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PRESIDENT’S  PAGE 
 
It was a cold wintery Sunday so that may have explained why we had a low but enthusiastic 
attendance at out August meeting. Plenty of label hand outs and swapping was enjoyed by 
all. Donald Campbell had a big smile on his face as members loaded up this new starter with 
bundles of labels to keep him busy over the cold and rainy months ahead. 
 
On a sad note I announced the passing of long serving member, Dave Kruger. Dave was a 
lovely fellow and also a past President. Dave travelled a lot with business so his attendance 
at meetings was limited however I was very appreciative of Dave’s distant vision and the use 
of computer technology in developing our ever changing newsletter. I attended Dave’s 
funeral service and passed on the respects of all VBLCS members to his committed wife 
Kath. Kath let me know that she wished to remain a member in our Society in remembrance 
of Dave. Vale David Kruger. 
 
Enclosed in this newsletter is our Constitution revised from our AGM in June. It is our rules 
for managing the VBLCS. Remember, changes are to be in writing addressed to the 
Secretary if members want change to our operations. These will be voted on at our next 
AGM if applicable. 
 
I would like to thank Alan Richards and David Dobney for managing the tender process of 
the Alex Freer collection #2. It was a mountainous effort and very successful. Many 
members both here in Australia and Overseas benefited greatly from the process. I am sure 
this is exactly what Alex wanted and managed professionally. The interest generated 
reflected the extreme passion there is in the hobby and the vast interest in brewing history. 
Although significant income was generated from the process I am committed to ensure these 
assets are protected and generated back into the Society in the interests of all members to 
support this international hobby. 
 
Faster than a speeding bullet, yes it was the release of the Crown Ambassador 2008, 
Australia’s First Limited Release Luxury Lager. RRP $60 it is definitely in the super 
premium range. Is this beer equivalent to Grange? Watch out as if this is testing the market, 
then it is sure to explode. At 9.2% alc. by volume, bottle conditioned, it is not the highest 
alcohol on the market but looks like a level set for this style and niche. Definitely no left 
over bottles or labels available. See full review in the July newsletter.    
 
Did members know we have established a comprehensive Library? Jack Wilks is our 
Librarian and will keep you up to date on new additions and availability. The latest 
acquisition was “Kent Brewery, The Last Shift”. A very moving and personal photographic 
display of the employees at Kent just prior to its closure.   
 
Just a reminder that 2008 /2009 membership renewal is now due and payable. Please 
forward dues to David Dobney ASAP. October is the dead line. Last year a small number of 
members let their payments slip hence the magazine and labels were not issued. This was a 
surprise to some but after three notices we agreed that we are not a charity. Consequently 
please see David as soon as possible.  
 



Seen any new beers or labels recently?  Please advise your Editor or Secretary for us to 
endeavour to obtain copies of labels for members.    
 
Cheers and happy collecting. 
 
Rob Greenaway       
 
Club Tivoli offers a fine restaurant providing excellent German food and a range of 
beverages. Prices are very reasonable and the service is excellent. Give it a try. 
Our next meeting is the 19th October [yes, 19th October due to bookings for the 
Oktoberfest celebrations] commencing at 12.00 am with the meeting and swapping of 
labels and breweriana conducted in a fine social atmosphere.  
 
The formal meeting will start at 1.00 pm. 
 
AUGUST  2008  MEETING  NOTES 
 
The meeting was held at the Club Tivoli in Windsor and commenced at 1.10 pm. 
  
APOLOGIES: 
Bob Kendall, Don & Jill Major, and John Long. 
  
THE CLUB THEN OBSERVED A MINUTES SILENCE IN RESPECT OF THE 
PASSING OF PAST PRESIDENT DAVE KRUGER. 
  
MINUTES: 
The minutes from both the AGM and normal meeting that were held in June were read and 
there was no business forthcoming. 
  
FINANCES: 
A full financial statement was read and tabled for inspection. The statement was moved by 
David Dobney and seconded by Ron Barker. 
David Dobney passed a vote of thanks to Alan Richards for the excellent work that he did in 
organising the Alex Freer Collection #2 tender. Most of the lots were sold with only a few 
odd pieces remaining. 
  
CORRESPONDENCE: 
We received an invitation to attend the Maryborough Bottle Clubs show to be held at 
Carrisbrook on 31/08/08. 
  
GENERAL BUSINESS: 
The changes to the constitution will be sent out with the next newsletter. 
  
The club has offered $100 for 400 Fosters Grand Prix Ball labels and if the offer is 
successful the labels will be distributed to all members via the newsletter. 
  
Rob Greenaway reported that the annual Club overprinted CUB label is in doubt at this stage 
due to a $500 cost that might imposed. 



It was suggested by Mike Bannenberg that some of the boutique breweries be contacted to 
see whether they would be interested in doing the labels. The club would be willing to 
purchase beer from them to make it worthwhile. 
  
George Crompton tabled the usual collection of excellent foreign club magazines. 
  
George Crompton also asked that a catalogue of the clubs library books etc be issued for the 
information of all members. Jack Wilks responded by informing that the list is a work in 
progress.  
  
NOTE: 
THE NEXT MEETING WILL BE HELD ON THE THIRD SUNDAY OF OCTOBER DUE 
TO THE CLUB TIVOLI BEING FULLY BOOKED FOR OCTOBERFEST 
CELEBRATIONS. The date is Sunday 19th of October. 
  
RAFFLES: 
The raffles were then drawn and the lucky winners were -  
1st.  C12  Colin Murphy, 
2nd.  B84  Kimbilee Symon 
3rd.  B83  Gary McNair. 
There were none of the usual in room prizes of bottles. 
  
Twenty one members signed the attendance book. The meeting then closed at 1.45 pm. 
  
I look forward to catching up with everyone at the October meeting. 
  
Angus MacEwan 
 
 

 
 
A display of South Australian Brewing breweriana at the August 2008 meeting. 



AUSTRALIAN  SMALL  BREWERY  UPDATE  -  SEPTEMBER  2008-08-25 
 
Queensland 
 
Mention was made in the July Update that brewing had commenced at the new Blue Sky 
Brewery in Cairns. Subsequently, seven of the brewery’s eight beers were made available to 
invited guests at a ‘preview night’ on 1 August, ahead of a start to trading on the following 
Monday. An official opening is planned for early October. 
 
I had an opportunity recently (in August) to visit the Regatta Hotel in Toowong, Brisbane, 
with the intention of sampling the house brew. I was told that it was ‘temporarily 
unavailable’, as not enough of the beer is sold during the winter months to make brewing 
economical. This confirmed me in my belief that the brewery at the Regatta is no more than 
a marketing gimmick, and not at all a serious beer-producing operation. I had high hopes for 
this brewery when it was revived early last year (see July 2007 Update), but it has been a 
great disappointment, both because of the half-heartedness of its operation, and the mediocre 
quality of its beer. 
 
