
How	  to	  Open	  a	  Brewery	  



The	  Cra1	  Beer	  Industry	  2018	  
An	  American	  cra*	  brewer	  is	  small,	  independent	  

and	  tradi3onal.	  
•  Small	  

–  Annual	  produc=on	  of	  6	  million	  barrels	  of	  beer	  or	  less	  
(approximately	  3	  percent	  of	  U.S.	  annual	  sales).	  Beer	  produc=on	  
is	  aJributed	  to	  the	  rules	  of	  alterna=ng	  proprietorships.	  

•  Independent	  
–  Less	  than	  25	  percent	  of	  the	  cra1	  brewery	  is	  owned	  or	  controlled	  

(or	  equivalent	  economic	  interest)	  by	  an	  alcohol	  industry	  
member	  that	  is	  not	  itself	  a	  cra1	  brewer.	  

•  Tradi/onal	  
–  A	  brewer	  that	  has	  a	  majority	  of	  its	  total	  beverage	  alcohol	  

volume	  in	  beers	  whose	  flavor	  derives	  from	  tradi=onal	  or	  
innova=ve	  brewing	  ingredients	  and	  their	  fermenta=on.	  Flavored	  
malt	  beverages	  (FMBs)	  are	  not	  considered	  beers.	  



The	  Cra1	  Beer	  Industry	  2019	  
An	  American	  cra*	  brewer	  is	  small,	  independent	  

and	  a	  brewer.	  
•  Small	  

– Annual	  produc=on	  of	  6	  million	  barrels	  of	  beer	  or	  less	  
(approximately	  3	  percent	  of	  U.S.	  annual	  sales).	  Beer	  
produc=on	  is	  aJributed	  to	  the	  rules	  of	  alterna=ng	  
proprietorships.	  

•  Independent	  
–  Less	  than	  25	  percent	  of	  the	  cra1	  brewery	  is	  owned	  or	  
controlled	  (or	  equivalent	  economic	  interest)	  by	  an	  
alcohol	  industry	  member	  that	  is	  not	  itself	  a	  cra1	  
brewer.	  

•  Brewer	  
– Has	  a	  TTB	  Brewer’s	  no=ce	  and	  makes	  beer	  	  







U.S.	  Brewery	  Count	  
2015 2016 2017 2018 2019 2020 2019 to 2020 % Change 

Craft 4,803 5,713 6,661 7,618 8,391 8,764 4.4%
Regional Craft Breweries 178 186 202 230 240 220 -8.3%

Microbreweries 2,684 3,319 3,956 4,518 1,821 1,854 1.8%

Taprooms 3,159 3,471 9.9%

Brewpubs 1,941 2,208 2,503 2,870 3,171 3,219 1.5%

Large/Non-Craft 44 67 106 104 111 120 8.1%

Total U.S. Breweries 4,847 5,780 6,767 7,722 8,502 8,884 4.5%



April	  2021	  Brewers	  Associa=on	  Report	  

•  8764	  ac=ve	  breweries	  
•  1854	  microbreweries	  
•  3,219	  brewpubs	  
•  3471	  taproom	  breweries	  
•  220	  regional	  cra1	  

716	  opened	  
346	  closed	  



Threats	  
Increased	  compe==on:	  
•  Within	  the	  segment,	  breweries	  open	  at	  a	  rate	  of	  2	  per	  day.	  
•  Large	  brewers,	  buying	  cra1	  breweries,	  ingredient	  suppliers,	  

and	  ra=ng	  sites.	  Using	  their	  financial	  muscle	  to	  influence	  
market	  share.	  

•  Wholesalers	  focus	  is	  being	  diluted	  through	  brand	  
prolifera=on.	  

•  FMB,	  new	  wine	  and	  liquor	  products,	  cider	  
•  Legalized	  cannabis	  
•  “Healthier”	  products	  (hard	  seltzer,	  kombucha	  	  non	  

alcoholics,	  low	  calorie)	  



Commitment	  

•  Are	  you	  the	  right	  person	  for	  this?	  

•  Hope	  is	  not	  a	  strategy	  



Are	  you	  the	  right	  person	  

•  Mission	  and	  vision	  
•  Professional	  Help	  Op=ons	  
•  Your	  People	  
•  Business	  Plan	  Realis=c?	  
•  Building	  a	  brewery	  or	  building	  a	  company.	  



Mission	  Statement	  

mis·∙sion	  state·∙ment	  	  	  	  	  	  	  noun	  
noun:	  mission	  statement;	  plural	  noun:	  mission	  
statements	  

a	  formal	  summary	  of	  the	  aims	  and	  values	  of	  a	  
company,	  organiza7on,	  or	  individual.	  



Mission	  Statement	  

•  What	  do	  we	  do?	  
•  Why	  do	  we	  do	  it?	  

•  Who	  are	  we	  who	  are	  doing	  it?	  

•  Who	  are	  we	  doing	  it	  for?	  

