TASTE PERCEPTIONS

M I C H E L O B  U L T R A

LIVE ULTRA / SUPERIOR LIGHT BEER

CEMENT ACTIVE POSITIONING

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

L I V E  U L T R A  S U M M E R  S N A P S H O T



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

FROM
I N F L U E N C E R  

E V E N T  S E R I E S

TO
I N T E G R AT E D  

3 6 0  C A M PA I G N

R E G I O N A L

1 3  E V E N T S

M E S S A G I N G  =  W O R K O U T S

L I M I T E D  I N  S C A L E

E X P E R I E N T I A L

N A T I O N A L

F E W E R ,  B I G G E R  E V E N T S

M E S S A G I N G =  F I T  +  F U N

M A S S  A W A R E N E S S

D I G I T A L ,  R A D I O ,  P R ,  R E T A I L  

E X P E R I E N T I A L



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

FIT SIDE

W H A T  T H E Y  E X P E R I E N C E

H O W  T H E Y  F E E L

A  L I G H T  W O R K O U T  — E N G A G I N G  A N D  I N T E R A C T I V E  

— L E D  B Y  R E L A T A B L E  I N F L U E N C E R S  W H O  L I V E  

B A L A N C E D  L I V E S  A N D  A U T H E N T I C A L L Y  R E P R E S E N T  

T H E  M I C H E L O B  U L T R A  B R A N D

E N E R G I Z E D  F R O M  T H E  E X E R C I S E ,  I M P R E S S E D  B Y  T H E  

W O R K O U T  F L O W  A N D  P R O F E S S I O N A L I S M ;  I N  A  

G R O O V E  A N D  R E A D Y  T O  C E L E B R A T E / S O C I A L I Z E  W I T H  

A T T E N D E E S



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

FUN SIDE

W H A T  T H E Y  E X P E R I E N C E

H O W  T H E Y  F E E L

A S  T H E  D J  T U R N S  U P  T H E  M U S I C  A N D  T H E  D A Y  

K I C K S  I N T O  P A R T Y  M O D E ,  G A M E S  A R E  S E T  U P  F O R  

P L A Y  W H I L E  H E A L T H Y ,  H E A R T Y  A N D  F R E S H  F O O D  I S  

S E R V E D  A L O N G S I D E  C L E A N ,  C R I S P  M I C H E L O B  U L T R A  

B E E R S

C O M F O R T A B L E ,  S O C I A L ,  E N T E R T A I N E D ,  F U L F I L L E D ;  

A P P R E C I A T I V E  O F  T H E I R  S U R R O N D I N G S  — E X C I T E D  

T O  T R Y  O U T  T H E  U L T R A  B A R ,  S N A P  M O R E  P H O T O S  

A N D  E N G A G E  F U R T H E R  W I T H  T H E  B R A N D



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

FIT FESTIVAL
S C O T T S D A L E ,  A Z  |  E N D  O F  S U M M E R



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

Culminating Live ULTRA Summer, ULTRA FIT FEST is a destination event 

for those who exemplify a balanced lifestyle and constantly strive to 

make better choices.

Within the lifestyle festival, attendees will have the ability to learn and 

hone aspects of mind, body, soul, and spirit with experiences led by 

influencers and celebrities.

Attendees will experience the best and newest in fitness, wellness, 

nutrition, tech, entertainment, and more in this immersive, uniquely 

ULTRA experience.

A  L I V E  U L T R A  S E R I E S  E X P E R I E N C E

ULTRA FIT  FEST





W E ’ R E  G I V I N G  1 0  L U C K Y  W I N N E R S  V I P  P A S S E S  T O  T H E  F I R S T  E V E R  F I T  

F E S T .  A L L  T H E Y  H A V E  T O  D O  I S  S H O W  U S  T H E I R  “ F I T  S I D E ”  A N D  T H E I R  

“ F U N  S I D E ”  O N  I N S T A G R A M  T O  W I N .  

C O N T E S T A N T S  C A N  E N T E R  V I A  I N S T A G R A M  B Y  F O L L O W I N G  T H E  P R O M P T S  G I V E N  O N  T H E  

P O C M .  T A G  @ M I C H E L O B U L T R A  A N D  U S E  T H E  H A S H T A G S  # U L T R A F I T F E S T  # L I V E  U L T R A  I N  A  

P H O T O  T H A T  S H O W S  U S  H O W  Y O U  A R E  L I V I N G  F I T  A N D  F U N  W I T H  U L T R A .