New South Wales 
 
The new Liquor Act 2007 came into effect in New South Wales on 1 July 2008, allowing 
some breweries to provide tastings and to sell their own products by retail from their 
premises without having to obtain an expensive retail licence. The Little Brewing 
Company at Port Macquarie has, as a consequence, started running tours, and is soon to 
begin selling direct to the public. The Northern Rivers Brewery at Alstonville is the other 
small producer in NSW to benefit from this feature of the new act, which applies only to 
‘non-metropolitan’ breweries, that is, to those outside the Sydney–Newcastle–Wollongong 
region. 
 
Plans for the new $130 million Bluetongue Brewery at Warnervale were released in mid-
August. They will be on display in the foyer of Wyong Council’s office until 19 September. 
The brewery, which is being built by Coca-Cola Amatil subsidiary Pacific Beverages, is 
expected to be completed in 2010. 
 
Victoria 
 
The opening of the new Flying Horse Bar and Brewery at Warrnambool took place on 4 
July (thank-you to Chris Drury for the newspaper report). As mentioned in the previous 
Update (July), the brewery began production early in June. It was intended to have the first 
beer available at the ‘Beer SpecTAPular’ at the Local Taphouse in St Kilda on 22 June, but I 
don’t know whether it was (I couldn’t get there, but maybe other members did). 
 
Tasmania 
 
A rare spectacle was on offer at the St Ives Hotel on Sandy Bay Road on 3 August when a 
crane was used to remove the hotel’s brewery. It was then trucked to a farm near New 
Norfolk, to be put back into production for Ashley and Jane Huntington’s Two Metre Tall 



Company. The St Ives Hotel closed in 2005, but the brewery was revived soon after by the 
Huntingtons, who have used it exclusively during the past couple of years to produce their 
own range of beers under their Two Metre Tall brand. Their beers will return to the shelves 
this Spring. The brewery began operating at the St Ives Hotel in 1988. 
 
South Australia 
 
There are several new South Australian microbreweries in the pipeline, but none has 
emerged in recent months. It will be of great interest to label collectors and beer drinkers 
alike; however, that new brewing company Fresh Cellars has recently been started. The 
company, which trades under the name Brewboys, is a collaboration between Stephen 
Nelsen, resident brewer at the Campus Brewery at Regency TAFE and formerly of the 
Mildura Brewery, and Simon Sellick, formerly brewer at the Port Dock Brewery Hotel in 

Port Adelaide. Their initial range of products 
comprises Maiden Ale (amber ale), Hoes 
Garden (wit bier), Stellar (spiced ale), Seeing 
Double (Scottish wee heavy), and Ace of 
Spades (stout), all crafted at the Campus 
Brewery. 
 
Western Australia 
 
I reported in the July 2007 Update that beer 
production at the Old Swan Brewery in Perth 
had ceased, leaving the central city area without 
an operational microbrewery. Happily, that 
brewery has now been restarted by new owners, 
and three house beers are expected to be on tap 
by mid-September. The place now operates 

under the simpler title of The Old Brewery. Mark Reilly, formerly brewer at Elmar’s and 
assistant brewer at Mash Brewing, both in the Swan Valley, has been hired to make the 
beers, initially a Bavarian-style lager, an American-style pale ale, and northern-English-style 
brown ale. 
 
In some other respects, things are looking a bit grim in The West. Empire Beer Group is 
selling its Colonial Brewery in Margaret River and its Royal Bar and Brasserie in East 
Perth, leaving the company as a debt-free shell. Oz Brewing is selling at least a 49 percent 
stake in its Mad Monk brewery in Fremantle. It remains to be seen what new owners will 
do with these operations. 
 
Readers with information about new Australian small breweries (e.g. your accounts of 
personal visits to new breweries, or discoveries of new products or new brewery websites, or 
newspaper and magazine articles about new breweries, or other such things) are invited to 
share it by contacting the compiler either at P.O. Box 5098, East Lismore, NSW, 2480 or 
brett@australiangoodbeerdirectory.com. Information about many Australian small 
breweries, and links to their websites, can be found at The Australian Good Beer Directory 
(www. agbd.org). 
Brett Stubbs, 25 August 2008 



FROM  THE  EDITOR 
 
It was very pleasing to receive a letter from Soren Kuhlmann, member from Ireland, offering 
a contribution to the Newsletter. A newspaper article about a Guinness TV ad Soren sent can 
be found elsewhere in this issue. I take this opportunity to remind members sending 
newspaper/magazine clippings to include the name and date of the publication. For 
copyright reasons I cannot include articles printed somewhere else without mentioning the 
source. 
 
Below photo shows from left to right: Monsoonal Blonde and Smokey Bishop both from 
Motso’s Broome Brewery; 4 Hop Ale, Porter, Australian Pale Ale and Blonde from 
Billabong Brewing P/L; Iron Bock, Aussie Pils and Hannans from Iron Bark Brewery; Pale 
Ale and Southern White Ale from Tanglehead Brewing Co, all from Western Australia. The 
last bottle is Hoes Garden from Brew Boys in South Australia. 
 

 
 

Brewtopia has 12 different labels called "Inspiration Selection" which they regard as a 
tribute to the inspirational original beers that inspired the beer “Legends” we know, love and 
drink today. Below picture shows (from left to right) Pooheys, Clown Lager, Highagain, 
Skanky Ho-garden, Grimelager, Dumb, Killer, My Sharona Extra, Ruff, F#%&ing Dry, 
Dudweiser and Hoffter’s. 
 

 
 

The photo on the next page shows Robust Porter from Bridge Road Brewers, 
Haagen Blonde from Independent Breweries, FireflyBeer from Fusion Brewing, 
Pepperberry Winter Ale from James Squire and Wahoo Premium Ale from Gage 
Roads Brewing. 



 
Don’t forget that it is your last opportunity 
to pay your membership fees. 
 
The date for the next meeting is changed to 
19th of October. 
 
Many thanks to Rob Greenaway, Angus 
MacEwan, Brett Stubbs, Jack Wilks, Ross 
Mackie and Soren Kuhlmann for their 
contribution to this issue of the Newsletter. 
 
Umit Ugur, August 2008 

 
 
 

REMINDER  FROM  THE  TREASURER 
 
The subscriptions are now due and should be sent promptly to David Dobney, 5/68 Lambeck 
Dve, Tullamarine VIC 3043. Please don’t forget to send your Membership Renewal Form 
together with your payment. 
 
 
LABEL  SELL  BOOK 
  
Message from Clive Windley: 
 
The “Label Sell Book” is under new management as from this issue (September 2008) of 
Beer Label News. Clive Windley will be running the book and he is inviting members with 
labels to sell to send them to him at: 
  
29 Madeline Street, Glen Waverley, VIC 3150  
  
As before, when the Sell Book was run by George Crompton, the labels will be displayed in 
the book and sold anonymously. Labels sent in for sale must be accompanied by a letter 
clearly stating what price is required for a particular label. Labels consisting of a main, neck 
and or back label to be priced as one label and will be sold as such. Money realised from 
label sales will be forwarded to sellers in the form of a cheque. What you get for your label 
being sold will be what you receive by cheque; no money will be deducted for 
administration (as long as my bank continues to offer free cheques). This service has 
traditionally been available only to Australian members owing to the problems with money 
exchange rates and fees, and this will continue to be the case. Please include your full 
address, telephone number and email (where possible) with any labels for sale.   
  