Ari	  Weinzweig	  –	  Zingerman’s	  deli	  	  



Mission	  Statements	  
•  “Be	  Amazing.”	  Stone	  Brewing	  
•  TO	  PROFITABLY	  DELIVER	  THE	  FINEST	  BEERS	  IN	  THE	  WORLD	  

AND	  CULTIVATE	  EXTRAORDINARY	  EXPERIENCES	  Core	  Values	  
-‐	  Honor	  Our	  Customers,	  Deliver	  Quality,	  Work	  as	  a	  Team,	  Do	  
Our	  Best	  and	  Next	  Time	  Do	  It	  BeJer,	  Build	  a	  Healthier	  
Society,	  Celebrate	  the	  Culture	  of	  Beer,	  Own	  It	  	  	  	  	  Deschutes	  
Brewery	  

•  Our	  mission	  at	  Quest	  Brewing	  Company	  is	  to	  produce	  
unique,	  quality	  beers	  that	  are	  second	  to	  none.	  We	  operate	  
in	  ethical	  and	  environmentally	  friendly	  standards	  while	  
hand-‐cra1ing	  our	  products.	  

•  The	  mission	  of	  The	  Bruery	  is	  to	  enjoy	  cra1ing	  unique	  beer	  
for	  the	  enjoyment	  of	  our	  supporters.	  



Vision	  Statement	  

A	  vision	  statement	  is	  a	  company's	  road	  map,	  
indica=ng	  both	  what	  the	  company	  wants	  to	  
become	  and	  guiding	  transforma=onal	  ini=a=ves	  
by	  sepng	  a	  defined	  direc=on	  for	  the	  company's	  
growth.	  

Wikipedia	  



Vision	  Statement	  
•  What	  will	  things	  look	  like	  when	  you	  successfully	  arrive	  
at	  where	  you	  are	  going	  and	  when	  things	  are	  working	  
really	  well?	  

•  What	  will	  success	  look	  like?	  
•  What	  will	  you	  be	  known	  for?	  
•  What	  will	  the	  community	  think	  of	  you?	  
•  What	  will	  the	  media	  be	  repor=ng	  about	  you?	  
•  How	  will	  your	  employees	  be	  dealing	  with	  each	  other?	  

Ari	  Weinzweig	  –	  Zingerman’s	  deli	  	  



Vision	  Statement	  
•  The	  vision	  for	  Quest	  Brewing	  Company	  is	  to	  become	  a	  premium	  

cra1	  beer	  brand	  in	  the	  Southeast.	  	  
List	  of	  values	  Devil’s	  Backbone	  
•  Adventure	  –	  Expanding	  horizons	  thru	  approachable	  food	  drink	  and	  

experiences	  
•  Beer	  Posi=ve	  –	  Great	  beer	  is,	  great	  beer	  whether	  we	  made	  it	  or	  not	  
•  Passion	  –	  Relentless	  devo=on	  to	  our	  beer,	  our	  people,	  and	  our	  

community	  
•  Integrity	  –	  Work	  hard,	  be	  honest,	  and	  set	  the	  example	  
•  Family	  –	  With	  each	  other	  through	  the	  good	  and	  bad	  
•  Humility	  –	  Striving	  to	  be	  the	  best,	  without	  exclama=on	  
•  Stewardship	  –	  Leaving	  it	  beJer	  than	  we	  found	  it	  



Professional	  Help	  

Exper=se	  in	  areas	  of	  	  
•  Federal	  and	  State	  Alcohol	  regula=ons	  
•  Business	  structures	  
•  Franchise	  Laws	  
•  Trademark	  Laws	  
•  Human	  Resources	  
•  Lease	  nego=a=ons	  
•  Development	  and	  Review	  Boards	  



Your	  People	  

Do	  they	  have	  complimentary	  skills?	  
Are	  they?	  
•  A	  brewer	  
•  A	  chef	  
•  A	  restaurant	  manager	  
•  A	  real	  estate	  broker	  
•  An	  architect	  
•  An	  aJorney	  
•  A	  marke=ng	  professional	  
•  A	  mul=	  millionaire	  



Review	  Your	  Business	  Plan	  

•  Find	  experts	  to	  review	  your	  business	  plan	  
before	  submipng	  it	  to	  poten=al	  investors.	  	  

•  Form	  an	  advisory	  board	  

•  Contact	  your	  local	  Small	  Business	  
Development	  Center.	  There’s	  one	  in	  every	  
State.	  



The	  Business	  Plan	  



•  Execu=ve	  Summary	  

•  Business	  Descrip=on	  
•  Marke=ng	  

•  Pricing	  
•  Compe==on	  

•  Management	  

•  Regulatory	  Issues	  	  	  	  	  	  	  
•  Employees	  

•  Opera=ons	  	  
•  Loca=on	  
•  Financials	  
•  AJachments	  



•  A	  two	  page	  summary	  of	  everything	  that	  

follows	  in	  detail	  in	  the	  plan.	  

•  Elevator	  pitch	  -‐	  be	  able	  to	  summarize	  your	  

plan	  verbally	  in	  2	  minutes	  



Give	  ready	  access	  to	  basic	  facts	  
•  Begin	  by	  iden=fying	  legal	  structure	  and	  name,	  
contact	  informa=on,	  website	  	  

•  Define	  your	  mission	  and	  vision	  statement	  
•  Strategy	  for	  financial	  needs	  
•  Lay	  out	  your	  short	  and	  long	  term	  goals	  



Naming	  Your	  Brewery	  

•  All	  the	  good	  ones	  are	  taken	  
•  Avoid	  trademark	  infringements	  

Trademarkia	  

uspto.gov	  

Google	  search	  
Beer	  advocate/rate	  beer	  

•  Local	  iden=ty	  can	  limit	  broader	  appeal	  



BEFORE	  you	  start…	  select	  the	  legal	  form	  for	  
the	  business…	  	  

•  Sole	  Proprietorship:	  easiest	  to	  form;	  uses	  your	  name	  

•  Partnerships:	  a	  formal,	  wri>en	  agreement	  advised	  

•  Corpora3ons:	  Secretary	  of	  State	  to	  register	  
•  Limited	  Liability	  Company	  (LLC):	  Members	  not	  
personally	  liable	  for	  debts	  of	  the	  LLC.	  