S T E P  1  

H O W  I T  W O R K S

A G G R E G A T E  E N T R I E S  A N D  C H O O S E  G R A N D  P R I Z E  W I N N E R S .  R E W A R D  S E C O N D A R Y  P R I Z E  

W I N N E R S  W I T H  P L Y O  B O X E S  O R  F I T  F E S T  G E A R .  

S T E P  2

S E N D  W I N N E R S  T O  F I T  F E S T ,  D O C U M E N T  T H E I R  E X P E R I E N C E  F O R  S O C I A L  M E D I A .

S T E P  3

W I N  A  V I P  T R I P  T O  T H E  F I R S T  U L T R A

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA





CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

ULTRA DAD OPEN
FAT H E R ’ S  D AY  P R O G R A M  |  M AY  - J U N E



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

K E Y  V I S U A L

FATHER’S DAY PULSE



W I N  A  V I P  T R I P  T O  T H E  F I R S T

U L T R A  D A D O P E N

S T E P  1  

H O W  I T  W O R K S

S T E P  2

S T E P  3

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

T H I S  F A T H E R ’ S  D A Y ,  M I C H E L O B  U L T R A  I S  S E N D I N G  S E V E R A L  L U C K Y  D A D S ,

D A U G H T E R S ,  A N D  S O N S  T O  A  L U X U R Y  G O L F  R E S O R T  T O  P L A Y  I N  T H E  

F I R S T  E V E R  U L T R A  D A D  O P E N  G O L F  T O U R N A M E N T .

P R O G R A M  W I L L  R U N  F R O M  T H E  B E G I N N I N G  O F  M A Y  T H R O U G H  J U N E  – I N  W H I C H  

A C C O U N T S  W I L L  B E  M E R C H A N D I S E D  W I T H  P O C M  A N D  S M T ’ S  C O M M U N I C A T I N G  

D E T A I L S .  W H E R E  L E G A L ,  E N T R Y  W I L L  B E  I N I T I A T E D  W I T H  A  P R O O F  O F  P U R C H A S E  

T O  T E L L  U S  W H Y  Y O U R  D A D  I S  A  # U L T R A D A D .  

S E C O N D A R Y  P R I Z I N G  W I L L  B E  R E W A R D E D  T H R O U G H O U T  T H E  S W E E P S .

F A T H E R  D A U G H T E R / S O N  T E A M S  W I L L  B E  S E L E C T E D ,  A N D  F L O W N  O U T  T O  T H E

M I C H E L O B  U L T R A  C O U R S E .  

S E C O N D A R Y  P R I Z I N G

R O U N D S  O F  G O L F  A T  L O C A L  C O U R S E S ,  G O L F  B A G S ,  B R O O K S  

K O E P K A  S I G N E D  G E A R
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P U R P O S E :  A C T I V E  B A L A N C E D  L I F E S T Y L E
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G Y M  D R O P  O F F

( S U P E R  B O W L )
N Y C  

M A R A T H O N
E A S T E R F A T H E R ’ S  D A Y

9 5 , 0 0 0  F I T N E S S  E X P E R I E N C E S # L I V E U L T R A  2 . 0 P R O D U C T  Q U A L I T Y

T R I M E S T E R  1 T R I M E S T E R  2 T R I M E S T E R  3

J A N       F E B       M A R         A P R M A Y       J U N       J U L       A U G S E P T       O C T       N O V       D E C

B I G  B E T S

K E Y

M O M E N T S

P R O D U C T S

E X P E R I E N T I A L

P L A T F O R M S

P U R E  G O L D

U L T R A  7 o z

L I M E  C A C T U S

R U N N I N G

G O L F

S U R F I N G



C-STORE

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

A C T I V 8  E X E C U T I O N

PACKAGE LIQUOR

LARGE FORMAT ON TRADELARGE FORMAT



C - S T O R E  H O T Z O N E S

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. COLDVAULT

I NSIG HT

Cold vault with signage gives 64%

more sales & increases engagement

by 50%

AC TI ON

Stand out at the cold  vault 

with clearsignage

2. CASHREGISTER

I NSIG HT

85% of C-Storeshoppers  

purchase beer cold

AC TI ON

Keep the beer cold at the  counter 

to promptpurchase

3. ENTRANCEAREA

I NSIG HT

22% of gas customers buy beer. Most of

them pay for gas at the pump but walk

into the store to purchase beer

afterwards.

