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SESSION OBJECTIVES 
Help you understand the opportunities  that 
exist for your craft spirits brands – both locally, 
nationally, and internationally with media outlets 
small and large. 

Show you that you don’t need big agency 
budgets to generate impactful results. 

Share guiding principles to optimize your 
success in working with the media, and discuss 
the list of assets required to do so. 

Help you develop your brand’s unique point of 
view, and tell your story in a way that both sets 
you apart from your competition, but also 
includes you as part of broader spirits and 
cocktail trend round-ups. 

introduction 



 
Current Media Landscape 
 
Spirits & Trends Landscape 
 
Media Commandments – Best Practices 
 
Tools of the Trade 
 
Q&A 
 

AGENDA 

introduction 



Founder & President of GATHER PR in New York, 
an agency that focuses exclusively on food, wine 
& spirits with an emphasis on craft. 
 
S t r a t e g i c m a r ke t i n g c o m m u n i c a t i o n s 
professional with a decade of experience within 
the food and beverage industries. 
 
Experience with nearly all of the large spirits 
conglomerates and a variety of craft brands 
within the vodka, tequila, wine, beer, rum, cognac 
and whisky categories.  
 
Former Distilled Spirits Council PR Director. With 
ACSA since 2015. 
 
10+ years of experience in beverage PR, both at 
trade associations and at large New York public 
relations agencies. 

ALEXANDRA SKLANSKY 

introductio about  gather 



MACRO TRENDS IN THE MEDIA LANDSCAPE 
current media landscape 

SHIFT TO SOCIAL & 
DIGITAL INFO SEEKING AMPLIFIED REACH SCOPE OF COVERAGE 

Social media explosion 
creates a need for constant 

delivery of content in a 
crowded space. 

 
With shift to social, long-

leads in decline, fewer full-
time staffers, and more 
freelancers in need of 

content. 

Media and consumers both 
look to social media 

channels and online content 
to learn about spirits trends; 
both have the opportunity to 
connect directly with brands. 

Media outlets and bloggers 
who were previously an 
afterthought are more 
influential than ever. 

 
Beverage trade and industry 

gatekeepers are now of 
utmost importance. 

“Food Network” generation 
renews our interest in food 

and drink. 
 

Millennial focus on local & 
artisanal parallels craft 

spirits movement. 

OPPORTUNITIY: 
More opportunities for 

coverage in a 24/7 media 
cycle. 

OPPORTUNITY: 
Brands can now connect 

directly with both consumers 
and media. 

OPPORTUNITY: 
Tapping into this 

knowledgeable set of 
influencers creates impactful 

third party endorsement. 
 

OPPORTUNITY: 
Craft spirits perfectly fits into 
this trend and this millennial 

passion points. 



SPIRITS & TRENDS 
CRAFT IS KING -  1,800+ craft distillers in the U.S. 
creating a broad and diverse range of quality spirits. 
Large companies want to appear “small.” Acquisitions 
and consolidation are a regular part of the news cycle.  
 
GENERATION LOCAVORE creates a renewed interest in 
craft. 
 
GROWTH OF DISTILLERY TOURISM creates new 
opportunities for trial and brand-building, as well as 
media coverage angles. 
 
COCKTAIL REVIVAL creates opportunities beyond 
standard product coverage, and new opportunities for 
consumers to discover new brands and consumption 
methods. 
 
WHISKEY RENAISSANCE has opened to the door to 
“other” spirits, and consumers have ventured out of their 
comfort zones. 
 
CONSUMERS ARE EDUCATED, and understand spirits 
now better than ever before. 
 
BARTENDER IS GOD – Trends are built in the on-
premise, and the bartender is the gatekeeper. 
 
 

spirits & trends landscape 



MEDIA COMMANDMENTS: BEST PRACTICES & PRINCIPLES 
 

media commandments 

1.  ABOVE ALL ELSE, VALUE TRANSPARENCY AND HONESTY. 
Honesty and integrity should always guide your communications approach. 