•  Apply	  for	  federal	  and	  state	  employer	  tax	  
iden/fica/on	  numbers	  if	  needed.	  	  

•  Obtain	  the	  proper	  licenses	  that	  apply	  to	  
your	  business	  

•  Apply	  for	  workers’	  compensa/on	  and	  
other	  insurance.	  	  



•  Apply	  for	  any	  trade	  name	  registra/on,	  
fic//ous	  name	  registra/on,	  trademarks,	  
copyrights,	  or	  patents.	  

•  Engage	  and	  consult	  qualified	  advisors	  in	  
law	  and	  taxes	  as	  needed.	  



SBA	  Informa/on	  on	  Business	  Structure	  



•  Tax	  Considera/ons	  
•  Liability	  Exposure	  
•  Start	  Up	  Capital	  Requirements	  

•  Control	  
•  Managerial	  Ability	  

•  Business	  Goals	  
•  Management	  Succession	  Plan	  	  

•  Cost	  of	  Forma/on	  



A	  marke/ng	  plan	  includes:	  

•  Understanding	  your	  target	  market	  

•  Your	  compe==ve	  posi=on	  in	  that	  market	  

•  How	  you	  intend	  to	  reach	  that	  market	  (your	  tac=cs)	  

•  	  How	  you	  will	  differen=ate	  yourself	  from	  your	  
compe==on	  in	  order	  to	  make	  a	  sale.	  



•  Customer	  Segments	  :	  Who	  is	  your	  target	  customer	  

•  Value	  Proposi/on:	  Great	  beer	  AND………….	  
•  Channels	  of	  Distribu/on:	  Availability	  for	  customers	  

•  Customer	  Rela/onships:	  Different	  tac/cs	  for	  wholesalers	  and	  
retailers	  and	  individual	  consumers	  

•  Revenue	  Streams:	  Make	  it	  easy	  to	  do	  business	  

•  Key	  Resources:	  Can	  your	  physical	  plant	  cope?	  
•  Key	  Ac/vi/es:	  Marke/ng	  prowess	  

•  Key	  Partners:	  Collabora/ons	  and	  ingredient	  suppliers	  
•  Cost	  Structure:	  Provide	  a	  perceived	  value	  for	  money.	  



Packaging	  

•  Kegs	  -‐	  15.5,	  13.2,	  7.75,	  5.16,	  20L,	  Plas=c,	  PET	  
•  Cans	  –	  25	  oz,	  19	  oz,	  16	  oz,	  12	  oz	  
•  BoJles	  –	  750	  ml,	  500	  ml,	  22	  oz,	  16	  oz,	  12	  oz	  

•  Growlers	  –	  128	  oz,	  64	  oz,	  32	  oz	  
•  Crowlers	  –	  64	  oz,	  32	  oz	  
•  Party	  Cans	  
•  Serving	  Tanks	  



Pricing	  
•  Gepng	  this	  right	  can	  make	  or	  break	  your	  business.	  
•  Super	  premium	  product	  should	  be	  super	  premium	  
priced	  

•  Low	  volume	  high	  margin	  model	  is	  the	  best	  for	  a	  small	  
brewer.	  	  

•  Don’t	  be	  afraid	  of	  the	  $10+	  6	  pack.	  
•  Pres=ge	  product	  pricing	  demands	  matching	  quality.	  
•  It	  is	  very	  hard	  to	  raise	  prices	  
•  Avoid	  devaluing	  the	  brand	  by	  having	  “sales”	  



Typical	  Margins	  

•  Cost	  of	  Goods	  (COG)	  for	  the	  Brewer	  	  	  45%	  
•  Wholesaler	  	  margin	  is	  25-‐28%	  

•  Retail	  (off	  premise)	  for	  boJles	  and	  cans	  is	  25%	  

•  Retail	  (on	  premise)	  The	  bar	  owner	  values	  COG	  
at	  25%	  and	  so	  bases	  retail	  pricing	  on	  the	  
purchase	  price,	  calcula=ng	  the	  cents	  per	  oz	  
with	  a	  90%	  yield.	  



Example	  Uses	  Industry	  &	  State	  Of	  Vt.	  
•  Assump/on	  is	  you	  will	  sell	  the	  log	  for	  $57	  
•  Your	  COGS	  is	  44%	  so	  cost	  of	  log	  is	  $25.08	  
•  Distributor	  Works	  on	  25%	  Margin	  so	  sells	  for	  $76	  
•  The	  restaurant	  will	  then	  look	  at	  COGS	  at	  25-‐30%	  
per	  glass.	  

Whether	  you	  self	  distribute,	  or	  distribute	  through	  a	  
beer	  wholesaler,	  	  the	  price	  to	  the	  bar	  is	  $76.00	  



Retail	  pricing	  example	  
Take	  a	  ¼	  bbl	  

7.75	  x	  128	  oz	  =	  992	  oz	  of	  beer	  to	  sell.	  
However	  10%	  is	  lost	  to	  foam,	  line	  cleaning,	  

bartender	  twitch	  etc	  so	  you	  can	  only	  sell	  892	  oz.	  
The	  keg	  cost	  the	  bar	  $115.	  

