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Hard cider is the preferred Brit-
ish choice in alcoholic beverages. 
Like fish and chips and bangers 
and mash, hard cider is a quintes-
sential British product. But, hard 
cider was once the preferred alco-
holic beverage choice in the US in 
the 1840s.  While it continues to 
be popular in the UK, as well as 
France, Canada and Australia, 
cider disappeared from the US 
for many years.  Today cider is 
enjoying a renaissance in the US 
and HEINEKEN USA is poised 
to launch Strongbow Cider to the 
top of the US cider category.



BRIEF HISTORY OF CIDER 
British immigrants brought apple seeds 

to the American colonies and planted or-
chards.  Since well water was often con-
taminated, fermented apple juice was con-
sidered safer and therefore consumed more 
than water.  In fact, hard cider was the drink 
of choice for our founding fathers.  Despite 
apples being a major American crop, hard 
cider consumption began to decline in 
the late 19th century when German im-
migrants began brewing beer.  Prohibition 
followed which affected all alcoholic bev-
erages.  However, when Prohibition ended 
in 1933, hard cider sales stayed depressed as 
beer consumption soared. 

WHAT IS CIDER?
Hard cider is an alcoholic beverage 

made from apples, pears or sometimes 
quince. Made with particular varieties of 
apples, such as Golden Russet, Stoke Red, 
Kingston Black and Yarlington Mill, cider 
apples can be sweet, sharp, bittersweet or 
bitter sharp. Different types of apples are 
blended in order to get good balance be-
tween sugar, acid and tannins.

After picking the cider apples, they are 
squeezed to release all possible flavors and 
juice. Yeast is added to the juice to begin the 
fermentation process. Fermentation takes 
place at a low temperature in order main-
tain the flavors. During fermentation, the 
cider is placed in new containers in order to 
remove dead yeast. The resulting brew will 
be slightly fizzy and the level of alcohol will 
depend on the amount of sugar in the juice.  
Good hard cider is dry, crisp and complex 
and typically between 2% - 5% ABV.  

HISTORY OF STRONGBOW
The dry cider Strongbow was created by 

H.P. Bulmer in England in 1962. The H.P. 
Bulmer cider company was started in 1887 
by Percy Bulmer, the son of a local clergy-
man.  In the beginning, fermentation oc-
curred with wild yeasts which often resulted 
in sour cider.  However, Dr. Herbert Dur-
ham, a college friend of Percy’s brother Fred, 
isolated the wild yeast and created the first 
pure cider yeast culture.  This established 
consistent fermentations and commer-
cial cider production began.  Bulmers was 
granted the Royal Warrant in 1911 and was 
incorporated as a private company in 1918. 

With over 100 years of cider-making expe-
rience combined with modern technology, 
H.P. Bulmer is the world’s largest cider-mak-
er and today is owned by HEINEKEN N.V.

Strongbow is named after the Anglo-
Norman knight Richard “Strongbow” De 
Clare who was known for his heavy reliance 

Matt  Kahn,  Marketing  Director  For  Strongbow  cider
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on archers within his battles, and for his 
keen interest and legendary skill with a bow 
and arrow. By 1970 Strongbow became the 
second highest selling cider in the world and 
by 2001 it was one of the top ten drinks sold 
in English and Welsh bars.  Today it is still 
manufactured in Hereford, England by H.P. 
Bulmer Limited and accounts for more than 
half of the cider sold in Britain. 

According to EuroMonitor Interna-
tional, Strongbow is the second bestselling 
brand in the rapidly developing U.S. cider 
market and is the bestselling cider brand 
globally. While the cider segment is still 
emerging in the U.S., the category’s growth 
rate has been steadily increasing, especially 
in the last two years.  According to the USA 
Cider Market Insights Report 2011, cider 
grew 10% in 2010 and The Beer Institute: 
“US Cider Market - Domestic and Import 
Volumes - Full Year 2005 to 2011” shows 
cider grew 20% in 2011.  Between Q1 2012 
vs. Q1 2011, the cider segment has seen a 
46.9% growth in volume in the U.S. 

With the rapid growth of cider in the 
US, Strongbow offers both male and female 
consumers of legal drinking age an alter-
native alcoholic beverage option. Cider 
in general has higher cross-gender appeal 
(50/50 male/female) than beer (80/20 male/
female) and with the masculine bow and 
arrow on the label, Strongbow hard cider is 
not an exclusively feminine drink. Strong-
bow is a crisp, refreshing cider with a unique 
flavor derived from fermented apple juice. 
All natural with no added flavors, it is 100% 
gluten-free. At 5% ABV, there are only 200 
calories per 16.9-oz serving.  And there are 
health benefits to drinking cider as well.  An 
eight ounce glass of hard cider has the same 
amount of phenolics and antioxidants as a 
glass of red wine. 

