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OUR MANTRA
#BeersToThat is an ode to the unexpected moments that 

make life just a little more fun. The moments worthy of 

recognition, ripe for an unpretentious toast or in need of a 

celebration thatðbefore we came alongðmight not have gotten 

the limelight they deserve ...but they damn sure should have. 

Like finding your favorite t-shirt and reliving the concerts that come 

with it. #BeersToThat. 

Running into an old friend with nowhere else to be. #BeersToThat. 

Getting his number. #BeersToThat.

Or even just finding out your birthday falls on a Saturday ...you get 

the idea. 

So, grab a beer and join us in raising it to all of lifeôs fun little 

victories that deserve one.
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THE MOVEMENT
#BeersToThat was designed to holistically support 

the industry.  With reach. With relevance. And within 

new audiences. 

Targeting a more female-skewed, occasional beer 

drinker between the ages of 21 and 29, our 

movement is nimble enough to tap into lifestyle 

messaging and unexpected beer moments that live 

beyond, but always in conjunction with individual 

brand-led initiatives. 

While always additive to our brands, weôre focused 

solely on identifying and inspiring incremental 

consumption moments.



2020 CAMPAIGN OVERVIEW & 

ACTIVATION TACTICS
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Phase 

Overview

To extend the #BeersToThat campaign 

across the nation, weôll build awareness 

around the movement and share what a 

#BeersToThat moment is

Orienting this phase around 5 relevant 

lifestyle verticals, weôll partner with 

authentic voices who will 

become a loudspeaker on our behalf and 

help amplify our social engagement  

Always on moments create a constant 

source of inspiration for #BeersToThat

moments.

Timing Nov 16 ïDec 31, 2020  (7 weeks) Jan 4 ïMar 12, 2021 (10 weeks) Nov 16, 2020 ïMar 12, 2021 (17 weeks)

Tactics

Å 50 micro influencers (from each state)

Å Educational video

Å BnB Adventure Sweepstakes

Å Interactive map with influencer and user-

generated content

Å Industry portal update with new materials

Å Five (5) digital media partnerships

Å Five (5) Mid-tier macro influencers

Å Augmented Reality (AR) filters and GIF 

stickers

Å Additional branded social content

Å Website

Å Evergreen social & digital

Å Paid media

Phase 1: Launch #BeersToThat Nationwide Phase 2: Spread #BeersToThat Moments Evergreen Content

CAMPAIGN OVERVIEW
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PHASE 1 OVERVIEW

BEERBNB ADVENTURE SWEEPS

Inspired by our influencersô posts and promoted via local ad 

buys, weôll create a sweepstakes encouraging fans to 

showcase their own local (COVID-safe) #BeersToThat

moments.

Five (5) winners will receive curated #BeersToThat custom 

packages that they an enjoy locally and meet local safety 

guidelines.

#BEERSTOTHAT IN THE WILD

Relaunching the website as an interactive mapðweôll 

partner with micro influencers in every state to help 

populate it with celebratory moments that best summarizes 

#BeersToThat in their part of the country. As part, each 

influencer will also motivate their fans to help populate the 

map.

ASSET PORTAL

We will update the #BeersToThat online portal toolkit with 

consistent, easy-to-access and implement materials for 

industry partners to help spread the word.  

Also include are generic, templated materials that can 

house promotional messages in addition to the 

#BeersToThat creative.

Launch #BeersToThat Nationwide
This phase is all about taking the campaign nationwide ïgaining mass awareness and interest with 50 micro influencers across the country (one from 

each state) and a captivating sweepstakes where beer drinkers from coast-to-coast show us what their #BeersToThat moment is. 
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EVERGREEN CONTENT

As we initiate more and more fans into the movement, playing host to additional communities, weôll support it with a 

revamped web portal, a steady stream of created content, UGC promotions and even partnership moments.

BEERSTOTHAT.COM

The website will serve as a source of beer-related 

entertainment, education, and inspiration.

Check out the website here!

PAID MEDIA AMPLIFICATION

Paid media amplification will be always-on, delivering 

consistent campaign exposure. To ensure that our efforts 

reach our target audience, weôll leverage 3rd party data to 

target our social ads to young ldaôswho are occasional 

beer drinkers.

@BEERSTOTHAT SOCIAL

Building a community of passionate individuals all centered 

around their love for beerïweôll continue to create and 

share #beerstothat moment-driven content. We will also 

have elements created by our influencers, while 

simultaneously leveraging paid media to support marquee 

content. Check us out!

Facebook Instagram YouTube

https://beerstothat.com/
https://www.facebook.com/beerstothat/
https://www.instagram.com/beerstothat/
https://www.youtube.com/channel/UCyBXzxg0TTrU_odHMpZm4Fw
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TOOLKIT PORTAL - ACCESS

The #BeersToThat toolkit portal contains the approved toolkit creative files for the 

industry  to download and produce as desired.

Asset Inclusions:

ǒ On-Premise

ǒ Off-Premise

ǒ Digital & Social

ǒ Logos & Guidelines

Note: All industry and initiative questions should be handled by the users representative committee (BA, 

BI etc), or Tamarron Consulting. If there are any technical or production questions in relation to the 

artwork, please ask your representative to forward these questions to Motive.

NBWA

Kim McKinnish

kmckinnish@nbwa.org

Login Details:

ǒ http://beerstothat.com/log

ǒ Username: BGI_Portal

ǒ PW: BTT2019

Beer Institute

Susan Haney

shaney@beerinstitute.org

Brewerôs Association

Paul Gatza

paul@brewersassociation.org

Tamarron Consulting

Lori Scheiffler

loris@tamconsulting.com

Motive (creative agency)

Joey Hanson

joey.hanson@thinkmotive.com

OFF-PREMISE ASSETS

POSTERS BANNERS

PRICE CARD COOLER CLINGS

FLOOR DECAL

ON-PREMISE ASSETS

NAPKINS COASTERS

TABLE TENTS BANNERS

http://beerstothat.com/log

