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PRESIDENTS  PAGE 

 

G’Day, 

 

I mentioned in our last VBLCS News of Jack Wilks having a fall and being hospitalised. It 

is sad for me to report that Jack unfortunately passed away. Jack was one out of the box. He 

had a fantastic memory, loved his beer, label collecting and a highlight, loved his Guinness. 

I think Southwark Old Stout was a favourite as well. A good group of members farewelled 

Jack at his funeral and gave their condolences to Jai and the family. Jack will be sadly 

missed but always remembered by those who knew him. Vale Jack Wilks, a true friend and 

VBLCS Life Member.  

 

What a fantastic turn up for our October meeting at the Carlton Brewhouse. VB hamburgers, 

Carlton Draught and beer labels were the highlights. Thank you to the Carlton Brewhouse 

Team for hosting us. Those wanting to stay on after the meeting enjoyed the music and 

entertainment for the afternoon. A great time had by all and a great venue. 

 

Our next meeting is one of importance. We have Christmas drinks plus our important 

Children’s Hospital raffle. If you have any donations suitable to be included in the raffle 

then please forward to either myself or Michael Bannenberg. Any breweriana welcome. 

Labels, cans, glasses, trays, books, posters and openers are a guide. Tickets are $10 each so 

dig deep for a worthy cause. 

 

Remember, if you win a prize then please arrange transport with a local member. 

 

As mentioned in previous VBLCS News, F18 membership fees are due. Remember the dates 

covered are 1st July 2017 to 30th June 2018 and not calendar year. Please ensure your fees 

get to David Dobney ASAP. This is the final reminder. 

  

Cutting up labels is a boring task but done with zest. Our thanks here are extended to Alan, 

Karl, Sharna and David. Thanks guys, it is appreciated. 

 

Remember, check out those bottles and craft beer specialty shops for can beer labels. Some 

cans are pre- printed while others are removable wrap around. These ones are easily 

removed but with care. 

 

Enjoy the variety and fun of label collecting. 

 

REMINDER – our next meeting is back at Club Tivoli on Sunday 10th December 2017 at 

12.00. 

 

It is our Christmas get together and our end of year raffle for the Children’s Hospital, so 

please make the effort. 

 

Cheers and best wishes 

 

Rob Greenaway 



OCTOBER  2017  MEETING  NOTES 

 

The October meeting took place at the Carlton Brewhouse in Abbottsford on Sunday 

8/10/2017 and began at 1.00 pm. 

 

APOLOGIES: 

David Dobney and Keith Deutsher 

 

WELCOME: 

John Harman from interstate and John Cowie’s grandkids 

 

MINUTES: 

The minutes from the August meeting were read and there were no comments forthcoming. 

 

FINANCES: 

There was no financial report at this meeting as our treasurer; David Dobney is on a well-

earned holiday in Europe however he promised to provide a full report at our next meeting. 

 

CORRESPONDENCE: 

Thanks are extended to Kathy Fitzgerald for providing the club with a large box of labels for 

raffles etc. 

 

A letter was received from the Maltshed Brewery in Wangaratta inviting any V.B.L.C.S. 

members that are in the area to tour their new boutique brewery. 

 

GENERAL BUSINESS: 

Umit Ugur thanked Michael Bannenberg for producing the excellent September newsletter.  

  

Laurie Clark suggested that members bring a plate to our Xmas function. This suggestion 

was warmly received by the members however it will have to be followed up with the Club 

Tivoli. Members will be notified by an insert in the next newsletter. 

 

Wayne Richardson supplied the club with Ballarat boutique breweries guide. 

 

Ross Mackie visited the Forrest Brewery where he reported that they had a “B.V” label 

(Best Victorian) beer. 

 

Wayne Richardson reports the Rhinehold beer is to be released from the Little Creatures 

Brewery. 

 

Grancru beer from the White Rabbit brewery will be released at $32 per bottle. 

 

Both the above beers will only be available from the brewery in Geelong. 

 

RAFFLES: 

The raffles were then drawn and the lucky winners were: 



F54 John Harman, B79 Ray Everingham, F48 Laurie Clark, B67 Wayne Richardson, F55 

Umit Ugur. 

 

The lucky door prize was won by Karl Bennett. 

 

There were several large “in room” prizes raffled also. 

 

The meeting closed at 1.45 pm with 21 members signing the register. 

 

I look forward to catching up at the Xmas meeting. 

 

Cheers 

 

Angus MacEwan. 

 

  
 

  
 

Meeting photos by Wayne Richardson 

 

DOOR  PRIZE 

 

The Door Prize for the December 2017 meeting will be the Kentdale Lager label 

from Richmond NS Brewing. The winner will be drawn from the names of members 

who signed the attendance list. 



FROM  THE  EDITOR 

 

Thanks to Michael Bannenberg for doing the September 2017 issue while I was away for 

two months. 

 

As usual I spent most of my time in Turkey. Efes Pilsen and Tuborg beers have changed the 

design of labels. There are also new beer types from the Gara Guzu Brewery namely Gara 

Porter and Mayhos Saison. 

 

 
 

Towards the end of July we had a cruise on Moselle and Rhine Rivers. Starting at Koln, we 

passed through many towns in Germany and France ending at Basel in Switzerland. As it 

was hot, naturally a lot of beer was consumed. In Koln, beer to drink is “kolsch” which is a 

light ale served in 200 ml glasses. I tried the “Fruh” and “Sion” brands. 

 

At Cocham, a beautiful town on Moselle River, I found five different beers from a boutique 

brewery called Kraft Werk (Hop Head IPA, Mad Callista Session Lager, Tangerine Dream 

Single Hop Pale Ale, Holy Cow Belgian Style Tripel and Dark Season Sweet Stout). I tried 

the first two. 

 

   
 

Koblenz has its own beer where it is brewed in a brewery by the Rhine River. I tried their 

Pils and Weizen beers. Heidelberg Brewery in Heidelberg has many different beers, 

however I only had time to try the Radler beer.  



 

After Germany the boat continued in Alsace region in France where we visited Strasbourg, 

Colmar and Riquewihr. Alsace is a beer paradise. There are numerous boutique breweries 

spread around the region. I tried the Bendorf Black IPA and BRA’V L’Ambree du Vignoble. 

 

Our last stop was Basel in Switzerland where I had a bottle of Kuehn Mystique IPA. 

 

We spent the last week of August in Salzburg Austria where we had the chance to visit the 

Salzburg’s own brewery, Stiegl. Founded in 1492, the Stiegl Brewery has always been 

privately owned. There are no guided tours at the brewery. You can wander around at your 

own pace, visiting the sections of brewery and the museum where you can a big collection of 

bottles and labels. 

 

  
 

  
 

At the end of your tour you are given vouchers for tasting three different beers as well as a 

small stein and two cans of Columbus 1492 beer as a gift. 

 



  
 

We also went to Munich in Germany for the day and had a beer at the Hofbrauhaus. 
 

  
 

Thanks to Robert Greenaway, Angus MacEwan, Phil Langley, Alan Richards and Wayne 

Robinson for their contribution to this issue of the Newsletter. 

 

Umit Ugur, October 2017 

 

 

DID  YOU  KNOW  THAT? 

 

Kava is a beer-like drink that was once brewed in Polynesia from the roots of a giant tree 

called Piper methysticum, the dried roots of which were chewed, spat, and brewed? It’s 

believed that Pacific islanders have been using kava for centuries. In many Pacific islands, 

this drink still holds an esteemed position in society, remaining a source of medicine and a 

relaxant. 



COCA  COLA  BUYS  PERTH’S  FERAL  BREWING 

 

Feral Brewing, a long-time standard bearer for craft beer in both Western Australia and 

Australia, has been bought by Coca-Cola Amatil (CCA), distributor – and in some cases, 

manufacturer under license – of well-known alcohol brands such as Coors, Samuel Adams, 

Blue Moon and Rekorderlig. 

 

The announcement was made on Feral’s Facebook page. As expected, the news drew 

criticism from beer drinkers concerned that the change of ownership would affect Feral 

products. Feral founder Brendan Varis, however, says that won’t be the case. 

 

“I really don’t think so,” Varis tells Broadsheet from Melbourne, where he flew to talk to 

local staff about Feral’s future. “I would think that with the extra resources we’ll have at our 

disposal, our beer, if anything, would only get better. Talking to those guys [CCA] they’ve 

done their homework on brewery acquisitions. They knew what they were buying and gave 

us an explanation and what we should and shouldn’t do going forwards. It gave me a good 

level of comfort quite quickly.” 

 

The Feral Facebook post also included comments from CCA managing director Alison 

Watkins, including praise for Feral as “the flag bearer for craft brewing” and excitement at 

“what we can do together in the future.” 

 

Although Feral is now wholly owned by CCA, Varis will stay on in his role as Feral’s head 

of processes and be heavily involved in the company’s direction (Varis: “We’ll be left to 

recommend how to grow it and they’ll listen to everything on their merits.”).  

 

He also insists that the beer will still taste the same post-acquisition – settlement isn’t until 

the end of November – not least because production will remain in Western Australia, even 

if demand for Feral grows. Although he is reluctant to talk exact production amounts, Varis 

says that Feral’s current Bassendean brewery has the capacity to increase production by 500 

per cent. 

 

According to Varis, increased marketing support, access to a bigger, more national sales 

force and having the resources to turn Feral’s Swan Valley brewpub into “a world-class beer 

experience” are some of the key benefits of the change in ownership. He’s also quick to add 

that “weird and wonderful stuff” will continue to be made in the Swan Valley facility. 

 

In a strange stroke of fate, the news came exactly 15 years after Varis threw open the doors 

to Feral Brewing on October 12, 2002. Since then the company has added additional 

brewing facilities – it moved part of its production into its first Bassendean brewery in 2012 

before shifting into larger facilities last year – while its flagship brew Hop Hog has enjoyed 

critical and commercial success around the country.  

 

Will it remain the same beer post-acquisition? Like they say in the classics, time will tell. 

 

Source: Broadsheet Melbourne, 13 October 2017 



GOLD  BONANZA  AT  SYDNEY  BEER  SHOW 

 

An unprecedented 24 gold medals were distributed at the Sydney Royal Beer & Cider Show 

on Friday night, with Gage Roads claiming Best In Show – Beer. 

 

Gage Roads took out top prize for its limited edition Red Rye IPA, which was also named 

Champion Draught Beer. 

 

The other big winners were Bridge Road Brewers (Champion Bottled Beer – Little Bling 

IPA), Hope Brewhouse (Champion Experimental Beer – Barrel Aged Extra Stout) and 

Modus Operandi (Best NSW Beer – Former Tenant Red IPA). 