Editor’s Note: The Label Sell Book is not run by or on behalf of the Committee; 
therefore the Committee is not responsible for any dispute arising from the sale of 
labels. 



PUMPKIN  BEER’S  POPULARITY  EXPLODES 
 
Pumpkin beers, formerly a favorite of American colonists, have become a smash with 21st-
century beer aficionados as well. 
 
These days Peter the Pumpkin Eater 
isn’t bothering to put the missus in his 
pumpkin. He’s using his orange orb to 
hold his beer. Yep, pumpkin beer is 
all the rage. Breweries, from the 
corporate giants to two of Missouri’s 
own microbreweries, are crafting 
pumpkin beers and selling them faster 
than you can recite Peter’s ditty. 
 
Tony Caradonna of O’Fallon Brewery 
in O’Fallon, Mo., was the first 
regional brewer to produce a pumpkin 
beer. In 2003 he made about 200 
cases of his seasonal specialty. This 
year he made 10,000 cases. The 
bottles that are left are as scarce as teeth on a jack-o’- lantern. 
 
One sign that pumpkin beers are here to stay: The Brewers Association gave the 14 pumpkin 
entries a subcategory of their own at the Great American Beer Festival earlier this month in 
Denver. In years past, pumpkin beers were lumped in the general category of Fruit and 
Vegetable Beers. And Great Pumpkin, from Elysian Brewing Co. in Seattle, won the silver 
medal in the Fruit and Vegetable category. 
 
Although the colonists, including President George Washington, made pumpkin beer, the 
seasonal brew essentially disappeared from brewers’ repertoire. It wasn’t until 1986 that Bill 
Owens, owner of Buffalo Bill’s Brewery in Hayward, Calif., commercially produced and 
distributed the first pumpkin beer in 200-plus years. Portland Brewing took over Buffalo 
Bill’s in 1997 and continued making the beer using Owens’ recipe. Since then, annual 
production has risen from 15,000 cases to about 100,000 cases. 
 
No other brewers entered the market until 1995, when Blue Moon Brewing Co., an operating 
unit of Molson Coors Brewing Co., launched Harvest Moon Pumpkin Ale. “Craft brewers 
were busy making Oktoberfest and other traditional things,” says Keith Villa, head 
brewmaster of Blue Moon. “We wanted to be doing something with a little twist that people 
liked. The first year we hardly made any. Nobody wanted it. This year we’re close to being 
sold out already.” 
 
Pumpkin beer is turning even skeptics into loyal customers. Jennie Bloomfield, 29, of 
Kansas City, loves anything pumpkin but was skeptical about putting it in her beer. “I’m not 
a fan of fall season,” she says, but pumpkin beer gives her a reason to celebrate autumn. “It 

 



was perfect.” Her current favorite is the O’Fallon, with its hint of spice and subdued 
sweetness. 
 
Caradonna of O’Fallon is flummoxed by the craze. He launched his beer in mid-August, and 
by mid-October the brewery was completely out, although bottles can be found at some area 
stores. “It’s like pumpkin pie in a bottle,” Caradonna says. “It has a gorgeous color and a 
beautiful blend of spices, pumpkin and beer. We’re debating right now how much more to 
do (next year). I’m sure we’ll do more.” 
 

 
 
James Ottolini with St. Louis Brewery, which makes Schlafly Beer, has a theory on why 
pumpkin beers are the buzz among beer aficionados. “They’re fun. Halloween is one of 
those holidays that are fun. Adults might have stopped going door-to-door for candy, but we 
never stopped dressing up. As we grow old, we lose some of the playfulness and magical 
thinking we had as kids. Halloween gives you a permission slip to be funny and silly.” 
 
Schlafly introduced a pumpkin beer last year as one of its four seasonal Special Release 
beers, with predetermined production and prices. “Retailers were asking specifically for us 
to make a pumpkin beer; customers were requesting it,” Ottolini says. “We pride ourselves 
on brewing by traditional style since we’re in St. Louis, one of the beer capitals of the world. 
But when everyone said, ‘You guys should do a pumpkin,’ we put away hesitation and a 
commitment to pureness, since pumpkin beer is not a traditional style, and said,”	 ‘Let’s 
have some fun with it.’ Ottolini decided to go over the top, creating a big beer with 8 percent 
alcohol and a big punch of spices. He describes his version as “getting hit in the face with a 
pumpkin pie, instead of munching delicately.” The punch must be working. Last year 
Schlafly produced 2,400 cases of Pumpkin Ale; this year the brewery made twice that much 

and sold it all. 
 
Some breweries even 
throw full-blown 
pumpkin beer festivals. 
Dick Cantwell, head 
brewer of Elysian 
Brewing Co., started 
throwing pumpkin beer 
parties in Seattle in 
2005. Hundreds of beer 
drinkers line up to 

quaff Cantwell’s golden-hued brews. He produces six, including Hansel and Gretel ginger 
pumpkin pilsner, Dark of the Moon pumpkin stout and Polycephelus, a pumpkin Belgian 



dubbel that’s all pumpkin and no spice. He even finishes some of his beer in a pumpkin. 
Cantwell scorches the inside of a hollowed 100-pound pumpkin with a blowtorch, 
blackening the interior to caramelize the sugars and add toasty charred flavor to the beer. 
The blackening also smoothes and firms the pumpkin’s wall. He then pours in 12 to 13 
gallons of beer and screws the pumpkin top back on with stainless steel screws. He then 
seals the entire pumpkin with beeswax. After fermenting at room temperature for about three 
days, the waxed pumpkin is wheeled into a cold room to chill. At the appointed time, he 

hammers a tap into it and pours. 
 
Chefs at Elysian’s restaurant come 
up with pumpkin-derived dishes — 
pumpkin ravioli, stuffed sugar 
pumpkin and pumpkin soup — and 
entire families dress in costumes. 
“It’s just kind of crazy,” Cantwell 
says. “It seems to capture people’s 
fancy. It’s ridiculous enough to be 
appealing, but it’s good.” 
 
As with any handcrafted ale, styles 
and techniques differ. Cantwell 

uses pureed pumpkin in all stages of the brewing. It goes in the mash, the kettle and the 
fermentation tank. He uses 180 to 225 pounds of pureed pumpkin per 620-gallon batch, 
depending on the style. 
 
Caradonna of O’Fallon also uses pureed pumpkin, while Ottolini uses pumpkin and 
butternut squash purees. Villa of Blue Moon uses essence of vine-ripened pumpkin. 
 
Spicing varies, too. Cantwell uses different spices for different brews. Great Pumpkin 
contains cinnamon, nutmeg, allspice and cloves; the recipe for Night Owl also includes 
ginger. 
 
O’Fallon’s Pumpkin Ale is flavored with a kind of spiced tea made with cinnamon sticks, 
ground nutmeg and ground cloves from a local spice shop. The tea is added to the beer in the 
finishing tank. 
 
Some pumpkin beers taste like you’re drinking pumpkin pie; others are distinctly spiced, 
with a lot of clove, for instance. Brewer of Lukas Liquor suggests buying a variety of 
pumpkin beers and sampling them side-by-side. 
 
