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   ProCarb will instantly, accurately and repeatedly carbonate beer 

to target volumes.

   ProCarb is smart! Automated by an Allen-Bradley PLC and color 

touchscreen, ProCarb can communicate and integrate with up- 

and down-stream systems such as: tanks, refrigeration systems, 

fi ltration, centrifuges, or inline CO2 analyzers.

   ProCarb is Nitro Ready! ProCarb is designed to also nitrogenate 

beer, and can be upgraded to pre-remove carbonation with an 

integrated membrane system.

   ProCarb improves CO2 effi ciency and utilization compared to tank 

carbonation, reduces carbonation times, and reduces energy con-

sumption

  ProCarb is 100% American, designed and built in the United States.

Still believing in Stones?
Use ProCarbTM for perfect Carbonation.

TechniBlend, Inc.

Call 262.484.4090

contact@techniblend.com

www.techniblend.com
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American 
Beer Equipment

Competitively priced brewhouses & Cellar Tanks; 
30-kph Keg Washers; Canning Lines up to 60 cpm and More!

“For every great beer...
...there’s a great brewhouse supporting it.”

American Beer Equipment
2001 SW 6th St., Lincoln, NE 68522

402-475-2337

Call today for 
a free quote!

www.americanbeerequipment.com
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There seems to be a perpetual discussion anymore of 
“What is Craft” in the brewing industry. Certainly we 
can look to certain definitions of “craft” but when that’s 

continually changing, it’s hard to truly know what is, and what 
isn’t craft — one year you could be craft, but watch out for too 
much success as you may no longer be considered craft the 
next year. 
While The Brewer Magazine admittedly loves its craft beer, 

we’ve never been devoted to just craft brewers. The mission 
I wanted to set for this magazine was to be a publication for 
those individuals in the brewing industry that have control over 
its success. Of course we cover a lot of craft brewers, but that’s 
mainly because there’s a lot of brewers that fall into that classifi-
cation. And, at one time, it was great for the industry. 
However, things are changing in the brewing industry and from 

conversations I’ve had, it seems to be recognized by the vast 
majority of leaders. During our photoshoot at Lagunitas Brewing 
in Chicago for this particular issue, I was having a small, non-in-
terview, conversation with Tony Magee, the founder and CEO of 
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WELCOME Lagunitas — you may have recognized his face on the cover. 
As I tend to ask a lot of the leaders I get to interview, I asked him 

his stance on craft and whether he was concerned about Lagunitas 
eternally being positioned as a craft brewer. His answer was one of 
the most true answer I’ve ever received. 
See, Lagunitas is on the verge of opening its third brewery in the 

U.S. It started with the Lagunitas location, eventually moving to 
Petaluma, then opening in Chicago and next opening in Los Angeles. 
While the definition of craft may continue to evolve for the industry, 
it maintains a discussion among the consumer, who really eventually 
defines craft without our input. 
The largest craft breweries in the U.S., the ones that fought for the 

brewing industry we have today, may receive some grief that they 
are too large to be craft. While that may be hurtful to someone that 
has spent their entire life essentially designing the definition of craft 
beer, Magee’s point was this: Lagunitas is graduating from craft. 
Craft has long become a marketing term in our industry. While 

it was terrific early on and got a lot of people excited about our 
growing brewery population, it’s important that we all evolve. Craft 
breweries are involved in a much larger group that I feel is much 
more exciting for our industry — they are brewers. 
There are more brewers today than there were yesterday and 

hundreds if not thousands more than there were 10 or 15 years ago. 
We are witnessing a world tradition with the American spin. We’ve 
named it, but it’s time we mature in it. It’s time we graduate and 
focus on making great beer, not just craft beer.
As brewers it’s not good enough to simply rest on the marketabil-

ity of being a craft brewer. Instead, the day is rapidly coming which a 
brewer will be defined, not by his or her size, or how they brew, but 
rather how great they brew. 
People may say that if craft disappears then that will be when the 

bubble bursts, but to me that’s just the beginning. In a world where 
brewers have to be defined by the beers they brew rather than 
mass marketability, that’s the day in which our industry will reach its 
true growth potential. 
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Ss Brew Buckets are perfect for 
pilot batches, with welded handles 
and stainless construction, they’re 

safer than glass carboys!

Yeast can quickly become one 
of the larger expenses in a small 

brewery. Repropagating your 
yeast can save lots of $$$!

Hops can change a lot from 
harvest to harvest. Being able to 
test small batches of hops can 

keep your IPAs top notch!
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Not all brewers throughout the U.S., especially in this rapidly 
growing industry, have the ability, or need, to purchase 15 

bbl. brewhouses or anything even close. For Kristen Lyons and 
Jason Gardner, the owner and headbrewer for Binghamton Brew-
ing Co. in Johnson City, N.Y., this was very much a reality.
Binghamton Brewing operates on a 2 bbl. brewing system, which 

is just big enough for them to operate successfully, but not big 
enough to keep up with the demand of the brewery’s flagship 
brew.
“The idea is, we’re a very small brewery, and there are a lot 

of smaller breweries in New York between 1 and 3 barrels in 
size,” explained Lyons. “All of us buy all of our own equipment 
and brew on this very small scale. The idea behind the Brewery 
Incubator would be to design a centralized location, get a larger 
brewery, somewhere in the 15 bbl. range, that would serve as a 
hub for smaller breweries to come and get that economy of scale 
without every other brewery having to pay for the equipment.”
What didn’t make sense for Gardner and Lyons, was for all the 

smaller breweries popping up in New York to immediately pur-
chase their own 15 bbl. system. The idea of a bunch of breweries 
within miles of each other building huge brewhouses, just didn’t 
make sense to them with their background as Industrial Systems 
Engineers.
“We really appreciate the economy of scale of a centralized 

location where everyone can brew,” explained Lyons. “I’m not 
going to use it seven days a week, but if you divide that out over 
multiple breweries there’s an ability there to get that economy 
of scale, that central location, and be able to produce product, 
without the brewery having to do all of the outlay for the capital 
expenditure.”
The Brewery Incubator would have its own staff, and ideally 

would allow these smaller breweries to reach levels of distribu-
tion and success that they may not have otherwise been capable 
due to the outrageous cost.
For example, Gardner said that he doesn’t know of any smaller 

brewery in the area that had a bottling or canning line, or an au-
tomated kegging line. The outright cost of each system can truly 
be a major factor for a lot of smaller breweries. However, with 
the Brewery Incubator brewers of all sizes would have the ability 

to begin canning or bottling and either increase taproom capacity, 
and potentially distribution throughout the rest of the state.
While the pricing on this project has yet to be determined, or 

how much it would cost a brewery to utilize the system, it has 
become a forward thinking model that has received support from 
local economic development. The support has started assisting in 
grant research and writing to help turn this dream of a Brewery 
Incubator into a reality.

