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PRESIDENTS  PAGE 

 

G’Day 

 

Our April meeting was again an active event with lots to swap and plenty of freebies on the 

table. The highlight was to see our good friend, Keith Deutsher, fit and well after an accident 

just before Christmas. Good to see you on all six cylinders Keith. 

 

Our June meeting is our AGM and I was reminded it is our 45th Anniversary. 45 years is a 

long existence for any Society but credit should go to the Committee members past and 

current, the long standing relationships developed by the foundation members with 

breweries and friendship provided and maintained by many members within Australia and 

overseas. To celebrate this event, Michael Bannenberg has offered to design a 

commemorative label and Thunder Road brewery through Phil Withers has offered a 

commemorative beer. Those people wishing to get a bottle [640 ml] of the special brew, it 

will be available at our AGM. A donation of $5 per bottle will go to the Children’s hospital. 

Interstate members are to arrange pick up. 

 

As there have been no nomination to fill the VBLCS Committee positions I am pleased to 

advise, your Committee is happy to stand again for 2017 / 2018. I would like to give David, 

Angus and Umit a special thank you for supporting me over the many years as President and 

the professional approach they have in running the activities. I would also like to thank Alan 

Richards, Phil Langley and Michael Bannenberg for the specific tasks they perform and help 

share the workload. Without their willingness to be involved we would not survive another 5 

years to reach that major milestone. 

 

Thanks to those members that took time out to vote for LOTY 2016. The winner of the 

George Crompton [Major Brewery] 2016 award goes to James Squire, “The Constable 

Copper Ale” and the winner of the Alex Freer [Boutique Brewery] 2016 goes to Nail 

Brewery in Western Australia for “Beazle 2015”, both brewers won comfortably. These 

awards are appreciated by the brewers and are proudly displayed at their venue. It also helps 

us seeking labels for Society members. Thank again. 

 

Reminder, check those bottle 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. 

Until next time we meet. 

Cheers and best wishes 

 

Rob Greenaway. 

 

 

Our next meeting will be at the German Club Tivoli on the 11th June 2017 

commencing at 12.00, midday. Our formal Annual General Meeting will commence at 

1.00pm followed by our standard meeting. 



An enjoyable meeting will be had by all plus a door prize will be given to a lucky 

attendee.  People can arrive early and swap those hard to get labels and items of 

breweriana. The sell books and the free tray of labels are very actively sought. Why 

pay “eBay” prices when you can get them for next to nothing. 

 

 

APRIL  2017  MEETING  NOTES 

 

The April 2017 meeting was held on Sunday 9th at the Club Tivoli in Windsor and 

commenced at 1.00 pm. 

 

APOLOGIES 

Angus MacEwan, Umit Ugur and Graeme Crompton 

 

CORRESPONDENCE  

Nil. 

 

MINUTES 

The minutes of the previous meeting held in February, were read and accepted. 

 

FINANCES 

Our treasurer David Dobney delivered a full financial report which shows that we are in a 

sound financial position. 

 

GENERAL BUSINESS 

- Label of the Year 2016 was closing after today’s meeting. The President thanked all those 

that submitted their voting slips. 

- 45th Anniversary – It was agreed that we celebrate this event by a special issue. Thunder 

Road Brewery has offered to supply an Anniversary brew, packaged into 600ml bottles 

(48pcs) and labelled for availability to members. Michael Bannenberg offered to design a 

suitable label and arrange printing for purchase by the VBLCS for its members. Should be 

available at our AGM in June 2017 

- Froth magazine is a very good read, distribution extended, available at Dan Murphy’s and 

craft brew shops. Some spare copies were picked up at the meeting however there is a 

website to arrange availability of past and future copies. 

- Crazy Horse brewery Williamstown product is being bottled at Red Duck. 

- 150 Lashes new release (we have 1 variety for club distribution) the label with number 1 to 

left corner. Other variants are numbered 2,3,4 with different text; 2 and 3 are difficult to 

locate. We believe there may be no’s 5 and 6 to be issued. 

- Hop Thief also has 6 different variations in text. 

- James Squires “Mid River” only available through website MoCu.com.au. There may also 

be variations in numbering with this beer type label as well, no. 4 has been issued. 

- Moon Dog’s Love Tap will change with the inclusion of the new address being 17/23 Duke 

Street Abbottsford shown on the label. We do not expect another 25 different varieties 

however a single pig design.   



As at the time of the meeting there were no nominations for VBLCS Office Bearers for 

2017/2018 other than the current Committee who are willing to continue their specific 

responsibilities. 

 

RAFFLES  &  PRIZES 

The lucky door prize went to Michael Bannenberg. 

 

Club Raffles. 

E65 Keith Deutsher  C46 Laurie Clarke 

F01 Peter May . TAS  F16 Norman Dodgson  E70 Norman Dodgson 

  

The meeting closed at 1.30 pm with 21 members signing the attendance register.  

The next meeting will be our AGM on 11th June 2017 at Club Tivoli. 

 

David Dobney for Secretary Angus MacEwan 

 

MURBAH  SWAMP  BEER  COMMEMORATED 

 

Stone & Wood has brewed a beer in honour of the infamous Murbah Swamp Beer incident. 

 

On Good Friday in 2001, a truck carrying over 40,000 bottles of beer ran off the road and 

crashed into a river along Tweed Valley Way in Murwillumbah, where Stone & Wood’s 

production brewery is now located. 

 

The locals of the town nicknamed ‘Murbah’ took the clean-up into their own hands with a 

mission to rescue the beers from the river. The salvaged beers were dubbed ‘Murbah Swamp 

Beer’, appropriated from the Malt Shovel Brewery initials on the bottlecaps. The news made 

national headlines and was immortalised in the below short film that was a Tropfest finalist 

in 2002. 

 

To commemorate the Murbah Swamp Beer incident, Stone & Wood has brewed an 

exclusive Pilot Batch that will be tapped at its Murwillumbah Brewery Open Day on 

Saturday March 4. 

 

“Here at Stone & Wood, we love a good story, especially one that brings the community 

together,” Stone & Wood said. “Our fourteenth Pilot Batch is a German Kolsch. We crafted 

a light, refreshing well-balanced beer to enjoy on a hot day.” 

 

Stone & Wood’s Murbah Open Day runs from 11am to 5pm on Saturday March 4. A gold 

coin entry donation will support local charities The Wedgetail Retreat and Tweed Palliative 

Support. 

 

There will be brewery tours, entertainment (Dos Loona, Holly Tapp and Tim Schou), food 

(JR’s Smokehouse, The Backyard Chef, Keith Coffee & Barber) and drinks ($5 beers, water 

and soft drinks), as well as some fun for the kids. 

 

Source: Australian Brews News, 3 March 2017 



FROM  THE  EDITOR 

 

I’ve just come from a 16-day holiday in Vietnam, Laos and Cambodia – three countries 

where beer is literally cheaper than water. As the weather was also hot (30+ oC), a couple of 

cans/bottles of beer at lunch and dinner was the order of the day. Vietnam is a beer lover’s 

heaven. The day we landed in our first stop, Ho Chi Minh City (Saigon), I found myself in a 

boutique brewery called Pasteur Street Brewing Co thanks to my son who found it on the 

internet. There were 12 beers on tap 11 of which were available as part of tasting pads: 

Passion Fruit Pale Ale (4%), Jasmine IPA (6.5%), Spice Island Saison (7.2%), Coffee Porter 

(6.5%), PSBC Double IPA (8.7%), Pomelo IPA (7%), Kolsch (4.6%), Double Mocha Porter 

(10.5%), ESB (6.6%), Watermelon Wheat (4.5%) and Vienna Lager (5.5%). Cyclo Imperial 

Chocolate Stout (13%) was awarded Gold by the World Beer Cup and only available by the 

glass. We tasted all 12 of them. 

 

In Vietnam we visited Saigon, Mekong Delta, Hoi An, Hue, Halong Bay and Hanoi and had 

many bottles of Tiger, Larue, Halida, Saigon, Ha Noi and Dai Viet beers. 

 

     
 

In Luang Prabang (Laos) we had the familiar Beer Lao as well as their new beer 

“Namkhong”. 