“Pumpkin beers always get people’s attention. They have nice amber-orange color and look 
pumpkin-y, and people want to smell them, taste them. There’s something for everyone — 
lightly spiced, heavily spiced,” Villa says. “Some use allspice, clove, nutmeg. Others toss in 
cinnamon. That’s what makes each one different and gives them something somebody will 
like.” 
 
Source: Text by Lauren Chapin, KansasCity.com, 30 October 2007. 



SHOWBAGS  -  $10,000  OF  COOL  BEER 
 
A $10,000 showbag packed with beer will go on sale at the Royal Melbourne Show next 
month. 
 
The Grand Ridge Ultimate Beer and Beef showbag from the Mirboo North brewery, in 
Gippsland, includes a refrigerator with beer tap, 100 stubbies, a freezer filled with beef and 
other vouchers. 
 
At the other end of the scale, a dollar will buy a Blinky Bill showbag and $1.20 will buy 
perennial favourite the Bertie Beetle bag. 
 
The Royal Melbourne Show is on from September 18 to 28. 
 
Source: The Age, 27 August 2008 
 
 
THEME  FOR  THE  NEXT  MEETING  ON  19th OCTOBER  2008 
 
Thanks to those members who brought their South Australian Brewing items to the August 
meeting. The theme for the next meeting on 19th October 2008 will be Power’s breweriana 
items. Members are urged to bring their Power’s labels, coasters, cans, bottles, glasses, 
posters, trays etc for display or swap, sell or donate to other members. 
 

 
 

 

Last  chance  to  renew  your  membership  



POTENT  BREW  OF  NAMES 
 
Herald Sun readers have come up with hundreds of clever suggestions to name a laneway in 
the $800 million project on the former Carlton and United Breweries site. 
 
Grocon is overhauling the 1.8 ha site on the city centre’s northern edge. The construction 
giant wanted to get public feedback to christen at least one of the six yet-to-be-named 
laneways. 
 
The company has already locked in Brewery Lane and Ballarat St. 
 
Among the most popular new ideas were Clydesdale Lane, Draught Lane and Lager Lane, 
while among the cheekier options were Vomit Lane and Belching Place. 
 
Many readers took historical references for their ideas. 
 
One suggested Emil Resch Lane, in honour of the German-born first general manager of 
CUB in 1907. 
 
Mr Resch was asked to leave at the start of World War I as anti-German sentiment grew. 
 
There was also a push for Cohen Lane, after Foster’s director Montague Cohen who 
negotiated the merger of the six independent brewers to form Carlton and United. 
 
And even further back in time was a suggestion for Rosenberg Lane to remember the first 
brewer on the Bouverie St site in 1858. 
 
Another submission was the Madeleine St which was the original name for Swanston St 
north of Victoria St until about 1900. The project site has views down Swanston St and St 
Kilda Rd to the Shrine of Remembrance. 
 
Thos prompted proposals for Anzac Parade, Digger Lane and Shrine View Lane. 
 
A few people proposed Meillon Way-to remember the late actor John Meillon who voiced 
the memorable VB advertisements. 
 
And then there was a call for Jezza Lane-because it was said the best thing to come out of 
Carlton after the brewery truck was Alex Jesaulenko. 
 
A few others drew inspiration from the physical environment. Silver City Lane was one idea 
because the top end of Swanston St was known for the sea of silver casks stored there. 
 
And Bluestone Alley was another, after the building material in the old brewery. 
 
The development will feature five buildings, with apartments, offices, shops and open 
spaces. 
 
Source: Ian Royall, Herald Sun, Saturday 22 March 2008 



 
VALE - DAVID KRUGER 

 
As you have read elsewhere in this newsletter Dave Kruger has passed away after a short 
battle with cancer. 
 
I would like to share with some of my memories of Dave with other VBLCS members.  I 
had known Dave for some time before he joined the VBLCS when a mutual friend told me 
that he was also interested in beer labels. 
 
Dave had been a member of the VBLCS since 1985 and had been a very active member, 
holding positions of raffle co-ordinator, newsletter editor and President (1993 – 1994). He 
introduced the first member’s badges, contributed many articles to the newsletter (much 
appreciated when I was editor). A particular example of his contributions was the four part 
article, ‘Soaking “Mint” Labels Off Bottles’, Vol.20 No.3, No.4, No.5 & Vol.21 No.2. It is 
planned to reprint this excellent article in future issues of the magazine. 
 
On becoming President he introduced the “President’s Page” to the newsletter, something 
that continues today. When I ceased being editor in 1994 Dave took over the job and issued 
many well-produced editions. 
 
For many years, Dave, Alex Freer and myself would meet at Alex’s house on a Sunday 
morning before the club meetings and conduct some club business (no formal committee 
meetings back then) exchange labels, catch up on the latest news, then head off to the 
meeting, held at the Redback Brewery in North Melbourne. Then back to Alex’s for a few 
cleansing ales, or more likely a few stimulating stouts.  Dave and I shared Alex’s enthusiasm 
for the black stuff. 
 
Another collecting hobby of Dave’s was closely related to beer labels but required a slightly 
different approach – Dave collected PUBS! Or more accurately he listed every Australian 
pub he had been in, and had a beer, the vast majority in Victoria of course, and from 
memory it was over 1200. 
 
I accompanied him on some of these trips in the Gippsland area. One pub was the new one at 
Boolarra, some members may have the Strzelecki Brewery issued label “Kelly’s Bitter” (the 
publican’s name was Kelly) in their collection, only available at the pub. 
 
Dave was also a very keen bike rider and rode in many Bicycle Victoria events. Dave 
approached everything he did with enthusiasm and vigour, and was a great innovator,       
and I had many happy times with him. I shall miss him, goodbye Dave. 
 
Jack Wilks 



CRAFT  BEER  SUPERSIZES 
 
Some brewers believe big is best 
 
Brewers often proclaim they are up for a challenge and like to present challenging beers to 
the public. The two factors come together in two new Gage Roads brands, each a limited 
release of 45(H) numbered 750m1 bottles. Because of secondary fermentation in the bottle 
and the hand-dipped wax seals, the ales can he cellared —upright — for up to three years. 
 
The Gage Roads brewers split into the A team — director Bill Hoedemaker and head brewer 
Aaron Heary — and the B team, comprising their four other brewers. They challenged each 
other to brew the better classic beer and ask customers to name the winner. 
 
Gage Roads Trippel (9.8 per cent): The bosses plumped for a Belgian-style Trippel, so 
called because it was the strongest ale in the Trappist monks’ armory. Spot-on ingredients 
keep the deep burnished-copper-coloured ale true to style. Two Belgian yeasts bring banana, 
raisins and bread to the nose and dry, spicy, fruity highlights to the palate. Candy sugar 
heightens the mainly pilsener malt flavours and noble tetnang and hersbrucker hops come 
through as faintly floral hut definitely spicy notes. 
The high alcohol level adds a feisty spiritness and 
length. This special brew, in the golden-waxed 
bottle, is the more challenging of the two because it 
is heavy when it lands. Sip slowly from a goblet 
around 12C. 
 