So	  the	  cost	  per	  oz	  for	  the	  beer	  is	  $115/892	  =	  13c.	  
That’s	  $2.06	  for	  a	  16	  oz	  glass.	  

Assume	  a	  bar	  works	  on	  25%	  COG	  as	  a	  baseline	  they	  
must	  sell	  that	  pint	  for	  2.06/0.25	  =	  $8.25	  for	  16	  oz.	  

Or	  $7.28	  for	  a	  14	  oz	  glass.	  



Why	  will	  a	  customer	  choose	  you	  over	  the	  
compe==on?	  

If	  you	  were	  compe=ng	  against	  yourself	  what	  
would	  your	  strengths	  and	  weaknesses	  be?	  



This	  sec/on	  describes	  your	  management	  
team	  and	  staff	  and	  how	  your	  business	  
ownership	  is	  structured.	  	  

•  People	  reading	  your	  business	  plan	  will	  be	  looking	  
to	  see	  not	  only	  who's	  on	  your	  management	  team	  
but	  how	  the	  skills	  of	  your	  management	  and	  staff	  
will	  contribute	  to	  the	  boJom	  line.	  



Legal	  and	  Regulatory	  

The	  brewing	  industry	  is	  regulated	  by	  a	  number	  
of	  Government	  bodies.	  These	  include:	  
Federal	  
•  Tax	  and	  Trade	  Bureau	  (TTB)	  
•  Trademark	  office	  
•  IRS	  
•  Food	  and	  Drug	  Administra=on	  (FDA)	  



Legal	  and	  Regulatory	  
State	  
•  State	  Liquor	  Control	  Board	  
•  Secretary	  of	  State’s	  Office	  
•  State	  OSHA	  
•  Department	  of	  Labor	  
•  Department	  of	  Taxes	  
•  Agency	  of	  Transporta=on	  
•  Workers	  Compensa=on	  Board	  
•  Agency	  of	  Natural	  Resources	  



Legal	  and	  Regulatory	  

Local	  
•  City	  Planning,	  Development,	  Zoning	  
Commission,	  or	  Select	  board	  	  

•  Water	  Quality	  Control	  Board	  
•  Town	  Clerk/City	  Manager	  
•  City	  U=li=es	  Department	  
•  City	  Business	  License	  Tax	  	  
•  Fire	  Department	  and	  Police	  Department	  



Today’s	  businesses	  have	  to	  withstand	  s/ff	  
compe//on	  in	  key	  employees,	  and	  other	  
desired	  rela/onships.	  	  	  

•  How	  many	  employees	  does	  the	  company	  have?	  	  
•  What	  strategic	  hires	  will	  be	  needed?	  

• What	  is	  the	  budget	  for	  these?	  



Opera/ons	  plan	  

• Descrip=on	  of	  produc=on	  process	  
• Facili=es	  –	  lease	  or	  buy?	  
• Capacity	  —	  present	  and	  future	  

• Security	  of	  supply	  channels	  
•  Inventory	  requirements	  



Cost	  of	  Equipment	  
Nano	  Brewery	  



3.5	  bbl	  electric	  system	  	  $15,000	  plus	  fermenters	  



Cost	  of	  Equipment	  

Nano	  Brewery	  	  

30	  gallon	  =	  100	  barrels	  a	  year	  	  =	  	  $10,000	  
2	  barrel	  	  =	  	  200	  barrels	  a	  year	  	  =	  	  $20,000	  
4	  barrel	  	  =	  	  400	  barrels	  a	  year	  	  =	  	  $25,000	  -‐	  $110,000	  



Cost	  of	  Equipment	  
Small	  microbrewery	  or	  Brewpub	  system	  



Microbrewery	  or	  Brewpub	  15	  bbl	  system	  

•  Cheap	  Chinese	  	  =	  	  	  $222,500	  
•  Cheap	  North	  American	  	  =	  	  $259,775	  
•  High	  End	  Chinese	  	  	  =	  	  	  $300,600	  
•  Quality	  North	  American	  	  =	  	  $312,	  000	  
•  Quality	  north	  American	  	  =	  	  $319,000	  
•  High	  Quality	  American	  	  =	  	  $390,000	  
Then	  kegs,	  boiler,	  chiller,	  pumps,	  lab,	  walk	  in,	  floors,	  
drains,	  build-‐out,	  dra1	  system,	  installa=on,	  
commissioning	  and	  fork	  li1	  



Cost	  of	  Equipment	  



Equipment	  Packaging	  microbrewery	  

60	  bbl	  system	  with	  a	  30,000	  bbl	  annual	  capacity	  
•  Brewhouse	  	  =	  	  $1,100,000	  
•  Fermenta=on	  and	  Cellars	  	  =	  	  	  $550,000	  

•  BoJling/Canning	  line	  	  =	  	  $600,000	  
•  Kegging	  line	  $100,000	  
Plus	  kegs,	  floors,	  drains,	  build	  out,	  installa=on	  
and	  commissioning	  



Ingredients	  
•  Significant	  challenges	  exist	  in	  the	  current	  
supply	  chain.	  