 

In Siem Reap (where Angkor Wat is in Cambodia), the most popular beer was Angkor beer.  

We also had Cambodia beer and Kingdom Beer. 

 

We had our last dinner of the holiday in Siem Reap Brewpub which had five different beers 

on tap: Blonde Ale (4.5%), Golden Ale (5%), Honey Weiss Wheat Beer ((5.5%), IPA 

(6.5%) and Dark Ale (6%). Naturally we had a tasting pad for all of them. IPA and Dark Ale 

were very good. 



  
 

Thanks to Rob Greenaway, David Dobney, Phill Langley, Alan Richards and Wayne 

Richardson for their contribution to this issue of the Newsletter. 

 

Umit Ugur, April 2017 

 

 

GABS  TO  SHOWCASE  180  FESTIVAL  BEERS 

 

Each year since 2012, the GABS Beer, Cider & Food Festival has set out to create an 

unforgettable and fun experience that shares a love of craft beer and cider with as many 

people as possible. 

 

The event has been described by influential US magazine The Beer Connoisseur as “one of 

the best beer festivals in the world” and in 2016 GABS attracted more than 32,000 people, 

up 22% in Melbourne and Sydney, and with the addition of Auckland, the total visitor 

numbers were up 42% year on year. 

 

So, what’s in store for Australasia’s premier beer festival this year? 

 

More Festival Beers & Ciders. 

A key point of difference to the GABS experience are the ‘Festival Beers & Ciders’, where 

leading brewers and cider makers from Australia, New Zealand and around the world, create 

a unique beer or cider especially for the festival. 

 

Served from distinctive 40ft shipping containers converted into bars, the Festival Beers & 

Ciders are hugely popular with event goers, and in fact many brews – such as Yeastie Boys’ 

Gunnamatta Tea Leaf IPA, La Sirene’s Praline Belgian Ale, Two Birds’ Taco, BrewCult’s 

Milk & Two Sugars Imperial Milk Stout and Big Shed Brewing’s Golden Stout Time – have 

gone on to enjoy great critical and commercial success following their launch at GABS. 

 

While breweries are encouraged to be creative, some take it even further and last year’s 

Belly Button Beer from 7 cent Brewery and Robe Brewing’s Ambergris Ale, made 

essentially from sperm whale vomit even made global headlines. 



 

In 2017, GABS is growing this popular concept further and introducing a third container bar 

at GABS Melbourne and Sydney, allowing up to 180 Festival Beers and Ciders to be 

exclusively launched at GABS. 

 

It’s more than a beer festival… it’s an experience. 

The GABS Festival is also about the experience, the entertainment and ‘spectacle’ of it all, 

and every year the team strives to take the ‘spectacular’ to a whole new level. 

 

GABS run in five-hour blocks or ‘sessions’. During each session, a variety of unique 

entertainment is scheduled to surprise and delight punters. In past years, highlights have 

included an indoor ferris wheel almost 30 metres high, incredible circus and acrobatic acts, 

as well as an array of roving performers and a hugely entertaining ‘house band’. 

 

In 2017, GABS is again looking to take the entertainment offering to new heights (literally). 

Atop the shipping container bars stages will be built for dramatic live performances. Think 

of costumed acrobatic artists atop sway poles circling 9 metres above customer’s heads, 

precision Taiko drummers booming from container to container, or perhaps an operatic duo 

reaching a soaring crescendo. Brief, incredibly high impact performances that will amaze the 

entire festival audience. 

 

And then on the event floor, there will be a number of mini stages featuring solo circus 

performances interspersed between the container top acts. Again, awesome feats of skill that 

culminate in a ‘wow’ moment are the order of the day. 

 

And finally, roving performers will bring the show right to the punters table. These include 

the perennial house band ‘The Ale Capones’, a highly engaging four piece who really know 

how to work the GABS crowd. Imagine a thousand people singing along to ‘Livin’ On A 

Prayer’ and you’ll get the picture. 

 

This is a significant part of the event, and drives home the ‘good times’ vibe of great beer, 

good company, and an unforgettable experience. 

 

What it means? 

For discerning drinkers, both new and old, GABS is a true celebration of craft beer and cider 

creativity and diversity, as well as the stories behind the products and the craft breweries. 

For some, it’s an introduction, for others a journey, and for all, it’s an incredibly fun festival 

experience. 

 

GABS Melbourne, 19-21 May 2017, Royal Exhibition Building, Carlton 

GABS Sydney, 27 May 2017, Sydney Showground, Olympic Park 

GABS Auckland, 16-17 June 2017, ASB Showgrounds, Greenlane 

 

Tickets: On sale 16 March in all cities 

 

Source: http://gabsfestival.com/ 

 



BUCKET  BOYS  ADDS  DISTRIBUTION  ARM 

 

Sydney retailer Bucket Boys Craft Beer Co is building its own distribution portfolio, the 

next step in its bid to create a truly multi-faceted beer business. 

 

Bucket Boys Distribution now represents brands including Morrison Brewery and Bruny 

Island Beer from Tasmania, Victoria’s Blizzard Brewery and Valhalla Brewing, as well as 

Pact Brewing of Canberra. 

 

“It was always part of the plan, from the beginning,” Bucket Boys co-founder Johnathan 

Hepner told Australian Brews News. 

 

“Distribution makes sense, because there’s so much competition in bottle shops and there’s 

so little margin. It allows us to get beers here that no-one else has, it also allows us to add 

another revenue stream. 

 

“And from a beer standpoint it’s really fun to bring in new beers and be involved directly 

with the brewers,” he said. 

 

Hepner said other Sydney bottle shops were initially standoffish when presented with a suite 

of products being wholesaled by a retail competitor. 

 

“The simple fact is that we’re treating the distribution like a separate side of our business. 

The Bruny Island beers in our store sell for the same price that [retailers] Beer Cartel would 

sell them for, or Oak Barrel would sell them for,” he said. 

 

“We’re not undercutting anybody, so in that respect the competition stays the same. I feel 

like we’re adding value to the market by bringing new brands in. 

 

“I feel like it should be a community, the same way the breweries are a community. They 

support each other and go to each other’s events. The bottle shops should be the same way. 

 

“There’s not enough room for us to be infighting. We should all be fighting the big guys. 

One of the ways to do that is to keep bringing in stuff the big guys can’t get,” Hepner said. 

 

Soon to be added to Bucket Boys’ portfolio are Tasmania’s Little Rivers Brewing Company, 

Last Rites Brewing Company, Ocho Beer, Fox Friday Craft Brewery and Hobart Brewing 

Company, with some international brands also on the cards. 

 

“The idea was always to import beer, it’s just going to take a bit more time than we thought, 

because it’s going to cost a bit more money. We want to make sure we do it right,” Hepner 

said. 

 

Bucket Boys beers 

Meanwhile, Bucket Boys is continuing contract production of its own range of beers on a 

small pilot system at Willie The Boatman in Sydney. 



Bucket Boys Rice Lager and New England IPA will both be packaged by East Coast 

Canning next month. 

 

“We’ve also got a collaboration with Illawarra Brewing Company being packaged today, it’s 

a kettle soured XPA,” Hepner said. 

 

“Any collaboration that we do, has to be able to be packaged, because we’re a bottle shop 

first and foremost.” 

 

Bucket Boys bar 

The retailer has also applied for council approval to open a beer-focused small bar above its 

Marrickville shopfront, which Hepner hopes will be up and running within the next six 

months. 

 

“Our goal really is to become like [Danish brewer] Mikkeller. We want to have bars, bottle 

shops, we want to do a lot of collaboration beers,” Hepner said. 

 

Bucket Boys Craft Beer Co is located at 300 Illawarra Rd, Marrickville. 

 

Source: Australian Brews News, 21 March 2017 

 

 

BROO  MUST  SPEND  BIG  IN  CHINA 

 

A significant marketing investment will be required for Broo Ltd to successfully launch its 

beer in China, according to a local industry expert. 

 

Broo Ltd today announced that its Chinese production partner Jinxing Beer Group had 

started production of Broo Premium Lager. 