 

Carlton & United Breweries won Champion Cider for Bonamy’s Apple Cider. 

 

The 24 gold medals more than doubled the show’s previous high of ten, despite a similar 

sized field of around 230 entries, chair of judges Neal Cameron told Brews News. 

 

He attributed the overall rise in quality to some very strong performances by new entrants, 

both local and interstate. 

 

“I think we’re becoming more of a competition where the local breweries and the more 

‘crafty’ breweries have got involved and as a result I think there’s a real uptick in quality,” 

he said. 

 

“We put a call out for experimental beers, hence the experimental trophy for the first time. 

Some of those experimental classes just absolutely killed it.” 

 

Cameron said the show has well and truly cast off its reputation for being overly negative in 

its scoring of beers. 

 

“We kind of look for the good in beer rather than trying to find the problems. I think we’re 

very much more in line with the other competitions now,” he said. 

 

“The calibre of judges that we manage to pull together are exceptional, because we don’t 

need 50 or 60 judges, we have 12.” 

 

Cameron said it was hard to decide between the champion bottled and draught winners for 

the top prize. 

 

“To get a mid-strength IPA standing head and shoulders above some of those other ones was 

extraordinary,” he said. 

 

“I think the only reason it didn’t win in the end was it did lack the flavour punch of the Rye 

IPA, but it was a very close run thing.” 



Gage Roads’ medal haul also included three bronze and two silver medals for its core range 

of beers, and gold medals for its limited release Sea Devil Stout, Hefeweizen, and Red Rye 

IPA. 

 

“I’m extremely proud of the guys at the brewery and the team effort that led to this,” 

commented Gage Roads chief operating officer and head brewer Aaron Heary. 

 

“The Sydney Royal Beer and Cider Competition is one of the toughest in the country. This 

level of success is a ringing endorsement of the quality of beer we are producing.” 

 

Show Results: 

 

Champion Bottled Beer: BRIDGE ROAD BREWERS with Little Bling IPA  

 

Champion Draught Beer: GAGE ROADS BREWING CO with Red Rye IPA  

 

Champion Experimental Beer: HOPE BREWHOUSE with Limited Release Barrel Aged 

Extra Stout  

 

Best In Show - Beer: GAGE ROADS BREWING CO with Red Rye IPA  

 

Best NSW Beer: MODUS OPERANDI BREWING with Former Tenant Red IPA  

 

Champion Cider: CARLTON & UNITED BREWERIES with Bonamy’s Apple Cider  

 

Best In Show – Cider/Perry: CARLTON & UNITED BREWERIES with Bonamy’s Apple 

Cider 

 

Source: Brews News, 25 September 2017  

 

CRAFT  SURVEY  RESULTS 

 

The 2017 Australian Craft Beer Survey reveals Pirate Life Brewing of SA as the most 

popular craft brewery and stresses the importance of independence in relation to how 

drinkers select their beers. Mounted by craft beer retailer Beer Cartel, the public study 

involved more than 17,000 participants and is the most comprehensive ever undertaken of 

the country’s craft beer drinkers. Pirate Life was ahead of Feral Brewing which took out the 

top position in last year’s study. Key results of the survey indicated the importance of 

brewery ownership, with 64% of drinkers wanting to know who owns the beer concerned 

and a strong preference for craft beer from independently-owned Australian breweries: 99% 

being happy to buy craft beer from an independent Australian-owned brewery, with only 

23% happy to buy from a large multi-national company. 82% of those surveyed also 

expressed their interest in a seal to identify whether a beer is from an independent Australia 

brewery. Once again, Pale Ale was top as Australia’s most consumed style, being enjoyed 

by 92% of craft beer drinkers. 

 

Source: ABI Digest, 1 September 2017 



LION  TAKES  ON  GREAT  NORTHERN  WITH  IRON  JACK 

 

Lion has launched Legendary Brewing Co., a new trade mark that has initially spawned a 

mid-strength beer called Iron Jack. 

 

Iron Jack is “a mid-strength, modern Australian lager inspired by long held Australian 

values such as loyalty, strength and mateship”, Lion said in a statement. 

 

The clear bottle, lifestyle beer appears to be a challenger for CUB’s Great Northern Super 

Crisp, the success of which has not been lost on Lion, which has long had the mid-strength 

market leader in XXXX Gold. 

 

“Probably the fastest growing beer brand in the country at the moment is a beer called Great 

Northern Super Crisp from CUB, and they’ve contemporised mid-strength even further,” 

Lion MD James Brindley said in March 2016. 

 

According to Lion, Iron 

Jack has been brewed 

with Australia’s hot, 

rugged climate in mind. 

 

“Give it a whiff and 

you’ll pick up a little bit 

of hop aroma – give it a 

gulp and you’ll see the 

bitterness has been kept 

low to deliver 

maximum, thirst-

crushing refreshment,” 

the brewer’s statement 

says. 

 

Lion brand director Jack Mesley said the story of Iron Jack is inspired by fabled Australian 

outdoorsmen, known for telling their mates a tall tale around a warm camp fire with a cold 

beer. 

 

“We know drinkers want to buy brands that resonate with their own values or inspire them 

in some way. We want to encourage Aussie men to get out and explore the great outdoors, 

have an adventure and create stories that will build their own personal legend,” he said. 

 

Under the beer’s bottle tops will be the latitude and longitude coordinates for 100 remote 

camping, fishing and 4WD-ing locations, as well as some classic Aussie pubs. 

 

“Iron Jack is the first chapter of The Legendary Brewing Co, a trade mark that was created 

to celebrate Australian culture and the sharing of stories over a beer,” Mesley said. 



“As brewers, we’ve also had some legendary stories told from some of the best known 

breweries around – Castlemaine, Tooheys, Boag’s and West End. We hope there are many 

more chapters to come.” 

 

Iron Jack’s launch will be supported through a multi-channel advertising campaign, ongoing 

content and influencer activity, event activations and sponsorship, on and off premise 

activity as well as social media and PR. 

 

It will be available in 330ml bottles, 375ml cans and on tap from September 4. 

 

Source: BrewsNews, 11 August 2017 

 

 

MID-STRENGTH  LEADER  IN  FREEFALL 
 

XXXX Gold remains the biggest beer in Australia and the mid-strength leader, but figures 

seen by Brews News confirm the brand’s rapid decline. 

 

In volume terms, the brand’s share of mid-strength has reportedly slipped from close to 50 

per cent two years ago to 43 per cent last quarter. 

 

This share includes its XXXX 

Gold Australian Pale Ale 

offshoot, which was 

introduced in July 2015 and 

has failed to fire. 

 

CUB’s starlet Great Northern 

Super Crisp has increased its 

share of mid-strength over the 

same period from 14 per cent 

to 30 per cent. 

 

While XXXX Gold remains 

the largest volume brand in 

the country, its total beer 

market share has decreased 

from from 11.4 per cent to 10.7 per cent. 

 

This may not sound like a lot, but in a beer market with estimated annual volume of around 

1.74 billion litres, it amounts to more than 12 million litres of beer volume shed by Lion. 

 

Meanwhile, Great Northern Super Crisp has increased its share of total beer from 3.2 per 

cent to 5.7 per cent. 



XXXX holding its own: Lion 

 

Lion this week moved to address the slide with a new mid-strength offering in Iron Jack, 

which will be brewed at Castlemaine Perkins in Brisbane and Tooheys in Sydney. 

 

But brand director Jack Mesley told Brews News that XXXX Gold is actually holding its 

own when compared with its peers. 

 

“Like a lot of classic beer brands, it is facing some uphill battles. But actually within that 

group of classic beer brands, XXXX Gold’s actually doing pretty well,” he said. 

 

“It’s still really important and still the number one focus for Lion… [but] what we are 

finding is that people want more options to fulfil their moderation needs. 

 

“Obviously XXXX Gold set up the mid-strength segment and it continues to play a vital role 

in that.” 

 

He said the Legendary Brewing trade mark will be singly focused on Iron Jack during 2017, 

but there could ultimately be more products launched under its umbrella. 

 

Craft starring for Lion 

 

Lion CEO Stuart Irvine acknowledged that sections of the Australian beer market remain 

challenging, in the brewer’s recent first half trading update. 

 

“However, our craft offerings continue to post strong growth, helping to offset softness in 

mainstream beer,” he said. 

 

James Squire 150 Lashes Pale Ale grew by 14 per cent, while Furphy more than quadrupled 

its volume during the half. 

 

The Kirin brand starred within the core portfolio, more than tripling its volume growth, 

while XXXX Summer Bright Lager grew volumes more than ten per cent. 

 

The half year ended March 31 was the second consecutive result in which Lion has broken 

from its previous convention of putting a percentage figure on its total beer volume growth 

or decline. 

 

“Overall volumes were affected by the termination of the Australian distribution agreement 

with AB InBev and the loss of system volume placed upward pressure on the cost of sales,” 

the company said. 

 

“Against this backdrop, Lion continued its strong cost management focus.” 

 

Source: BrewsNews, 16 August 2017 
 



TO  THE  TOP  OF  AUSTRALIA 

 

Victorian member Wayne Richardson (157) wrote: 

 

We recently visited Cape York, Thursday and Horn Islands, with a small group 4 WD bus 

tour, starting and finishing in Cairns. We drove north through the Daintree Rain Forest to 

Cooktown via the Bloomfield Track, where we stayed two nights. We continued our journey 

north through Lakefield National Park, and to Lotus Bird Lodge, our overnight stop. Next 

day onto Coen, and Archer River, driving the Old Telegraph Line track, before turning off to 

Weipa, for two nights.  We had a tour of the Bauxite Mine, and a boat trip up the Roberts 

River. From Weipa heading north we visited Fruit Bat Falls, before crossing the Jardine 

River to Bamaga for two nights.  

 

Next morning we headed to the tip of Australia, walking the last seven hundred metres up 

the steep, rocky terrain. What a feeling to stand on Australia’s most northern point. Next day 

a short drive to Seisia to catch our ferry to Thursday Island. On landing we had an Island 

Tour including the historic fort, and then to Friday Island  for a traditional Japanese lunch, 

with Pearl Shell meat. The lunch was at Kazu Pearl Farm. Next morning we took the ferry to 

Horn Island, where again we had an Island Tour featuring WW11 sites, before having lunch 

and flying back to Cairns.    