AC TI ON

Be seen from the gas pump as  this 

helps trigger purchase

1

2

3

MISSION

Speedy sharing and for

me for now

OCCASION

Socializing in small groups and  

relaxing at home



O F F  T R A D E  C - S T O R E

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

ENTRANCE AREACOLD VAULT

Cold Vault

Cash Register

Entrance Area

CASH REGISTER



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

L O O K  O F  S U C C E S S

E N T R A N C E  H O T Z O N E



C-STORE

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

A C T I V 8  E X E C U T I O N

PACKAGE LIQUOR

LARGE FORMAT ON TRADELARGE FORMAT



P A C K A G E  L I Q U O R  H O T Z O N E S

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1

2

3

1. COLDVAULT

I NSIG HT

50% of liquor store buyers begin  

consuming beer within 4 hours  making the 

cold spacecritical

AC TI ON

Stand out at the cold vault

with clear signage

2. SECONDARY  

DISPLAY

I NSIG HT

26% of shoppers in package  liquor

notice displays end of aisle  towards

the front of store

AC TI ON

Create wow end of aisle  displays that 

excite shoppers, open to discovering

something new in-store

3. ENTRANCEAREA

(FIRST IMPACT)

I NSIG HT

100% of shoppers go through  the

entrance

AC TI ON

Create iconic or seasonal displays that 

are freestandingaway  from the aisle 

to entice shoppers as they enter the

store.

MISSION

PlannedEvent  

Bargain Hunt

OCCASION

Socializing in Groups  Watching

Sports



O F F  T R A D E  P A C K A G E  L I Q U O R

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

Cold Vault

Secondary Display

Entrance Area

ENTRANCE AREA



O F F  T R A D E  P A C K A G E  L I Q U O R

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

Cold Vault

Secondary Display

Entrance Area

SECONDARY DISPLAYCOLD VAULT



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

L O O K  O F  S U C C E S S

S E C O N D A R Y  D I S P L A Y  H O T Z O N E



C-STORE

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

A C T I V 8  E X E C U T I O N

PACKAGE LIQUOR

LARGE FORMAT ON TRADELARGE FORMAT



L A R G E  F O R M A T  H O T Z O N E S

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

4

1

2

6

3

5

1. LOBBY

I NSIG HT

Up to 75% ofbeer purchases  are 

influenced by display

AC TI ON

Be the first to be seen with  

spectacular displays

2. RACETRACK

I NSIG HT

Regular shelf can’t fill 

promotional demand, 

displays account  for up to

43% of beer sales

AC TI ON

Own the race trackwith  pallets 

of beer

3. BEERDESTINATION

I NSIG HT

Navigating the beer aisle is a  long process 

(34 sec) inexcess  of TAB and CSaverages

AC TI ON

Help navigate shoppers

with POCM that cutsthrough  the

clutter

4.  CROSSCATEGORY  END CAPS

I NSIG HT

Those who shop beer end  caps 

make purchases 93%  of thetime

AC TI ON

Team up with relevant cross- merch 

partners like saltysnacks

to drive awareness of beer

outside the aisle.

5. FROZEN

I NSIG HT

Align to high affinity 

cross-merch within frozen 

food section

AC TI ON

Look for cross-merch  

opportunities with frozen  food 

items likechicken

6. FRESH

I NSIG HT

Beer Generates the most  revenue 

when adjacent to  high traffic fresh

categories  like produce, meat 

counter,  deli, and seafood

AC TI ON

Place displays and SMT in

deli and fresh food areas

MISSION

Stock up  Planned

Event

OCCASION

Relaxing and Eating

Socializing in Small Groups



O F F  T R A D E  L A R G E  F O R M A T

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

LOBBY RACE TRACK

Cross Category

Frozen

Fresh

Lobby

Race Track

Beer Destination



O F F  T R A D E  L A R G E  F O R M A T

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

BEER DESTINATION  CROSS-CATEGORY

Cross Category

Frozen

Fresh

Lobby

Race Track

Beer Destination



O F F  T R A D E  L A R G E  F O R M A T

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

FROZEN  FRESH

Cross Category

Frozen

Fresh

Lobby

Race Track

Beer Destination



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

L O B B Y  H O T Z O N E

L O O K  O F  S U C C E S S



C-STORE

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

A C T I V 8  E X E C U T I O N  - I C O N I C

PACKAGE LIQUOR

LARGE FORMAT ON TRADELARGE FORMAT



O N  T R A D E  H O T Z O N E S

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1

2

3

1. BARAREA

I NSIG HT

50% ofbar patrons expect  a 

promotional package  from

brands

AC TI ON

Improve their drinking  experience 

with promotional  items, making 

their first  choice an easyone.

