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In 1989, an electrician, aspiring home brewer, and natural 
tinkerer, Jeff Lebesch rode his “fat-tire” bike throughout 
Europe’s vast countryside in search of new ideas and recipes 
for beer.  With this area being synonymous with beer and great 
sightseeing, 32 year old Jeff came back to Colorado with a 
world of creative inspiration.  In 1991, Jeff and his wife, Kim 
Jordan started selling 2 different styles of beer out of their 
basement and kitchen in Fort Collins, CO.  One, was an earthy-
toned brown dubbel called Abbey, and a balanced amber named 
Fat Tire, in reference to his grand adventure.  Jeff and Kim 
still kept their day jobs, and regularly put in 14 hour days 
brewing and bottling with help from their son, Zack.  Using 
repurposed dairy equipment for a home brewing vessel, hard 
work, and the human spirit of imagination, New Belgium 
Brewing was born. 

	  



	  
Before selling a single bottle of beer, Jeff and Kim hiked through the Rocky Mountain National Park with a jug of their home 
brew and together they both wrote down the idea and that would be the basis of their dream business.  New Belgium’s brewing 
purpose statement and goal is:

To operate a profitable brewery which makes our love and talent manifest.
•  The company expands onto this by creating a list of core values and beliefs.

•  Company Core Values and Beliefs

•  Remembering that we are incredibly lucky to create something fine that enhances people's lives while surpassing our 
consumers' expectations.

•  Producing world-class beers.

•  Promoting beer culture and the responsible enjoyment of beer.

•  Kindling social, environmental and cultural change as a business role model.

•  Environmental stewardship: Honoring nature at every turn of the business.

•  Cultivating potential through learning, high involvement culture, and the pursuit of opportunities.

•  Balancing the myriad needs of the company, our coworkers and their families.

•  Trusting each other and committing to authentic relationships and communications.

•  Continuous, innovative quality and efficiency improvements.

•  Having Fun.

	  



	  
Alternatively Empowered means making business decisions based on 
minimizing environmental impact, encouraging the growth of our employee 
owners, and being a socially responsible contributor to our community. It's 
rewarding, challenging, and educational. It's what makes us New Belgium. 
 
We believe, to be environmental stewards, we need to:

1.  Lovingly care for the planet that sustains us.
2.  Honor natural resources by closing the loops between waste and 

input.
3.  Minimize the environmental impact of shipping our beer.
4.  Reduce our dependence on coal-fired electricity.
5.  Protect our precious Rocky Mountain water resources.
6.  Focus our efforts on conservation and efficiency.
7.  Support innovative technology.
8.  Model joyful environmentalism through our commitment to 

relationships, continuous improvement, and the camaraderie and cheer 
of beer

	  
	  

	  



	  
As the United States has had a struggling economy the last couple years, the craft brewing industry has not 
seen the effects as much as other industries.  Since people are cutting back on high end luxuries they still 
reward themselves with the small things.  This is especially true if they can carry it and bring it home.  New 
Belgium prides itself on brewing world class beer. By keeping it at a reasonable price for a six pack, they keep 
their customers happy.  They try and keep their six packs at around $8.00 to $9.00.  In the tough economic year 
of 2009, New Belgium was able to grow by 15% and open distribution in six new states.  These numbers reflect 
that with the right techniques and a love for beer can make a company grow. 

New Belgium Brewery has a variety of beers available for all types of beer drinkers.  Some of these beers are 
available all year long, while some are seasonal flavors that are only available for specific time periods.  This 
schedule varies on inventory and by season.  New Belgium is constantly experimenting with different spices 
and recipes.  Fat Tire is the companies most popular, while Sunshine Wheat, 1554, Abbey and Blue Paddle are 
held as household perfections.  Seasonal beers include Dig and Snow Day.  Since New Belgium is always 
looking to expand the line of beers available they have broken off from the traditional look of the company.  
They have introduced lines called Explorer, Lips of Faith and Special Release to show off the adventurous 
nature of the New Belgium culture.  The original line that includes Fat Tire has four beers.  The seasonal line 
has two for warmer and colder months.  Special release currently has three beers available for purchase.  By 
never being stagnant and keeping a wide variety available for their ever changing customers, New Belgium is 
always looking to bring a hit to their product lines.  