                                       

Not passing or seeing any small breweries, our accommodation resorts, and hotels sold 

mainly XXXX or Great Northern Beer, on tap or by the stubby. This was until we stayed in 

Bamaga Cape York, where they sold several Stone & Wood beers, plus XXXX and Great 

Northern beer. 

 

  
 

The most interesting Pub we visited was on the Bloomfield Track (4 wheel drive only). The 

hotel was called The Lions Den, established 1875. The pub was interesting, and the beer was 

cold. The walls were covered with the writings of visitors over the years, beer stickers, 

number plates, stubby holders, thongs, “T” shirts, caps etc. hanging from the rafters. It was 

the most” Ausie” Ausie pub I have visited.  

 

We enjoyed our stay in Cairns very much as it was warm. We also had a great day tour to 

Kuranda on the train, and back on Skyrail, with its great view of the rain forest above the 

trees. 



THE  CRAFT  BEER  LABELS  THAT  ARE  WORKS  OF  ART 

 

With its barrel-aged stouts and gooseberry saisons, craft beer has transformed British beer. 

But that revolution has not solely been about flavour. It has been aesthetic, too. Beer cans 

are now a canvas for dazzling, cutting-edge design, and this golden age for beer art is 

celebrated in blogs-cum-books such as ohbeautifulbeer.com, and even at exhibitions. 

 

This makeover of pump clips, bottle labels and packaging has been pivotal to craft’s appeal, 

says the beer writer and consultant Matthew Curtis: “Craft brewers needed an updated image 

to match the modern flavours in their beers. Breaking with traditional brewing imagery was 

essential.” 

 

For Becky Palfery, the co-owner of the Leeds bookshop Colours May Vary – which in May 

held a beer art exhibition, Pumped – that marketing necessity has facilitated the rise of 

branding that can be considered art. “We wanted to see if, removed from the bottle and put 

in a frame, the artwork would stand alone,” she says. The beautiful, often logo-free bottles 

created by the revered Karl Grandin for the Swedish brewery Omnipollo, she insists, have 

the “aura” of artworks. 

 

That is certainly how Textbook Studio would like its 

work with the Manchester brewery Cloudwater to be 

regarded – as art that, although shown on cans, would 

work in a gallery. The Salford design agency 

commissions and curates original art (about 130 pieces 

annually), which it then works into labelling for 

Cloudwater’s seasonal beers. It is a serious endeavour, 

as the notes for the current campaign explain: “Mariel 

Osborn worked with tactile fabrics and materials with a 

feminine aesthetic to create site-specific responses to the 

Cloudwater brewery.” 

 

“The big guys are fascinated by it to the 

point of confusion,” says Nick Dwyer, 

the creative director at Beavertown in 

north London, where he executes all 

aspects of the brewery’s trashy, B-

movie aesthetic. Dwyer talks of his 

illustrations building trust and intimacy 

with an audience of a similar age (he is 

27) through a shared visual language of 

graphic novels, old Star Wars comics 

and cult movies: “This generation is not 

ashamed of nostalgia.” 

 

Over at Partizan Brewing in south London, label artist Alec Doherty wasn’t “thinking about 

being distinctive. But do your own thing and you will be.” His work (a fusion of Soviet, 

modern European design and 1960s US counterculture influences) might reference a beer’s 



ingredients or its style, but obliquely (eg 

a wise old man to represent the herb 

sage). Doherty sees himself as 

cultivating a likeminded audience who 

might decode his artwork in the way 

rock fans once scrutinised album 

sleeves. Beer, he says, encourages such 

“nerdiness”. “We wanted to add to the 

experience in a visual sense. You might 

taste something unusual, look at the 

label and it would have these reference 

points.” 

 

The masters of modern beer art: 

 

Mikkeller – Keith Shore 

As chosen by label artist Alec Doherty: “The master. It’s personal, unique and he appears 

not to care about people’s opinions or what a label should “do” – as an artist I really respect 

him.” 

         
 

Omnipollo – Karl Grandin 

Becky Palfery, Colours May Vary: “Standalone work. You’d wear it on a T-shirt, buy it as a 

print.” 

 

          



Magic Rock – Rich Norgate 

Nick Dwyer, Beavertown: “Distinctive and detailed. Close up, there is so much to see in his 

circus-based ’scapes of abstract shapes and forms.” 

 

       
 

Other Half – Small Stuff 

Chris Shearston, Textbook Studios: “They have a lovely bold logo that is hidden when the 

artwork needs to shine. Bold colours and graphic shapes framed against silver really zing.” 

 

         
 

To Øl – Kasper Ledet 

Chris Shearston: “Pure art; each bottle feels like a canvas with a strong concept behind it. 

Ledet uses multiple mediums and processes that are always a puzzle.” 

 

   
 

 

Source: Guardian, 3 September 2017 



GUINNESS  200th  AMERICAN  ANNIVERSARY  BEER 

 

Guinness Honours Its Immigrant Roots for Its 200th American Anniversary. The brewery 

has created the 200th Anniversary Export Stout to mark the occasion. 

 

In the mid-1800s, America was a beacon to poor and hungry Irishmen. At a time of intense 

taxation, religious persecution, and the Great Irish Famine, the promise of a fresh start called 

out to the world, and the Irish followed. But once they reached America's shores, two 

million immigrants found a country that didn’t want them. Stories of N.I.N.A., or "No Irish 

Need Apply"—which faced long denials that were ultimately disproven—accompanied 

decades of persecution that followed, even dogging John F. Kennedy’s presidential 

campaign a full century later. 

 

But before they arrived, a different group of Irish immigrants had already landed in 

America, arriving in the form of large wooden barrels. It was 200 years ago this month that 

John Heavy of South Carolina received eight hogsheads of Guinness West Indian Porter 

(that’s 512 gallons), marking the beginning of a trade that still stands today. 

 

"America quickly became one of the most 

important markets for us," explains Guinness 

archivist Fergus Brady. As the Irish stepped in as 

cheap labor in U.S. cities, taking the few jobs 

they could, the Guinness still flowed. It seemed 

America didn’t have a problem with Ireland’s 

liquid exports, even when it despised the hands 

that brewed it. But the story behind the shipment 

itself remains a mystery—even to the brewer. 

 

"In 1817, the number of Irish in America was 

probably smaller than most people think," 

explains Brady. "Our archival records don’t 

provide any context for the decision to export 

Guinness. Presumably John Heavy was a 

merchant, or a distributor. But we just don’t have 

any other information about him in our archives, 

his sales, or the intended audience for Guinness. 

Believe me, we have looked!" 

 

Prohibition paused the growth of America’s interest in Guinness (cutting off nearly two 

generations of beer consumers, according to Guinness Brewery Ambassador Chris 

McLellan), and the Great Depression fostered even worse prejudice and anti-immigrant 

sentiments. Despite these setbacks, America's taste for Guinness didn't wane. 

 

"[The United States is] the third highest Guinness-consuming country in the world, behind 

Ireland and the United Kingdom," says Brady. "The most noticeable impact our relationship 

has had on us is the extra motivation the American market has given us to innovate and to 

always push back on what’s expected of us." 



To celebrate the beginning of the third century of Guinness in the United States, the beer 

maker has unveiled its 200th Anniversary Export Stout, a beer that draws inspiration from 

(and uses) the brand’s famous Black Patent Malt. In 1817, when the barrels first landed in 

the U.S., Guinness used this roasted-till-black malt to create dark, rich, bitter beers–a 

process made famous by Guinness and replicated by everyone since. The 200th Anniversary 

Export Stout is sweet and lighter in body than the colour suggests, with toffee and chocolate 

on the top and a bitter finish. It’s easier to drink than it looks, but still rich and weighty. 

 

Drawing from history, Guinness has brought its famous toucans stateside for U.S.-exclusive 

cans of Guinness Draught, which feature the iconic billy birds flying high over Mount 

Rushmore. These John Gilroy illustrations were originally conceived and executed along 

with the rest of Gilroy’s work, but never made it to shelves because of Prohibition–until this 

milestone anniversary. 

 

More than 150 years after the initial surge of Irish immigrants, 10 percent of Americans can 

trace their history to the green isle. Though anti-Catholic fears are no longer holding Irish-

Americans back for jobs, America's inability to deal with immigrants continues to be an 

unfortunate reality. Sadly, the sight of a stranger at the door still moves many to hate before 

understanding. But as we learned from the Irish, and many others since, that impulse is self-

defeating. 

 

"With every pint that’s shared and every new chapter of our story that’s written, I hope the 

perception of Ireland gets closer to what Arthur [Guinness] embodied," says Brady. "We’ve 

been through a lot, but we persevered, and we’re still here looking out for each other–just 

like everyone around the world should be." 

 

Source: http://www.esquire.com, 12 October 2017 

 

AUSTRALIAN  CONSUMER  LAW  IS  FAILING  BEER  DRINKERS 

 

If you’ve bought a “foreign” beer lately you might have noticed it wasn’t actually brewed in 

the country associated with the brand. Instead, it may have been brewed “under supervision 

of” or “under license from” the original creator, often using “imported and local 

ingredients”. 

 

Yet, the branding often emphasises the link to other countries and traditions, such as the 

famous “Anno 1366” on a bottle of Stella Artois. This means very little when it is brewed 

and bottled in Australia. In fact, such references can be rather misleading. 

 

This is more than a little quibble about branding, as major ingredients like yeast and water 

taste differently in different places. Can beer truly taste the same when it is brewed in 

Australia instead of, for example, Germany, Belgium or Japan? 

 

How do you know what you are buying? 

When you buy beer in a shop, you can theoretically see where it has been brewed. But this is 

not always clear, and is often overwhelmed by branding. 

 



For instance, some years ago I bought a carton of Asahi beer. The text “Japan’s No. 1 Beer” 

appeared prominently on the box, and at two different locations was written: “Imported by 

Asahi Premium Beverages a division of Independent Distillers (Aust) Pty Ltd”. 

 

Taken together, these two statements will most likely lead an ordinary consumer to believe 

the beer in question was brewed in Japan. But a quick check of the Asahi website shows the 

company has breweries in numerous countries, including Thailand, Malaysia and China. 

 

Once the box had been opened, the fine print on the bottles revealed that the beer was 

brewed in Thailand under licence from Asahi. So, yes, it was imported as the box promised. 

But not quite from the place I expected. 

 

The problem is worse when it comes to ordering beers at a restaurant or pub. The likes of 

Peroni, Heineken and Carlsberg are often listed as “imported beers”, even when they are 

brewed in Australia. When the beer is on tap, where is the fine print to read? 

 

What about consumer law? 