•  Recipes	  are	  being	  formulated	  using	  
ingredients	  that	  may	  not	  be	  available	  in	  large	  
quan==es.	  

•  Or	  available	  economically	  

•  “I’m	  brewing	  for	  the	  first	  =me	  next	  week	  and	  
need	  some	  malt	  and	  hops”	  



Malt	  
•  The	  barley	  and	  hence	  the	  malt	  market	  is	  
global	  and	  so	  a	  drought	  in	  Russia	  or	  a	  storm	  in	  
Germany	  affects	  a	  brewery	  in	  Wisconsin	  

•  Barley	  is	  not	  high	  on	  the	  list	  of	  profitable	  crops	  
to	  grow	  

•  Increased	  animal	  feed	  prices	  puts	  pressure	  on	  
mal=ng	  barley	  supplies	  

•  No	  GMO	  barley…so	  far	  



Malt	  

•  New	  malthouses	  came	  on	  line	  in	  the	  last	  3	  yrs	  
addressing	  poten=al	  shortages	  

•  Crystal	  malt	  from	  the	  UK	  remains	  =ght	  

•  Lead	  =mes	  for	  European	  malt	  are	  long	  on	  the	  
West	  coast	  

•  Contract	  to	  ensure	  base	  malt	  supply	  



Hops	  
•  Decades	  of	  over	  supply	  and	  shrinking	  demand	  led	  to	  
low	  prices,	  and	  aJri=on	  among	  growers.	  Alpha	  acid	  
surplus	  

•  The	  sudden	  explosion	  of	  demand	  for	  aroma	  hops	  due	  
to	  the	  cra1	  beer	  segment	  has	  prompted	  a	  switch	  over	  
of	  varie=es	  from	  growers	  

•  This	  response	  takes	  =me	  resul=ng	  in	  shortages	  and	  
long	  waits	  for	  certain	  varie=es	  

•  Many	  varie=es	  are	  unavailable	  on	  the	  spot	  market	  and	  
several	  are	  sold	  out	  for	  several	  years	  out	  	  through	  
forward	  contracts	  

•  Some	  are	  proprietary	  and	  so	  are	  only	  grown	  on	  one	  
farm.	  



Hops	  

•  $9	  million	  to	  put	  a	  new	  250,000	  acre	  hop	  farm	  
into	  service,	  with	  a	  10	  yr	  payback	  

•  Contracts	  let	  the	  farmer	  know	  what	  to	  plant	  



Strategies	  

•  Hire	  an	  experienced	  brewer…..	  They	  will	  have	  
industry	  connec=ons	  and	  experience	  in	  
forecas=ng	  accurately	  

•  Use	  the	  secondary	  market…..	  Many	  brewers	  
are	  over	  contracted	  and	  looking	  to	  offload	  
surplus	  inventory	  as	  new	  crops	  come	  in.	  



Hop	  Supplies	  

Varie=es	  sold	  out	  for	  3	  years	  
Nelson	  Sauvin	  +	  many	  other	  New	  Zealand	  
varie=es	  

Tight	  Supplies	  for	  the	  next	  year	  or	  so	  
Cascade 	   	  Galaxy 	   	  Amarillo	  
Calypso 	   	  Citra 	   	   	  Simcoe	  

Sorachi	  Ace 	  Mosaic 	   	  Centennial	  



Yeast	  
•  Numerous	  supply	  op=ons	  exist	  

•  Wyeast	  
•  White	  Labs	  
•  Brewing	  Science	  Ins=tute	  
•  Fermen=s	  
•  Lallemand	  

•  Very	  expensive	  un=l	  you	  develop	  a	  reliable	  
method	  for	  re-‐use	  

•  Requires	  exper=se	  
•  Equipment	  
•  Laboratory	  



Sources	  of	  Yeast	  
•  Dried	  Yeast	  

–  Easy	  to	  use	  -‐	  follow	  the	  direc=ons	  carefully	  
–  Expensive	  -‐	  $24/bbl	  for	  lager	  and	  $12/bbl	  for	  ale	  strains	  
–  Fewer	  choices	  
–  Higher	  contamina=on	  rates	  
–  Can	  be	  reclaimed	  and	  re-‐used	  up	  to	  6	  =mes	  

•  Yeast	  Supply	  Company	  
–  Expensive	  $30-‐$35/bbl	  but	  can	  be	  used	  mul=ple	  =mes	  
–  Easy	  to	  use	  –	  and	  reuse	  

•  Another	  Brewery	  
–  Free	  
–  You	  inherit	  the	  other	  brewer’s	  problems	  

•  Repropaga=on	  of	  acquired	  yeast	  
–  Time	  consuming	  
–  Requires	  exper=se	  
–  Uncertain	  sources	  



Consider	  carefully	  and	  provide	  the	  
reasoning	  in	  the	  business	  plan	  for:	  

•  Cost,	  
•  Condi=on,	  	  
•  Credibility,	  and	  
•  Water	  &	  Waste	  capabili=es	  	  



Building	  Requirements	  
Adequate	  space?	  
Electrical/Plumbing/Drainage/Effluent?	  
Flow	  of	  supplies	  in	  and	  product	  out?	  
Zoning?	  
Compa=bility	  with	  exis=ng	  neighbors?	  
Room	  for	  expansion?	  
Waste	  removal?	  
Future	  neighborhood	  development	  plans?	  