	  



	  
 

New Belgium Brewery was started in 1991 in Ft. Collins, Colorado.  
The company has grown from making 225 barrels of beer to over 470,000 in 17 years.  This growth could not happen 
without powerful distribution channels.  New Belgium has traditionally not used heavy advertising campaigns.  Recently 
they did a print ad campaign, but they rely on word of mouth and what they call “barstool-to-barstool” advertising.  By 
just honing their skills and making sure their target audience enjoys their product, they have spread to 26 states.  New 
Belgium, like all alcohol companies, participate in a government regulated three tier distribution system.  Some of these 
laws have prohibited the distribution to every U.S. state.  New Belgium is always trying to work with local and federal 
regulations to make sure everyone in every state can enjoy their beer.

 
New Belgium has grown their company not by using expensive advertising campaigns but by customer appreciation.  They 
have found a niche that is unlike any other independent brewery.  They have not sold their company to a power house like 
In-Bev, and have kept the company culture the same since 1991.  This combination along with strong distribution has made 
New Belgium the company that it is.  Their target audience is beer savvy people who usually live in high population areas.  
They hold events where the customers can interact with the product, not just drink it.  Every year they hold the Tour de 
Fat.  This is a bike ride that takes place in over 10 major cities around the country.  They also target people who have a 
strong love for the environment.  Their company is striving for zero emissions and has created a number of organic beer 
recipes.  Their employees share this value and many of them ride bikes to work.  By having contests where people can 
trade in a car for a Fat Tire bike, they prove that they are not all talk.  They live the company culture everyday and show 
that with some creative thinking and hard work, a truly good product can cause a company to grow into an established 
player in the market.

	  



	  
Primary Target

•  Males and females 26-30 who 
are willing to step out of 
their comfort zone. 

•  Medium to high volume 
consumers of beer who have 
low brand loyalty and are 
willing to try New Belgium 
choices.

Secondary Target

•  Males and Females 21 to 25. 
Young and easily persuaded.

	  
	  
	  

	  



	  
	  Demographics 

•  All races

•  Middle class, working class

•  Annual income of $10,000+

•  Single & Married

•  College

•  Interested in the adventurous 
lifestyle

•  Frequent visitors of the Chicago, 
Illinois area

	  Psychographics 
•  People who are interested in trends

•  People who are young or who have a 
young state of mind

•  People with a lack of brand loyalty 

•  People with a sense of adventure for 
new tastes and experiences

•  Involved within the community 

	  

	  



	  

	  

Old Town Liquors schnucks 
Pinch 
Penny 

Liquors 



	  

	  



	  
•  The focus group allowed us to hear 

what people thought of the brand, Its 
products and thoughts on competitors 
and similar products. 

•  The group was 16 people with varying 
ages from Southern Illinois 
University, Carbondale. 

 
•  Respondents had no idea that a beer 

company treated their employees to 
such high standards and surrounding 
communities.  

•  Respondents did not care for New 
Belgium social responsibility program. 

	  



	  
FOCUS GROUP FINDINGS:

•  Taste and price were the two most important 
attributes.

•  Corporate social responsibility was not a 
factor when buying beer.

•  The two most popular competitors that were 
mentioned were Goose Island and Schafly.

•  Participants  believed New Belgium products  
had strong taste and was not favorable.

•  The alcohol advertising that they most paid 
attention to were in-store advertising at the 
establishment they purchased their beer or 
liquor.



	  

•  Men said they could be accustomed 
to drinking New Belgium beer.

•  The women who attended all said 
they would much rather have a 
different beer, preferably a light 
beer.



	  
 Do you drink  beer? 

 How often do you drink 
beer? 

	  

85% of survey participants drink 
beer

53% participants drink beer on a 
daily basis

Do you like craft/ 
micro brewery beer? 
(Fat Tire)  

56% survey participants like 
craft/micro beer

Most survey participants become aware of most of 
the beer brands they encounter by family and 
friends. Most participants are more familiar with 
domestic brands than imported or craft. 



	  
New Belgium is fun, outgoing, exciting, and modern. Each flavor of New 

Belgium, from the Fat Tire to the seasonal beer, reflects its consumer in some sort of 
way. New Belgium connects to the consumer visually by allowing them to see unique 
labels that may reflect who they are once they drink the specific beer of New Belgium. By 
doing this, it gives the consumer a sort of personal connection to the product and has a 
great impact on increasing brand loyalty.  Most of the New Belgium products come in 
various flavors and labels, which serve as a visual flavor cue and as an amazing visual 
branding technique. From contemporary vintage labels and antique appearance to natural 
earth tones, New Belgium touches on every portion of the warm color wheel. The hipster 
and nostalgic bottle labels allows these colors to be seen by the consumer, drawing 
their attention to New Belgium when it sits on the store shelf.