 

“The final packaging design for Broo Premium Lager in China has been slightly altered 

from the Australian format to better suit the Chinese market and further enhance the Broo 

Ltd iconic kangaroo logo,” Broo informed the ASX. 

 

“The ABV has been reduced from 4.6 per cent to 4 per cent to represent the changing trend 

in Chinese consumer preferences.” 

 

Broo’s much vaunted kangaroo logo will not on its own guarantee success in China, 

according to The Minh Nguyen, managing director of Bevex Marketing in Shanghai. 

 

“I think that heavy marketing investments are needed to push the product,” he told 

Australian Brews News. 

 

“Australia is not a country famous for beer, contrarily to Belgium and Germany. What is the 

unique selling proposition? Having a kangaroo is not enough… The product attribute (taste 

profile) will probably be similar to that of other lagers,” he said. 



Nguyen, formerly of AB InBev and organiser of the Beernanza beer festival, estimated that a 

beer launch on this scale would require a minimum marketing investment of 10 Chinese 

Yuan ($1.90) per case. 

 

Broo’s distribution agreement with Jinxing was based on the sale of five million cases in the 

first year, which on Nguyen’s calculations amounts to a required marketing investment of 

$9.5 million. 

 

Broo’s Initial Public Offer raised a total of $10.5 million. The company has since announced 

the $1 million acquisition of Mildura Brewery and the $2 million acquisition of a site in 

Ballarat, where it intends to build a $100 million brewery. 

 

Pricing, distribution key  

Nguyen said a typical marketing strategy would be a 70/30 split between trade marketing 

(customer discounts and rebates for wholesalers) and consumer advertising. 

 

“China is a very price conscious and surprisingly fragmented market, consequently pricing is 

very important, contrarily to other countries where the distribution network is more 

concentrated with a few distributors and more direct selling,” he added. 

 

“Distribution in China has more layers (master distributor, first tier distributor and second 

tier distributor), consequently road to market strategies are more crucial in China. 

 

“Will the pricing strategy be good enough to persuade the distributors to push the product? If 

you are selling at a low price point and the distributors get an even smaller margin, then 

maybe they would prefer to sell a product at a higher price point with bigger margins.” 

 

Crafting path into China  
Several Australian craft beer brands are also trying their luck in China. Little Creatures 

recently announced plans to open a second brewpub in Shanghai. 

 

In February, Austrade and three Australian breweries – Kaiju!, Australian Brewery and Nail 

– visited four major Chinese cities to showcase their wares to buyers. 

 

But Nguyen said craft beer is a different proposition to that of Broo, albeit with its own 

challenges. 

 

“I think that Broo and Australian craft beers do not have the same positioning,” he said. 

 

“Craft beer is still a growing segment that will take years to grow because consumers have 

to get used to the new tastes. 

 

“On the other hand, lager beer is readily available in China and some brands generate a huge 

volume.” 

 

Source: Australian Brews News, 21 March 2017 



BROO  SETS  ITS  SIGHTS  ON  CREATING  THE  WORLD’S  

GREENEST  BREWERY 

 

Broo Limited has announced that it is working with environmental scientists and is planning 

to establish the world’s greenest brewery – Broo at Ballarat. 

 

The brewer said it has identified “a number of key technologies” that will enable it to build 

the $100m brewery. The new brewery will provide ongoing employment for up to 100 

people and is projected to provide a $28m tourism boost to the region every year. 

 

Broo has spent around $2.16m to acquire land within the Ballarat West Employment Zone, 

to construct the brewery, which will include a visitor centre, museum, brewing experience 

tour and open space entertainment zones.  

 

Speaking about the brewery proposal, Broo’s Founder and CEO, Kent Grogan, said: We are 

delighted that we will be able to start producing Broo beer at our own plant.  

 

“The addition of Broo at Ballarat to our recent acquisition of the Mildura Brewery will allow 

our two flagship beers, the Broo Premium Lager and the Australia Draught to appear in 

many more stores throughout Australia, and will allow us to fill the increased demand that 

we are beginning to see for our product.   

 

“We are committed to integrating a raft of state-of-the-art environmentally sustainable 

technologies that will help preserve our environment, conserve our resources and use our 

energy efficiently to reduce greenhouse gas emissions and enable carbon neutral beer 

production.” 

 

The key technologies at the new site include:  

- A sustainable water source; 

- Waste solids to energy production; 

- Efficient and best practice waste water treatment and recycling technologies; 

- Green, renewable electricity sources. 

 

The brewer said that by using these and other water efficiency measures it is aiming to 

drastically reduce the current ratio of needing five litres of water to make one litre of beer, 

which the brewer says will save 300m litres of water a year. It will also install on-site solar, 

wind turbines and bio-gas to make all the electricity used at the brewery 100 per cent 

renewable, greenhouse gas free and carbon neutral. 

 

As well as being environmentally friendly, the new brewery will bring employment to the 

area, a fact welcomed by Jaala Pulford the Minister for Regional Development. 

 

“From 100 jobs to be created during construction and ongoing employment, as well as the 

value-add to the local economy, Broo at Ballarat will have a significant impact on the 

regional economy,” Pulford said. 



“Regional Development Victoria advise us to expect the potential for upwards of 75,000 

domestic and 25,000 international visitors per year to the region, providing an increase in 

tourism with an estimated value to be $28m per annum, which is an incredible boost to our 

local region.” 

 

Construction for the brewery is expected to commence in February 2018. 

 

Source: The Shout, 20 February 2017 

 

 

1837  SYDNEY  INDIA  ALE 

 

The Beer For India That Never Was 

 

On December 25, 1837, a detailed proposal was published in the Sydney Herald to set up a 

brewery to export beer to India. The story is of interest not just on general historical 

grounds, but because it contains a suggested recipe for the beer. 

 

First, it should be said that while Australia periodically was suggested in the 1800s as a 

source of supply for India, no beer of any significance was sent there until WW I when a 

sizeable contract was landed due to interruptions of supply from Britain. At that time, Indian 

breweries, in Muree and elsewhere, were established, indeed since the last decades of the 

1800s, so the market would never be what it was when the Burton brewers dominated the 

trade. Also, the beer sent finally was lager, not the pale ale which was legend of the 

Indiamen trade. 

 

The rationale in the article was that the beer in India was too expensive and the quality could 

be bettered. This kind of statement, written by a hard-headed trader, tends to counter further 

the inherited perception that pale ale in India was some kind of madrigal of the Indian drinks 

cabinet. In fact, it sometimes came sour or cloudy (this has been documented by beer 

historians) and was sold at a loss. 

 

Still, the popular, or informed-popular, view persists that the beer was something special 

when perhaps the truth was more that people took what they could get. 

 

Sydney is about 5000 miles from Calcutta, further than the London trip, so it may surprise 

that Sydney was seen as a likely place to challenge English brewers. Perhaps the trip was 

cheaper due to being a “straight shot” or other factors. 

 

The following article appeared in The Sydney Herald dated Monday 25 December 1937 

(page 3, under heading: India News, The Beer Market): 

 

“Some time ago, we published an extract from a Calcutta paper containing a proposal to 

capitalists there, to establish a brewery at Sydney, for the supply, principally, of the India 

market. It appears that the malt liquor used in Calcutta is imported exclusively from 

England, and the writer of the article which has already appeared in our columns undertook 

to show, from a professed intimate knowledge of the subject, that, as the climate of India will  



not admit of the brewing of beer, that article could be had much cheaper and better than any 

imported from England (where it is made up for the market) by establishing a brewery at 

Sydney. The suggestion appears, not unnaturally, to have been unpleasing to the Calcutta 

beer merchants; and, accordingly, in reply to some adverse remarks, the writer of the former 

article again appears, in a rejoinder, published in the Englishman of the 5th July last. 

Without at present offering any opinion of our own, as to details, we will merely observe that 

the discussion itself goes, so far, to prove our repeated assertion that the attention of other 

countries is daily directed to this Colony, in some shape or other…” 

 

I expected to see a mid-1800s pale ale formulation, thus insisting on pale malt. In fact, the 

recipe is not a pale ale recipe, at least as I apprehend it, but it has some elements of a pale ale 

recipe. The key to it is when the writer says he wants a beer which is “not particularly pale”. 