Gage Roads Saison (5.8 per cent): The style 
chosen by the B team literally means “season”, ale 
designed by Belgian farmers to keep their labourer 
happy by making it not only refreshing but also 
complex, fruity, dry and spicy. According to the 
latest International Beer Club newsletter on a newly 
imported Belgian saison, “much of the flavour 
comes from special top-fermenting yeasts, believed 
to stem from strains used in red-wine production 
and evolving over decades of use in farmhouse 
breweries” .And, as mentioned in this column in 
April, saisons are gaining popularity. 
 
Tasting the brewers’ brew is a pleasure. Zesty from 
bottle-conditioning, it starts with a yeasty, freshly 
picked berry whiff on an earthy base from English 
east Kent goldings hops. This continues in the mouth, balancing the malty fruit flavours. 
Hop spices arrive late with a slightly acidic finish. Recommended food matches: peppery 
and spicy dishes. 
 
Gage Roads is not the first Australian brewery to package beer in stylish, hefty, champagne-
like bottles. The Hahn Millennium vintage ale in 1999 included corked 750ml bottles in the 



breakthrough limited—edition project. A few Matilda Bay specials have been released, but 
the trend seems to have accelerated. Tanglehead brewery brings out a 750ml Christmas Ale 
and this month’s Crown Ambassador Reserve Lager release in an elegant champagne bottle 
only confirms that “bigger is better”. Bridge Road pub in Beechwood, Victoria, also has 
branched out from standard-size “stubbies” with the Chevalier range of classic Euro—style 
beers in 750ml bottles. Three are available from Cellarbrations at Carlisle, Kewdale. 
 
Chevalier Saison (6 per cent) has the straw colour, a heady, grassy, herb-scented and 
faintly doughy aroma, then lots of spice and orange-peel complexity with a refreshing, 
bubbly and enticingly sharp aftertaste. 
 
Chevalier Biere de Garde (7.5 
per cent): A wonderful complete 
ale, though not really fitting the 
long-matured beer style from 
Flanders. Compared with the 
floral, herbaceous, fresh, spring-
like, pale golden European 
version, this one is heavier in 
colour and on the palate and more 
akin to a Christmas ale. It seems 
stronger hut is lower in alcohol 
than the 8.5 per cent of the Trois 
Monts. Rather than herbaceous, 
it’s more plum pudding in aroma 
and flavour. 
 
Chevalier Hefe Weizen (5.2 per 
cent): Sniff this and it’s like 
pushing a banana up your nose; 
the hallmark of the German cloudy wheat style on which Bridge Road Brewery bases the 
ale. Peach and apricot notes pop up as it reaches about 8C perked up with a tart snap. It’s a 
plausible new world stab at a venerated beer. 
 
BrewBoys Stellar (6.9 per cent): From a limited—edition “fun” boutique brewery in 
Adelaide comes a serious-looking 750ml champagne-type bottle of Stellar. The mahogany-
hued beer is described as a “spiced ale of astronomical proportions”. 
 
Source: Article by Vic Crossland, West Australian dated 19.06.2008 
 
Editor’s Note: Original article did not have these photos. 
 
 
BUY  -  SELL  -  TRADE  -  SWAP 
 
Umit Ugur (603) wants to buy/trade labels/collections from Asia, Africa, Latin America and 
Ocenia. His address is: 2 McGahy Court, Templestowe, VIC 3106. 



MOO  BREW  IMPERIAL  STOUT  2007 
 
Moo Brew's new Imperial Stout 2007 Vintage Release is Tasmania's most expensive beer.  
 
Only 672 bottles have been produced, with each 330mL bottle selling for $25. 
 
Owen Johnston, Moo Brew Head Brewer said he hopes the inaugural release makes a lasting 
impression on the mindscape of the consumer and polarises a few opinions.  

 
"Moo Brew's synergy with the Moorilla winery 
has allowed the creation of another challenging 
experience for beer lovers", Mr Johnston said. 
 
"The Imperial Stout Vintage Release is aimed at 
showcasing the use of oak aging, a brewing 
technique that has resulted in a beer style 
previously unavailable in Tasmania," he said. 
 
This release was put into barrel in 2007, and spent 
9 months in French oak barrels, with 3 months in 
bottle conditioning. The bottles are filled, capped 
and labeled by hand. 
 
"This is the first of a series of annual releases. The 
2008 Vintage Release is already in barrel, for 
release next year," Mr Johnston said. 
 
When customers purchase a bottle, they will be 
given the opportunity to register their details 
against their individual bottle number, with the 
option to receive that same bottle number next 
year. 
 
Sales & Marketing Manager Stuart Mitchell said 
the bottle artwork is by artist John Kelly. 

 
"The artwork is titled "Light" - it's a very striking piece. The label sits well alongside Moo 
Brew's four other labels, which also feature original John Kelly artworks," Mr Mitchell said. 
 
Coinciding with the Imperial Stout 2007 Vintage Release is the release of Moo Brew 
Seasonal Stout. Produced specially for winter, the Seasonal Stout has been produced in a 
small quantity, and is being released in keg only. "Customers will be able to try the Seasonal 
Stout at a few select venues, and of course at Moorilla," Mr Mitchell said. 
 
"However, the Imperial Stout 2007 Vintage Release is only available through Moorilla's 
cellar door, and with the small quantity, we expect it to sell out quickly," he said. 
 
Source: Moo Brew Media Release, 23 June 2008 



BREWING  UP  A  NEW  ATTRACTION 
 
The Pyrenees region has long been famous for its wine but one Beaufort couple is hoping to 
add beer to the list. 
 
Three Troopers Brewery is not only hoping to carve out its own slice of a lucrative market 
for boutique beer but also attract more tourists to the region. 
 
Marianne and David Troop are behind the venture which 
was more than two years in development. 
 
The beer was launched last Friday and Mr Troup said he 
was happy what first began as a hobby is now his job. 
 
‘My passion started about 15 years ago when I was in the 
United States travelling,’’ he said. “I noticed a lot of the 
states and cities had their own beer to associate with, and I 
saw this as a great opportunity to not only start a new 
business, but potentially develop a real tourism product.’’ 
 
Mrs Troup said the beer would be sold online and through 
regional restaurants and hotels with their support. 
 
“(David) has always been interested in it and it was one of 
those things that came into his head and he said let’s do it,” 
she said. 
 
‘‘It’s been a lifelong passion. First we will sell it regionally, 
in Ballarat and Ararat and the restaurants in the Pyrenees, 
and then eventually export it.” 
 
Source: Article by James Kelly, Ballarat Courier dated 
29/07/2008 
 
Editor’s Note: Original article did not have the photo. 
 
 
AUSTRALIAN  LABELS  SOLD  ON  eBay 

 
          

The old Australian label shown on right was recently sold on eBay 
for AU$342.88. The label is from the Mountain Brewery at 
Blackheath (Blue Mountains) NSW. The writings around the edge 
states: “This label is the property of the Mountain Brewery 
expressly for invalids & those in delicate health”. The writings 
below the central picture declares that “this pale ale is brewed from 
the celebrated mountain spring water”. The buyer was in Australia. 