Ensure it is easy for them to re-order 

your beer, with availability being key.

2. SOCIALAREA

I NSIG HT

Draught drinkers notice tap  handles 

and branded glassware  used in this 

social setting.

3. ENTRANCE AREA

I NSIG HT

When they arrive at the bar,  

patrons begin to thinkabout  their 

first order. They often  stick with 

their first drink  choice for the 

remainder of  their time in the bar

AC TI ON

Capture their attention visually  at bar 

entrance and offer a  relevant message 

proposition to  sway their firstbeer 

choice.

AC TI ON

Help them choose your brand with 

design that catches the eye. 

MISSION

For me, for now

OCCASION

Socializing in groups

Watching sports



BAR AREA  SOCIAL AREA ENTRANCE AREA

Bar Area

Social Area

Entrance Area

O N  T R A D E

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

B A R  A N D  P A T I O  A R E A

L O O K  O F  S U C C E S S



T 2  I C O N I C  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. ITEM #5006162 BASKET / BEER RACK

2. ITEM #5006156 WEIGHT BENCH DOLLY 

3. ITEM #5007379 PERM RACK

4. ITEM #5006169 PALLET WRAP

5. ITEM #5007374 CASE STACKER SHELL

1.

6.    ITEM #5006153 DISPLAY WRAP

7. ITEM #5008761 CORNERBOARD

8. ITEM #5006169 PRICE FRAME

9. ITEM #5008760 MENU BOARD / A-FRAME

10.   ITEM #5008360 SINGLES ICE BIN

2. 3. 4. 5.

6. 7. 8. 9. 10.



T 2  I C O N I C  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. 2. 3. 4.

1. ITEM #5008765 NEW SIGNATURE STACKABLE PILSNER

2. ITEM #5008359 FLOOR MAT

3. ITEM #5007381 COOLER STICKER

4. ITEM #1090635 NEON

5. 6.

5.   ITEM #5008355 PUB SIGN

6.   ITEM #5007387 WALL MOUNTED CHALKBOARD



T 2  I C O N I C  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. 2. 3. 4. 5.

6. 7. 8. 9.

1. ITEM #5001841 CONDIMENT CADDY

2. ITEM #5008762 SQUARE COASTER

3. ITEM #1094483 LARGE TAPMARKER

4. ITEM #1094482 SMALL TAPMARKER

5. ITEM  #1088724 DRIP RAIL MAT

6.   ITEM #5007384 UMBRELLA

7. ITEM #5007385 SQUARE BUCKET

8. ITEM #5007389 PERM TABLE TENT

9. ITEM #5007391 BOTTLE GLORIFIER



T 2  L I V E  U L T R A  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. 2. 3. 4. 5.

6.

1. ITEM #5008340 POLE TOPPER

2. ITEM #5008345 STAND UP

3. ITEM #5008346 RACK

4. ITEM #5008343 TABLE TENT

5. ITEM #5008342 COASTER

6. ITEM #5007412 PLYO BOX ENHANCER

7. ITEM #5008354 LIVE ULTRA SPECTACULAR

7.



C-STORE

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

A C T I V 8  E X E C U T I O N  - G O L F

PACKAGE LIQUOR

LARGE FORMAT ON TRADELARGE FORMAT



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

T H E  C O N S U M E R  E X P E R I E N C E  B E G I N S  O F F  P R E M I S E  A N D  

P R O V I D E S  T H E  B R O A D E S T  O P P O R T U N I T Y  T O  I N T R O D U C E  

G O L F  F A N S  T O  T H E  B R A N D .



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

G O L F  A S S E T S  S H O U L D  B E  L E V E R A G E D  

F O R  O N  P R E M I S E

P R O G R A M S  T O  B U I L D  A C C O U N T  

R E L A T I O N S H I P S  A N D  D R I V E  S A L E S



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

L I V E  U L T R A  S M T

G O L F



T 2  G O L F  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. 2. 3. 4. 5.

6. 7. 8. 9.