HEINEKEN JOINS THE 
CIDER CATEGORY
Strongbow is the newest addition to 

the HEINEKEN USA portfolio of upscale 
brands. As the nation's premier beer import-
er, HEINEKEN USA’s portfolio includes 
top Dutch beers Heineken Lager, Heineken 
Light and Amstel Light as well as familiar 
U.K. brands Newcastle Brown Ale and 
Buckler non-alcoholic brew. HEINEKEN 

USA is also the exclusive US importer for 
the Tecate, Tecate Light, Dos Equis, Sol, In-
dio, Carta Blanca and Bohemia brands from 
Mexico. In less than five years, the company 
has grown from a single brand operation to 
a diverse portfolio of multiple power brands. 
Innovation is at the center of the company’s 
growth strategy and since 2011, HEINEK-
EN USA has introduced several new brands 
to its portfolio that resonate with different 
consumer groups, including the Newcastle 
Limited Editions, Amstel Wheat, Tecate 
Michelada, and of course, Strongbow.  As 
the leading upscale beer company in the 
U.S., the addition of Strongbow comple-
ments the existing HEINEKEN USA port-
folio, adding a new flavor profile to the as-
sortment of high-profile brands. 

Matt Kahn, HEINEKEN USA VP Mar-
keting explained that “this is an incredibly 
exciting time. The cider category is growing 
at tremendous rates.  At HEINEKEN, we 
have an established infrastructure with an 
amazing network of distributors.  Our prior-
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#1 
HARD CIDER 
    

63.6%

  REPEAT PURCHASE 
  RATE 

12 oz 

  SIX-PACK BOTTLE

Strongbow is available 
in two pack variations:
12 oz. six-pack bottles and 
16.9 oz. cans. 

Display Strongbow and 
watch your sales soar! 

Strongbow is the global 
leader and the #1 imported cider 
in the U.S. It brings you customers,
sales, and profi ts.

Strongbow has the highest
repeat purchase rate in its 
category, meaning shoppers are 
coming back again and again, driving 
your profi ts higher and higher.*

TO HIT YOUR TARGET SALES IN 2013, 
CONTACT YOUR HEINEKEN USA REPRESENTATIVE TODAY.

 Enjoy Strongbow® Responsibly. Produced by H.P. Bulmer LTD.  Imported by Bulmers Cider Company, White Plains, NY.
*Source: Major Retailer Shopper Card Insights, 52 weeks ending 8/4/12. Store-weighted average in divisions where Strongbow distribution exceeded 50%.

AIM HIGH WITH 
STRONGBOW® 
HARD CIDER
Watch Your Profi ts Soar with Heineken USA’s 
Hottest New Brand.
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ity is to realize the full potential of the cider 
category.”

With the proliferation of craft beers 
and innovations in the wine and spirit 
categories, consumers are seeking new 
products making this the perfect moment 
for HEINEKEN USA to bring Strongbow 
into their portfolio.  Its parent company 
HEINEKEN N.V. has had a presence in the 
cider category with Strongbow for several 
decades and is currently the global leader in 
cider with nearly 25% market share. For the 
last decade, HEINEKEN USA partnered 
with the Vermont Hard Cider Company 
to distribute Strongbow in the U.S.  As of 
January 1, 2013, HEINEKEN USA owns 
exclusive distribution rights to Strongbow 
and the Vermont Hard Cider Company will 
continue to package Strongbow on behalf of 
HEINEKEN USA. 

A key market for Strongbow is the 
21-29 year old millennial. This blended 
audience of male and female is known for 
challenging the status quo.  With this au-
dience in mind, HEINEKEN USA will 
utilize the digital space and social media to 
promote Strongbow.  Experiential sampling 

of Strongbow at events will help reach new 
audiences. With HEINEKEN USA’s full 
strength and capabilities behind the brand, 
Strongbow is positioned to win accelerated 
growth and market share in the near future.  

HEINEKEN has deep category exper-
tise and extraordinary commitment to the 
growth of Strongbow.  “Cider is like a craft 
product.  It is a niche category that is grow-
ing. Strongbow is a solid product that tastes 
great.  And we have the experience to build 
Strongbow into a lifestyle brand,” declared 
Matt Kahn. !
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