2.  KNOW YOUR STORY.  
Ensure your brand is buttoned up, and that your message is consistent, and organized.   

3.  KNOW YOUR AUDIENCE. 
Do your research and make sure you understand your media target and their interests.   

4.  PROVIDE VALUE. 
To work with media successfully, you must always provide them with something of value – industry insight, unique 
experiences, facts and findings, etc. 

5.  ALWAYS INCORPORATE FACTS & FINDINGS. 
Wherever possible, utilize (and source) data to substantiate your pitches. 

6.  FIND YOUR ANGLE & EMBRACE THE TREND. 
Remember, there are coverage opportunities well beyond a bottle round-up.  While it’s great to claim you’re the first to 
market, or serve as the focal point of a feature story it’s also important to demonstrate how you fit into a broader trend. 

7.  TIME IS ALWAYS OF ESSENCE. 
Media often operate on tight deadlines, so respond in a timely manner.   

8.  PRINT ISN’T DEAD, BUT IT’S TERMINALLY ILL. 
Move beyond your misconceptions, and recognize the click through-value of online.   

9.  NOTHING IS OFF THE RECORD.   
While many journalists will respect your wishes to share something in confidence, this is not a hard and fast rule in a 
highly competitive media landscape.  

10.  BUILD RELATIONSHIPS VIA FACE TIME 
Rely on in-person meetings to build strong relationships; use email as a tool for follow-up. 



tools of the trade 

BUILDING A MEDIA TOOLKIT 
INTERNAL ASSETS 

KEY BRAND MESSAGES 
•  Ensure your message is consistent and 

concise.   
•  Should include your brand’s “story,” mission 

or mantra, and key points of difference. 
 
BRAND Q&A 
•  Specifically, focus on how to approach 

difficult topics.   
•  Familiarize yourself with these answers, 

and practice.   
 



tools of the trade 

BUILDING A MEDIA TOOLKIT 
EXTERNAL ASSETS 

BRAND OVERVIEW / DISTILLERY FACT SHEET 
•  Should include an overview of your company, a description of your 

brand(s), and other basics (date founded, brand “story,” and key 
points of difference). 

 
SPOKESPERSON & FOUNDER BIOS 
•  Include tangible results and a description of your team’s 

contributions whenever possible. 
 
PRODUCT FACT SHEETS 
•  Should include product basics, including ABV & product MSRP, as 

well as info on availability. 

HIGH-RESOLUTION IMAGES 
•  High- and low-res photos of each of your products (white 

background and stylized, if possible), spokesperson headshots, 
distillery photos, and product portfolio photos. 

 
COCKTAIL RECIPES 
•  Ensure your recipes and preparation steps are clear, and attach a 

notable bartender if budget permits; wherever possible, include 
cocktail recipes that can be found at on-premise accounts. 

ACCESS TO FTP OR FILESHARE 
•  Upload all above assets to a central location that is easy for media 

to access and allows for direct download. 
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Thomas Mooney 
Co-Owner and CEO,  
House Spirits Disti l lery 
 
Thomas Mooney is the co-owner and CEO of House 
Spirits Distillery, a leader of America’s craft distilling 
resurgence and the producer of several award-winning 
small-batch spirits including Aviation American Gin, 
Westward Oregon Straight Malt Whiskey, Volstead 
Vodka, and Krogstad Aquavit. Under Mooney’s 
leadership, House Spirits Distillery became the largest 
distilling operation in the Pacific Northwest.  Mooney 
spearheaded the company’s expansion into its  
new $6 million distillery in November, 2015, a  
multi-year buildout project which increased production capacity sixfold. He also 
established a national distribution presence through agreements with Southern Wine & 
Spirits, Glazer's, and other leading distributors, and developed export markets in Europe 
and the Asia Pacific region. Mooney has also recruited top talent into the organization to 
support the company’s ambitious growth plans. 
 