New Belgium Brewing’s Chief Operations Officer and Presi-
dent, Christine Perich, has been named CEO as Co-founder 

Kim Jordan transitions exclusively into the Executive Chair of 
the Brewery’s Board of Directors. Perich, who was hired as New 
Belgium’s Controller in 2000, took on the role of COO in 2008 
and most recently has been handling the roles of both COO and 
President. She was instrumental in transitioning the brewery into 
a 100% employee-owned ESOP in 2013.
“After spending the past 15 years as a part of the New Belgium 

team, I am incredibly excited for this opportunity,” said Perich. 
“With Kim’s continued guidance as Executive Chair and the 
strength of our management team, I feel very confident in our 
ability to drive the business forward while honoring all the funda-
mental elements that have made New Belgium so successful.”
The two have worked together closely over the years and there 

will be an emphasis on continuity going forward.
“New Belgium Brewing has been my life’s work and I plan to 

continue in a very active role as Executive Chair of the Board 
of Directors,” said Jordan. “With Christine’s years of experience 
as CFO, COO and President, she is abundantly qualified to step 
into this position allowing me to focus on long-term strategy and 
vision. I have complete faith in her ability. We’re excited for this 
next chapter in our collective history.”

ON TAP
breWerY incubator: an economY of Scale

chriStine Perich named ceo 
of neW belGium breWinG
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Micro Matic A/S acquired Valpar Industrial 
Ltd of Northern Ireland. With the acqui-

sition of one of the world’s largest manufac-
turers of beverage tubes and pythons, Valpar, 
Micro Matic strengthens its global beverage 
business significantly. Valpar is a major global 
supplier to breweries and soft drink produc-
ers.
Soren Vilby, Chief Executive Officer of Micro 

Matic A/S stated, “We know Valpar through 
many years of fruitful co-operation, and the 
acquisition of Valpar makes sense to Micro 
Matic. We take over a healthy, well run and 
profitable business, and we believe that by 
using Micro Matic’s strong sales network we 
can increase the sales considerably.”
John Soler, Managing Director of Micro Matic 

USA, Inc., stated, “This acquisition is strate-
gically important for us in our future growth 
plans as it insures an uninterrupted supply of 
beverage tubing products that are of unparal-
leled quality within the industry. The hygienic 
and thermally efficient benefits of Valpar 
tubing and trunkhousing provides a significant 
competitive advantage while offering a tre-
mendous value proposition for not only the 
on-premise operator but all the way through 
to the customer level.”
The O’Neill Group, former owner of Valpar, 

looks forward to handing over Valpar to Micro 
Matic. Pat Dooey, CEO of the O’Neill Group, 
stated, “Valpar no doubt will prove a perfect 
fit for the Micro Matic Group, with their 
already strong presence in the global bever-
age sector. Micro Matic’s strong marketing, 
innovation and customer focus will ensure the 
continued future growth for Valpar.”
At Valpar, Managing Director John O’Neill 

looks forward to becoming a part of Micro 
Matic A/S. John said, “We see the acquisi-
tion as a natural development for Valpar. We 
already have a strong co-operation with Micro 
Matic, and together we have a very strong 
concept and offer a complete solution. At the 
same time we will continue our considerable 
focus on development and innovation so that 
we can continue to offer the best solutions to 
our customers.”
The management of Valpar will remain 

unchanged after the acquisition, and the 
company will continue to manufacture and 
have its headquarters in Bangor in Northern 
Ireland, and no doubt it is very much business 
as usual.

micro matic acquireS ValPar induStrial ltd.

Liquid Nitrogen Handling Specialists Since 1958

LIQUID NITROGEN DOSING

4 Barten Lane, Woburn, MA 01801
Tel 1-781-933-3570

Fax 1-781-932-9428
email: sales@vacuumbarrier.com
www.vacuumbarrier.com

NITRODOSE liquid nitrogen injection systems are sold only through 
Vacuum Barrier and their select group of worldwide distributors. 

Minimize dissolved oxygen 
Extend shelf life 
Purge oxygen from empty bottles 
Pressurize widgets in cans 

Pressurize lightly carbonated beverages

ON TAP
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Our new Model CF-8 carbonated 
beverage filler uses true pre-evac 

counter pressure technology to moni-
tor bottle pressure and beer pressure 
in controlling fills.  This 8-head Filler 
can fill up to 50 bpm, depending on 
beer pressure and temperature.  Bottle 
sizes from 12 ounces to 750 milliliters 
can be handled in the same machine 
with the addition of inexpensive, minor 
change parts.
Container handling is fully automatic 

— no manual loading or unloading of 
bottles.  Also, no bottles are used to 
push other bottles through the filling 
process, thereby eliminating the chance 
of misalignment. Bottles enter on the 
infeed conveyor and are counted and 
spaced on 5 inch centers.  When ready, 
bottles are shuttled over under the fill-
ing heads. Our filling heads use genuine 
liquid solenoid valves to control beer 
flow — no pinching of tubes — and 
are controlled by an accurate servo 
head which allows teaching of bottle 
heights and storage into memory for 
later use.  Multiple pressure sensors 
allow for fine-tuning of fill heights 
across the group of bottles.  The use 
of true pre-evac and a CO2 charge 
prior to filling eliminates oxygen in the 
bottle. When complete, the bottles are 
shuttled under the crowning heads for 
crowning.  After completion, bottles 
are pushed out onto the exit conveyor.
The machine includes an Elevator 

Crown Sorter, Chute, and Crown Track 
that automatically transports to and 
loads crowns into the crowning heads.  
The crowns are counted and con-
trolled and the sorter starts and stops 
on demand as crowns are needed. It 
is both a versatile and durable Bottler 
for microbreweries hoping to increase 
speed or reduce labor in their bottling 
rooms. Contact us at 843.569.2530 for 
more info and to see this Bottler in a 
line with our other products tailored 
for the Microbrewery industry.  All of 
our equipment is completely built and 
supported in the United States out of 
our facility in North Charleston, South 
Carolina. 

NEW PRODUCT
In-Line’s New Model CF-8

• True pre-evac and cO2 charge priOr TO filling eliminaTes Oxygen in The bOTTle.

• auTOmaTic bOTTle-handling ThrOugh The machine.

• can run 12 Oz., 22 Oz., Or 750ml in The same machine wiTh minOr change parTs.
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LOW CHLORIDE

PIPE INSULATION

APPROVED FOR

STAINLESS STEEL

MOLD RESISTANT
COST EFFECTIVE

FIBER FREE
ENERGY EFFICIENT

MATERIALS THAT RESIST 
FUNGAL GROWTH

WWW.TECHLITE.NET
INFO@TECHLITE.NET
800-922-5252

2122 W. 5TH PL. TEMPE, AZ 85281w w w . e b r e w s u p p l y . c o m
$ 5  F L A T  F R E I G H T   |   P A R T S   |   K I T S   |   C O M P L E T E  P A C K A G E

N O W  I N  S T O C K  3 0 4  S T A I N L E S S  S T E E L  E L E M E N T S
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We wanted to bring you insights into Tettnang hops, so we reached out 
to Jerry Gnagy, the Brewmaster for Against the Grain, concerning his 

expertise and experience with the elusive Tettnang.