Floors	  

Floors	  are	  cri=cally	  important	  	  
•  Slope	  to	  drains	  	  ¼	  inch	  per	  foot	  minimum	  

•  An	  impermeable	  hard	  wearing	  coa=ng	  is	  
strongly	  advised	  
– Ceramic	  Tile	  	  	  	  expensive	  but	  looks	  good	  
– Polycrete/Ucrete	  	  	  	  $10-‐$15	  per	  12	  



Distribu=on	  

3	  =er	  system	  exists	  in	  America	  
Manufacturer	  –	  Wholesaler	  –	  Retailer	  
•  Different	  States	  have	  different	  laws	  regarding	  various	  
alterna=ves	  to	  adhere	  to	  the	  system.	  	  

•  Some	  allow	  common	  ownership	  of	  all	  three	  =ers	  ie	  
brewpubs	  that	  distribute	  to	  other	  bars,	  or	  packaging	  
breweries	  that	  self	  distribute	  and	  operate	  taprooms	  

•  Most	  limit	  it	  to	  two	  of	  the	  =ers.	  ie	  brewer	  and	  self	  
distribu=on,	  or	  brewer	  and	  taproom	  

•  Some	  States	  rigorously	  enforce	  the	  3	  =er	  system	  and	  
don’t	  allow	  taprooms	  or	  self	  distribu=on.	  	  



Establishing	  Your	  Distribu=on	  Network	  

Type	  of	  wholesalers	  
•  Major	  Brand	  

– AB	  
– Miller/Coors	  
– Cra1	  division	  within	  a	  major	  brand	  house	  

•  Indie	  or	  Specialty	  
•  Liquor	  Wine	  
•  Self	  



Major	  Brand	  House	  

•  Advantages	  
– Call	  frequency/account	  satura=on	  
– Account	  influence	  
– Sophis=ca=on	  
– Resources	  

•  Refrigera=on	  
•  Line	  cleaning	  
•  Events	  



Major	  Brand	  House	  

•  Disadvantages	  
– Major	  brands	  get	  the	  focus	  

– May	  have	  limited	  knowledge	  of	  cra1	  
– A	  boatload	  of	  SKU’s	  
– LiJle	  fish	  in	  a	  big	  pond	  	  



Indies	  

•  Advantages	  
– Know	  cra1,	  love	  cra1,	  sell	  cra1	  
– Spread	  the	  gospel	  
– BeJer	  access	  to	  sales	  staff	  and	  management	  

•  Disadvantages	  
– May	  be	  weak	  in	  ‘B’	  and	  ‘C’	  and	  chain	  accounts	  

– Lack	  of	  resources	  
– Weak	  at	  events	  



Liquor	  Wine	  

•  Advantages	  
– Cover	  large	  geographical	  territory	  
– Strong	  in	  on-‐premise	  
– May	  not	  have	  a	  lot	  of	  beer	  SKU’s	  

•  Disadvantages	  
– Sales	  staff	  may	  not	  know	  beer	  

– Call	  frequency	  
– Dra1	  



Self	  distribu=on	  

•  Federal	  and	  State	  License	  needed	  
•  State	  license	  may	  have	  a	  steep	  annual	  fee	  

•  Reliable,	  adequately	  insured	  commercial	  
vehicle	  is	  needed.	  	  

•  State	  will	  have	  repor=ng	  requirements	  for	  
commercial	  vehicles.	  

•  Sales	  support	  is	  s=ll	  needed	  
•  Line	  cleaning	  



•  Establishes	  the	  credibility	  and	  support	  
of	  the	  business	  plan.	  	  

•  Includes	  all	  documents	  that	  can	  help	  
explain	  and	  demonstrate	  the	  
informa/on	  provided	  in	  the	  business	  
plan	  and	  the	  financials.	  	  	  



The	  Brewing	  Process	  

















Insulated	  or	  not	  BBT	  







Gimmick	  system	  



































Professional	  help	  

•  Consultants	  can	  help	  you	  avoid	  costly	  design,	  
build	  and	  process	  mistakes.	  

•  O1en	  pay	  for	  themselves	  in	  money	  they	  can	  
save	  you.	  



Educated	  Brewers	  

•  Historical	  schools	  
•  Breweries	  opening	  too	  fast	  for	  start-‐ups	  to	  find	  
trained	  and	  educated	  brewers.	  

•  Influx	  of	  college	  based	  classes	  (who	  is	  teaching	  
them?)	  

•  “The	  past	  was	  your’s	  but	  the	  future’s	  mine”	  
aptude	  



Becoming	  a	  beJer	  brewer	  

•  Brew	  to	  style	  –	  master	  a	  
balanced,	  clean,	  pale	  ale.	  	  

•  Visit	  breweries	  
•  Join	  MBAA	  and	  State	  Guild	  

•  Talk	  to	  other	  brewers	  
•  Judge	  
•  Read	  brewing	  books	  and	  
trade	  publica=ons.	  

John	  Coltrane	  







New	  things	  even	  an	  experienced	  
homebrewer	  s=ll	  has	  to	  learn	  

•  Ingredients	  
–  Access,	  specifica=ons,	  contracts	  and	  pricing.	  

•  Yeast	  	  
–  Harves=ng,	  storage	  and	  pitching.	  

•  Process	  
–  Engineering	  principles,	  u=li=es,	  and	  effluent.	  

•  Beer	  Stabiliza=on	  
–  Matura=on,	  clarifica=on,	  carbona=on.	  