In theory, Australian law contains several provisions that should resolve the issues described 

above. Most importantly Section 18 of the Australian Consumer Law states that a “person 

must not, in trade or commerce, engage in conduct that is misleading or deceptive or is 

likely to mislead or deceive”. 

 

And section 29 of the Australian Consumer Law seeks to tackle, among other things, 

situations where a person “make[s] a false or misleading representation concerning the place 

of origin of goods”. 

 

In addition to these classical provisions, Australia’s Country of Origin Food Labelling 

Information Standard commenced in 2016. These are meant to give consumers more 

information about where products are manufactured and where the ingredients are sourced 

from. 

 

But in practice, these rules don’t always work so well. And the country of origin labelling 

standards do not apply to restaurants and cafes. 

 

I even lodged a complaint with the Australian Competition & Consumer Commission 

(ACCC) in relation to my Asahi experience. I argued that the labelling on the box was 

misleading and deceptive (Australian Consumer Law s. 18) and constitutes a 

misrepresentation under the Australian Consumer Law (section 29). The result? Nothing 

whatsoever. 

 

What to do about it? 

It is of course possible to argue that the foreign beer brands that have their products brewed 

in Australia take sufficient steps to make their beer taste similar enough to the original 

product. And if the beer tastes the same to the average beer drinker, what is the big deal? 

 

However, even if the taste is the same, the place of origin still matters. If you buy an 

expensive Swiss watch, surely it matters that it was made in Switzerland and not in China. 

Can’t we feel the same about beer? 



On a practical level, the answer may be to only drink the beers of Australian brands as you 

essentially will be drinking Australian beer anyhow. But as far as the law goes, we need 

clearer guidance and stronger enforcement of consumer rights. To achieve that, those 

charged with enforcing our consumer rights may need more resources. 

 

The difficulty is to design regulatory responses that actually help consumers make informed 

decisions, without unnecessarily burdening the industry. 

 

The ConversationOne idea would be to insist on clearer labelling - such as a prominent 

standardised sticker - indicating when beer is brewed under license. This could be combined 

with requiring similar markings on drinks menus. Such an approach seems to fit nicely with 

the move towards a clearer Country of Origin Food Labelling Information Standard applied 

to food in some circumstances. 

 

Source: The Conversation, 11 October 2017 

 

 

DAINTON  BLACK  FOREST  LABELS 

 

Victorian member Alan Richards (411) wrote: 

 

Daintons have gone a little strange with their Black Forest Russian Imperial Stout can label. 

There are four version (so far) and the scans are in order of appearance, at least as far as we 

can guess.   

 

   
 

They are all for cans and only the last two came from the brewery.  The others came from 

Grape & Grain at Moorabbin – with no sign of them at all at the brewery.  The first (large 

silver D) was also sold in Adelaide.  But the others, co-productions with Clare Valley 

Brewing, were not.   

 

  
 

No one at the brewery can say why there are four labels for one beer. 



LABELS  ISSUED  WITH  THIS  NEWSLETTER 

 

Owing to frequent shortages of microbrewery labels and different quantities of matching 

back and neck labels, the labels issues may not be the fully published list. 

              

Copper Coast  Swanky – 4 photo varieties                        

 

Mountain Goat Invalid Stout Winter 2017 

                                      

Red Duck    Mr Tom Mild Braggot 

                              White Garden 

                                      

Bridge Road  Wild Red 

                              Bling IPA 

                              Chestnut Pilsner 

 

Coopers  Vintage Ale 2017 

 

Fury and Son    Red Ale 

 

James Squire  Tall Tail #4 

                              Four Wives #4 

                              Jack of Spades #1 

                              Cabin Fever #4 

                              Mid River #2 and #3  

 

CUB      Fosters Export Crown Lager - obsolete 

                              Ballarat bitter – obsolete 

                              Ballarat Invalid Stout- obsolete 

 

Lion           Tooheys Extra Dry TED set of 10 

                              Hahn Premium Light neck. 

 

Moondog       Cake Hole Stout 

 

Also included is a range of obsolete Australian and Spanish labels. 

 

VBLCS sends it’s thanks to David Dobney, Alan Richard, Adam Blok, Glen Anderson, Ross 

Mackie, Cor Groothuis, plus James Squire, Lion, Coopers, Moon Dog, Red Duck, Fury and 

Son, Copper Coast, Bridge Road, Mountain Goat and CELCE our Spanish friends for 

contributing labels to this issue. 

 

The Committee sends a big thank you to Alan Richards, John Cowie and Karl and Sharna 

Bennett for painstakingly individually cutting the labels for mailing. 

 



 

 

  
 

 

   
 

 

   
 

 

  



 

 

   
 

  
 

   
 

   
 

   



BEER  AND  BREWERY  NEWS 

 

- ACT. Capital Brewing Co has brewed its first beer in a newly commissioned brewery in 

Fyshwick. Formed last year by Canberra hospitality professionals Kain and Tom Hertel and 

Batlow Cider founders Rich and Sam Coombes, Capital has until now been gypsy brewing 

at several Sydney facilities. It plans to use grain from Canberra Region growers in its beers, 

in addition to hops supplied by nearby Batlow Fruit Co-operative, now three years into a hop 

growing trial. 

 

- NSW. Premium beer, spirits and wine brands from nearly 60 exhibitors will be show-cased 

at the Commercial Drinks Show in Sydney from September 11- 14. Beer exhibitors include 

4 Pines Beer, Modus Operandi Brewing, Hawke’s Brewing Co, Moo Brew, Grand Ridge 

Brewery, Barrow Boys Brewing Co & James Squire. Free educational sessions will address 

industry topics including successful bar design and operation, staff training and retention, 

beer and food matching and ‘getting the best out of your beer’.   

 

- Stone & Wood has released its 2017 Forefathers beer, an English Pale Ale brewed by one 

of the true pioneers of independent brewing in Australia: Blair Hayden. The Forefathers 

collection pays homage to the pioneers who have helped achieve today’s successful 

craft/independent brewing scene. The inaugural release in 2015 was an English Brown Ale 

brewed in collaboration with Phil Sexton, and last year it was a Doppelbock Lager brewed 

with Willie Smith. Blair commenced his association with the Lord Nelson Hotel, The Rocks, 

Sydney over 30 years ago and is still actively contributing to the independent beer 

revolution. 

 

- SA. At Port Lincoln, Beer Garden Brewing has used local seven-piece funk rock band 

Weezil to ‘play over the vats during the brewing of its new Weezale. 

 

- TAS. To raise funds to help save the giant Tasmanian freshwater lobster, Moo Brew is 

collaborating with The Wilderness Society to create a new beer which will be launched in 

the coming weeks. 

 

- WA. A new start-up is Froth Craft at Exmouth, utilizing a 5hL brewing plant installed in a 

refurbished restaurant. Brewer Tyler Little – a Canadian with prior experience with Bootleg 

Brewery and Eagle BU Brewing in WA, has so far produced a Kolsch, American pale ale 

and XPA and has other beers in the pipeline.    

 

- SA Semaphore craft beer venue Sweet Amber Brew Café is currently building a brewpub 

at Regency Park and hopes to be ‘on-line’ to the public in early 2018. Another new start-up 

is Simple Brew Co, which has commenced operations in the southern suburbs. 

 

- TAS Hobart-based Moo Brew has created what it claims is the world’s first beer can 

roulette vending machine, to celebrate its new range of beer cans. The Can Roulette Vending 

Machine had its first outing at The Newtown Hotel, Sydney on September 21 and later will 

be at the opening and closing night parties of a Melbourne Festival.  The machine has been 

designed and built by Sydney production company FINCH with a team of six mechatronic 

engineers, 3D artists and production designers – who have created possibly the world’s  



weirdest and least practical vending machine. The inspiration for the machine came from 

Moo Brew’s head brewer Dave Macgill and has been designed to add an element of risk … 

as in a game of Russian roulette; there is a one-in-seven chance of getting a ‘not-Moo-Brew’ 

can. Basically, you pull the handle and the machine decides which beer you get. 

 

- VIC. To mark 20 years in the industry, Mountain Goat will undertake a birthday tour 

across Australia with celebrations beginning on October 6 at its home in Richmond, when an 

evening of prizes, giveaways and cold Goat beers will be presented. The party then 

continues to Sydney, Hobart, Adelaide and Brisbane, before finishing up in Fremantle. The 

brewers have made a rare beer for the occasion: Back to the Brewer Double Steam Ale. For 

this, head brewer Ian Morgan brought back all the Goats who headed up the brewery before 

him: HPA’s Dave Edney, Jayne Lewis from Two Birds and co-founder Dave Bonighton. 

This brew features dry hopping with Galaxy for a big fruity hit and will be available on 

draught and in 640mL bottles.   

 

Also, in a recent ‘brew-off’ with Two Birds Brewing in Melbourne, Mountain Goat Pale Ale 

came out on top with Two Birds Taco Beer a close runner up. Nathan Seamons, National 

Sales Manager of Mountain Goat, accepted the brew-off trophy, saying that although the 

beer won the Best Beer in Australia in the New World category at the 2017 AIBA Awards it 

was then for draught format … so it’s quite interesting to win in package. 

 

- VIC. East 9th Brewing in Melbourne last month announced the imminent release of 

Australia’s first commercially available hemp beer. Human consumption of hemp has been 

banned in Australia since the early 1900s, but will become legal in mid-November this year. 

To meet an anticipated demand, East 9th Brewing will release up to 500hLof Doss Blockos 

Hempire Hemp Ale in kegs to selected venues across the country, with plans to expand 

distribution and package the beer by early 2018. Co-founder Benjamin Cairns expects the 

brew will emulate the success of hemp beer in USA, where at least eight hemp beer products 

are available on the market – including Lagunitas Brewing Co.’s SuperCritical Ale.   

 

Source: ABI Digest, 1 September 2017, 1 October 2017 

 

 

WHAT  IS  MICHELADA? 

 

A michelada is a Mexican “cerveza preparada” made with beer, lime juice, and assorted 

sauces, spices, and peppers. It is served in a chilled, salt-rimmed glass. There are numerous 

variations of this beverage throughout Mexico and Latin America. 

 

In Latin America, micheladas are often believed to be a folk remedy for hangovers. There 

are different variations of micheladas; for example, in Mexico City, the most common form 

is prepared with beer, lime, salt, and particular hot sauces or chili slices. There are several 

other optional ingredients, such as Maggi sauce, Worcestershire sauce, chamoy powder, 

serrano peppers, Camaronazo, Clamato, or slices of orange. 