BM: When was the first time you ever 
used Tettnang in brewing? 

JG: I used Tettnang off and on when 
homebrewing many moons ago.  I was 
really best at lighter German styles, like 
Pilsners and Helles.  Tettnang was one hop 
I could usually always get and was tradi-
tional to the beers I liked to make.

BM: What made you use Tettnang over 
any other strain? 

JG: Strangely enough, I used Tettnang off 
and on for different beers, but I really was 
forced into finding different ways to use it 
because I way over contracted one year 
on Tettnang and I found myself scrambling 
to use it while it was still fresh.  But in 
the process I learned to love it because I 

became a lot more familiar with it.

BM: What makes this particular hop 
unique? 

JG: I think good German Tettnang is a 
lot more floral and pleasantly perfumey 
than any of the Hallertau varieties and 
has a clean spiciness like Saaz, but not as 
much.  So, to me it is nicely placed in be-
tween those two.  Also, no U.S. Tettnang 
that I’ve gotten really has the floral 
aspect of good German Tettnang

BM: What surprises have you gotten 
out of using Tettnang? 
 
JG: I have found that coupled with 

Simcoe, it gives a light fruity flavor and 
aroma that apart from each other you 

don’t get.

BM: What are some of the unique 
characteristics you enjoy most about 
Tettnang? 

JG: I it’s simplicity and elegance.  There 
aren’t many hops that come close to the 
same floral character of Tettnang when 
used in a beer, like Pilsner, that allows it 
shine through.

BM: What are some out of the box 
brews you would like to use Tettnang for? 

JG: We have been experimenting with 
dry-hopping some beers with Tettnang, 
and we have made a Tettnang IPA.  But 
really with hops like Tett, balance is the 
name of the game.

HOPS
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makes our business blossom!
TH

EsmartCPATM

 TheSmartCPA.com     970-667-1070

We may break the Reinheitsgebot with our Orange Blossom Honey Wheat, 
but the smartCPA keeps our business from doing something verboten.

Verboten Brewing owners:
Keri Akers, Joe Akers, Josh Grenz, Angie Grenz
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978.327.5340 | info@nexcelom.com | www.nexcelom.com

Cellometer 

® X2

•	 Consistent	and	accurate,	
even	with	clumpy	cells!

•	 Cell	counts	in	<	30	seconds.

•	 Dual	fluorescence	yeast	
viability	and	vitality.

Visit	Us	at	MBAA
Booth	516

Hear	Dr.	Leo	Chan on 
Friday, October 9th| 8:00am-9:45am	
Yeast,	Fermentation	&	Microbiology	1	
Jamie Schier, moderator

Mention this Ad when you visit our booth 
and receive a FREE T-Shirt!

Cell Counting Clumpy Cells Cell Vitality Cell Viability

Avery Brewing Co.
Allagash Brewing Co.
Dogfish Head Brewery

Cigar City Brewing
Stone Brewing Co.

Used by 50+ Craft & National 
Breweries including:

Wild Goose Canning
GABF Sponsor

Wild Goose Canning Systems has the industry’s first CE-compli-
ant machine in its class, the WGC 250-CE, opening up canning 
as a packaging strategy to European craft brewers. The WGC 250-
CE employs a four-head filling station and is capable of producing 
up to 42 (12 oz.) cans per minute (2520 per hour).  Additionally, 
Wild Goose announces the availability and shipment of its highly 
anticipated WGC 600, a machine that utilizes a dual alternat-
ing four-head filling station, dual seamer and dual lid dropping 
station to can up to 95 cans per minute (5700 cans per hour) with 
a system footprint of only 48” by 108”.  

www.wildgoosecanningsystems.us 

Hurst Vertical Boiler
GABF Sponsor

Tubeless, Tubed and Hand-Fired Vertical Boilers

Our compact, space-saving vertical boilers provide exceptionally 
high efficiencies, lower fuel costs, and extremely rugged con-
struction. The vertical four-pass shock-proof design has no tubes 
to loosen or burn out. The Hurst Vertical Tubeless Boiler allows 
convenient access to “eye high” burner and solid-state controls 
for trouble free operation. Factory assembled and fully automatic, 
UL and ASME CSD-1 approved, these compact vertical boilers are 
simple and inexpensive to install.

Jeff Hurst, Hurst Boiler/VP Mktg I info@hurstboiler.com I 
www.hurstboiler.com I http://www.hurstboiler.com/boilers/vertical-boilers
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Fruit Juices & Fruit Concentrates

3104 W. Baseline Road  •  Shelby, MI 49455  •  (231) 861-7101
www.petersonfarmsinc.com

APPLE - 
• single-strength juice
• single-strength cider
• concentrate
• puree
• individual quick frozen

BLUEBERRY -
• concentrate
• puree
• individual quick frozen

TART CHERRY -
• single-strength juice
• concentrate
• puree
• individual quick frozen

PEACH -
• puree
• individual quick frozen

FLAVOR YOUR BREW...

Redefining Pediococcus  
and Lactobacillus Detection
Sample to Result in Under 3 Hours –
Actionable Results to Optimize 
Your Quality Processes 

®

To learn more about brewPAL visit us at www.invisiblesentinel.com

Stop by Booth #603 at the 2015 MBAA

Invisible Sentinel

MBAA Booth # 605 

brewPAL, powered by Veriflow, is the only 
Pediococcus and Lactobacillus detection 
tool with proven accuracy, unmatched ease 
of use, and quantitative test data available 
in less than 3 hours from sample collection.  
brewPAL provides actionable results that 
enable brewers to optimize quality processes 
and protect brand integrity.  The brewPAL 
family of detection tools was developed by 
Invisible Sentinel, a global molecular solu-
tions company, and includes brewDEK for 
wild yeast and brewMAP for Megasphaera 
Pectinatus.
info@invisiblesentinel.com I www.invisiblesentinel.com

MBAA Booth # 201
 
Bühler specializes in every stage of the grist 
production process: from malt and grain 
intake, grain storage, transport, cleaning 
and classification, through to preparation 
of grain.  In close cooperation with our cus-
tomers, we can provide solutions that can 
address a variety of needs. Visit our booth 
at MBAA to learn more about our MDBA 
Maltomat III and LEFA grist mill machines.
 

Mark Larson I buhler.minneapolis@buhlergroup.com I 
www.buhlergroup.com I 763.847.9900

Bühler Inc. Nexcelom Bioscience

MBAA Booth # 516

Cellometer X2 is a simple-to-use fluores-
cence-based yeast cell counter automating 
manual cell counting by obtaining accurate, 
consistent counts and viability in less than 30 
seconds. Fluorescence detection of AOPI and 
CFDA-AM allows fast, simple measurement 
of yeast concentration, viability and vitality 
that ensures consistent quality.   Hear us at 
MBAA in the Yeast, Fermentation, and Mi-
crobiology I session on October 9th entitled 
“Image-based cytometric analysis of fluores-
cent viability and vitality staining methods 
for saccharomyces cerevisiae”

info@nexcelom.com I www.nexcelom.com I 
978.327.5340
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Renting kegs and paying infinite per-fill fees is like tossing 
money down the tap. Instead, build your company’s equity 
with Keg Logistic’s Rent-to-Own program. 