	  



	  
The New Belgium logo is quite simple and appealing with pure, 
warm, and natural earth tones. The logo is dark orange/red and 
yellow oval shape featuring white font and a vintage bicycle with 
text spelling out “New Belgium.” The New Belgium logo has a very 
modern look and feel, yet it harkens back to a simpler time, as the 
classically styled bike suggests. 


	  



	  
New Belgium’s website is a great one.  It is 
very navigable, interactive, and easy to use.  
NBB describes their carbon emissions, 
philanthropy, and every beer they sell. They 
also have just about everything else you 
would want to know, in detail.  The site is 
very attractive and comfortable. It gives off 
their “natural” theme with earthen colors.  

	  



	  

New Belgium’s most prominent print ad is featured on the back 
of Rolling Stone, and other publications.  It is of a man and 
woman whimsically balancing themselves on their trademark 
Fat Tire bicycle.  The circus-like experience of the ad makes it 
playful and fun.  Even more fun, now there is a life-size 
recreation of this scene outside the brewery where patrons 
can be photographed with a real Fat Tire bike. 

	  



	  
The brand experience for New Belgium is spectacular in which they offer tours. Not just 
any tour but a tour that sells full servings and samples of all beers on tap. They feel 
that a full beer to its costumers is a beautiful experience. The Brewery also provides 
outdoor seating, and on top of experiencing a full cup of beer, the tour is at no charge 
which they include a complementary glass that has their logo. 

	  



	  
Target Market Segmentation:   
•  Primary:  Males and females, 26-30, craft beer drinkers and beer 

enthusiasts who understand our corporate social responsibility 
goals.  With an income of $10,000 or higher.

•  Secondary Target:  Male/Females, 21-25.  People in their early 
twenties drink a lot of beer. Exposing them to New Belgium Products 
early will prove profitable by creating brand loyalty.  By doing this, 
New Belgium primes its secondary audience to later become members 
of the primary audience.



Demographics/Psychographics:  
•  Men and women in Chicago land area who stay active and live a 

fulfilling life. Community activists and those who are self motivated.

	  



	  
The competitors of New Belgium consist of other craft 

specialty companies such as The Boston Beer Company (Sam Adams), 
Sierra Nevada, and the large U.S. corporate beer companies. Sierra 
Nevada and The Boston Beer Company dominate the market share among 
the craft brew segment. New Belgium is the third largest brewer of 
craft beer. Anheuser-Busch (now InBev) and Miller Coors hold the 
market share of beer, overall. These large companies recently 
purchased smaller craft breweries, such as Goose Island (Anheuser-
Busch) and Blue Moon (Miller Coors) in order to expand their brands 
and capitalize on already successful craft breweries. 

	  



	  

	  



	  

 
•  Employee ownership
•  High involvement culture
•  Purpose-driven motives
•  Extensive philanthropy
•  Goal for zero emissions
•  Corporate responsibility
•  Successful Events
•  “Open-book” management

	  
•  High Price
•  Limited flavors
•  Limited distribution
•  Low popularity among younger �

market segments

•  Distribute to all US states and internationally
•  Utilization of brewery waste could effectively 

power a self-sustaining greenhouse
•  Expansion of New Belgium to farming and energy 

generation industries
•  Go beyond the craft beer segment
•  Become a sustainability company model for  all 

businesses
•  Create a lighter beer for uncultured palates 

•  Losing the spirit and values that the 
company�
was founded on

•  Becoming too large will disqualify them 
from�
being defined as a craft beer

•  Becoming commercialized
•  Beer distribution being limited by states
•  Being bought out by “Big Beer”

	  



	  

Marketing Objectives 
 
One of the most important aspects of a successful 
marketing campaign is the objectives that are set 
before the creation and implementation of the 
campaign. These objectives are the basic goals that 
will be reached by a successful campaign. Our 
marketing objectives pertain to the Chicagoland 
area during the fiscal year of 2012.



•  We aim to increase market share by 10%. 

•  We aim to achieve 15% increase in consumer 
awareness of New Belgium between both primary 
and secondary target audiences (males and 
females, ages 21-30).