1. ITEM #5007519 GOLF MAN ENHANCER

2. ITEM #5007410 GOLF FLAG ENHANCERS

3. ITEM #5007409 GOLF DISPLAY RACK

4. ITEM #5008347 GOLF DISPLAY MAT

5. ITEM #5008348 GOLF BAG ENHANCER

6.   ITEM #5008763 SQUARE COASTER

7. ITEM #5006149 GOLF BALL BUCKET

8. ITEM #5008351 GOLF TEE MIRROR

9. ITEM #5007413 GOLF TAPMARKER



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

L I V E  U L T R A  S M T

R U N N I N G



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

L I V E  U L T R A  S M T

S U R F



T 2  S U R F  &  R U N N I N G  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. 2. 3. 4. 5.

6. 7.

1. ITEM #5008349 SURF POLE TOPPER

2. ITEM #5007414 SURF BIN DISPLAY

3. ITEM #000000 SURF SPECTACULAR 

4. ITEM #5009089 SURF COASTERS

5. ITEM #0000000 SURF TAP HANDLE

6.   ITEM #5007518 RUNNING MAN ENHANCER

7. ITEM #5008353 RUNNING PERM SIGN



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

I N N O V A T I O N  S M T

P U R E  G O L D



N E W  M I C H E L O B  U L T R A  
P U R E  G O L D

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

A FOCUSED LAUNCH TARGETING UPSCALE RETAILERS, DRIVE PRICE AND PUSH 

DISTRIBUTION IN STRATEGIC MARKETS

URBAN/SUBURBAN

30+

AFFLUENT

MARRIED

SPENDS 3X MORE DOLLARS ON 

MEXICAN IMPORTS THAN ULTRA

OVER-INDEXES WITH 

WHITE WINE AND TITOS VODKA

T A R G E T  C O N S U M E R

T A R G E T  R E T A I L E R S



T 2  P U R E  G O L D  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. 2. 3. 4. 5.

6.

1. ITEM #5007393 PERM BIN DISPLAY

2. ITEM 5009107 BASE WRAP

3. ITEM #5007399 COOLER DOOR STICKER

4. ITEM #5008361 CORNERBOARD

5. ITEM #5007396 COASTER

6.   ITEM #5007395 TABLE TENT



CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

I N N O V A T I O N  S M T

7  O Z



T 2  7 o z  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1. 2. 3. 4.

1. ITEM #5007358 PERMANENT BIN DISPLAY

2. ITEM #5007361 TEMP ENHANCER

3. ITEM #5008764 COOLER DOOR STICKER

4. ITEM #5007360 POLE TOPPER



M I C H E L O B  U L T R A  
L I M E  C A C T U S

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

• ENHANCED SELLING SUPPORT AND LIME CACTUS CUSTOM POCM

• IN ADDITION TO NEW DIGITAL/OOH CONTENT, THE BRAND WILL ALSO BE INCLUDED IN 

STRATEGIC LIVE ULTRA EXPERIENTIAL EVENTS

L I M E  C A C T U S  W I L L  C O N T I N U E  T O  H A V E  

R E G I O N A L  F O C U S  T O  T A R G E T  S O C I A L  O U T D O O R  

O C C A S I O N S  A N D  M O R E  D I R E C T L Y  T A R G E T  

C O R O N A  D R I N K E R S



T 2  L I M E  C A C T U S  A S S E T  L I B R A R Y

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

1.

1. ITEM #5007463 LIME CACTUS DISPLAY RACK



2018 BRAND  

STRATEGY CALENDAR

P U R P O S E :  A C T I V E  B A L A N C E D  L I F E S T Y L E

P R O D U C T :  9 5  C A L S  /  2 . 6  C A R B S  /  C L E A N  T A S T E  T H A T  L E T S  Y O U  S T A Y  A C T I V E

CAMPAIGN

EXECUTION TOOLKIT MICHELOB ULTRA

G Y M  D R O P  O F F

( S U P E R  B O W L )
N Y C  

M A R A T H O N
E A S T E R F A T H E R ’ S  D A Y

9 5 , 0 0 0  F I T N E S S  E X P E R I E N C E S # L I V E U L T R A  2 . 0 P R O D U C T  Q U A L I T Y

T R I M E S T E R  1 T R I M E S T E R  2 T R I M E S T E R  3

J A N       F E B       M A R         A P R M A Y       J U N       J U L       A U G S E P T       O C T       N O V       D E C

B I G  B E T S

K E Y

M O M E N T S

P R O D U C T S

E X P E R I E N T I A L

P L A T F O R M S

P U R E  G O L D

U L T R A  7 o z

L I M E  C A C T U S

R U N N I N G

G O L F

S U R F I N G



T H A N K  Y O U !