• Guaranteed 
maintenance

• Keg return 
logistics

• Full Service 
Freight

Need 100% stainless kegs for export? Ask about 
our “Ship and Forget” Export Keg Program!

WHY RENT 
WHEN YOU CAN 

OWN?

Visit us online at www.KegLogistics.com
303-720-7655   •   csapyta@keglogistics.com

Own It. Brand It. Ship It.
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Graduation

Entering Lagunitas (lah-goo.KNEE-tuss) Brewing Co. in Chicago, the company’s second location, the 
audio of “Pure Imagination” from Willy Wonka and the Chocolate Factory seeps into your conscious-
ness, both figuratively and realistically. An array of colors painted on the wall and a laser light show 
compliment the wonderful sounds that guide you slowly down the hallway. Windows on either side 
allow you to glance into the magical workings of the brewery, all the while being guided by the female 
logo associated with Lagunitas glowing vividly at the end of the tunnel. 

Although something repetitive might seem to wear on the employees, they all agree that three years in, 
they’re still in love with Pure Imagination. The song, playing in the entrance, is truly a precursor and launch 
pad for how Tony Magee, the founder and CEO of Lagunitas, feels about the company he founded in 1993. 

While creating great beer — especially IPA focused great beer — is at the heart of Lagunitas, Magee 
knew there were two things indoubtably true  — that good beer would sell, and quality branding and 
marketing could completely change the brewing landscape. 

Additionally, Magee wanted Lagunitas to be a forward thinking company that wasn’t hung up on 
operating like everyone else. It was this desire that influenced Magee to adjust his flagship to the IPA in 
1995, well before IPAs had become the staple of the craft beer movement. 

While all this may seem simple on paper, Magee’s strategy for branding and marketing is no where 
close. He still handles all the design and branding on his own, as he believes in a strong focus towards 
typography in conveyance of brand. 

That was what pushed him early on to design the logo that so many know today that strictly states 
“IPA”, in large block lettering. However, while Magee may have been somewhat of a visionary for the 
future of craft brewing in the early days, it still came at a cost. 

“I’d get up at 3 o’clock in the morning, I’d do brewery stuff until 9 a.m. — I had almost a six hour day 
— and then I started with my other job, which was selling commercial printing,” explained Magee. “I’d 



Story By: Tyler Montgomery
Photography: Twenty Seven and a Half Photography
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do that until sometimes midnight because 
I’d be traveling — all the while I’d be mak-
ing phone calls about the business to keep 
it going. It took everything from like ‘93 
until ‘98. That was the five years, and then I 
finally went on payroll.”

For Magee that’s the price of getting 
over the hump of owning your own busi-
ness. “You have to get past the government, 
you’ve got to get past your landlord, you’ve 
got to get past the cost of utilities and raw 
materials,” said Magee. “If you do, then you 
have a chance to survive, but it’s only a 
chance. 

“We were in business for 13 years 
before we started generating sufficient 
positive cash flow to cover the cost of 
the growth and the balance sheet, which 
includes being able to own inventory so 
you can be able to get paid before you pay 
for it. It took everything I learned before, 
took everything I was learning every day. 
Each day was like an adult education class 
in business being force fed with a plunger.” 

Even early on Magee wanted to stand 
out from the crowd. He wanted Lagunitas 
to have a brand that wasn’t like anything 
else on the market, but he also wanted to 
bring forth his unique and artistic person-
ality. 

It was Magee’s idea to put some random 
text on the very first promotional coasters. 
While internally he thought the sentence 
that he chose was pretty funny, what he 
also knew in his mind is that it would set 
a standard for the brewery’s brand, image 
and culture. 

He worked in the printing industry for 
several years in a sales position, but he con-
tinually states that everything he learned 

about business was either in the day-to-day 
of Lagunitas, or his time as a musician. “Be-
ing in bands, composing, which is encoding 
a thing on paper that others can perform it 
back to you, what’s the difference between 
that and writing a beer recipe down,” 
he said. “What’s the difference between 
designing a label and then handing it off to 
printers so they can be reproduced infinite-
ly. It’s the same as recording an album and 
having it pressed. 

“In the world of brand, ideas of range 
and counterpoint and color and tonality 
and harmony — everything I needed to 
know I learned from music. Including on 
what to do next. You sit there with a blank 
piece of paper, no one’s going to tell you 
what to write down on it, and once you’ve 
written the first four or five bars, what 
comes in the sixth bar? You have to find a 

connection to your own instincts and your 
own insights to know reliably as you can, 
without a map, what to do next.” 

One aspect that frustrates Magee in 
regards to the rapid success of the craft 
brewing market has been just the opposite 
of what he mentioned in the previous para-
graph — that no one has to figure out the 
sixth bar. Magee said that to him, not all, but 
some of the brewing industry has jumped 
on the coattails of brewers that paved the 
way early on when times were tough. Ac-
cording to Magee there has become a lot 
of non-forward thinking, or original thought 
to move the industry forward. 

While craft beer maybe the best mar-
keting move for the brewing industry in 
the past 50 years, Magee said that “craft” 
is graduating, and he’s ready for Lagunitas 
to graduate. While smaller breweries are 

The entrance of Lagunitas Brewing Co. in Chicago. 

Tim Mason, Brewer at Lagunitas Brewing Co.
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Fill.  
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A Complete Line of Beer Packaging Equipment
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North Charleston, SC 29418
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trying to hang on to craft and push larger breweries out, he’s com-
pletely fine with just stepping out of craft, although he maintains 
that craft wouldn’t have existed with the likes of Sierra Nevada, 
Samuel Adams, and even Lagunitas to a certain extent. 

Craft Beer has taken a turn and a lot of larger breweries, and Ma-
gee, are starting to see the light, just like a senior in high school may 
see the final light at the end of the 12-year-long educational tunnel. 

Magee also thinks about his business a lot like Steve Jobs, the 
founder of Apple Inc., thought about his. Not necessarily on the 
same business scale, but for Jobs and Magee, one common factor 
throughout was the focus on typography. “I just read somewhere, in 
an airport at a bookstore, something about typography is the thing 
that facilitates the telepathy from the mind onto a piece of paper so 
that it can be expressed for the next thousand years,” he said. “So, 
typography is one of the most fundamental things to the human 
experience. It’s how we remember what it is that we thought. It’s 
how we communicate what it is that we’re dreaming about.” 

Magee learned a lot of his passion for typography from going to 

design school for a year before he went to music school. Almost 
your Jobs-esque story about dropping into a design class for fun 
and falling in love with typography — and it’s clear there was some 
focus on type when considering the first brands that made up 
Lagunitas. 