	  



	  
Communication Objectives 
•  Our communication objectives focus on who and how 

we plan to increase consumption and awareness of 
New Belgium in the Chicago area. These objectives 
narrow down the target audience of the campaign, as 
well as communicate the frequency and methods in 
which we will touch base with this audience.

•  We aim to target our advertising to males and 
females age 21-25 and 26-30. 

•  We aim to reach 75% of our target audience with at 
least five touch-points throughout the year. 

•  We aim to use media and events that will effectively 
create interest and value for the New Belgium 
brand. 



	  



	  
Media Objectives 

•  Our budget for the New Belgium 
campaign will be stretched as far 
as possible with cheaper and 
alternative advertising. We want to 
get more people involved with our 
brand and follow what seems to 
work for the brand today. Our 
media objectives will focus on 
personalized events, new strategies 
in guerilla, ambient, traditional, 
and non-traditional. 

	  



	  
•  Traditional Media



•  Non-Traditional Media

•  Ambient Advertising

•  Guerrilla Marketing

	  



	  
The Sustainable Beer 

	  

	  

The New Belgium branding campaign will bring the environment 
and Chicagoans closer together. Our slogan “The Sustainable 
Beer” will be used throughout our media. The Sustainable Beer 
slogan will let our consumers become aware of keeping our 
environment clean and safe while drinking good beer.



 
To promote the tagline of “The Sustainable 
Beer”, a power bike will be placed at The 
Taste of Chicago. This system will consist 
of the iconic Fat Tire flagship bike that 
will be placed stationary on an element 
that will generate power for a light show 
of a logo display.  This interactive and 
playful advertisement will draw in 
consumers and create playful interaction 
with the brand.  The power bike will also 
record how much electricity was powered 
and how many carbon emissions were saved 
by each individual participant. Cost:  $1,500.

	  



	  
•  Almost every bike has a place 

for a water bottle holder to be 
easily installed.  Made from 
aluminum, the holders are made 
cheaply from New Belgium’s 
recycled beer cans.  This is an 
easy way to add some of New 
Belgium’s flair and lifestyle to 
any bicycle.  We will hand 1,000 
of these out at events. Cost:  
$2,000.

	  

	  



	  
•  Guitar picks would be garnered with 

the logo for promotion at music 
festivals and could be thrown from 
the stage before the concert begins 
at Lollapalooza.  Cost for 1,000 
picks:  $300.

•  New Belgium Brewing Logos would be 
placed on new Coozies that have a 
bottle opener in the bottom of them 
and would be given out at events. 
Cost for 1,000 Coozies:  $3,000.

	  



 
Taxi Cabs tops are frequently used for 
advertising.  This advertisement will 
not only promote New Belgium Beers, 
but safe driving practices, as well.  
Atop of the cab will be a sign in the 
shape of a Fat Tire beer bottle that 
says, “Had a beer? Take a cab.”  This 
advertisement will encourage people 
to drink our beer and also promote the 
taxi cab companies by coercing them to 
take a ride in a cab, instead of driving 
after drinking.  By advertising both 
our beer and the taxi cabs, we would 
receive a cost break from cab 
companies. Cost: $4,100. 

	  

The image cannot be displayed. Your computer may not have enough memory to open the image, or the image may have been corrupted. Restart your computer, and then open the file again. If 
the red x still appears, you may have to delete the image and then insert it again.



	  

	  

•  The Tribune has a very large print 
circulation and readership, which is why 
we chose to spend about 25% of our 
budget.

 
•  The ad will be ran in 7 zones of the city 3 

times to promote New Belgium for 
upcoming events where our beer will be 
featured. In total, the expense is $21,500.



	  

	  

•  These billboards will run 3 times 
for 1 month each at the cost of $800 
each. In total, the cost would be 
$2,400. These ads are simplistic in 
nature and easy on the eyes of 
motorists. 

•  The billboards will be put up around 
I-57 on the way into town, 
Naperville, and downtown Chicago.



	  

	  

These lush advertisements 
will be ran in Chicago 
Magazine 3 times at the cost 
of $3,500. People look to 
Chicago Magazine with 
interests in events, dining, 
entertainment, and fashion. 
Visitors and residents of 
Chicago pick it up to plan 
their weekend. This makes 
the publication a perfect 
match for New Belgium. 