 

There are a variety of types of micheladas. For example, clamato contains clam juice and 

tomato juice. A chelada contains simply lime and originally sea salt, but often simply regular  



table salt. A cubana contains Worcestershire sauce, hot sauce, chili, and salt. Depending on 

the region of Mexico, the preparation will vary. For people unfamiliar with the local area, it 

is best to ask how micheladas are prepared before ordering if there is concern for what 

ingredients will be used. In some regions a chelada is a michelada, and vice versa. 

 

There are two popular versions of the origin and etymology of the michelada. 

 

One concerns a Michel Ésper at Club Deportivo Potosino in San Luis Potosí, Mexico. Ésper 

used to ask for his beer with lime, salt, ice, and a straw, in a special cup called "chabela", as 

if it were a beer lemonade. The members of the club started asking for beer as "Michel's 

lemonade", with the name shortening over time to michelada. As time went by, other sauces 

were added to the original recipe. Today, it contains the same ingredients as a chelada but 

contains ice and chili powder on the rim. 

 

     
 

Another etymology states that michelada is a portmanteau of “mi chela helada”. The word 

chela is a popular term for a beer in Mexico. When you ask for a chela, you are asking for a 

cold beer; therefore the phrase “mi chela helada” means "my ice cold beer". 

 

In the 2010s, major U.S. beer producers began marketing “cervezas preparadas”, illustrating 

the wide variety of recipes in the chelada/michelada category and meeting its popularity 

among the country's Latin American population. For example, Miller Brewing Company 

produces Miller Chill, a "Chelada-style light lager with a hint of salt and lime". Anheuser-

Busch makes Budweiser Chelada and Bud Light Chelada, a combination of lager, clamato, 

lime juice, and salt. As of 2012, Tecate now offers a michelada flavoured with lime and 

spices. In 2015,Cervecería Centro Americana, a Guatemalan Brewery, released a Michelada 

under the trade name Dorada Draft Michelada Chiltepe. The beverage is spiced with chipotle 

peppers, the most widely used peppers in the region.  

 

Alternatively, many consumers are known to use Bloody Mary mix or similar pre-made 

mixes with lager to make micheladas. 



BEST  BREWPUBS  AND  VENUES 

 

Australia’s Top Brewpubs for 2017 have been named by 25 judges, with Stomping Ground 

(Collingwood VIC) at No.1, followed by The Wheatsheaf Hotel (Thebarton SA). Making up 

the top 10 are 3rd Wayward Brewing Co (Camperdown NSW), 4th Foghorn Brewhouse 

(Newcastle NSW), 5th 4 Pines (Manly NSW), 6th Feral Brewing Co  (Perth WA), 7th 

BentSpoke Brewing Co (Braddon ACT), 8th The Lord Nelson Brewery (The Rocks NSW), 

9th Stone & Wood Brewing Co (Byron Bay NSW) &  10th The Public Brewery ( Croydon 

VIC). Of the remaining 40, the majority are situated in NSW, VIC & WA.  

 

The judges also named the Top 50 Beer Venues with the first 10 in order  being: Bitter Phew 

(Darlinghurst NSW), Dutch Trading Co (Victoria Park WA), The Local Taphouse (St Kilda 

VIC), The Back Room – Carwyn Cellars (Thornbury VIC), Royal Albert Hotel (Surry Hills 

NSW), Petition Beer Corner (Perth WA), Forest Lodge Hotel (Forest Lodge  NSW), The 

Noble Hops (Redfern NSW), The Union Hotel (Newtown NSW) & The Alehouse Project 

(Brunswick East VIC). 

 

Source: ABI Digest, 1 October 2017 

 

 

LABEL  OF  THE  YEAR  PRESENTATION 

 

Rob Greenaway presented the “George Crompton Major Brewery Label of the Year 2016” 

to Haydon Morgan Head Brewer at Malt Shovel Brewery during a trip to Sydney. 

 

 
 

VBLCS – 45 Years Strong 



RAFFLES 

 

As at October 2017, the following members have credits as listed: 

 

Wayne Richardson  June 2018 (3) 

Cor Groothius  Dec 2016 (4) 

Murray Wells  Apr  2017 (2) 

Richard Rathbone  Aug  2017 (4) 

Jim Stewart   Aug 2017  (3) 

 

Note: Numbers in brackets are the number of tickets per raffle. 

          Tickets are $2.00 each. Maximum of 5 tickets per raffle. 

 

Would mail entrants please specify how many tickets they would like in each raffle? 

Members who do not specify a number will be allotted two (2) tickets per raffle, funds 

permitting. 

 

In the August 2017 raffle there will be five prizes. The 1st prize is a Mac’s Beer 26 FL OZ 

label from CUB, 2nd prize is a Tooth’s KB Lager 13 FL OZ label from Tooth & Co Ltd, 3rd 

prize is a Cascade Bitter Ale 13 FL OZ label from Tasmanian Breweries, 4th prize is a 

Foster’s Export Lager Beer label from CUB and the 5th prize is a Melbourne Bitter Ale label 

(with “For HM Forces Only” overprint) from CUB. 

 

     
 

The prizes will also include a variety of other labels.  

 

Tickets are available from Phill Langley, 17 Jarvis Crescent, North Dandenong, VIC 3175 

and also at the December meeting. 

 

 

BOLD  BREW  IS  HARD  TO  BEAT 

 

Torquay-based Blackman’s Brewery has launched its latest one-off beer creation with a 

distinctly Australian twist - Smokin’ Beets, a smoked beetroot saison (a pale ale) with a 

unique pink tinge. Blackman’s owner Renn Blackman said the beer was largely inspired by 

winter flavours. 

 

“Traditionally the saison is like a farmhouse style from Belgium and France,” he said. 

 

“They’re a little bit spicy and earthy, and earthy, and we thought by adding beetroot and 

smoked malt to it, it would sort of make it more of a wintry saison.” 



“Beetroot goes with roasts and that roasty flavour which is sort of spicy and earthy too.” 

 

Mr Blackman said many adventurous drinkers had already lapped up the new brew. “Lots of 

people are drinking it. And we’re getting people that typically wouldn’t drink something like 

a pale ale drinking it, thinking it’s quite nice,” he said. 

 

It’s not the first time the brewery has opted to create an unconventional beer, having 

launched an espresso martini kolsch for the great Australian Beer Spectapular in May. 

 

While today is International Beer Day, it will be business as usual at Blackman’s Brewery. 

 “It’sreally beer day for us every day,” Mr Blackman said. 

 

Source: Geelong Advertiser, 5 August 2017 

 

 

FIRST  BEER  NAME  GENERATED  BY 

ARTIFICIAL  INTELLIGENCE 

 

With more than 5,600 breweries currently operating in the US, coming up with unique 

names for all the beers they’re crafting has become increasingly difficult. But now in 2017, 

artificial intelligence is coming to the rescue. 

 

We recently reported on how one researcher, Janelle Shane, had decided to shop out the job 

of beer naming to an ‘artificial intelligence’ network with interesting results. Shane, an 

engaging industrial research scientist, compiled a dataset of hundreds of thousands of beer 

names, encompassing 90 different beer styles which a friend was able to secure from 

BeerAdvocate. 

 

She then plugged the info into a neural network program to see 

what it would come up with, and the results were as random as 

they were sometimes hilarious (Borb IPA anyone? How about 

Red Suck Mas Saison?). 

 

Shane’s story quickly became its own internet phenomenon, and 

like many, we wondered if a brewery would ever end up using a 

neural network created beer name going forward. And now it 

appears that a Michigan brewery has. 

 

According to Gizmodo, Shane has announced that Williamston, 

Michigan’s Old Nation Brewing has actually named a new beer 

with the help of her neural network. The beer’s name, The Fine Stranger, was crafted with 

input from the brewery (who had been struggling to come up with an original name up for a 

hazy Saison they’d brewed) and Shane’s program set at an even higher creative level (we’re 

thinking 11). 

  

Billed as a “blend of New World and Old,” Old Nation’s The Fine Stranger is a hoppy (and 

hazy) 6.7% ABV Saison and the very first beer EVER named by a neural network. 



THE ULTIMATE CRAFT BEER NAME GENERATOR 

 

With more than 5,000 breweries in the U.S., there are seemingly endless new beer releases. 

This crowded marketplace is great for fans of creative and classic beer styles. However, it 

also means that brewers are stuck looking for names that haven’t already been used. When 

we consider the fact that top labels have named their creations “Soft Dookie” (Evil Twin) 

and “Yellow Snow” (Rogue Ales), the situation seems especially dire. 

 

Fortunately, this weekend, the Internet came to the rescue. 

 

Melinda Buttle, co-host of The Great Australian Bake Off, posted a challenge on Twitter: 

“Name your craft beer! It’s the job your granddad did plus a word you don’t fully 

understand. Mine is ‘The Boxer’s Contingency’.” 

 

This rubric proved incredibly fruitful.  Here are some of our favourites: 

 

- The Margarine Maker's Mendacity 

- The Driver's Verisimilitude 

- The Trucker's Entropy 

- The English Teacher's Bemusement 

- The Ombudsman's Ombudsman 

- The Milkman's Hubris 

- Doctor Irony 

- The Art Dealer's Brexit 

- The Quantity Surveyor’s Encumbancy 

- The Bootmaker's Bitcoin 

- Logger’s Neo-Liberalism 

- The Prison Guard's Leviathan 

 

Source: Vinepair, 12 September 2017 

 

 

THE  EUMUNDI  BREWERY 

 

The Eumundi Brewery – now operated by Lion – is back on stream at its original home, the 

Imperial Hotel, Eumundi. A 12hL brewhouse and seven fermenters have been installed, in 

partnership with the pub’s current owners and the first two beers offered are an updated 

version of Eumundi Lager, which was the brewery’s flagship in its previous iteration, and a 

mid-strength Pale Ale. Trial packaging in cans, in conjunction with Gympie-based mobile 

canning company, Craft Punks is planned. Head brewer Chris Sheehan said that Eumundi 

joins a strong craft beer community on the Sunshine Coast, which now has a total of 13 

small breweries. 

 

Source: ABI Digest, 1 September 2017 

 

 



AB  INBEV  BUYS  4  PINES  BEER 
 

Manly-born 4 Pines and the world’s leading brewer, AB InBev, are joining forces, with AB 

InBev purchasing 4 Pines. 

 

4 Pines co-founder Jaron Mitchell says, “The reality is, we did a whip around one Friday 

night during after work drinks at the Truck Bar to see if we were in a position to buy AB 

InBev. We proposed three goats, a toasted sandwich maker and $315 in five cent coins but it 

just wasn’t enough to get them excited. What we did find out was that they were pretty keen 

to buy us.” 