“The art isn’t representational, the art is it’s own thing,” Magee 
said. “The design, and in this case typography is the message. The 
truth of the matter is, branding, going back to the days when a 
rancher put a brand on an animal so that everybody would know 
that mark communicated whose animal that was. Brand is how you 
tell people who you are. It’s the medium of communication in the 
world of consumer products. 

“Consumers might read great things about the beer — if we’re 
lucky — but when they see it on the shelf that’s the only chance 
they get to kick the tires. I want people to understand something 
about us through the medium of the packaging. But brand goes 
beyond packaging, brand is the things you do in the world. The kinds 
of events you associate yourself with and the things you support 
with using the business.” 

Lagunitas supports a wide variety of people and organizations 
that function in life the same way Magee and many of his employees 
do. They support artists and musicians, they help bands that are on 
tour playing more than 200 shows a year. This isn’t because it neces-
sarily helps the brand, but because it’s what the brand believes in, 
which is the backbone of the brand itself. 

“All of those things are part of the brand,” Magee said. “And 
when someone comes to the brewery for a tour, when they meet 
an employee at a bar and are talking, that’s all part of the brand. 
That’s how we tell people who we are. We always want those 
experiences to be good, but more than good we want them to be 
honest.” 

Magee links the style of Lagunitas’ brand to his days of being in 
printing sales. He said the vast majority of print salesmen that he 
competed against would come in wearing specially tailored Armani 
suits and take their clients out to expensive lunches. “That just 
wasn’t me,” said Magee. “But I’ve got to find a way to thrive in this 
business, so I decided I would just do what I do. I would go in jeans 
and a nice shirt, I’d ride a motorcycle in to see my customers and 
I’d come in with my motorcycle helmet and my briefcase in my oth-

Lagunitas employees examining the bottling machine.

The taproom at Lagunitas Chicago. 
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er hand. I’d be riding up the elevator with the other printing salesmen and they’d 
be looking at me like, ‘you poor son of a bitch.’

“But the thing is, when I got in there to talk to the buyers I was somebody 
different than they’d ever seen before. And that alone made me interesting to 
talk to and gave me a shot at getting the work. So when it came to brewing and 
doing the first label, I thought, ‘well, what am I going to reach into to find influ-
ences.’ I thought, ‘you know, I’m just going to do the first thing that comes to my 
mind. I’m just going to listen and find a way to get as much of my personality in 
this package as I could.’” 

That’s why Magee went more with typography as opposed to images. He 
said he knew how to set up type, but had no clue how to set up a photo in 
Illustrator. “I knew ideas about negative and positive flow, and then I thought, I 
like being funny,” he said. “Humor is as fundamental to the human experience as 
typography is. I thought, alright, around the edge we wrote, ‘This beer is brewed 
in a bizarre old-world tradition. No dogs were harmed in the brewing process.’ 
And that was the first attempt at trying to crack a joke on the label. Once I 
did that and some people responded to it, I was like, this is where we’re going 
to live. I’m going to try and be as abstract and interesting and humorous as 
possible. We keep the labels so they are completely representational, rather than 
decorative.” 

Also, once you get down to brass tacks, what really sticks about Lagunitas is 
the name itself. “Ah, it’s a weird word to pronounce,” said Magee. “First of all, I 
think initially it looks beautiful in type. Not every word looks good in type. In all 
caps, lowercase and uppercase, Lagunitas is just as pretty.” 

But it’s not just how it looks that makes it unique. A lot of employees would 
say, once you speak it properly, you’re in. “There’s no end to it,” said Magee. 
“I thought back then that you think it’s a bad thing, but then I realized people 
learned to pronounce Yuengling. And when I realized people learned how to 
pronounce Yuengling, that might be what people like about Yuengling is that once 
you kind of get over that first hump of pronouncing it, now it’s something to 
you.” 

The vision for Magee and Lagunitas hasn’t always been how big you could 
become, but to become the most luminous and to answer the question: what 
comes next? 

“We chose to make an IPA our flagship in ‘95 because I felt like that was the 
future of craft, and turned out it’s exactly been the case,” said Magee. “We’re in 
a fast moving part of the stream, so the big plan is about the world. Continue 
doing the good work we do here in the U.S., continue to grow the business, 
make new friends, expand our relationships with distributors and retailers with 
the world. But now I want to do it in all 24 time zones.” 

Magee said that Lagunitas never accepts grants from communities where it 
builds breweries, which will be the same case with its third brewery in Los An-
geles. “We want to bring gifts to the communities we serve,” said Magee. “Not 
extract a toll first.”

With this next location Magee feels they will be able to reach more people with 
Lagunitas Brewing, which is the all-encompassing goal of the company. Magee said 
that a large population of their consumers are in Southern California, so it simply 
makes sense to build a brewery for them to help grow that market. “The reason 
why it’s in Los Angeles is because, Petaluma, in 18 months, if growth continues in 
a nice way, will be at 85 percent of capacity,” he said. “So I’m going to need more 
capacity on the west coast and I can’t build Petaluma out anymore. We are kind 
of landlocked there. We want to be right there with the people that are enjoying 
our beer, making it fresher and be able to invite them in the brewery, show them 
a nice time and be able to go out and do things with them in the community with 
people we are hoping to stay customers for a long time.” 

For Lagunitas Brewing, where it may have once been all about growth, now it’s 
about bringing freshness and an opportunity to interact in new communities that 
may already be aggressively enjoying Lagunitas. Magee said, “People talk about it as 
grand ambition or vision, but the truth is it’s just like the logical next thing to do.” 
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The taproom at 
Schlafly Brewing.

Kerry Thomas, the head brewer at Edge Brewing in Boise, Idaho, probably went to work on July 10 with 
the usual amount of care that any brewer has when it comes to safety — be watchful, be careful and follow 
the rules like she had every brew day.

But during that brewing session of a Double IPA named Obligatory, the 15-barrel brew kettle got to boil, 
hops were added and a boil-over started. Thomas turned, just a second from her favorite beer to make sure 
everyone else was out of range and was greeted with a wave of boiling wort as she turned back around.

She jumped from the brewstand as fellow employees doused her with cold water. But, the damage was 
done.

Thomas, who received seven skin grafts about a week later after being rushed to the Burn Center at the 
University of Utah Hospital in Salt Lake City, had second and third degree burns to 30 percent of her body, 
including her right arm, shoulder and parts of her torso. Her husband, Cory, said through their GoFundMe 
account that only 66 percent of burn victims with that amount of damage live. “I’m glad we didn’t know this 
statistic until today,” he wrote on August 4.