Reading the recipe as a whole, it is clear that the meaning of this is, not that he wants 

(necessarily) a darkish beer, but that he wants an ale attenuated less than pale ale, and 

possibly stronger. “Pale” meant dry, in other words. 

 

The recipe ferments at 34 brewers pounds per barrel, using 13 barrels of strong wort 

resulting from combining the first two mashes. It ends at about 10 pounds (inferred after the 

cleansing stage which starts at 16 pounds), which in gravity terms is OG 1095, cleanse at 

1044, finish at 1027, respectively. In alcohol, that’s about 9.32% abv with a lower 

attenuation than pale ale, 71%. But he wants a beer – and says as much – that would equal or 

better the Indian average on abv. Presumably the voyage would add a bit of alcohol and take 

down the rich taste a bit, perhaps to a level he envisioned as ideal for the destination. 

 

I think he was looking for a much richer taste than the lean, brett-influenced taste of long-

stored and shipped IPA. The richness of English ale was probably a cherished memory for 

many who tasted Hodgson’s and Bass’s produce and they yearned for something different, 

or at least, an alternative. 

 

This recipe would provide that, however, would it fret – re-ferment and spoil – on the trip 

over? He doesn’t address that other than to require a few days working out so the beer would 

purge of yeast. This was to ensure a relatively stable product when loaded on the ships. But 

still. 

 

No hops information is given, the boil stage is omitted, probably from space limitations. We 

can only guess whether a level suitable for mild ale or pale ale was used. I’d think the former 

given he says “not too pale” and the dislike of the “made-up” taste. 

 

Finally, his grist is all-malted wheat. This is unusual and would not of course have been seen 

in England. Perhaps there wasn’t enough malting barley handy to Sydney then. Australia did 

later grow good malting barley, and still does. Working with an all-wheat mash would surely 

have entailed problems of mash drainage given wheat doesn’t have the thick husk of barley. 

But presumably he had a way around that. The article stresses the experience of this brewer 

and the recipe certainly shows that. 

 

Who will brew the Aussie beer for India that never was? Call it 1837 Sydney India Ale. 

 

Source: http://www.beeretseq.com/ 



TWO  BIRDS  ADD  TO  RANGE  WITH  A  NEW  PALE  ALE 
 

The team behind Two Birds Brewing, Danielle Allen and Jayne Lewis, have celebrated their 

recent brewery expansion with the release of a new Pale Ale. PALE is a five per cent ABV, 

28 IBU Pale Ale with additional oats, which Allen told TheShout, help to bring a roundness 

to the beer. 

 

"We’ve gone for a New World-style pale and to us that means super-pale in colour and it’s 

hazy from the addition of flaked and Golden Naked oats, which are the two different types 

of oats in there,” said Allen. 

 

“The reason we added the oats is because they give the 

beer a nice smoothness and roundness. Then in terms of 

hops we’ve got Amarillo, Australian Cascade and 

Mosaic and those have given the beer nice pine and 

tropical notes. So that’s the kind of beer we were trying 

to make.” 

 

After releasing the Oaty McOatface Pale Ale as a limited 

edition beer last year, the pair tweaked the recipe for 

PALE, as Allen explained. 

 

“We were getting a lot of requests to do a Pale Ale 

coming through and we kind of dipped our toe in the 

water last year and tried it out as a speciality. So this is a 

slightly tweaked version of the Oaty McOatface beer that 

we did towards the end of last year. 

 

She added: “The joy of having our own Tap-Room is 

that we get direct feedback from the public as to how a 

beer is perceived, how it sells and what people think of it. So from Oat McOatface, we’ve 

actually increased the percentage of oats, increased the hopping and also changed around the 

hops that we used. We got to see how it turned out, and then worked on the characters that 

we wanted to keep and the other characters that we wanted in there.” 

 

And with a portfolio of core beers that includes a Golden Ale, Amber Ale and the Taco 

Beer, Allen told TheShout that she feels PALE is a perfect fit for Two Birds. 

 

“We started with a Golden Ale and we did that because there were so many Pale Ales 

around at that time, this was five years ago, so we wanted to stand apart from the crowd and 

have better chance of securing taps and shelf space if we had something that was slightly 

different and at the time, that was a bit of a niche style. We do like to be a bit different. 

 

“So we’ve got the Golden, which is obviously our star performer and we continue to love 

adore and drink every day. Next up came the Sunset, which is an Amber Ale, which were 

around but not as popular as they are today. So the Pale complements the range in the sense 

that Pales are something our customers continuously ask for and we’ve recognised that and  



this a really good rounding out to our range, our target market and our drinkers and where 

we see ourselves fitting into the craft scene.” 

 

The brewery expansion recently completed by Two Birds has seen the addition of a 12-head 

bottling line at the brewery, which allows the company to both bottle and keg its beers now. 

Allen added that they will be doing both with PALE, as they look to push the beer in both 

the on- and off-premise. 

 

“We don’t have any exclusive plans at all. But of course we have to build up, so first of all it 

will start to trickle through our independent customers in New South Wales and Victoria. 

That includes both on-premise taps and bottleshops and then hopefully it grows in demand 

from there,” Allen said. 

 

And with the brewery expansion now complete Allen told TheShout that Two Birds is now 

really looking forward to a bumper year. 

 

“This year is a real pinnacle moment for us as we have our own bottling line and we have 

our own brewery, so hopefully it is a case of watch this space. We have got so many exciting 

beers to make and we just continually work hard to get that beer out to as many people as we 

can and just educate them about beer and the wonders of it.” 

 

Two Birds PALE will be available from bottle shops and on tap nationally from today, 

retailing at $21.99 for a six-pack. The launch heralds a revamped look and feel for the Two 

Birds brand, with each of the core ranges featuring new look illustrations that depict its 

origins and flavour profile. The full roll-out will take place throughout 2017. 

 

Source: The Shout, 16 February 2017 

 

 

WILD  YEAST  FINDS  A  HOME  IN  MARRICKVILLE 

 

The latest addition to the beer scene in Sydney’s inner west is Wildflower Blending & 

Brewing, which will be making beers exclusively with native New South Wales yeasts. 

 

Wildflower has been founded by Topher Boehm, who moved from Texas, USA, Australia in 

2009. He studied physics only to develop a passion for brewing, which he pursued 

professionally at Flat Rock Brew Cafe and Batch Brewing Co in Sydney. 

 

“At each of these breweries I further honed my process and technique for better, more 

consistent results; however, somewhere along the way I fell deeper and deeper into going 

back to the start in order to make my beer. The origin of my water, my malt, my hops but 

mostly my yeast,” he wrote in a recent blog post.“When I started to make wild ales with 

native New South Wales yeasts in 2014, my early beers were unlike anything I had ever 

tasted. At that point, I had tried a fair share of beers made with wild yeasts from other parts 

of the world and these were admittedly similar; however, there were elements entirely new 

to my palette, things I had never smelled or tasted in any beer to date.” 



Boehm spent an extended period in Northern 

France and Belgium during 2015, taking an 

internship at Brasserie Thiriez in Esquelbecq, 

France. 

 

“From there I was lucky enough to visit and spend 

time with a whole number of influential producers 

across Wallonia,” he says. 

 

Following years of small scale trial brews using 

wild yeast captured in his travels throughout 

regional NSW, Boehm settled on a favoured strain 

that will be the foundation of his beers at 

Wildflower Brewing and Blending. 

 

Gold, Amber and table 

Currently he makes his wort off-site at Batch and transports it to Wildflower’s own 

Marrickville premises where it undergoes fermentation and maturation in neutral French oak 

sourced from Orange wineries including De Salis, Canobolas-Smith and Ross Hill. 

 

He will then blend his array of ferments to arrive at three beers simply named Gold and 

Amber and a table beer, which currently has the working name House Wild Ale. 

 

All are stylistically influenced by French and Belgian farmhouse ale styles, but Boehm shies 

away from calling his own beers ‘farmhouse’. 