Prior to this, Mooney held a number of senior leadership positions at Roll Global in Los 
Angeles, Calif.  Most notably Mooney played a crucial role in the 2004 acquisition of FIJI 
Water and in the brand’s subsequent rise to market leadership in the premium bottled 
water market.  After the acquisition, Mooney served as Chief Marketing Officer and led a 
brand re-launch that tripled FIJI Water revenue.  Later, as the international P&L leader, 
Mooney quadrupled non-U.S. revenue by recruiting top sales talent, upgrading 
underperforming distributors in existing markets, and launching the brand into 26 new 
markets.  Mooney also developed and actively managed FIJI Water’s industry-leading 
environmental sustainability program and he was a trustee of the charitable FIJI Water 
Foundation. 
  
Mooney’s professional experience also includes brand management at Procter & 
Gamble, new product development and commercialization at Kellogg, and management 
consulting at Booz & Company. 
 
Mooney holds a Bachelor in Science degree, with honors, from Purdue University and an 
MBA with high distinction (Baker Scholar) from the Harvard Business School. 
 

 
 
 

 
 
 

 
 
OVERVIEW House Spirits Distillery has opened the doors to its new $6 

million distillery in Portland’s Distillery Row, which serves as a 
much expanded version of the company’s first distillery. The new 
distillery provides six times the distilling capacity and creates a 
much-expanded tasting room and visitor experience. In its new 
home, House Spirits Distillery becomes the largest distilling 
operation in the entire Pacific Northwest. 
 

DISTILLERY SPECS 
 

In addition to Aviation’s 400-gallon still—which has produced the 
same gin for nearly 10 years – the new facility contains a variety 
of new distilling equipment, including: 
• A new 3,000-gallon copper stainless whiskey still 

handcrafted by Vendome Copper & Brass Works in Louisville, 
KY-- now the largest operating still west of the Mississippi 

• Four new 3,000-gallon whiskey wash fermenters 
• A new 8,000-gallon holding tank 
• A new grain silo that can accommodate up to 75,000 pounds 

of malted barley – all of which will continue to be sourced 
locally from farmers within the Pacific Northwest 

 
PRODUCTION On a typical day, House Spirits Distillery will: 

• Brew 3,000 gallons of whiskey wash 
• Distill 3,000 gallons of whiskey wash 
• Distill 600 gallons of low wines 
• Fill 4-5 barrels of Westward Oregon Straight Malt Whiskey 
• Distill one batch of Aviation American Gin, which produces 

roughly 1,100 750 mL bottles 
 

WHAT WE’RE 
MAKING 

In addition to producing the entire portfolio on-site (as the 
company has always done before), the new space will allow the 
Distillery to continue to experiment with different spirits, recipes, 
distillation methods, and aging techniques, which is something 
founder Christian Krogstad and his distilling team have earned a 
reputation for.  

  

HOUSE SPIRITS DISTILLERY FACT SHEET 

For Media Inquir ies Contact: 
Alexandra Sklansky 

GATHER PR 
516.428.7210 

alexandra@gatherpr.com 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

FACT SHEET 
 

OVERVIEW AVIATION AMERICAN GIN, the flagship brand of House Spirits Distillery, is a uniquely concepted product that 
was born from the first ever distiller-and-bartender collaboration between distiller Christian Krogstad and 
bartender Ryan Magarian.  Introduced in April, 2006, AVIATION AMERICAN GIN was inspired and guided by 
the great American cocktail gins of the past.  This category, which offered more rounded flavor profiles and 
less overt juniper notes, disappeared shortly after prohibition in favor of London Dry styles.  AVIATION 
AMERICAN GIN pays homage to that era, and though the spirit is only a decade old, its recipe is steeped in 
history.    
 
AVIATION AMERICAN GIN is a welcome departure from the traditional London Dry style of gin, offering a more 
balanced expression that brings together exotic spices from around the world including cardamom, 
coriander, anise seed, dried sweet and bitter orange peel, lavender, Indian sarsaparilla and juniper.  
 
The masterful blend of citrus, floral and savory notes makes this small-batch spirit extremely mixable, and 
outstanding in contemporary culinary cocktails or vintage drinks alike.  
 