Steve Koonce, the Director of Sales and Marketing at Edge, said that Thomas has a long road ahead of her, 
but she is key in the success of the 1,200 bbl. brewery. He hopes by sometime in September that she can 
return to the brewery, if not to work, at least to share a smile and maybe some brewing knowledge.

by: JOn sicOTTe
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“It will be important to have her back, but it’s going to be up to 
her and her husband Cory to be 100 percent that she can take care 
of herself. That’s first,” he said. “She really wants to come back and 
all we have talked about is brewery operation when we talk.
“We have some important dates coming up and she is invested in 

the company. At the same time she knows the most important thing 
is that she gets better.”
For Koonce, he said he’s seen his share of accidents that require 

a trip to the emergency room. Burns, breaks and scrapes happen, 
of course, but it’s reducing the chance of those daily that’s what 
owners and managers strive for.
For Edge, Koonce said the nearly two-year-old brewery has 

already begun the process of purchasing a sensor for the kettle that 
indicates a boil over with a killswitch. A cold-water shower is going 
to be built closer to the brewstand, even closer than the Occupa-
tional Safety and Health Administration (OSHA) standard.
“We are going to look into a lot of stuff to make sure that some-

thing like this could never happen again,” he said. “I can say with a 
level of confidence that this will not happen again.”
Although OHSA did have to get involved with Edge Brewing, it’s 

a rare occurrence throughout the United States. In a public record 
search of OSHA’s database, in the past five years only six major ac-
cidents have occurred in a brewery setting, with just one leading to 
death. That happened after a Boston Beer Co. employee was struck 
by a forklift and died after complications during surgery. The other 
instances led to either burns, cuts or fractures.
In a separate search, only eight breweries in the country have been 

cited for violations by OSHA since January 1, 2014 with 54 total 
serious level violations.
Thomas’ story is rare, but major accidents can happen in an indus-

trial setting like a brewhouse. Minimizing risk of injury to not just 
employees, but patrons as well is key.
Fred Maier, the owner and vice president of Pittston, Pennsylva-

nia-based Susquehanna Brewing says along with keeping patrons 
safe, keeping his employees safe through the brewing process is just 
as key. “We put steel-mesh grates over anything hot,” he said, noting 
heat exchangers. “We cover things up where you could really burn 
yourself. You can feel the heat radiating off of it. God forbid some-
one just brushed against it.”
Susquehanna has been listed as a top 10 place to take a brewery 

tour in a list published online by USA Today. Maier said the 10,000 
bbl. brewhouse that has been open for three years is very adamant 
when it comes to warning the public during the tour that action is 
happening all around them.

“If it’s shiny it could be hot. Don’t touch anything, use common 
sense,” said Maier, who runs an hour-long tour on Saturdays. “Our 
brewhouse is on a raised floor that is painted caution yellow. It’s 
constantly reminding people to please watch their step.”
The hardest functions can be outside the realm of tours when 

dealing with the public. Fundraisers or other private events bring in, 
sometimes, a different clientele. “There is one thing when you go on 
a brewery tour, you kind of know what to expect. It’s another thing 
when someone comes to a function, a mixer, they don’t think of it 
being in an industrial space,” Maier said. “We have done a good job 
of covering up things and making sure floor drains and things like 
that are in place.
“They are simple precautionary and they cost a little money 

upfront but it takes a lot of danger of people walking around off the 
floor.”
Maier said that Susquehanna has ‘a pretty healthy’ insurance um-

brella policy. “We consider the brewery our number one salesman 
so we ... wanted to move thousands of people through it over the 
course of a year. So it was built into the insurance to keep our-
selves out of a jam.”
Although they do not have a set policy, Maier said that Susquehan-

na rarely sees parents bringing children to the tours, but they don’t 
turn them away. They just make sure to tell parents to keep an eye 
on precocious children.
“I have kids, so I know what it’s like,” he said. “You have to remem-

ber it’s a working brewery but that is few and far between [where 
parents bring kids]. If it happens once or twice a year that is a lot.”
Although Koonce said Edge Brewing will have to pay more in 

insurance premiums because of the accident to Thomas, it doesn’t 
hurt the brewery too much moving forward. After a solid first year 
and many upgrades to increase capacity to about double its 2014 
output, Koonce said it will hurt Edge’s bottom line for a while, but 
it will recover. And it will do so with even more safety measures in 
mind.
“We don’t take workplace safety lightly anyway from the brewers 

to the restaurant staff,” he said. “We are going make sure the brew-
ers know what can happen ... when they are trained they are going 
to watch the boil. Don’t try to do more than that at once.
“If we have to do something to be safer, we are going to do it. We 

can’t have something happen again where we lose someone like 
Kerry who is so important to our business. She makes the beer! 
She’s the one that had made all of it up to this point. We aren’t go-
ing to mess around after this particular accident and we don’t want 
it to happen again.”

The burn injuries to Kerry Thomas. Photos provided 
by Edge Brewing.

RISK
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Growth
Numbers

Good, quality beer sells. However, 
getting that quality beer to customers 
can be quite the hassle. Amongst the 
hundreds of decisions an owner of 

a brewery has to go through while building a 
reputation in their community is finding capital, 
whether to begin an endeavor or to expand on 
a business venture.
It can start from many sources: individual funds, 

money made from another endeavor, friends 
and family (and friends of family, and friends 
of friends of family … or calling that one guy 
you met at someone’s wedding... well you get 
the point) or even putting on that ill-fitting suit 
and tie and walking into a bank with a business 
plan. Because of the boon over the past decade, 
money can be found in the the craft brewing in-
dustry for either a start-up operation or a small 
business looking to expand.
The question is figuring out where to accept 

that money from if it’s not from your own 
personal pocket.
KC Sentz of Funky Buddha Brewing Company 

and his brother Ryan went the route of building 
a name for themselves and expanding from 

there. Starting as a 700-square-foot hookah 
lounge in 2007, Funky Buddha could hit a capac-
ity of 36,000 barrels in 2015. It all started with 
building a name.
Brewing on a small system for a year and a half 

the brothers in Oakland Park, Florida got into 
their local market and developed a brand. That 
brand, Sentz says, is what has made it easier for 
banks to offer good percentages on loans for 
future projects.
“I’m not going to say it got easier to get money, 

but it certainly helped to have a brand identity 
besides just putting together a business plan and 
knocking on doors,” Sentz said.
In early 2010, banks were just not the option. 

“We spent six months knocking on doors and 
talking to family and friends of family and looking 
for private individuals,” Sentz said about looking 
for investors.
Even though they had two years of business 

history with the lounge it wasn’t anything as 
significant as what they were trying to put to-
gether for the brewery. After a lot of work, the 
brothers were able to cobble together almost 
one million dollars to start putting a pub plan 

BREWERY 
FINANCE

Have you thought about growth lately? Discover some 
strategies to help you manuever the wide world of financial 

assistance.

