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What began as a fringe drink from the parent 
company that launched Mike’s Hard Lemonade in 
the late ’90s has landed at the crossroads of ironic 
fandom and a genuine viral boom.

Tapping into a similar market as La Croix, White 
Claw is marketed as a hard seltzer—a low-calorie, 5% 
alcohol-by-volume beverage that may give drinkers 
the buzz they want, but it won’t replace a classic 
vodka soda. 

Gabriell Garcia, who co-owns Cafe 
Colonial on Stockton Boulevard, said 
White Claw appeals to customers who 
want something a little bit different.

“It’s just a new twist on 
drinking,” Garcia said. “I think they 
just keep reinventing alternatives 
to beer. It is cool for us at Cafe 
Colonial as we are only beer [and] 
wine, and this helps satiate that cocktail 
drinker.”

Bottle & Barlow co-owner Kimio Bazett 
said he’s also seen the White Claw craze. “I think 
it speaks to the power of good marketing and brand-
ing,” Bazett said. “And if you take that out, there’s 
nothing special about it as a product, but it’s going to 
hit people in the hearts and minds—and it works.”

The commercials used to propel White Claw’s 
mystique are reminiscent of a certain infamous 
island music festival, but its grasp has reached far 
beyond yachts and white sandy beaches. White 

Claw is favored by 20- and 30-somethings going to 
punk rock venues and pizza parlors. This eclectic 
mix of potential consumers is, perhaps, hard 
seltzer’s biggest draw.

“It seems like a lot of millennial restaurant 
industry folks are into it—bartenders and the 
like,” Bazett said. “I went on a rafting trip with 

some guys last week and they were buying 
a couple of cases.”

This diverse customer base is key. 
Not constrained to the ice bins of 

yachts featured in White Claw’s 
commercials, the hard seltzer 
has drifted from the ocean to the 
shores of the Sacramento River. 
Bars, restaurants, liquor stores, 
soccer stadiums and grocery 

stores alike have dipped their toes 
into White Claw’s waters. 

Pabst Blue Ribbon, Natural Ice 
and even Four Loko have thrown their 

hats into the hard seltzer ring, and while 
White Claw reigns supreme, other brands such as 
Truly are also having fair amounts of success.

But will the hard seltzer trend continue to grow? 
Or will it fizz out?

“Things like this pop up overnight,” Garcia 
said. “I’m sure [White Claw] will be reinvented 
much like the Tequiza, Zima [and] Bartles & 
James of yesteryear.”  □
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BUY 1 GET 1 1/2 OFF

1315 21st St  •  Sacramento
916.441.7100

Buy any dinner entree at regular price, get the second for HALF 
OFF! Must present coupon, cannot combine with other discounts. 

One per table. Valid Mon-Thu only. Expires 10/16/19.

Voted “Best of Sacramento” 
3 years in a row!

Happy Hour
Monday–Friday 3–6pm

Ceviche Clasico
Jimmy’s Ceviche is the national dish 

of Peru, seafood or fish (raw swai fillet 

diced, marinated and “cooked” in fresh 

lime juice), topped with red onions and 

cilantro, served with sweet potatoes 

and Peruvian cancha corn. Rocoto spicy 

salsa on the side (GLUTEN FREE).

3032 Auburn Blvd @ Watt Avenue
FB @JimmysPeruvianRestaurant

Lomo Saltado
Jimmy’s signature Lomo Saltado is Peruvian pan 

fried steak, red onions, tomatoes, soy sauce, red 

wine vinegar and garnished with fresh cilantro.

Cuisine & CAteRing
Fresh & Tasty Peruvian

 $5 OFF*
With Ad

*Minimum $20 order, 
cannot be combined 
with any other offer.

 (and bahn mi, 
and ramen)

Did someone say fried chicken? 

Join us everyday 
for our multi-Asian 
inspired menu, and 

reserve for our Chef’s 
Counter and Kaiseki 
dining experiences.
Counter and Kaiseki 
dining experiences.
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