 

“I view farmhouse as a method of production, not a style. Farmhouse beers are brewed on 

farms,” he told Australian Brews News. 

 

The Gold and Amber respectively are an homage to Saison and Biere de Garde, while the 

table beer is a low alcohol product that will not go into oak. 

 

“It is loosely a grisette. It’s three per cent ABV and very bitter, 35 IBUs, so it’s nice and 

refreshing, and very well carbonated,” he said. 

 

All beers will be sold only in bottles, which Boehm will be pouring into beautiful custom 

glassware for visitors at Wildflower’s rustic cellar door, a former metal foundry that features 

stools he has fashioned himself from barrel staves. 

 

Otherwise he plans to wholesale his beers to bottleshops and restaurants, where he hopes 

their food friendly attributes will find favour with sommeliers. 

 

Wildflower Brewing and Blending will be open on Saturdays, starting sometime in April. 

Keep an eye on its website for the launch date. 

 

Source: Australian Brews News, 3 March 2017 

 



PIRATE  LIFE  RELEASING  THREE  BIRTHDAY  BEERS 

 

Pirate Life Brewing is launching three new beers as part of its second birthday celebration, 

to be held on March 5 at the Gilbert Street Hotel in Adelaide. 

 

The new beers are an interesting mix of styles; debuting at the birthday bash will be a saison, 

a Mosaic IPA and an apricot Berliner Weisse, Pirate Life Brewer Jack Cameron told Beer & 

Brewer. 

 

While the Mosaic IPA and the apricot Berliner Weisse will be made available in kegs 

nationwide, the saison is extremely limited and only a few kegs will be distributed 

nationally. 

 

The saison is the second release from Pirate Life’s ongoing collaboration with Barossa 

Valley-based Tomfoolery Wines. Ageing the beer in Tomfoolery Young Blood Grenache 

barrels for around eight months, Cameron says the result “kind of tastes like a Riesling and a 

Chardonnay combined, so it’s pretty different to be honest”. 

 

The Mosaic IPA is a “bit of a tribute” to the Mosaic hop: “Mosaic plays a big part in our 

pale ale and also our IIPA and we’re big fans of the beer, so we decided lets do a single-hop 

IPA to just showcase this hop,” Cameron said. “That one’s going to be sitting at about 7.2 

per cent.” 

 

The third beer is an apricot Berliner Weisse, which comes with a quirky backstory. 

 

“Back in November when South Australia had a massive storm and we lost power for about 

12 hours, we had just mashed in a brew and were kind of stuck with it there,” Cameron 

explains. 

 

“There were really two options of either putting it down the drain or leaving it in there for a 

couple of days and letting it go sour, which we’ve always wanted to do. 

 

“We probably turned a shit time into a good time with this Berliner Weisse. We put that in 

the barrel for a few months and it’s just come out, and we’ve [also] got 300kg of fresh 

apricot from the Riverland in South Australia, and currently it’s just sitting on the apricots. 

 

“We then brewed a second batch of the Berliner Weisse a couple of weeks ago that we’re 

just going to blend with the other batch.” 

 

For now the three new brews will remain as keg batches only, with the brewing of further 

batches provisionally based on customer feedback. 

 

“I think with the Berliner Weisse that’s probably something we might only do once a year,” 

Cameron added. “The Tomfoolery obviously is an ongoing collaboration but we’re just 

doing each beer once, so this one we’ll release now and we’ve got another in barrel that will 

be released in the middle of the year.” 



With the Mosaic IPA the most obvious candidate for future canning, Beer & Brewer asked 

Cameron if plans to do so were already in the works. 

 

“If something turns out as good as we hope it does, there’s always a good chance we’ll put it 

in cans at some point pretty soon,” Cameron said. 

 

The second birthday party will return to the Gilbert Street Hotel, the site of Pirate Life’s 

launch and first birthday party and loyal supporters of the company from “day one”. 

 

“We close down the street next to the Gilbert Street with bands, DJs, food trucks. We had 

about 2000 people last year so hopefully it’s going to be bigger and better,” said Cameron. 

 

Source: The Shout, 16 February 2017 

 

 

FERAL  BREWING’S  NEXT  BREWPUB  SERIES  RELEASE 

 

Feral Brewing Company’s latest Brewpub Series release – its 7.5 per cent Imperial Red IPA 

called Fantapants – will now be bottled and available in select independent liquor stores and 

venues across Australia from early March. 

 

Feral’s nationwide IPA showcase is a tribute to the growing demand for IPA’s in the 

Australian craft beer market, as evidenced in the recent GABS Hottest 100 Aussie Craft 

Beer Poll in which 24 of the beers were IPA’s. 

 

“Who would have thought we would have venues knocking down our door to showcase 16+ 

of our IPA’s on tap at one time,” says Feral’s National Sales Manager, Steve Finney. “The 

consumer is far more adventurous than five or even two years ago. 

 

“Hop Hog has morphed into what we now consider a big American style Pale Ale. 90 per 

cent of consumers still consider Hop Hog to be a very challenging beer, but with time and 

the evolution of our consumer’s palates, we are now able to brew, release and sell bolder, 

hoppier, dryer, higher ABV IPA’s.” 

 

Feral’s IPA showcase begins on February 23 in WA, and in the eastern states a week later on 

March 2. 

 

The Brewpub Series bottles and brings some of Feral’s unique and small batch brews (which 

might usually be available only at their flagship Swan Valley brewery and a few of 

Australia’s top beer venues) into the hand of the consumer.  

 

Stockists and dates for the wider release of Fantapants (available in 330ml glass bottles) will 

be announced on Feral’s website in early March. 

 

Source: The Shout, 22 February 2017 



NEW  JAMES  SQUIRE  MID-STRENGTH 

 

James Squire is having a second crack at a mid-strength craft beer, a genre that is not 

without its challenges for brewers. James Squire Mid River is a full-flavoured pale ale that 

follows the 2013 launch of The Constable Copper Ale. 

 

The predecessor was brewed in the style of an English Ordinary Bitter, which James 

Squire’s Martyn Ferguson said had delivered some learnings for the team. 

 

“Although it was a good tasting beer, the darker style Copper Ale beer and navy blue 

packaging suggested to drinkers that it was a more challenging style, but more Australians 

want something a bit more crisp and refreshing from their mid-strength beer,” he said. 

 

“We are taking what we know from 

recent experimentation in our James 

Squire brewhouses and we are 

excited about this new beer, which is 

low in alcohol but high in flavour 

and refreshment. 

 

“We’ve also looked at price this 

time. The Constable was line priced 

with the range as we felt craft 

drinkers wanted style and flavour 

above all, with ABV being less of a 

priority. 

 

“This new beer is accessible in flavour with a price to match, which will reduce the 

perceived risk for people to try it.” 

 

With nine James Squire beers competing for heavily sought after tap points, Constable was 

deleted in August last year however the pack still remains in market. 

 

“In Queensland, the country’s largest mid-strength territory, deleting our mid-strength tap 

offering was a challenge, as the customers at our Brisbane brewhouse were asking for it,” 

Ferguson said. “As such we set our with our senior brewer Robert Freshwater (the creator of 

150 Lashes) and our Brisbane brewhouse to create a new mid-strength brew dubbed Mid 

River.” 

 

The name Mid River refers to the location of Squire’s Malting Shovel tavern, which was 

about halfway between Sydney Cove and Parramatta. “We brewed it as a lager and a pale ale 

over the last few months to see what we preferred and we settled on this particular Pale Ale 

brew,” Freshwater said. 

 

“There was a desire to move towards a light colour profile and a different malt background 

while also achieving a balance/harmony with the hopping rates used. I think we’ve come up 

with a really solid beer that will appeal to ‘crafties’ and mid drinkers alike.” 



Flavoursome mid-strength 

Freshwater said flavoursome mid-strength beers are a challenge for brewers, because alcohol 

is a driver and enhancer of flavour and also contributes palate mouthfeel in its own right. 

 

“What we have done in this instance is to raise the residual body of the beer to assist with 

this mouthfeel when the alcohol background is subdued,” he said. “Lightly roasted malts 

(Vienna and Munich) were also used in greater amounts to enhance malt character.” 