•  Packaging	  
–  BoJling,	  kegging,	  and	  canning.	  

•  Quality	  
–  Standards,	  laboratory	  work,	  HAACP,	  and	  recall	  policy.	  



Malt	  Analysis	  



Repropaga=on	  



Yeast	  Harves=ng	  -‐	  Recovery	  



Acquire	  yeast	  handling	  exper=se	  

•  Single	  use	  of	  yeast	  not	  an	  economical	  op=on.	  	  
•  Brewers	  must	  learn	  best	  methods	  for	  recovery,	  
storage	  and	  pitching.	  

•  Invest	  in	  laboratory	  equipment	  including	  a	  
microscope.	  

•  Requires	  a	  knowledge	  of	  yeast	  beyond	  which	  
strain	  produces	  which	  flavors	  



Yeast	  collec=on,	  storage	  and	  pitching	  



Use	  a	  Hemocytometer	  



When	  to	  change	  yeast	  

•  Over	  =me	  a	  yeast	  changes	  with	  serial	  repitching	  

•  Yeast	  may	  take	  longer	  to	  ferment	  

•  May	  lose	  the	  ability	  to	  ferment	  more	  complex	  
carbohydrates	  

•  Change	  floccula=on	  characteris=cs	  
•  Produce	  more	  off	  flavors	  

•  Lose	  the	  ability	  to	  produce	  certain	  flavors	  
•  Become	  contaminated	  with	  microbes	  





Engineering	  Principles	  



Effluent	  
WR-‐43-‐3	  COMPUTER	  FORM	  (19991231-‐xls) 

PERMITTE
E: Brewer 

Brewery 
PERMIT	  

No.: 3-‐1410 
12	  Main	  St MONTH: NOVEMBER 2016 

EFFLUENT SIZE/TYPE	  OF	  PRIMARY	  FLOW	  DEVICE	  -‐	   
BOD pH flow Flow	  Check	  Performed	  on	  Effluent	  Meter 

DATE 
mg/L lbs. low high 

Flow	  	  GPD 

MONTHLY	  
PRODUCTION 

Date 
Head	  in	  
Inches 

Actual	  	  	  	  
Flow	  in	  	  	  	  
MGD 

Chart	  	  	  	  
Flow	  in	  	  	  	  
MGD (Actual-‐Chart)/Actual	  X	  100 

November (s.u.) (s.u.) total	  gal 
1 ` 5.791 5.962 10310 
2 -‐ 
3 -‐ 11/7/2007 10 472 470 0.5% %	  ERROR 
4 -‐ 11/14/2007 25 1181 1150 2.6% %	  ERROR 
5 5.989 6.576 14320 11/19/2007 22 1039 1000 3.8% %	  ERROR 
6 5.793 5.917 10940 11/29/2007 23 1087 1000 8.0% %	  ERROR 
7 5.784 5.918 11490 %	  ERROR 

8 5.843 5.952 13960 

Factory	  
Calibra=on	  

Date: 
Calibrated	  

By: 

9 -‐ 

COMMENT
S	  AND	  
EXPLANATI
ONS	  OF	  
ANY	  
VIOLATIONS
: 

10 -‐ (Reference	  all	  aJachments	  here) 
11 -‐ 
12 5.791 6.386 16690 "-‐"	  =	  no	  flow 
13 5.883 6.054 13210 
14 5.786 5.947 17860 
15 1900 144 5.794 5.917 9090 
16 5.862 5.942 9200 
17 -‐ 
18 -‐ 
19 5.792 6.014 13420 
20 5.793 6.043 10420 
21 6.619 8.036 11760 
22 -‐ 
23 -‐ 
24 -‐ 
25 6.062 7.306 13480 	  I	  cer=fy	  under	  penalty	  of	  law	  that	  I	  have	  personally	  examined,	  and	  am	  familiar	  with	  the 
26 5.779 6.004 10630 	  informa=on	  submiJed	  herein.	  	  Based	  on	  my	  inquiry	  of	  those	  individuals	  immediately 
27 5.882 5.972 10080 	  responsible	  for	  obtaining	  the	  informa=on,	  I	  believe	  the	  submiJed	  informa=on	  is	  true, 
28 5.894 5.999 9720 	  accurate	  and	  complete.	  	  I	  am	  aware	  that	  there	  are	  significant	  penal=es	  for	  submipng	   

29 1300 86 5.793 5.977 7980 
	  false	  informa=on,	  including	  the	  possibility	  of	  fine	  and	  
imprisonment. 

30 6.043 6.225 8160 

TOTAL 3200 230 112.0 118.15 222720 94240 
PREPARED	  

BY: 
Average 1600 115 5.9 6.22 11722 

Max 1900 144 6.6 8.04 17860 
APPROVE

D	  BY: 
Min 1300 86 5.8 5.92 0 Authorized	  Agent	  for	  the	  PermiJee 

WR-‐43-‐3	  COMPUTER	  FORM	  (19991231-‐xls) 

One	  Copy	  to	  
the	  State	  -‐-‐	  

PermiJee	  to	  
Keep	  One	  

Copy 



U=li=es	  Engineering	  



Fluid	  Dynamics	  



Quality	  

Your	  first	  concern	  is	  consistency	  and	  to	  achieve	  it	  
you	  need	  the	  following:	  

•  Record	  keeping	  
•  Standard	  Opera=ng	  Procedures	  (SOP)	  
•  Analy=cal	  tools	  and	  instruments	  

•  Laboratory	  
•  Educa=on	  and	  training	  	  



What’s	  happening	  here?	  