 

The deal will enable 4 Pines to expand its operations and retain and grow their people, 

culture and identity. 4 Pines will continue to create its iconic beer experiences from its 

Brookvale and Manly breweries. The brewers’ joint aspiration is to see the unique 4 Pines 

identity and operations amplified to become locally famous in Australia and globally 

celebrated. The access 4 Pines will receive to AB InBev’s global resources will provide a 

platform to expedite the achievement of 4 Pines’ long term goals of customer & employee 

experience, environmental & social responsibility and innovation. 

 

“When AB InBev first approached I was sceptical and didn’t think much more of it than an 

opportunity to nab some grand final tickets. We’ve spent the last 10 years building a 

business with ideals that have worked for us so far and we weren’t willing to compromise on 

anything. And we haven’t,” Jaron said. 

 

“Our purpose has always been to restore the fun in people’s lives and forever challenge what 

the world imagines business should be. So we will keep doing what we’ve always done, 

except now we are able to realise our long-term goals even sooner and immediately roll out 

some plans that are seriously epic.” 

 

Jan Craps, President of AB InBev’s Asia Pacific South Zone, said he was incredibly excited 

to be partnering with 4 Pines. 

 

“Anyone who knows Jaron and the 4 Pines team know they do things differently, which is 

why we were so interested in teaming up with them. 4 Pines is a truly innovative business 

with a great range of beers, talented people and a genuine, values-driven culture which is 

incredibly important to us.” 

 

“We will support their ambitious plans for the future, using our expertise and capability to 

help them get their exceptional beer to more people in Australia and globally. 4 Pines 

brewers will continue to make beer from their breweries on Sydney’s Northern Beaches, and 

continue doing what they do best – having fun making some of the world’s best and most 

outstanding beers,” Jan Craps said. 

 

The 4 Pines team will be unchanged and management will remain in place to help grow the 

business. 

 

Source: Media Release, 22 September 2017 



2017  CRAFT  BEER  BRANDING  TRENDS 

 

Summer 2017 finds us in an interesting time for craft beer. On one side of the industry, one 

new brewery is still opening every single day across the United States. On another side, 

headline grabbing acquisitions are causing people to re-examine what it means to be “craft.” 

 

Our 2016 craft beer branding trends analysis featured a lot of design work that hinted at a 

brewery’s authenticity (hand-rendered elements, kraft paper, nostalgic, by-gone aesthetics, 

etc.). Now, the idea of authenticity itself is more of an overarching ethos. Not that it always 

wasn’t, but it’s becoming more important than ever as big beer continues its lumbering creep 

into craft’s personal space. 

 

This manifests in many different ways; some subtle, some not so subtle. And it’s an 

interesting way to view craft beer branding because beyond the surface level visual 

aesthetics, you’re able to see how someone is positioning themselves, and the story they’re 

trying to tell. 

 

For this year’s review, we’re digging into some of the more pervasive visual trends we’ve 

seen throughout 2017 and then touching on some non-visual industry undercurrents that are 

driving the aesthetics themselves. 

 

ULTRA CLEAN & MINIMAL (White space abounds) 

2017 has seen dozens, if not hundreds of breweries come to market with ultra clean branding 

and packaging. It seems as if we’re in an arms race to create the most reductive, simplified 

cans and bottles possible. This look is 

signified with a large amount of 

white space, 1 or if you’re feeling 

snazzy, 2 colours, maybe an icon and 

some typography. 

 

This stands out on a busy, illustration 

and colour-heavy beer shelf—for 

now. This look is becoming so 

common that it will likely become the 

norm in a few years prompting a shift 

back to busier, more complex and 

illustrated packaging. 

 

PAINTERLY (Swirly & colourful) 

Swirly and colourful, this aesthetic creates 

sophisticated packaging. We’ve seen it implemented 

to hint at the mercurial element of a beer itself (a 

hazy IPA or crazy Brett experiment, for example), 

and we’ve seen it used to speak to the artistic side of 

brewing. This stands apart from your run of the mill 

craft beer branding, generally speaking to a more 

experienced consumer. 



PATTERNING (A flexible constant) 

Patterning is a fun way of expanding your portfolio while not having subsequent releases 

look identical. Some breweries have 

embraced this for their flagship beers 

while most use it for specialty programs. 

You begin by creating certain constants—

logo placement, beer name and style, TTB 

info, etc. Then, the background is 

completely up for grabs. This can be 

small and intricate or large and geometric. 

Either way, it’s a lively way of standing 

out from the previously mentioned 

minimal and clean packaging that’s 

beginning to dominate off-premise 

shelves. 

 

                                                       LAYERING (Overlap-lap-lap) 

This is more of a design technique than a 

trend, proper, but we’ve seen it so much 

over the last year that we felt it was worth 

discussing. Layering is when you purposely 

overlap elements on your packaging—

typography, colour swaths, etc. to create a 

rich and interesting composition. This can 

have a vintage feel (drawing inspiration 

from Hatch Show Print-esque gig posters), 

or ultra-contemporary (often being used in 

conjunction with the aforementioned Ultra 

Clean & Minimal aesthetic). 

 

DIE CUT (Shapely & unique) 

While cans continue their march toward industry domination, bottles are seeing somewhat of 

a resurgence. We’ve heard a lot of reasons for this—bottling lines are relatively cheap and 

available, bottles are easier to come by in some cases, and there are still a lot of folks out 

there who view putting a well-made beer in a can as sacrilege. 

 

For those who do use bottles, we’re 

seeing a bigger focus on better materiality 

and die cut labels to stand out from other 

‘stock’ offerings. This includes both 

bottle labels (standard and large format 

releases) and the carriers themselves. 

We’re seeing more breweries budget for 

nicer paper labels (like Neenah’s BELLA 

stock), specialty finishes and die cuts out 

of the gate. 



BEER AS ART (Is it beer?) 

While primarily a European design trend, 

we’re starting to see more American 

breweries embrace this playful, artistic, 

somewhat abstract approach to 

packaging. The label art uses loose and 

sketchy illustrations with large colour 

swatches to eschew traditional indexes 

for beer packaging. 

 

 

 

SILVER & SHINY (Addition through 

subtraction) 

It’s a designerly trick to let some of the 

aluminium substrate come through on a can 

design (especially when printing digital sleeves). 

By leaving a bit of the design file clear, you 

effectively add another “colour” to your can. This 

adds some nice dimension to the art and can even 

make it appear as though there’s some metallic 

printing in the mix. 

 

FEMININE (A softer touch ) 

Turns out that there are a lot of women who 

enjoy craft beer. Turns out that women who 

enjoy craft beer enjoy great branding and 

storytelling as much as the bearded dude at 

the end of the bar. Turns out that a lot of 

breweries are embracing these ladies with 

open arms. And the more adroit breweries 

aren’t just making their labels pink. Instead, 

they’re using softer or poppy colours, fun 

illustrations, and even skewing toward beer 

styles that are more sessionable and 

amenable to a newer palate—rosé-inspired 

ales, farmhouse ales, etc. 

 

ART DECO (Here, have a scary angular 

eagle beer) 

We’re not sure why this trend has come back 

into prominence—it could be tied to your 

brewery’s building, your town’s prevalent 

architecture, or even your brewery name. Or it 

could just be your own weird whims (hey 

man, I get it). Either way, we’ve seen a rise in 

Art Deco-inspired branding and packaging 

design throughout 2017. 



This could even be driven by broader cultural happenings like a renewed interest in F. Scott 

Fitzgerald, the Great Gatsby, the Man in the High Castle, and other classic literature. 

 

Now let’s look at some non-visual trends we’ve seen this year. 

 

Healthy Beer (Roller Blades + IPAs for days) 

People are more conscious of what they’re eating and drinking than ever. And thanks to the 

Voluntary Disclosure Initiative, it’s becoming more common for people to see how many 

calories are in their favourite local IPA (usually well over 200, FYI). 

 

This revelation, along with craft consumers’ open-armed embrace of lighter styles like 

pilsners have breweries creating more quaffable styles and even advertising beer on its—

gasp—healthy merits. Over the next few years, you’re going to start seeing some real deal 

breweries making “Lite” beer. And I bet it will sell like crazy. 

 

New is the new best (Out with the new, in with the newer) 

For many craft drinkers, it’s impossible to keep up with new breweries and beer releases. 

There are just so many out there. So they bounce around and try new beers every time they 

go out—I’m guilty of this myself. This is great for the consumer, but not so great for the 

production brewery who wants you to buy a sixer (or three) of their flagship every week. 

 

Across the country, breweries are adapting to this fickle and promiscuous drinker by 

regularly releasing new beers—often as an ephemeral, small batch offering. We’re seeing 

this hit the streets as higher-priced 4 packs with gorgeous, collector-level design work that 

may or may not relate to the parent / flagship brand. Production-wise, this generally means a 

printed sleeve or pressure sensitive label since the goal, beyond making great beer, is getting 

it out at a quick enough pace to stay top of mind. 

 

Line Extensions (A safe-ish bet) 

New brand rollouts can be scarily expensive for any brewery, but more so for regional and 

national players. By the time you’re through the package design process (including design 

fees, registering a new name trademark, printing thousands of cases / cans / bottles / etc.) 

and have planned you’re on and off-premise product launch, you can be looking at a 

staggering number. 

 

And what’s worse is that this can often be a bit of a gamble. New England IPAs are hot right 

now. Will they be hot a year from now? Uncertainty sets in and your mood darkens. Mystery 

abounds. “We can move 500,000 cans, right?” 

 

But there’s a solution. Line extensions! Your wildly popular flagship beer already occupies a 

solid place in your customer’s hearts and minds. Rather than risk rolling out a completely 

new offering that may not land with your current fans, why not add a twist to an old 

favourite—maybe a different hop bill (Aussie hops are in right now), or a different yeast 

(throw some Brett in there), or maybe even give it some seasonal flair? You could even 

consider co-branding or collab-brewing to build on another established group’s brand equity. 

 

Source: https://cododesign.com/ 



BENTSPOKE  NEXT  INTO  SINGAPORE  AIRLINES 

 

Singapore Airlines today announced the introduction of a new craft beer offering on-board 

its flights to and from Melbourne and Sydney. 

 

From Sunday 1 October BentSpoke Brewing Co’s Barley Griffin Canberra Pale Ale will be 

available to First and Business Class customers travelling to and from Singapore. 

 

BentSpoke’s Richard Watkins told Brews News the company had also argued successfully 

that the beer should be available to people flying Economy upon request. “That was a bit of 

a sticking point… you don’t want it to seem exclusive. It’s good to have a little win like 

that,” he said. 