 

The hop bill pairs German varieties Hallertauer and Spalt with America’s Mosaic, Citra and 

Northern Brewer. 

 

“I’ve always liked the German hops for their herbaceous/ spicy characters and have used 

them in this brew at kettle cast-out,” Freshwater said. “US hops are well known for their 

fruit and citrus characters and these have been used in the dry hopping process.” “These 

different hop attributes merge to add complexity and flavour development.” 

 

A limited release beer, Mid River is now available on tap in James Squire brewhouses and 

online in packaged format exclusive to MoCU. 

 

Source: Australian Brews News, 6 March 2017 

 

BEER  WITH  A  DASH  OF  SHIRAZ 

 

White Rabbit Brewery is teaming up with Provenance Wines for a unique dinner set to celeb 

rate the culmination of a new beer containing shiraz grapes. To create White Rabbit Sour 

Red “Grand Cru”, the 100 per cent barrel-aged beer uses local Spence Shiraz grapes added 

to beer and aged in ex-wine barrels. 

 

White Rabbit head brewer Jeremy Halse said the beer had been evolving in barrel since 

vintage in April 2016. 

 

“Our friends in provenance provided us with three tonnes of hand-picked shiraz grapes, 

which we then added to beer in barrels. Evolving beer in a barrel is part science, part art and 

part luck, but the most important skill to deploy in this process is patience,” he said. “For our 

normal Sour Red we would blend 20 per cent of our barrel beer with a fresh, young beer. 

With the Grand Cru we’ve taken 100 per cent straight from the barrel, so you get the purest 

experience of our 2016 vintage.” 

 

The brewers and winemakers will explore the interconnected worlds of beer and wine at the 

upcoming Wines and Hop Vines four-course dinner at the White Rabbit Barrel Hall on 

March 1. 

 

Jeremy said he and proprietor-winemaker Scott Ireland will speak about fermentation and 

flavours the grapes and barrels have imparted. 

 

Source: Geelong Advertiser, 23 January 2017 



 

  
 

 

  
 

 

  
 

 

  
 

 

  



   
 

   
 

   
 

  
 

  



BALLARAT  BIDS  TO  BE  CRAFT  BEER  CAPITAL 

 

Ballarat’s brewing credentials have been further bolstered by government funding to 

establish an Australian Craft Beer Centre of Excellence. 

 

The Andrews Labour Government today announced a $500,000 grant for the private facility, 

“creating 25 new jobs benefiting beer enthusiasts, locals and tourists alike keen to sample 

the regions finest brew [sic]”. 

 

The initiative is unrelated to Broo’s $100 million Ballarat brewery, which supposedly is also 

in line for government support, details of which are yet to be revealed. 

 

The Centre’s director and founder is Brian Taylor, owner of the Hop Temple beer bar and 

restaurant in Ballarat, which opened in 2015. 

 

“It’s come out of a Destination Management Plan that was done in 2014 by an independent 

company, that earmarked that Ballarat has a great opportunity to run a Craft Beer Excellence 

Centre,” Taylor told Australian Brews News. 

 

Craft beer capital 

Ballarat Regional Tourism commissioned the Destination Management Plan, released by 

Melbourne urban planning consultancy Urban Enterprise in March 2014. 

 

The document identifies the Centre of Craft Beer Excellence as one of nine priority projects 

for the Ballarat region. 

 

“Craft beer is a growth industry, with revenue generated increasing at more than ten per cent 

per annum over the past five years,” the 2014 document says. 

 

“This can be seen in the constantly expanding range of breweries, specialty beer stores and 

pubs offering extensive ranges of tap beers. 

 

“Although interest in specialty beers has grown significantly, no Victorian destination has 

taken ownership of it as a key tourism product, such as wine in the Yarra Valley, creating an 

opportunity for Ballarat.” 

 

Project worth $1.25 million 

Taylor himself will put $750,000 into the project, which will be supplemented by the 

$500,000 grant from the Andrews Government’s Regional Tourism and Infrastructure Fund 

(RTIF). 

 

Minister for Regional Development Jaala Pulford and Member for Wendouree Sharon 

Knight today visited Hop Temple as the plan was unveiled. 

 

“This project combines two of Victoria’s greatest passions; jobs and beer,” Pulford said. 



“We’re accelerating the delivery of investment ready, high impact tourism projects that will 

help drive visitation to regional Victoria – creating jobs and boosting the economy.” 

 

Brewery on site 

The Australian Craft Beer Centre of Excellence will include a craft brewery, a beer tasting 

and bar area, a teaching space and a function area. 

 

“A key feature of the Centre will be the ‘brew space’, where small brewers will be able to 

receive advice on how to improve their brewing technique, develop their business and test 

the market which will help niche brewers expand,” the government’s press release says. 

 

The centre will work closely with Ballarat’s Federation University, a leader in brewing 

education, to develop short training courses to be delivered through the new facility. 

 

More the merrier 

Taylor said the Ballarat region has a burgeoning craft beer scene thanks to the recent 

openings of Cubby Haus Brewing and Athletic Club Brewery, which join established players 

in Red Duck Beer and O’Brien Beer. 

 

He said this will be reputation will be further boosted by the Centre, along with the high 

profile Ballarat launch of Broo. 

 

“I haven’t had any discussions with them [Broo] as such, but Ballarat’s a hot topic at the 

minute when it comes to beer,” Taylor said. 

 

“The more the merrier – this is all about bringing people to Ballarat. We want to make 

Ballarat seriously the capital of craft beer in Australia.” 

 

Source: Australian Brews News, 1 March 2017 

 

 

TASTE  TEST  BIG  BANGER  THEORY 

 

Blackman’s Brewery is set to unveil its Juicy Banger IPL next week. 

 

Hopped up like an IPA with the body of a dry lager, brewers said it is big on aroma and 

juicy flavours with the crisp finish of a lager. 

 

It’s a banger and we can’t wait for you to wrap your lips around it,” they said. 

 

“Over the next six months we’ll be releasing three new beers as part of the Blackman’s 

Lager Collective. All three beers will be lagers-but we’ll be showcasing three very different 

styles of lager-the first is Juicy Banger.” 

 

The release is at Blackman’s Beer Bar, Geelong on March 16. 

 

Source: Geelong Advertiser, 9 March 2017 



BATTLE  OF  MANNERS  STREET 

 

The Battle of Manners Street refers to a riot involving American servicemen and New 

Zealand servicemen and civilians outside the Allied Services Club in Manners Street, 

Wellington, New Zealand in 1943. The club was a social centre, open to all military 

personnel. 

 

In 1942–44 there were anywhere between 15,000 and 45,000 American servicemen 

stationed in New Zealand, most camped around major urban centres of the country. Many of 

the American servicemen were coming from major American urban centres to New Zealand, 

which in 1943 was an isolated country with only 1.6 million inhabitants. 

 

Many New Zealand men, especially soldiers serving overseas, resented the popularity of 

these American ‘bedroom commandos’. The ‘American invasion’ led to a clash of cultures. 

Romantic liaisons developed between American troops and New Zealand women, and about 

1500 New Zealand women married Americans during the war. 

 

Some of the American servicemen from the American South in the Services Club objected 

to Māori soldiers also using the Club, and on 3 April 1943 began stopping Māori soldiers 

from entering. Many New Zealand soldiers were in the area, both Caucasian (Pākehā) and 

Māori, and combined in opposition. The standoff escalated when Americans took off their 

belts to attack those who wanted to let the Māori in. Fights broke out and at one point at 

least a thousand men were involved in the subsequent fracas, which was broken up by civil 

and military police. The major brawl lasted from 6 pm to 8 pm, with some brawls lasting for 

perhaps another two hours. Dozens of people were injured. At the time, hotel bars closed at 

6 pm, the six o'clock swill, and inebriated patrons were then ejected into the streets. 

 

News of the riot was censored at the time, hence much of the mythology about the event, 

including the claim that two Americans were killed. A NZ Army minute described the 

incident as a simple brawl between merchant seamen and servicemen. 