by: JOn sicOTTe
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FINANCE
together. In 2013, Funky Buddha opened its doors.
Two years later, after showing its worth, banks now offer quality 

loans to help the production side of business. Sentz thinks that some 
selling points included having experience and history of the brand they 
created.
“A key is to start small before jumping into something bigger. It 

worked for us,” he said, mentioning that timing is always key as well. 
Crowd-funding website have become another avenue in gaining cap-

ital. For Bob Sylvester at Saint Somewhere Brewing in Tarpon Springs, 
Florida, after eight years of using his personal funds to improve the 
400-bbl. capacity brewery northwest of Tampa, he looked for a form of 
investors that were just a click away.
Setting up a Kickstarter account to come up with some money as a 

down payment on an SBA loan for more than $600,000 from the bank, 
Sylvester asked for $28,000 and in a month came away with a tad more 
than $34,000.
“It started in the first week mostly people I’ve known or friends of 

the brewery,” he said, “but then we started to see money coming in all 
over the country and even as far as Norway. It was short and sweet, 30 
days and we hammered on it.”
Although they got a lot of their capital from their home brewing 

shop, Michelle Savard of Wilmington Brewing Company feels that a 
specific, community oriented project can be very successful through 
crowd-funding.
Sentz believes it’s possible to use, but it could be a hassle to deliver 

on all the promises breweries have to make upfront. “Managing those 
somethings may not be worth the hassle,” he said. “You have to stick to 
the promises [made] to the public.”
Although the craft beer wave may have crested, Sentz believes there 

are investors out there looking to get a return on a commodity that is 
still hot. The balance is keeping true to a purpose that a brewery sets 
out to be. Now, Funky Buddha has had to turn away potential investors 

nearly monthly. “I can’t say never...” he said of adding investors, “but we 
are not interested.”
Although every investor may be looking for something different on 

their return, figuring out a deal comes down to three types of invest-
ments: Straight debt, straight equity or a hybrid of the two. Sentz feels 
that the first way is the best.
Taking on the money with a promise of return with interest is the 

riskiest, but it avoids essentially selling off a part of the company. Giving 
away a lot more of the business upfront with equity is another option, 
but Sentz thinks a hybrid of the two is more favorable.
“It really depends on how confident you feel in your business,” Sentz 

said.
Keith Merklin, the general manager of the Winery and Craft Bever-

age Lending division at Live Oak Bank in Wilmington, North Carolina 
said that his team deals with a lot of post-startup breweries that are 
looking to make their first big purchases a few years after getting 
established.
Merklin acknowledges that many start with looking toward friends, 

family, their own pocketbook and private investors first to get start-
ed, and he thinks the future may be a mix of that along with special 
niche lenders like Live Oak that specialize in brewery lending.
“Where we think we sit is that a lot of people think that all they are 

doing is diluting their ownership,” he explained. “If they can leverage 
debt and not go back out to investors or others that can claim some 
ownership ... it puts you in a better position as you grow. You use 
your own money, you keep your ownership intact and you can grow 
and pay back over time.”
Investors are looking for good beer that sells, with commercial 

experience on staff. Homebrewers looking to move up need to take 
note that having an education will be more attractive to a lender or 
an investors over a litany of homebrew competition medals.
“A track record definitely would help,” Sentz said.
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If the question is how much, the answer is usually “more beer” 
when it comes to brewers. Capacity is king.
The boom in not just the amount of breweries, but the size of 

equipment also always seems to be on the mind of owners when it 
comes to upgrading.
Michelle and John Savard, the founders and owners of Wilmington 

(N.C.) Brewing Company and Wilmington Homebrew Supply have 
jumped into the foray, going from a homebrew shop to a brewery 
with a 3-barrel system to now installing a 25-bbl. brewhouse, all in 
the name of more capacity.
“We are consistently selling out of beer in our taproom and we 

now want to distribute,” said Michelle Savard who said the brew-
ery’s capacity will almost quadruple from 400 barrels in 2014 to a 
goal of 1,500 by the end of 2016. “With Wilmington being new to 
the craft beer movement, we now see an opportunity to keg our 
beer and get it around town.”
Growth has been on the mind of Parallel 49 Brewing in Vancou-

ver, British Columbia. Head brewer Graham With said they have 
expanded from about 5,500 bbls. up to a capacity of 38,000 in the 
span of two years on a 20-bbl. system thanks to additions such as a 
faster bottling line to help reduce oxygen pickup; a sheet filter to a 
centrifuge, along with adding a whirlpool and numerous fermenters 
and brite tanks.
As with most up-and-coming breweries, the first plan is to get 

equipment to make beer. After that it’s to upgrade for the future.
That second step in upgrading seems to be key for many owners. 

Constant upgrades every few years can take a toll on profits along 
with adding a slight learning curve when it comes to working with 
new equipment and dialing in batch consistency.
For Wilimington Brewing, the upgrade to 25 barrels, along with 

their 3-bbl. system, keeps them flexible to keep the taproom 

production separate from the future of distribution 
around their immediate region.
“We will grow as fast as the market can sustain,” 

Savard said. “We have future dreams of a canning 
line, statewide distribution and beyond.”
Cost played a role in bumping up so large for 

Wilmington Brewing. 
The original plan, Savard said was to sell the 

3-barrel system and buy a new 15-bbl brewhouse. An 
online posting changed their mind when they real-
ized they could get a good deal on an used 25-barrel 
system.
“It was a great deal, we won’t have to expand or 

upgrade for a long, long time,” she said, “and of 
course we can produce more beer.”
Parallel 49 has also added a lab for quality control 

and quality assurance. A dissolved oxygen meter was 
essential, With said, to see what was contributing the 
most to high levels of dioxide.
“We based most of our upgrades on equipment 

that would lower our oxygen pickup along with 
producing more beer,” With said. Along with capacity, 
space to house all the equipment to make that 
capacity reach its potential. 
Willimington was fortunate enough to have almost 

12,000 square feet from the start so the building did 
not play a part in affecting expansion.
“Although it is always tricky to get a 25-barrel 

kettle through the door, we had to make another 
one,” Michelle said.
With said Parallel 49 used the experience of other fellow brewers 

that had used up their square footage too soon, which inhibited 
growth. After their latest growth, With said that Parallel 49 has 
grown to the size that they plan to be at for a while in the Canadian 
province.
“We found a location that had quite a bit of extra space in order 

to handle the growth that we expected,” he said. “We also were 
very lucky to pick up a couple of buildings adjacent to ours and that 
really helped to facilitate the larger equipment needed.”

Upgrades Essential to Your 
Brewery’s Success by: JOn sicOTTe

Photos of the inside of Parallel 49 Brew
ing in Vancouver, British C

olum
bia. Photos Provided by Paralell 49.
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In the current world of craft brewery ownership, you may find 
yourself in one of three places:
a. You are currently expanding

b. You just completed an expansion
c. You are planning for your next expansion
With the overwhelming growth that craft beer is experiencing, 

it can feel like you are never quite able to produce enough beer 
to satisfy demand. By the time the equipment from your previous 
expansion has been delivered, installed and operational, demand has 
already outstripped your new production capabilities. It is difficult 
to generate enough cash from the business to keep up with the 
capital demands of brewery expansions. This cash crunch leaves 
owners with two possibilities: either accept slow growth while your 
competitor’s growth skyrockets, or find access to capital.
For most, this boils down to raising capital via equity or debt. 
Equity financing is becoming a more viable source of capital for 