	  

	  

Pandora internet radio has millions of 
unique users everyday.  Many of these 
users are apart of our target audience.  
The personalization and feeling of being 
in-charge attracts them to the website.  
With ad revenue driving the site, New 
Belgium can take advantage of the 
growing number of potential consumers.  
Commercials run at 15 or thirty seconds 
and are accompanied with a banner and 
tile ad.  These ads are only shown when 
the consumer is directly interacting 
with their mobile device.  Impressions 
are high and so is the potential for new 
business. Ad space costs $15 per 1,000 
impressions. We aim to purchase 60,000 
impressions at $990.



	  
This application will be a bike racing game 
that people can download on their touch 
screen phones or tablet devices.  By 
guiding their bike on the screen they can 
compete against friends or random 
opponents that have also downloaded the 
app.  After each race they will be given a 
fact or tip about recycling.  They can also 
check out current New Belgium news. 
Information available will be: new beers, 
beer locator and recent New Belgium 
Brewery news such as the recent opening 
of the Ashville, North Carolina brewery. 

	  

	  

We put a lot of money into this 
app because it has great 
potential for reach and for use 
all year long. Cost:  $10,000



	  

	  

Lollapalooza is one of the biggest 
events the city of Chicago puts 
on. The 3 day event draws an 
average crowd of over 160,000. 
With this type of exposure at the 
entrance, New Belgium will gain 
brand recognition among our 
target audience. The cost for 
participating in Lollapalooza’s 3-
day event starts at $5,675.



	  

	  

•  New Belgium will become a vendor at 
The Taste Of Chicago promoting all 
beer brands

•  New Belgium will also distribute 
pretzel necklaces for all upcoming 
events. For each purchase of beer, 
names will be recorded for a chance to 
win a Fat Tire bike. Cost:  $3,500

	  



	  
•  New Belgium drinkers tend to pay more attention to the world around them and 

their effect on the planet.  We plan to introduce a sustainability project that will 
give people the opportunity to use their imagination and creative techniques to 
build a eco-friendly device.  This can be anything from a recycled hydroponic 
system to a alternatively powered windmill.  The guidelines are as follows: All 
materials must be recycled New Belgium beer cans, bottles, caps, packaging etc.  
The idea must be able to be built on a mass scale, as New Belgium will take the top 
three ideas that involve wind, water, and air and introduce them in environment's 
where they are needed.

•  Cost:  $5,000

	  



	  

	  

Our Facebook and Twitter interactions will give consumers the most recent news
about New Belgium.  People can submit their person stories, pictures and contest
entries through the social media websites.  Making the consumer feel apart of the 
company is essential to keeping loyal drinkers.  Having constant information about
what products consumers like and dislike will keep the company aware of possible
changes needed. People will also be able to post their sustainability projects on 
these social media sites.
	  



	  
Traditional  
Chicago Magazine $3,500 
Billboards $2,400 
Chicago Tribune $21,500 
Non-Traditional  
Taste Of Chicago $3,500 
Lollapalooza $5,700 
Guerilla  
Power bike $1,500 
Pandora $990 
Bike race game $10,000 
Sustainability project $5,000 
Ambient  
Water bottle holders $2,000 
Guitar picks $300 
Coozie/bottle openers $3,000 
Taxi toppers $4,100 
Total $63,490 

	  

Traditional

Chicago Magazine

Billboards

Chicago Tribune

Non-Traditional

Taste Of Chicago

Lollapalooza

Guerilla

Power bike

Pandora

Bike race game

Sustainability project

Ambient

Water bottle holders

Guitar picks



	  

	  



	  

	  

Traditional  

Chicago Magazine 165,000

Billboards 90,000

Chicago Tribune 1,200,000

Non-Traditional  

Taste Of Chicago 2,350,000

Lollapalooza 270,000

Guerilla  

Power bike 800,000

Pandora 60,000

Bike race game 50,000,000

Sustainability project 150,000

Ambient  

Water bottle holders 1,000

Guitar picks 1,000

Coozie/bottle openers 1,000

Taxi toppers 600,000

Total 55,688,000



	  
Evaluation
•  At the end of the fiscal year of 2013, New Belgium will evaluate sales increases 

and brand awareness results from this campaign and properly allocate leftover 
funds to suit the needs at hand, such as problems from competitors. Measureable 
results will be seen by directly by aspects like:  social media activity, App sales, 
entries from The Sustainability Project, participation in events, etc.

Continuity
•  Considering our budget of $80,000, we left a rather large amount of our money 

over to use later on in the campaign if needed, $16,510.

	  