 

“The civil and military police no sooner got one disturbance settled than it broke out in a 

fresh place," the military report said. Another memorandum, called "Fracas in Wellington", 

told of how other US marines and local soldiers soon joined the stoush, egged on by civilian 

loafers and a rough element who were "always trying to cause trouble". "Thereafter sporadic 

disturbances broke out near Royal Oak corner, up Cuba St and in the vicinity of the 

amusement ground in Courtenay Place." 

 

By 1944, the exasperation felt by many New Zealand servicemen towards the US troops was 

obvious. The secretary of the Auckland Returned Services Association wrote to the defence 

minister appealing for intervention after several incidents of rampant "hooliganism" by the 

US servicemen. 

 

"You have doubtless read reports of disturbances and actual cases of hooliganism committed 

in Auckland and other cities by American servicemen. At a dance recently held in Avondale, 

a number of these servicemen attended with bouquets of flowers which at a later stage they 

stripped and disclosed blackjacks [small clubs].  



He requested that the US authorities be contacted and asked to adopt "stronger and greater 

measures" towards the troops and to prohibit them from carrying blackjacks and knives. 

 

Perhaps the most violent, large-scale example of discontent between Maori soldiers and the 

Americans is illustrated by the little known and racially motivated Cuba St "disturbance". 

 

The stoush erupted in Cuba St on May 12, 1945 – just four days after VE Day – when as 

many as 150 Maori soldiers and an unknown number of US Navy personnel clashed. 

 

Police concluded, after interviewing Maori servicemen involved in the fight that the brawl 

began at the Mayfair cabaret after several Maori found their hats had been stolen and 

suspected the Americans. One of the Maori servicemen, seeing they were outnumbered, ran 

to the Ngati-Poneke Club, in the Hotel Cecil in Lambton Quay, to raise the alarm. An 

unofficial Maori guard, apparently armed with bayonets, left the club and ran to help his 

comrades. 

 

"It is apparent that Maori soldiers bear a deep resentment of US servicemen, the chief cause 

of which is the disparaging and humiliating treatment of the Maori by US personnel," 

Brigadier A Conway wrote. "It is apparent that US personnel do not appreciate the standing 

that the Maori has in our community and are inclined to treat him as they treat the American 

negro." 

 

Batons and fists were the weapons of choice and at one point American soldiers in the 

cabaret above the street threw chairs on to the road which were used as improvised weapons. 

A US Jeep was damaged beyond repair and an American doctor was pelted with stones as he 

tried to help. 

 

An American was taken to hospital with facial wounds and a Maori soldier with his head 

bleeding was found in Lambton Quay. 

 

Military reports state police discovered the root cause of the problem lay in the treatment of 

Maori by the Americans. 

 

"Maoris from whom statements were taken allege they have been insulted by the Americans 

and have been told by Americans not to ride in the same tramcars and that they should walk 

via back streets etc that the Americans call them black curs etc and have generally insulted 

the Maori race." 

 

Brigadier Conway spoke to a senior US lieutenant commander about the fray. "I ... 

suggested that the US authorities should make it clear to all US personnel touching these 

shores that the Maoris receive different treatment in this country from what the negroes 

receive in the United States." 

 

Later in October a group of American servicemen and Maori civilians came to blows at 

Otaki in October 1943. 

 

Sources: Wikipedia and The Dominion Post 



RAFFLES 

 

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

 

Wayne Richardson  Oct 2017 (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 June 2017 raffle there will be five prizes. The 1st prize is a Mild Bitter Ale label from 

Tooheys, 2nd prize is a Bulimba Bright Star Ale from Queensland Brewery, 3rd prize is a 

Abbots Lager Beer 13 ½ FL OZ label from CUB, 4th prize is a Carlton Lager 26 FL OZ  

label from Queensland Brewery and the 5th prize is a Richmond Lager label from Richmond 

NS Brewing. 

 

     
 

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. 
 

 

BEER  &  BREWERY  NEWS 
 

- New Zealand: Lion says newly acquired craft brand Panhead is ‘a runaway train’. Brewing 

giant Lion says its newly acquired Panhead brand is a "runaway train" and the company can't 

keep pace with demand, The National Business Review reported. The brewer and 

winemaker acquired Panhead Custom Ales from the family of founder Mike Neilson for an 

undisclosed sum, its second such purchase of a popular craft brewer after buying Dunedin-

based Emerson's Brewing Co in 2012. Lion managing director Rory Glass cited sales growth 

for its craft beers and the trend of "premiumisation", where consumers seek out better and 

more expensive beers, for the company's 12% gain in profit in 2016. 



- Ireland & UK: Guinness to release new beers over the next three years. Guinness’s Open 

Gate Brewery Project in Dublin, the initiative that launched Hop House 13 and Dublin 

Porter, will release new beers over the next three years, The Morning Advertiser reported. 

New craft beers from the Diageo-owned brewery are ready to be launched and others are due 

to reach the market during the next three years. In an exclusive interview, Charles Ireland, 

Diageo general manager for the UK, Ireland and France, said there would be ales, lagers, 

bitters and stouts coming through the brewery over this period. 

 

- Bright Brewery: A bright new future has started to take form for Bright Brewery, with the 

commencement of construction on a new production facility. Located on Churchill Ave in 

Bright, at the site of the former Bright Dairy which the brewery purchased mid-last year, the 

development is a key part of Bright Brewery’s multi-million dollar expansion. Following a 

tender process to find the best team for the job, Bright Brewery has engaged Albury builders 

Southern Cross Developers to construct the new building. All works and commissioning of 

the new brewhouse are due to be completed in September this year. 

 

- Anheuser-Busch InBev, the world’s biggest beer maker, plans to get all of its electricity 

from renewable sources by 2025. The move will require shifting six terawatt hours of 

electricity from fossil-fuel plants to wind, solar and other renewable sources, the Belgium-

based company said in a statement on Tuesday. That’s almost enough to power all of Spain 

for a month. AB InBev plans to generate as much as 25 per cent of its electricity itself, 

including by installing solar panels on its facilities. The company will buy the rest directly 

from wind and solar farms. 

 

- Tesco: Britain’s biggest supermarket Tesco has pulled more than half of Heineken’s beer 

and cider range from its shelves after the brewer tried to increase prices following the UK’s 

vote to leave the EU. The retailer is now stocking only 22 of the 53 brands that it was selling 

at the start of the year and names such as Amstel, Sol, Tiger and Kingfisher have completely 

disappeared from its shelves. Although a Tesco spokesman said the cuts were about ensuring 

its range “meet the needs of customers” the decision is also believed to be connected to price 

negotiations relating to currency headwinds in the wake of the Brexit referendum. 

 

- NSW: A recent collaboration between Modus Operandi Brewing and Brisbane alehouse 

Woolly Mammoth produced Modus Operandi Veil of Pisces IPA at 6.0%%, brewed with a 

proprietary hop blend and fresh mango puree. Although distribution was limited to Woolly 

Mammoth (Fortitude Valley QLD) and Modus HQ (Mona Vale NSW), plus a ‘few 

discerning pubs and bars’, release of products such as this could reflect a growing interest in 

flavoured beers. 

 

- NSW: To celebrate the 2017 hop harvest season, Wayward Brewing Co. (Annandale) 

released a single-batch IPA brewed exclusively with distinctive Nelson Sauvin hops. At 

6.8% abv, All Day Nelson Single Hop IPA is very lightly malted with biscuit and Pilsner 

malts to keep the focus on the hop character, with Nelson Sauvin used both in whirlpool and 

dry hopping. 

 

- SA: At McLaren Vale, Goodieson Brewery has recently produced very small quantities of 

a number of flavoured variants: Raspberry Wheat, Rum Lemon Ale, Cherry Ale and a 



Munich-style Ginger Bock. Brewer Jeff Goodieson is also trialling fermentation in French 

oak barrels for the brewery’s well-established Stout and Christmas Ale.   

 

- VIC: Trip Trap Triple IPA, recently launched by Mountain Goat at 10% abv and 100 IBU, 

is brewed with Centennial, Columbus, Amarillo and Simcoe hops. It is said that ‘the first 

taste delivers a quick flash of alcohol and pleasantly intense bitterness drives the finish.’   