 

The addition of craft beer on Sydney and Melbourne flights follows the recent 

announcements in Perth and Brisbane that local craft beer will also be served on flights from 

the Queensland and West Australian capitals. 

 

Watkins said he was surprised that BentSpoke was selected for both the Sydney and 

Melbourne legs, but its production capability may have played a part. “We had a lot of 

questions about being able to meet supply commitments, so I think that was the thing that 

helped us a little bit is we have a slightly bigger facility,” he said. “When we told them how 

much beer we are selling and the maximum amount of beer we could sell, I think they were 

thinking there’s a fair bit of room to move there if things go really well.” 

 

Watkins said Singapore has forecast it will sell around 1200 cans a week of Barley Griffin, a 

light and crisp session ale that delivers a mix of tropical, grassy and herbaceous hop aromas. 

 

Singapore Airlines regional vice president Tan Tiow Kor said that while BentSpoke is based 

in Canberra, it will not be included on flights from Australia’s capital city at this stage. 

 

“As we already offer our customers a local Wellington craft beer, brewed by Garage Project, 

on our Canberra service, our immediate focus has been on providing a craft beer option for 

our Sydney and Melbourne customers,” he said. “Now that we have secured BentSpoke to 

pour their Barley Griffin Canberra Pale Ale onboard those flights we will begin to explore 

what opportunities there are to provide our Canberra customers with two choices of craft 

beer, instead of one.” 

 

Also this week, BentSpoke launched two new beers in cans as the first outings for its Drifter 

Series of seasonal releases. The beers are low gluten ginger beer and Sprocket, a big and 

hoppy seven per cent ABV pale IPA. 

 

“I can’t think of a better way to get a Grand Final BBQ party started than with a carton of 

Sprocket and a carton of GFG,” said Watkins. “But to really jazz it up throw a slice a lime 

into the Ginger Beer can.” 

 

Source: Brews News, 28 September 2017 



CUB  REDUCES  ABV  ON  MID-STRENGTH  BEERS 

 

Carlton & United Breweries has announced it will reduce the ABV on three of its lower 

alcohol beers. 

 

Cascade Premium Light will drop from 2.6% to 2.4% while Carlton Mid and VB Gold will 

be reduced to 3% from 3.5%. 

 

A company 

spokesman said the 

changes were due to 

consumer demand 

for lower alcohol 

beers. 

 

“We have heard 

from consumers that 

for many low and mid-strength beer drinkers the alcohol content is less important than the 

flavour of the beer and its value. Our brewers are now able to reduce the alcohol by volume 

of these beers without compromising flavour, while continuing to offer consumers good 

value for money,” the spokesman said. 

 

“Consumer trends have been shifting towards accessing products with lower alcohol by 

volume, which are provided by the low and mid-strength beer range.” 

 

The timing of the move is potentially fraught for the ABInBev-owned brewer. The 

announcement comes in the week that the UK division of Molson Coors was accused of 

misleading customers by labelling its Carling brand as being 4% ABV, while claiming 

excise at it being brewed at 3.7%. 

 

The brewer has also suffered consumer backlash in the past for reducing the ABV of its 

flagship brand, Victoria Bitter, from 4.9% to 4.6% ABV, resulting in then-CEO Ari Mervis 

having to issue a public apology under the heading, “We heard you…we’re fixing it.” 

 

The brewer had previously assured customers that despite the changes in strength, the beer 

wouldn’t change any different. Consumers felt otherwise and the changes tarnished the 

brand. 

 

The current changes to the midstrength range would seem to be in a different category. As 

opposed to full-strength products, midstrength beers are sold on lower alcohol being the 

functional benefit of the beers, while VB was always marketed on the tagline, “The big cold 

beer”. CUB has been proactive in announcing the news, which avoids potential criticism for 

introducing the changes by stealth. 

 

Source: Brews News, 1 September 2017 

 



STADIUM  DEAL  LIFTS  GAGE  ROADS  SHARES 

 

Gage Roads Brewing Co shares rose 13 per cent today after the company was confirmed as 

the exclusive beer and cider supplier to the new Perth Stadium. 

 

The appointment was made by Stadium Operator VenuesLive following a competitive 

tender process and is for an initial term of five years. 

 

“I think the state-based local element definitely played in our favour. As you can see in all 

the announcements of suppliers, there is a definite tilt towards WA,” Gage Roads national 

sales and marketing manager, Scott Player told Brews News. 

 

To fend off its multinational rivals, Gage Roads had to demonstrate that it could fulfil spikes 

in demand for its beer and cider, such as 5000 kegs of different products during a cricket 

test. 

 

“That’s the most stressful outcome of a test match is it goes five days and it’s a 

blockbuster,” Player said. 

 

“That’s what they’ve forecast will be the ultimate amount of kegs they’d need. We’ve got a 

fantastic cold store facility in Welshpool and we’ve got the capacity in our brewery to be 

able to live with that, so it wasn’t hard to meet that criteria.” 

 

Perth Stadium will also host state cricket, AFL and other sporting fixtures, as well as live 

music events starting with the Ed Sheeran concert in January. 

 

Player said it is impossible to forecast the total annual volume that the deal could be worth at 

this early stage. 

 

“It’s really speculative… We’re allowing for some serious volume, that hopefully could be 

even more because there are more people trying our beer and cider,” he said. 

 

In exchange for exclusive pourage rights, Gage Roads will provide annual rights fees, 

volume rebates and sponsorship fees to VenuesLive. 

 

“Revenues and costs associated with this agreement are linked to the volumes of beer and 

cider sold, which are contingent upon attendance and number of events held and cannot be 

estimated at this stage,” the company informed the ASX today. 

 

Gage Roads shares went into a trading halt this morning and rose off the back of the 

announcement to a high of 7.9c. 

 

They are currently trading at 6.9c, continuing an upward trend that began with a favourable 

sales result announced in July. 

 

Source: Brews News, 25 September 2017 



COLONIAL  LAUNCHES  SPECIAL  BOMBERS  CANS 

 

Colonial Brewing Co and Essendon 

FC are celebrating their first year of 

partnership with a specially packaged 

beer. 

 

The limited run of Colonial’s 

Draught Kolsch Ale features the 

Essendon logo from the 1970s and 

80s. 

 

Essendon players Michael Hurley, 

Zach Merrett and Matt Leuenberger 

joined the brewers in Port Melbourne 

today to celebrate the launch of the 

collaborative brew. 

 

Fans can pre-order the beer on Colonial’s website. 

 

Source: Brews News, 21 August 2017 

 

INNER  WEST  BREWERS  TO  STAGE  OKTOBERWEST 

 
Hold onto your schooners Sydney! As part of Sydney Beer Week the first annual 

Oktoberwest, the Inner West beer fest, is coming to the Factory Theatre on Sunday 22 

October for a day of specialty brews, live music, 

DJs, games, food trucks and more. 

 

The Festival will mark the official launch of the 

Inner West Brewery Association and celebrate the 

rich culture of Australia’s craft beer capital with a 

curated line-up of brews from seven of the best 

breweries in Sydney – Young Henrys, Willie The 

Boatman, Wayward Brewing Co., The Grifter 

Brewing Co., Batch Brewing Co, Sauce Brewing 

Co, and Malt Shovel Brewery. 

 

Taking place in the heart of the Inner West, 

Marrickville’s Factory Theatre will be transformed 

into the ultimate Beer Garden and Beer Hall, 

boasting entertainment galore across multiple stages. Stay tuned for the soon-to-be revealed 

music lineup of Inner West talent that will keep beer-lovers frothing all day! 

 

Tickets will be available for purchase soon. 

 

Source: Media Release, 18 August 2017 



LION  TO  BREW  BYRON  BAY  OFF-SITE 

 

Lion has announced that Byron Bay Brewery has reached capacity, with kegs and cans of 

one of its beers now in production at West End Brewery in Adelaide. 

 

The Hazy One, a Cloudy Pale Lager, is the first beer that has graduated to off-site 

production, just under 12 months after the brewery re-opened under Lion’s ownership. 

 

“We’ve grown in keg sales – the venue’s obviously selling a decent chunk of the beer we 

brew, but we’ve got Byron Bay on tap in the surrounding geographies, north and south of 

Byron,” Lion general manager of craft, Gordon Treanor told Brews News. 

 

“It’s going really well in those venues and that’s led 

us to the point where we’re at full capacity.” 

 

Treanor said Lion was keen to get on the front foot 

and inform all stakeholders of the development, given 

the controversy that surrounded the move to brew 

off-site under the previous ownership. 

 

“We’ll be very transparent about the fact that the beer 

is being brewed at Byron, but also in other locations 

around Australia,” he said. “We’ll call out that fact clearly and transparently on the 

packaging, as we do with all of our beers.  

 

“It will allow us to share The Hazy One a little bit further afield, and in canned format as 

well. “Cans are nine or ten per cent of total craft volume, so we’re really excited about 

bringing Byron into the can format.” 

 

Lion’s announcement contrasts with the approach Carlton & United Breweries took in 

licensing the Byron Bay brand but concealing the fact it was being brewed off-site. CUB 

was fined $20,400 by the ACCC for this misrepresentation, following a campaign by Brews 

News for the company to improve its transparency. 

 

Treanor said Lion had originally intended to brew and can Byron Bay at Little Creatures 

Geelong, once it outgrew its own facility. 

 

But he revealed the Geelong canning line is already operating 24/7 just to keep up with the 

huge demand for Furphy within Victoria. West End was the only other logical choice, he 

said, because it has the filter bypass and other equipment to brew and can a cloudy beer such 

as the The Hazy One. 

 

Treanor said The Hazy One has consistently been Byron Bay’s number one seller since Lion 

relaunched the brand last year. It will be available in cans in NSW and Queensland starting 

in September. 

 

Source: Brews News, 22 August 2017 



STOMPING  GROUND  IN  MOVEMBER  INITIATIVE 

 

Stomping Ground, together with Kegstar and Bintani, have committed to raise at least 

$75,000 for Movember this year. 

 

During November, the Collingwood brewer will sell 1000 

kegs of its Gipps St Pale Ale, with $75 from each keg going 

to Movember. 

 

Stomping Ground is also launching a #BeerMo beer coaster, 

which will be distributed to all outlets stocking the beer 

through November. 

 

Co-founder Steve Jeffares commented: “Many of our female 

friends and customers over the years have loved the Movember concept and were keen to get 

involved, so our BeerMo initiative with Movember is a fun way for everyone – men and 

women – to help us raise funds and awareness for Movember’s men’s health issues.” 