craft breweries because investors are catching on to what you 
already know: the industry is booming and there are no signs of it 
slowing down anytime soon. Accepting equity capital is one of the 
more difficult decisions to get right, however, because you and the 
investor have competing goals at the time of the equity raise. You 
want to preserve as much of the ownership of your business as 
possible while obtaining the maximum amount of cash for the por-
tion that you sell, whereas the investor wants the exact opposite. 
It is only after cash and equity in your business changes hands that 
your interests are aligned.
Debt financing, on the other hand, aligns your interests with your 

lender through the entire process. Since a lender must be repaid on 
a monthly basis, it is of vital importance to them that a loan made 
to the business be of an appropriate size and repayment term. The 
difficulty with debt financing is finding a lender willing to make a 
loan to you. In contrast to investors, lenders are not looking to 

make a speculative investment in your business and hope it pays off; 
they are looking for signs that the business has stable and predict-
able profitability over time. Craft breweries generally have difficulty 
demonstrating this predictability in historic profitability — the rapid 
growth of the sector often means that the repayment of your loan 
will not be based on what you earned last year, but what you will 
earn next year as a result of your expansion. In order to obtain 
debt financing, it’s important to find a lender that understands the 
industry and can evaluate your business accordingly.
A word of caution regarding non-bank lenders as they can impose 

easy money but with harsh repayment terms that can include credit 
card like interest rates to be paid off over very short terms. At Live 
Oak Bank, we have a team of lenders dedicated to the Craft Beer 
industry that understand the difficulties that a growing brewery fac-
es. We work with you to analyze your historical as well as projected 
growth to develop an expansion plan that meets your needs with 
competitive bank loan products.
Equipment purchases should be made strategically, with attention 

paid to both the size of the expansion (too large and you’ll be 
saddled with debt on equipment that is not being fully utilized, too 
small and you’ll outgrow it before you’ve paid much principal on 
the debt) as well as the timing (taking into consideration lead times 
on equipment orders with your suppliers as well as current and 
projected barrel production). 
Real estate considerations must also be made strategically in 

cases where physical space is the factor limiting growth. If you are 
currently leasing, should you look to purchase or lease a larger 
location? If you own your building, should you expand on site, and if 
so, by how much?
If you are a growing brewery looking to expand your production 

capabilities, a loan from Live Oak Bank may be the solution. We 
welcome the opportunity to speak with you.

BREW TALK

What’s your brewery’s growth strategy?
By: Keith Merklin
GM of the Wine and Craft Beverage Lending Division 
Keith.Merklin@liveoakbank.com
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15%
now offering

OFF
our high-quality 
KEG COLLARS

Visit kc15.beerlabeler.com

We’ve worked with craft brewers of 
all sizes to streamline their branding 

and inventory processes. 

Consider us your one-stop source for: 

•    Bottle Labels
•    Keg Wraps
•    Keg Collars
•    Promotional Items

From design to production, we put 
our experience to work creating a 
final product that makes sense for 

your business. 
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Doug Riley might tell you that he’s been lucky to live in 
some unique places, but what his modesty won’t reveal is 
that he also seems to be followed by some of the most 

happening scenes in modern culture. 
Riley, now the head brewer and owner of Asheville Brewing Co., 

grew up in Muscle Shoals, Alabama, a place notorious for its mu-
sic. Growing up he was good friends with the sister of Patterson 
Hood from Drive By Truckers, the son of David Hood, a legend 
in Muscle Shoals. From there Riley found himself moving out to 
Boulder, Colorado at a time when Boulder was truly making a 
name for itself. 
“I was hanging out there and decided I wanted to make beer, 

and the only place I felt I could do that was Portland,” explained 
Riley. “That was in ‘91. It exploded … I learned brewing. Port-
land’s blown up and moved to Asheville, Asheville is getting as hot 
as anywhere, but it’s a good place to call home and have my roots 
at for sure.” 
Asheville Brewing Co. opened in 1998 following the closing of 

the brewery Riley originally moved to operate. “When I moved 
here in ‘98 there was Highland Brewing Company, that started I 
believe in ‘95, and they were in the basement of Barley’s Taproom 
right downtown, and there was another brewery that had just 
started — Green Man Brewery — which was right downtown 
as well,” said Riley. “I think they had just started a month or so 
before we had just got our permits to start brewing.” 
Those were the two breweries that were in existence, in what 

is now a booming brewing city, towards the late ‘90s. Originally 
Riley moved to help open Two Moons Brewing, which was being 
launched by a family from Portland. However, six months in things 
changed drastically. 
“They fired [their son] and gave us the opportunity to run the 

business,” said Riley. “In December they decided they couldn’t do 
it anymore and asked if we wanted to buy the business, so Janu-
ary of ‘99 we got everything finalized and bought the business.” 
Having a theater inside gave Asheville Brewing an instant differ-

entiator. They started showing second run films and “it started 
bringing people in,” said Riley. 
“We started distribution in 2006,” said Riley. “So it was about 

eight years and we self-distributed for a little while and in 2011 
started talks with our distributor that we have now. By 2012 we 
were getting distributed by Budweiser Asheville.”
In 2012 Asheville Brewing was doing about 2,500 bbls. up to 

about 7,500 bbls. “This year we’ll probably max out at around 
8,000 barrels,” said Riley. “At the moment we want to see what 
happens in the market. I’ve been in the industry since ‘93, and 
seen the bubble burst a few times over the years. We’re trying to 
focus a little more on our pub sales, just because there’s more 
money in selling it by the pint than selling it by the keg.” 
The competition in Asheville has been good for Riley and his 

team. With the attention from major breweries like New Belgium, 
Oskar Blues, Sierra Nevada and potentially Deschutes in the city, 
Riley likes what’s happening locally and feel that he wants to see 
how things shake out nationally over the next year or two before 
making any major growth decisions. 
“It brings more people to the area with all the breweries we 

have,” said Riley. “We’ve really become a beer tourist destination 
and they hit all the breweries, they don’t just hit one or two. So, 
for us since we moved into the new area called South Slope … 
10 years ago, we were in between the bus station and the shelter 
at the time — in the last 3-4 years we’ve had six breweries open 
up on the South Slope, so it’s become the place to be. We were 
lucky enough to get here early and get a pretty good footprint” 

CHased by tHe sCeneby: Tyler mOnTgOmery

LAST PINT

Doug Riley, the head brewer and owner of Asheville Brewing Co.
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When consistency is everything!When consistency is everything!
A reliable boiler with consistent performance becomes 
the key workhorse of the entire process.
Hurst offers a full range of modular BREW-MASTER 
steam & hot water boilers to serve all aspects of the 
spirits, beer and wine industries.

Your brand our boiler...
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Wild Goose: World Class Canning.
Give us a ring to talk about your cra�  brew at 720-406-7442.

wildgoosecanning.com

Wild Goose Canning hand-builds every  
system at our facility in Boulder, Colorado, 
using  American-made parts. Our custom canning 
solutions  are tailored to meet each of our customer’s 

individual needs, from our precision 
engineering to our on-call, customer care 

team. And we do it  all with a commitment to 
honesty and integrity, Trust your brew to our good hands.