A	  blogger	  posted	  this	  picture	  of	  two	  pints	  of	  the	  same	  
cra1	  beer	  served	  in	  two	  different	  bars	  on	  the	  same	  day	  



Clarifica=on	  

D.E.	  Filtra=on	  

Sheet	  or	  Pad	  filter	  

Fining	  agents	  



Clarifica=on	  

•  SeJling	  -‐	  Understand	  Stoke’s	  Law	  	  	  ug	  	  =	  2r2	  (	  ∂v	  –	  ∂i	  )	  g	  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  9	  μ	  
•  Filtra=on	  -‐	  Understand	  Darcy’s	  Law	  	  	  	  	  Q=	  	  	  	  	  K*∆	  P*A	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Lμ	  
•  Haze	  	  

– Microbiological	  
–  Protein	  –	  Tannin	  –	  Oxida=on	  Interac=ons	  
–  Chill	  Haze	  

•  Fining	  agents	  



Quality	  -‐	  Flavor	  Stability	  

The	  role	  of	  oxygen	  in	  flavor	  stability	  is	  mostly	  
understood.	  
All	  food	  products	  stale	  the	  same	  way	  including	  
beer.	  
Air	  pickup	  early	  in	  the	  process	  can	  damage	  the	  
product.	  
By	  far	  the	  most	  impact	  is	  from	  oxygen	  pickup	  
late	  in	  the	  process.	  





Sell	  it	  fast	  and	  drink	  it	  quickly	  



Exper=se	  

•  Star=ng	  to	  see	  beers	  in	  the	  market	  with	  easily	  
avoidable	  issues	  

•  Flat	  beer	  
•  Gushing	  Beer	  
•  Diacetyl	  
•  DMS	  

•  Sour	  beer	  
•  Murky	  beer	  
•  Autolysis	  flavors	  



Flat	  and	  gushing	  beer	  

•  Carbona=on	  consistency	  
•  Pressurized	  vessel	  needed	  
•  Precise	  yeast	  cell	  count	  and	  sugar	  addi=ons	  
•  Yeast	  strain	  that	  can	  successfully	  handle	  
alcohol	  and	  pressure	  

•  Avoid	  autolysis	  
•  Yeast	  that	  sinks	  to	  the	  boJom	  and	  stays	  there	  



Diacetyl	  -‐	  buJery	  off	  flavor	  

Understand	  the	  process	  
– Yeast	  make	  it	  then	  remove	  it	  

– Healthy	  yeast	  is	  crucial	  
– Strain	  dependent	  
– Correct	  pitching	  rates	  	  
– Correct	  wort	  aera=on	  
– Timing	  of	  cooling	  
– Contamina=on	  



DiMethyl	  Sulfide	  (DMS)	  –	  corn	  flavor/
aroma	  

Understand	  the	  process	  
–  Formed	  in	  mal=ng	  

–  Reduced	  during	  malt	  kilning	  
–  Paler	  malts	  have	  more	  
–  Good	  wort	  boil	  removes	  it	  

–  Rapid	  wort	  cooling	  prevents	  it	  



Contamina=on	  

•  Beer	  spoilers	  
– Lactobacillus	  	  	  	  	  	  	  	  common	  

– Pediococcus	  	  	  	  	  	  	  	  	  rare	  
– Wild	  Yeast	  	  	  	  	  	  	  	  	  	  	  	  	  common	  

•  Wort	  spoilers	  
– Enterobacter	  strains	  	  	  	  	  	  	  	  	  	  rare	  





Basic	  Lab	  Equipment	  



Keys	  to	  Good	  Consistent	  Beer	  

•  Buy	  the	  best	  ingredients	  you	  can	  
•  Control	  your	  mash	  temperatures	  

•  Boil	  your	  keJle	  vigorously	  and	  for	  long	  enough	  
•  Pitch	  the	  right	  amount	  of	  HEALTHY	  yeast	  

•  Keep	  your	  equipment	  and	  brewery	  =dy	  and	  
clean.	  



What	  I	  wish	  I’d	  Known	  

•  Plan	  for	  Expansion	  From	  the	  Start	  
•  Cost	  +	  Time	  Commitment	  are	  way	  more	  than	  
you	  planned	  for	  

•  Permipng	  will	  throw	  up	  surprises	  and	  take	  
more	  =me	  than	  you	  plan	  for	  

•  There’s	  a	  lot	  more	  admin	  than	  you	  think	  

•  A	  Brewpub	  is	  a	  restaurant	  that	  brews	  its	  own	  
beer.	  A	  tas=ng	  room	  can	  be	  too	  	  



What	  I	  wish	  I’d	  Known	  con=nued	  

•  TTB	  agents	  carry	  guns	  and	  are	  empowered	  by	  
the	  21st	  Amendment	  to	  regulate	  you.	  State	  
agents	  are	  too.	  (same	  amendment)	  

•  Owning	  a	  brewery	  makes	  you	  a	  beer	  salesman	  
and	  if	  you	  can’t	  do	  that	  then	  think	  twice	  

•  American	  beer	  consumers	  want	  to	  know	  the	  
founder’s	  story.	  Seems	  more	  important	  than	  
the	  beer	  quality	  some=mes	  .	  