INGREDIENTS AVIATION AMERICAN GIN is crafted from all-natural ingredients including naturally gluten-free American 
grain spirit.  It is distilled in small batches of fewer than 100 cases at a time using an adventurous blend of 
traditional and contemporary botanicals from around the world including: 
 
JUNIPER, the backbone of all gins, with notes of menthol, camphor, and pine. 
CORIANDER, a traditional ingredient in dry gin since the 19th century, providing aromatic tones of citrus, 
sage, and ginger. 
CARDAMOM, an exotic member of the ginger family, originally from the Himalayas. 
ANISE SEED, a Mediterranean spice with subtle notes of licorice. 
SWEET and BITTER ORANGE PEEL, for brightness, structure, and zip. 
LAVENDER, providing sweet, floral notes and a mellowing aroma. 
INDIAN SASPARILLA, which uniquely contributes to a complex, mildly sweet mid-palate. 
 

ACCOLADES AVIATION AMERICAN GIN is the highest rated gin in the world by Wine Enthusiast (97 points).  The brand has 
also been recognized as one of the top 10 growth brands nationally. 
  

ABV 40% ABV (80 proof) 
 

MSRP $29.99 
 

AVAILABILITY House Spirits Distillery’s’ brands are distributed nationally by Southern Wine & Spirits,  Glazer’s and other 
leading wholesalers, and available directly to consumers via leading online merchants including BevMo!, 
Astor Wine & Spirits, Cask, DrinkUpNY, and others.  Internationally, AVIATION AMERICAN GIN is available 
throughout Europe, Canada and Australia, and in select markets in Asia. 
 

ABOUT HOUSE 
SPIRITS 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

MORE INFO 

Founded in 2004 by Christian Krogstad, House Spirits Distillery is a leader of America’s craft distilling 
resurgence and serves as the anchor of Portland, Oregon’s famed Distillery Row.  All of House Spirits 
Distillery’s award-winning products are made exclusively in-house, and are crafted in small batches with an 
intense and passionate pursuit of perfection.  The product portfolio includes several pioneering brands, 
including Aviation American Gin, Westward American Malt Whiskey, Krogstad Aquavit, and Volstead Vodka. 
www.housesprits.com 
 
www.aviationgin.com 

CONTACT: 
Alexandra Sklansky 

GATHER PR 
516.428.7210 

alexandra@gatherpr.com 
press@housespirits.com 

ASSET SAMPLES 



tools of the trade 

ASSET SAMPLES 

PHOTO ASSETS 
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ASSET SAMPLES 



pitching 101 

REACHING MEDIA EFFECTIVELY 
Create an organized list of media targets.   
•  Research online – most journalists will list their contact 

info publicly; otherwise, services like Cision are available for 
a fee 

Find an opportunity to engage with media – beyond your pitch. 
•  Read their content, and reach out to compliment or provide 

feedback 
•  If local, always try to meet in person 
 
Organize your thoughts, and determine what it is you’d like to 
say. 
•  Are you merely making an intro, and offering help in the 

future? 
•  Do you have a new product to announce? 
•  Do you have a local news angle to push? 

Communicate your thoughts and ideas in a succinct manner. 
•  Determine whether a press release is warranted, or draft an 

email pitch. 
•  Keep in mind: press releases should be straightforward and 

factual, not sensationalized 

Follow-up to check in, but never demand coverage 
•  Given emails will often get lost in the shuffle, don’t hesitate 

to follow up, but never demand coverage 
 



promote your wins 

SHARE YOUR SuCCESS 
Promote your success via social media. 
•  Twitter & Facebook are the best tools to share 

coverage, as they are content-driven social 
networks (versus Instagram, which is 
visually-driven). 

•  Today, many reporters are paid per click, so 
the more you help promote their stories to 
your own networks, the happier they’ll be. 

•  Be careful of tone – never sound too 
promotional; rather, be humble and grateful. 

Merchandise your recent buzz with stakeholders. 
•  Organize recent coverage and share with key 

stakeholders – this can be an incredibly 
powerful sales tool. 

 



Q&A 



Thank	you, 
 

Alexandra Sklansky 
Gather PR 

 
Please complete the evaluations! 

 
 
 