 

“As a brewery we think we can help create some conversations and we’re very proud to be 

working with Movember.” 

 

Source: BrewsNews, 11 August 2017 

 

 

NEW  BATCH  OF  CROWD  FAVOURITE  BEER 

 

A second batch of the GABS 2017 People’s Choice award winning beer 

from Stockade Brew Co is on its way. 

 

Stockade’s The Mountie Maple Imperial Stout was named People’s 

Choice winner at the conclusion of GABS Sydney earlier this month. 

 

The Mountie was packaged into very few kegs and a hundred odd 

cartons that were sold to selected eastern seaboard retailers after GABS. 

 

“We are looking at expanding this list with the next release of The 

Mountie (due at the end of this month) as we sold out from the brewery 

within just a couple of days,” a Stockade spokesperson told Brews 

News. Poking fun at the Royal Canadian Mounted Police and Canada’s 

love of maple syrup, The Mountie offers strong characters of chocolate, 

raisin and maple. 

 

The Vanilla Malt Thickshake from Pirate Life Brewing came in second 

in the People’s Choice vote, with Lupulin Fog by Akasha Brewing 

Company rounding out the podium places. 

 

Source: BrewsNews, 23 June 2017 



WHAT  NOT  TO  CALL  A  BREWERY:  TRADEMARKS  EXPERT 

 

The safest brand names for breweries to trade mark are those comprised of made up or 

arbitrary words, advises intellectual property lawyer James Omond. Omond, founder of the 

Australian Beverage Trade Marks advisory, said choosing an invented name is the best way 

for breweries to minimise their chances of a costly intellectual property dispute. 

 

“There’s no way that someone else can come up with something similar and have any 

justification for it,” he told Radio Brews News. He said arbitrary names with no beer or 

brewing connection are also a good choice, because they minimise the chances of someone 

else selecting a similar name. 

 

Avoid brewing terms, locations, surnames 

Conversely, Omond said brand names incorporating common brewing terms such as hops, 

mash or malt may be problematic, even if they involve a play on words or technical 

differentiation. 

 

“Although the play on words or the pun might seem a very significant difference to them 

and anyone who knows about brewing, that doesn’t mean that to the general public it’s 

going to differentiate between the two of them,” he said. He pointed to a recent dispute 

between two breweries in Michigan USA that went by the names of Original Gravity and 

Final Gravity. 

 

“Unfortunately you’re either going to end up in front of a trade marks examiner, a trade 

marks officer or a judge and they’re not going to know what the difference is between those 

concepts,” the lawyer said. He said other poor choices are common surnames, because they 

can’t be registered and someone else with the same surname could easily enter the market. 

 

“Geographic names are not great either… if you try and register just the words, you won’t be 

able to get it up,” he said. “People who go down that route, the only way they’re going to get 

their trade mark registered is in conjunction with a logo… it’s the logo that adds the 

descriptiveness to get it past stage one with the Trade Marks Office. 

 

“Even once you’ve got it registered, the problem is that someone can set up five kilometres 

down the road and incorporate the location into their brand. 

 

“You can’t do anything about that… even though you were there first, because it’s not being 

used as a trade mark, it’s being used in a descriptive sense.” 

 

Beer branding fraught 

Omond said that beer presents more intellectual property challenges than wine, because 

there is often a name applied to the beer itself, rather than just a varietal such as pale ale or 

shiraz. “The producers will have their principle brand but then they’ll have a sub brand… 

that from a technical perspective is a trade mark,” he said. “I think producers possibly don’t 

stop to think about that as often.” 

 

Source: BrewsNews, 4 October 2017 



THIRST  FOR  FURPHY  HAS  BREWER  ON  THE  HOP 

 

Geelong’s own Furphy beer has taken Victoria by storm, growing 300 per cent year-on-year 

since its humble launch on a few local taps in 2014. 

 

The beer’s popularity has seen Furphy head brewer Warren Pawsey and his team expand 

their operation at Swanston St’s Little Creatures brewery with a massive $20 million 

upgrade – but Mr Pawsey said even that might not be enough to keep up with demand. 

 

“Three years ago this month we launched Furphy, and we were doing one brew and it was 

lasting five or six weeks. Now we’re doing 20 times that or more” he said. 

 

“We just spent $20 million in the last 12 months putting in new tanks and expanding our 

production capacity, thinking that was going to last us a couple of years, but with the rate 

we’re going we’ll be bursting at the seams.” 

 

Mr Pawsey said they had been forced to massively accelerate their plans, as Victorians of all 

stripes have fallen in love with Furphy. 

 

“We had five year plan, but the uptake is really totally overwhelming,” he said. “We 

originally just did draught, just in pubs in Geelong and in our first month there were 20 

outlets, from that it’s just been just constant growth.” 

 

He said part of the appeal was the beer’s place as a mid-point between mainstream brews 

and some of the craft labels that drinkers might find too intimidating to delve into. 

 

“When we designed it, we wanted to make an easy-drinking beer that appealed to people.” 

“Little Creatures has a lot of hops in it and for someone who’s used to drinking something 

more mainstream that’s a big change,” he said. “We were looking for something that was as 

easy step for people who were into mainstream beer.” 

 

Furphy is now so popular in Victoria that any plans to expand interstate have had to be put 

on hold, as brewers fight just to keep up with demand. 

 

“It’s made in Victoria for Victorians. We’d be crazy to sell it anywhere else if we can’t 

supply Victoria,” Mr Pawsey said. “Anything’s possible, but we’re struggling to keep up 

with Victoria right now, it’s becoming an adored brand here and you can’t be exporting it if 

someone here wants it. 

 

Furphy and Little Creatures marketing manager Ash Cranston said the brand was now “well 

and truly on our way” to becoming Victoria’s most loved beer brand. ”The Victorian public 

have well and truly embraced Furphy – we have seen strong growth since launching three 

years ago, growing 300 per cent year-on-year and are now one of the fastest growing beer 

brands in Victoria,” Mr Cranston said. 

 

Source: Geelong Advertiser, 4 August 2017 



SEAL  FOR  INDEPENDENT  CRAFT  BREWERS 

 

The craft beer waters are muddied with beer giant Anheuser-Busch buying some small 

brewers and private equity firms having a hand in others, the Denverite reported on June 27. 

 

The Brewers Association recognizes it might be difficult for some beer drinkers to know if 

they’re really sipping craft beer. That’s why the Boulder-based promoter of the industry 

unveiled a new seal aimed at identifying beers that are independently produced. 

 

The seal is available for use free of charge by any of the more than 5,300 small and 

independent American craft brewers that have permission from the Alcohol and Tobacco 

Tax and Trade Bureau to operate. Brewers must also meet the Brewers Association’s 

definition of a craft brewery to use the seal, but they don’t have to be members of the non-

profit. 

 

In order to qualify as a craft brewer, breweries have to be less than 25 percent owned or 

controlled by an alcohol industry member that is not itself a craft brewer, according to the 

Brewers Association. Colorado’s largest craft brewery, New Belgium Brewing Co., meets 

that threshold. AB-owned Breckenridge Brewery and 10 Barrel Brewing Co. do not. 

 

Independence has long been a hallmark of the craft brewing industry. 

 

“As big beer acquires former craft brands, beer drinkers have become increasingly confused 

about which brewers remain independent,” said Bob Pease, president and CEO of the 

Brewers Association. 

 

“Beer lovers are interested in transparency when it comes to brewery ownership. This seal is 

a simple way to provide that clarity — now they can know what’s been brewed small and 

certified independent,” Peas said in a statement. 

 

The fight over what kind of beer people are drinking partly boils down to money. Craft 

brewers are fighting to carve out a larger share of beer sales while beer giants are working 

on the opposite end to retain their dominance over the industry. 

 

While small and independent craft brewers represent 99 percent of the more than 5,300 

breweries in the U.S., they make just 12 percent of the beer sold in the country, according to 

the Brewers Association 

 

“Craft brewers build communities and the spirit of independent ownership matters,” said 

Rob Tod, chair of the Brewers Association Board of Directors and founder of Allagash 

Brewing Co. in Portland, Maine. 

 

“When beer lovers buy independent craft beer, they are supporting American entrepreneurs 

and the risk takers who have long strived not just to be innovative and make truly great beer, 

but to also build culture and community in the process,” Tod said in a statement. 

 

Source: e-malt, 29 June 29 – 2 July 2017 



VBLCS  BEER  LABEL  CATALOGUES 

Cairns, Rockhampton and Toowoomba                            28 pages $6.00 

Mildura (Northern Breweries)                              16 pages $3.50 

Northern Territory                              27 pages $6.00 

Kalgoorlie                                26 pages $6.00 

Old Ballarat                     19 pages $4.50 

Sovereign                        9 pages $2.00 

Anchor, Sail & Anchor, Matilda Bay                            18 pages $4.50 

South Australian & Associated Breweries                                154 pages $15.00 

Coopers Brewery                                      130 pages $15.00 

Sanctuary Cove Brewery                      23 pages $6.00                             

Courage Breweries                              $6.00 

Geelong Brewery                           $6.00 

Richmond Brewing Co                          $6.00           

Castlemaine Perkins                 $6.00 

CUB Queensland                           $6.00 

Tasmanian Breweries                 $7.50 

Swan Brewery Co                         $13.00 

Micro Breweries (1st Edition)                         $6.50 

Micro Breweries (2nd Edition)                         $8.50 

Micro Breweries (3rd Edition)                         $8.50 

 

All members please note: When sending cheques or money orders to the Secretary as 

payment for catalogues ordered, please make them payable only to “The V.B.L.C.S.”  Please 

do not make them payable to the Secretary, either by title or by name.  Copies of the Club 

Catalogues are obtainable from Angus MacEwan, 11 Harleston Road, Mt. Eliza, Victoria 

3930.  Ph: 03 9787 0225. ALL CATALOGUE PRICES ARE POST PAID 

 

 

MEETING  DATES  FOR  2017 
 

VBLCS meetings are held at the German Club Tivoli, 291 Dandenong Road, Windsor, 

Melway Ref. 58 G8.  

 

Meeting dates for 2017 are:  

February 12 

April 9 

June 11 

August 13 

October 8 (CUB Brewhouse, Abbotsford)) 

December 10 

 

NOTE: As a general rule the meetings are held on the second Sunday of even numbered 

months. Starting time is 1.00 pm although many members come earlier for socialising.  

 

 



 
 

  
 

 
 

  
 

 
BLACK BREWING CO LABELS 

 