 



FOSTER’S  CLAIMS  A  HAT-TRICK  FOR  BRAND 
 
Nine months after it launched a spin-off of its key brand Victoria Bitter into the mid-strength 
beer category, Foster’s Group is claiming the newcomer has boosted its share of the 
$6billion beer market without hurting sales of its classic green-labeled beer. 
 
Foster’s general manager, beer, Peter Sinc1air, said VB Midstrength had lifted the 
company’s total share of the mid-strength category by 1.1 percentage points to about 30 per 
cent and cut archrival Lion Nathan s share by the same amount. 
 
Mr Sinclair said VB Mid had some impact on Foster’s other mid-strength beers, inc1uding 
Carlton Mid, but had mainly stolen sales from Lion Nathan s XXXX  Gold brand, which 
dominates mid-strength segment. 
 
“Although it has cannibalized some of our brands, overall it has increased our corporate 
share [of the category], “he said. 
 
“VB Mid has been the most successful brand launch [for Foster’s] within the beer category 
in the past decade in terms of volume sold during the first six months of its life. 
 
Since May, VB Mid has secured a 7.8 per cent share of the national mid-strength market. 
 
Mr Sinclair said it had particularly slowed sales of XXXX Gold in its stronghold of 
Queensland, where mid-strength products account for60 per cent of total beer sales. 
 
Lion marketing director Brett Grebert rejected those boasts, claiming that VB Mid had not 
affected XXXX Gold, the sales of which had climbed 5 per cent since the newcomer 
appeared. 
 
“Queensland is still a very healthy market for us,” Mr Grebert said. “‘XXXX Gold is 
continuing to grow its share in mid-strength and increasing its lead in the overall [beer] 
category.” 
 
The mid-strength category, which covers beers with alcohol content of about 3.5 per cent 
compared with 4.5 to 5 per cent for full-strength beers, accounts for about 15 per cent of 
total beer sales and grew 8 per cent over the past year. Total beer sales were up 4 per cent. 
 
Mr Sinclair said sales of Foster’s mid-strength brands were growing about 13 per cent. 
Although it had gained a foothold in the mid-strength category, VB Mid is a small player in 
the total beer market, capturing just 1 per cent of sales compared with XXXX Gold’s 
estimated 10 per cent share. 
 
Rival beer marketers claimed VB Mid was hurting sales of the main Victoria Bitter brand, 
the market share of which had declined from 26 per cent to 20 per cent over the past decade. 
(VB Mid was the first big spin-off from the 153-year-old Victoria Bitter brand; Foster’s 
launched a niche product called Victoria Bitter Original Ale in April 2005, but it had limited 
distribution and no advertising.) 



 
 
Mr Sinclair said the marketing blitz for Victoria Bitter over the 2007-08 summer, which 
featured cricketer Shane Warne, had contributed to a 5 per cent lift in the brand’s sales 
during December. 
 
He would not be drawn on sales figures but said overall volumes over the duration of the 
campaign, which-finishes at the end of this month, were tracking strongly. 
 
“What we set out to do, which was essentially to make this our biggest-ever promotional 
program on a [been] brand like VB in Australia, we’ve certainly delivered against,” he said. 
 
Source: Noelle Waugh, The Australian Financial Review, 4.2.2008 
 
 

LABELS  ISSUED  WITH  THIS  NEWSLETTER 
 
Owing to frequent shortages of microbrewery labels and occasional different quantities of 
matching neck and back labels, the labels issued may not be the full published list. 
 
Coopers;  Dark Ale 375ml, 2 varieties body and neck 
                Birell 375ml, 3 varieties body, 2 varieties neck and back. 
                Pale Ale 750ml 2 varieties, 375ml 1 variety body and 2 necks. 
                Premium Light 375ml body and neck. 
                Mild Ale 375ml body and neck. 
                Sparkling Ale 750ml. 2 varieties, 375ml 3 varieties body and 2 neck. 
                Stout. 750ml 2 varieties, 375ml 3 varieties and 1 neck. 
                              
Cascade;  First Harvest, 330ml [body, neck and back] 
                Green, 330ml [body, neck and back] 
                Pale Ale, 330ml [body, neck and back]  
                Stout, 330ml [body, neck and back] 
                Redback Mild 345ml [body, neck and back] Brewed for CUB. 
                Sheaf Stout 750ml body Brewed for CUB 
 
Boags;     JB Premium [body, neck and back] - domestic 
                JB Premium [body, neck and back] - USA Export  
                JB Premium [body, neck and back] - Singapore Export    
 
CUB;       Carlton Light Ale 
 
CUB Kent; numerous issues or reissues following a clean-up of enquiry label stocks 
following site closure.   
  
VBLCS sends it’s thanks to Al Graham, Michael Doulton, Craig Pelton, Bob Manouge,           
Boags Brewery, Coopers Brewery, CUB’s Kent Brewery and Cascade Brewery for 
contributing labels to this issue. 



 

PUB  WITH  NO  GUINNESS! 
 
Villagers depicted in an advertisement for Guinness whooping with joy as a pint appears in 
their remote Andean home had never heard of the brand, do not like it and would prefer a 
glass of lager. Inhabitants of Iruya, a settlement high in the mountains of north western 
Argentina, were nonplussed when they were invited to take part in the £10 million advert; 
the most expensive in Guinness’s history. 
 
Some 1,000 locals are shown cheering as a domino run incorporating tumbling cars and 
furniture goes through their village, but few of them were even aware of Guinness and it is 
not served in any local bars or restaurants. Vicente Apaza, 32, a receptionist at the Iruya Inn 
where some of the film crew stayed, said that villagers favoured local brews such as 
Quilmes or Salta. “People here prefer lager,” he said. “There is a local stout but it’s what 
we’d drink after the blond beers are finished.” The only foreign imports are Heineken and 
Budweiser, he added. “Guinness is not on sale anywhere in Iruya and I must say I’d never 
ever heard of it before. The crew handed round one or two cans to villagers before they left, 
but mine are still in the fridge. I tried some, but didn’t really like it, so I think they’ll stay 
where they are as a keepsake.” 
 
Guinness credits the advert with reviving the fortunes of 
the brand in Britain and Ireland, but admits that the 
residents of Iruya had not been inspired by the five-week 
shoot. Paul Cornell, marketing manager for the brand, 
said: “Sadly the village does not have the infrastructure 
to support our draught products, but Guinness is 
available in other parts of Argentina.” 
 
Cesar Luis Arturo, 36, a cafe owner who appeared as an 
extra in the commercial, said that tourists hoping for a 
glass of Irish stout would be disappointed: “Since the 
advert, people keep arriving to have a glass of Guinness 
in our village, but we cannot give them what they want. 
We had great fun when it was filmed, but now we are 
famous for something we don’t have.” 
 
The advert, called “Tipping Point”, begins with one 
domino setting off a chain reaction. It ends with a 
sculpture made from black and white books that resembles a pint of Guinness being poured. 
Mr Cornell said that he had sought a timeless location rather than somewhere where 
Guinness is actually consumed: “The remoteness and high altitude combined with the 
gradient of the village made it a perfect location.” 
 
The advertisement took three domino experts two days to set up and incorporated 6,000 
dominos, 10,000 books, 400 tyres, 75 mirrors, 50 fridges, 45 wardrobes and 6 cars. 
 
Source: The Killarney Advertiser, Ireland 

 



BEER  O’CLOCK 
 
A European walks into a bar 
 
Beer is big business in Europe with volumes increasing by more than 6% in recent years. It 
plays a central part in many Europeans’ social lives, but its role differs with each country 
displaying its own unique and varied beer drinking culture. 
 
As one of the world’s largest brewers, selling beer in over 60 countries across six continents, 
SABMiller is an industry expert. In Europe alone, the company has 19 breweries, over 
12,000 employees, and last year produced a staggering 7 billion pints. As a company 
committed to understanding consumer behaviour, SABMiller has developed and 
commissioned a landmark piece of pan-European research to reveal the latest beer drinking 
cultural trends in two exclusive reports. 
 
The first report released in January 2008 focused on the etiquette of beer drinking, with key 
findings and each nationality’s idiosyncrasies analysed throughout. This second report looks 
at when and where people are drinking beer, and how patriotism affects their choices. Both 
reports have been developed from research conducted by an independent marketing insight 
and brand development consultancy, Added Value, through online interviews with over 
7,500 people across 15 European countries. A total of 500 people were interviewed in each 
country. 
 
Beer o’clock 
 
When it comes to marking the end of a hard working day, it’s no surprise that Europeans 
like to relax with a beer. What is surprising is the national differences as to when they start 
and finish their drinks.  
 
According to the results, only 10% of Europeans would consider a lunchtime beer, with the 
vast majority opting for a beer after work. In fact, across Europe, Beer O’clock starts at an 
average time of 18:08. Final proof that with age, comes wisdom, as the older generation 
can’t wait to escape to the pub after work with 45 yrs+ having their first beer at 17:49 
compared to 18:27 for 18–24 yrs. The survey also confirms that men are first to the bar. On 
average, they buy a beer earlier than women – 17:57 compared to 18:34. On a typical 
working day, average drinking up time is 22:10 (the time people have their last beer). With 
age comes restraint – those 45 years and over finish early at 21:32 whilst on average the time 
for 18–24 year olds to order their final beer is 22:59.  
 
Lunchtime drinking is perhaps not as popular as it used to be, with only 1 in 10 Europeans 
claiming to regularly drink a beer during lunch. You are least likely to see a Dutch person in 
a pub (2%) and most likely to see the Danes (24%) and the Spanish and Czechs (both 17%). 
 
Dates for the diary 
 
One thing Europeans can all agree on is that they emphatically believe beer can be enjoyed 
every day of the week. Maybe it’s due to that weekend feeling, or catching a match on TV, 
because when it comes to choosing the most popular day of the week for drinking beer, 49%  



of them chose Saturday. While Saturday remains the popular choice for most countries, 
SABMiller research has uncovered that not all of them are weekend beer drinkers. 
 
• Strangely, the most popular beer drinking day for the French is Wednesday, with 36% 
drinking beer compared to 35% on a Saturday. 
• The biggest mid-week beer drinkers are the Spanish – drinking beer more regularly on 
Mondays, Tuesdays and Wednesdays than any other nation 
• Monday is the quietest day of the week, with 28% of Europeans enjoying a beer, compared 
to averages of 31% for Tuesday, 33% for Wednesday and 30% for Thursday. 
• Most Europeans drink beer 2 or 3 times a week (33%), the most frequent beer drinkers 
being the Spanish, of whom 31% drink beer most days of the week. 
• While nearly 10% of Europeans drink every day, the least frequent drinkers are the 
Swedes, with only 8% drinking beer most days. Even so, 41% of Swedes drink beer once a 
week. 
 
Your place or mine? 
 
The Brits would be surprised to hear that Spain is home to European pub culture with the 
highest number of beer drinkers who regularly drink beer at pubs/bars/taverns (81%). 
Contrary to popular belief that Italy is home to wine-lovers, more Italians than any other 
nationality regularly drink beer at restaurants (45%), almost twice the European average. 
The move away from drinking in pubs and bars continues; as our research finds that more 
Europeans drink beer regularly in their homes or garden rather than at pubs, nightclubs, 
restaurants –83% compared 63%. The only countries which preferred to drink outside the 
home were Slovakia, with a small margin (64% off trade v 62% on trade) and Czech 
Republic (75% off trade v 55% on trade). When they are not drinking in their own home and 
garden, you might just find them drinking beers in yours. While 76% of Europeans drink 
beer more regularly in their own home or garden, 37% of them like to drink in someone 
else’s. That’s a lot of dinner parties and barbeques. The social aspects of drinking at 
someone else’s house are more attractive to women, as they regularly drink beer in someone 
else’s home or garden (40% of women compared to 36% of men). This was the only location 
where women drank beer more regularly then men. 
 
The most popular on-trade location is bars/pubs/taverns with 53% of Europeans drinking 
beer in them ‘regularly’. This is twice more than next most popular location, restaurants at 
24%, and much more than nightclubs (12%) and sports events (10%). 
 
Drinking buddies 
 
Beer is certainly a social drink, and we all enjoy sharing an occasion to drink beer together. 
But who do we drink with? 
 
Actually, for Europeans, their loved ones really are their favourite beer buddies. Most beer 
drinking occasions are with their partner (29%) followed by with a small group of mixed sex 
friends (26%). Of all of Europe, the romantic Brits are most likely to drink beer with a 
partner (38%) followed by the Polish (37%), while Danes and Belgians are most likely to 
drink beer with large groups (same sex or mixed sex) – both 9% of occasions. Czech 
Republic is most likely to drink beer with a small group (same sex or mixed sex) – 46%.  



People mostly drink beer with: 
• Small groups in someone else’s home (58%) 
• Their partner at home (42%) or in restaurants (28%) 
• Large groups in nightclubs (21%) 
 
Drinking beer with mixed groups is over twice as popular as drinking beer with same sex 
groups (of any size) – 38% v 15%. 
 
Patriotic tastes 
 
Europeans are patriotic when it comes to enjoying beer – 45% of Europeans prefer beer 
brewed in their own country and only 17% preferred imported beer. 
• Czech Republic is most patriotic with 91% preferring beers brewed in their own country 
• Followed by Belgium (81%) and Germany (79%) 
• Sweden is least patriotic with only 18% preferring beers brewed in their own country 
• Followed by Italy (19%) and France (20%) 
• Patriotism definitely increases with age – 40% of 18–24 yr olds prefer local beers, rising 
steadily across age groups to 49% of 45–60 yr olds 
 
Source: http://www.sabmiller.com 
 
 
DID  YOU  KNOW  THAT? 
 
 

The “joined hands” logo used on Abbotsford Invalid 
Stout labels was first used in 1904 when the 
Melbourne Co Operative Brewing Co was formed. It 
was on Abbotsford Stout, Abbotsford Dinner Ale and 
Abbotsford Invalid Stout. The Latin words “unita 
fortior” which appear under the hands on the 
Abbotsford Stout label mean “United we are 
Stronger”. Carlton and United Breweries kept the 
“joined hands” logo on its Abbotsford Invalid Stout 
labels. 

 
 

Last  chance  to  renew  your  membership 



SPIN  THE  BOTTLE 
 
HOW green is your favourite beer? I mean the environment-friendly, light-carbon-footprint 
variety, not the colour-enhanced stuff you may have drunk celebrating St Patrick’s Day. 
 
The question arises after the launch of Cascade Green, which claims to be Australia’s first 
“100 per cent carbon offset beer”. The brewery claims to have “taken major steps to make 
every moment of the [beer’s] production process as environmentally friendly as possible”. 
 
These are admirable aims but they deserve investigation to separate marketing spin from 
reality. Primarily, Cascade has bought certified carbon credits from the nearby Hobart 
landfill, which burns off methane gas through a flare facility. A big tick there, surely. And 
Cascade Green is a low-carbohydrate beer, which, presumably, means less methane gas is 
produced by consumers. During the past six years, the brewery has managed to cut 
greenhouse gas emissions by i6 per cent and reduced its water usage by 30 per cent. 
 
One concern, however, is the line on the beer’s website suggesting “the Cascade Brewery is 
set in the lush Tasmanian wilderness”. Excuse me, last time I visited the brewery it was still 
in suburban South Hobart and about 100 kilometres from anywhere resembling a wilderness. 
This sort of marketing tosh undercuts sincere attempts to deal with environmental issues. 
 
And let’s examine its claims to be preservative-free and to use glass that is “the lightest 
weight, highest recycled content currently available in Australia”. Both are probably true but 
they neglect important qualifications — namely, that the beer is still presumably made with 
stabilisers and other additives, commonly used by mainstream breweries, and is both heat-
pasteurised and filtered. Both these processes use a lot of energy and Cascade Green is then 
packaged in a slim 33o-millilitre bottle that requires proportionately more energy to fill than 
something larger. 
 
Contrast all this with some local craft breweries trying to reduce their carbon footprint 
without chest-thumping announcements. 
 
Melbourne’s Mountain Goat has installed seven solar panels to preheat water for its brewing 
kettle. The $15,000 investment was subsidised by a 50 per cent government grant but 
marketing manager Cain Hines says it’s a green commitment that will take about 10 years to 
pay for itself. Similarly, the brewery uses more expensive 100 per cent renewable green 
power and collects rainwater off the roof to flush its toilets, which saves about 250,000 litres 
of mains water a year. 
 
Most inventively, it gives its ii full-time employees a ride-to-work incentive of $1.50 a day 
to commute by bicycle.  
 
St Peters Brewery owner-brewer Matt Donelan says all his beers are unpasteurised, 
unfiltered, naturally carbonated and made without additives or stabilisers. As well, they are 
packaged in 64o-millilitre bottles with returnable plastic crates and he gives bottle shops 
reusable three-pack bags to reduce cardboard use. 



 
For glass recycling, Australia should look to Europe, where standard bottles are reused 
multiple times. In Australia, however, every bottle is crushed, melted and remoulded, which 
uses more energy than washing, sterilising and rinsing bottles before refilling. 
 
The Lobethal Bierhaus in the Adelaide Hills has a brilliant solution to takeaway sales, which 
it packages in two-litre glass “growlers” with rubber seal and flip-top lid. The charge is 
$37.50 initially, then $20 to refill for repeat customers. Co-owner Alistair Turnbull reckons 
between “50 and 75 per cent” of customers have returned for refills. 
 
Source: Willie Simpson, Sydney Morning Herald, Tuesday, 25 March 2008 
 
 
CRUZIN  COOLER 
 
Cruzin Cooler combines two basic necessities of life - the ability to have cold food or a 
beverage handy along with the means to get somewhere, without walking. With modern 
technology, the Cruzin Cooler is light-weight and comes in various colours and is available 
in the electric model, with approximately 15 kilometer range.  
 
The cooler is light enough to be driven OFF ROAD to a location and then picked up and 
carried. The cooler can be used for sporting events, races, camping, golf or even a family 
picnic. Marine use will be popular for the cooler allowing you to take your fish/drinks/food/ 
ice to and from your boat with powered assistance and braking. Simply ride or power your 
way up and down ramps.  
 

There are virtually hundreds of uses for 
the new coolers. This is one of the most 
exciting and innovative products to hit the 
Australian market in years. What better 
way to impress your mates with a Cruzin 
Cooler for a birthday present. Even better, 
using the Cruzin Cooler as a raffle prize at 
the footy or cricket club is likely to be 
more exciting than the old meat tray!!  
 
The Cooler comes in 2 models – 
 
300 Watt model with a top speed of up to 
18km and 2-4 hours of average run time 
500 Watt model with a top speed of up to 
18km and 2-4 hours of average run time – 

BUT with much better towing capacity of the Cruzin Coolagon  
 
The Cruzin Cooler is very popular amongst the Grand Prix and V8 Supercar fans. Just 
another excuse to stand around a new motorized product and discuss new ways in which this 
product can be of practical use. RRP A$495.00 including GST. 



RAFFLES 
 
As at August 13th, the following members have credit as listed: 
 
Jim Halsall   Feb 2010 
Alan Colclough  Feb 2010 
C. Groothaus  Feb 2010 
Bruce Lorish  Dec 2009 
David Ellison  Aug 2009 
Spiros Repousos  June 2009 
Alister Graham  June 2009 
Seigfrid Matz  June 2009 
Scott Mathers  April 2009 

Larry Ross   April 2009 
Rod Hogan   April 2009 
Craig Pelton   April 2009 
Sue Plant    Feb 2009 
Mick Davis   Dec 2008 
Wayne Richardson  Dec 2008 
Colin Murphy  Oct 2008 
Francois Simon  Oct 2008

 
In the October raffle 1st prize will contain a MAC’S Sparkling Pale Ale (pre – 1961). 
Second prize will contain a similarly dated MAC’S Extra XXX Stout. 
And staying in Queensland, third prize will feature a Bulimba Lager also of similar age. 
  

 
 
In addition, all prizes will contain the “LAGER BIER” label (shown in the newsletter, 
March 2008  17th page) plus the matching neck label, and some mid 1960’s 13 1/3 
 & 26 2/3 fl. Oz. labels from various breweries 
 
All prizes will contain over 100 labels, a selection of Australian, New Zealand and various 
overseas labels.   
 
Tickets are $1.00 each with a maximum of two tickets ($2.00) per member. Available from 
Jack Wilks 65 Tiverton Drive Mulgrave Vic. 3170 or at the October meeting.  
 
Don’t forget the meeting is on the NINETEENTH of October. 
 
 



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 Breweries                 94 pages $13.00 
Sanctuary Cove Brewery         23 pages $6.00           
Courage Breweries                $6.00 
Geelong Brewery                 $6.00 
Northern Brewery                 $5.00 
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  2008 
 
VBLCS meetings are held at the German Club Tivoli, 291 Dandenong Road, Windsor, 
Melway Ref. 58 G8. 
 
Meeting dates for 2008 are: 

February 10 
April 13 
June 8 

August 10 
October 19 

December 14 
 

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. 



 
 

AUSTRALIAN THEMED LABELS FROM USA, UK & INDIA 