 

 

COCA-COLA  AMATIL  AUSTRALIA 

 

Coca-Cola Amatil’s team of specialist experts hit the ground this week to build the 

foundations of the company’s long-term beer and cider growth strategy, the Beer and 

Brewer reported on March 15. 

 

As part of a long-term partnership between Amatil and Molson Coors International, the team 

will work closely with the Molson Coors range (including Miller Genuine Draft, Miller 

Chill, Coors and Blue Moon), as well as Amatil brand partners Australian Beer Company 

(Yenda craft beer and Pressman’s cider), the Boston Beer Company (Sam Adams and Angry 

Orchard cider), and Chili Marketing (Rekorderlig cider). 

 

Coca-Cola Amatil says that following the addition of the Miller brands to its premium beer 

portfolio late last year, they’ve leveraged their relationship with Molson Coors International 

to develop a bespoke premium beer and cider strategy for the Australian market. This 

strategy will be modelled on the successful Tenth and Blake Beer Company, the craft and 

import division of the US-based MillerCoors. 

 

Heading up the creation and appointment of the team was Amatil’s Director of Beer and 

Cider Judd Michel. “Premium beer consumers expect good quality beer, with top class 

service,” Michel said. “To bring our brands to life in trade and bring excitement to the 

consumer, we need to work with the right venues, the right beers, perfectly served and 

expertly activated. We’ve got some great beer and cider brands in our portfolio and we 

believe this approach is the right way to build brands and drive long-term success in the 

Australian market,” he added. 

 

The Beer and Cider Exchange team is led by Amatil’s newly-appointed beer and cider 

national sales manager, Damian Slater, and is supported by activation managers Brad Moss 

and Marcus Kellett. 

 

Source: e-Malt, 13 March 2017 

 

DOOR  PRIZE 

 

The Door Prize for the June 2017 meeting will be the Burnley Ale label 

from the Silverstream Mfg Co Pty Ltd. The winner will be drawn from the 

names of members who signed the attention list. 

 

 



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 

 

CUB              VB                              750 & 375 ml 

                               Pure Blonde                700 & 355 ml 

                               Carlton Cold               355 ml 

                           

Moondog                Love Tap Lager          330 ml 

 

Tooborac Hotel      Blacksmith Porter       330ml 

                               Gunslingers APA             “ 

                                     

Mountain Goat       In Breed                      640ml 

 

Red Duck               Bikki Bikki                 500ml 

                               Hodor Hodor                  “ 

                               Bandicoot                       “ 

 

Hop Nations           The Damned Pilsner   330ml 

                               The Fiend                        “ 

 

Hop Dog                Alluvial Peach 2015    330ml 

                               Chai Fighter                     “ 

                               Various small issues        “ 

 

XXXX                    Gold Pale Ale               375 ml 

 

Cascade                  Cascade Draught [Matthew Richardson Hall of Fame]. 

 

James Squire          One Fifty Lashes No1 variety  

 

Bridge Road           Beechworth Pale Ale 

 

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

 

VBLCS sends it’s thanks to Alan Richards, Cor Groothuis, John Harman, Al Graham and 

Ross Mackie plus James Squire, CUB, Cascade, Red Duck, Tooborac, Hop Nations, Lion, 

Bridge Road, Hop Dog, Mountain Goat, Moondog and CELCE our Spanish friends for 

contributing labels for this issue. 

 

The Committee sends a big thank you to Sharna Bennett and Alan Richards for 

painstakingly individually cutting the labels for mailing. 



CRAFT  BREWERS  DEMANDING  FAIRER  TAX  DEAL  FROM  THE  

FEDERAL  GOVERNMENT 

 

Australia's booming craft beer industry is demanding a fairer deal from the Federal 

Government, saying the current tax regime is holding it back, ABC Online reported on 

March 17. 

 

The number of craft breweries has more than doubled in the past five years to over 400 

nationwide. 

 

Despite standing out as a bright spot in the flailing manufacturing sector, craft brewers say 

they are being hurt by Australia's two-tier beer tax regime. 

 

"It's just crazy, it's outdated, it's from another era," Willie the Boatman brewery co-owner 

Pat McInerney said. 

 

The tax office slugs brewers based on how much pure alcohol is in their beer. 

 

Pure alcohol is taxed at about A$34 a litre if full-strength beer is sold in a 50 litre keg. 

 

The identical beer in smaller packaging, such as bottles or more compact kegs, attracts an 

excise of A$49 per litre. 

 

Boutique breweries say they want to supply restaurants and bars with smaller kegs, 

providing fresher beer and allowing venues to rotate their selection, but say the discrepancy 

makes it uneconomical. 

 

"The fact that we are unable to sell a 30 litre keg at the same tax rate as a 50 litre keg is 

ridiculous," Mr McInerney said. 

 

Willie the Boatman began in 2012 after Mr McInerney and co-owner Nick Newey met 

picking up their children from pre-school. 

 

Later that year, Mr McInerney left his job as a television producer and focused on the 

business, which he ran from possibly Australia's only bedroom with a liquor licence. 

 

Willie the Boatman brewery and bar is now based in an inner-Sydney warehouse and has six 

staff — including the pair. 

 

But Mr McInerney said the biggest barrier to expansion remained the amount of excise paid. 

 

"As a small business owned by two local families, we pay between A$15,000 and A$17,000 

a month in excise tax," he said. 

 

The Federal Opposition is set to join the craft brewers' fight. 



Senior Labour frontbencher Anthony Albanese's electorate of Grayndler covers about a 

dozen micro-breweries, including Willie the Boatman (which produces an Albo Corn Ale in 

honour of the local MP). 

 

Mr Albanese said the two-tier system made "no sense at all" and was hurting small 

businesses. 

 

"Some of the excise regime was written assuming there'd just be the big brewers," Mr 

Albanese said. 

 

In response to questions about the tax divide, a spokeswoman for Revenue Minister Kelly 

O'Dwyer said: "Any changes to taxation arrangements are always considered as part of a 

budget". 

 

Brewers also want their annual tax rebate brought closer to the winemakers' rebate. 

 

Wine producers can claim up to A$500,000 annually under the Wine Equalisation Tax 

(WET) rebate scheme. 

 

The rebate effectively means about A$1.7 million of each wine producer's domestic sales are 

WET-free. 

 

Beer producers can claim back A$30,000 in excise a year. 

 

"Some leniency in policy towards small breweries — small businesses — would see the 

industry grow exponentially," Mr McInerney said. That would not only grow the industry, it 

would grow every brewery.” 

 

The ministerial spokesperson said the tax refund scheme for brewers had been made more 

generous in recent years. "The brewery excise refund is now A$30,000 with no minimum 

production volume," the spokesperson said. 

 

Source: e-Malt, 16 March, 2017 

 

 

GREEN  BEER’S  DUBIOUS  BEGINNINGS 

 

Green beer has become a staple of many St. Patrick’s Day celebrations all across the United 

States. But, who came up with the original idea and why would someone take a perfectly 

good beer and turn it a most unnatural shade of green? By most accounts, the story of green 

beer goes back to New York City 102 years ago. 

 

In the mostly Irish neighbourhoods of the New York City borough the Bronx, a coroner and 

toastmaster by the name Dr. Thomas Hayes Curtin – himself an Irish immigrant — debuted 

his invention at a social club during a St. Patrick’s Day feast. Guests at the feast were 

astonished and delighted at the wondrous beer before them. 



“No, it wasn’t a green glass, but real beer in a regular colourless glass,” wrote syndicated 

columnist, Charles Henry Adams in his column New York Day by Day, March 26, 1914. 

“But the amber hue was gone from the brew and a deep green was there instead.” 

 

When pressed for the detail of how he had created the deep green brew, Adams reported that 

Curtin was reserved in his response. He would only say that the effect was achieved by 

adding a single drop of “wash blue” – an iron-based wash additive used to whiten clothes – 

to a certain volume of beer. He did not divulge the exact amount of beer he added the toxic 

substance to change it green but it was presumably a large enough volume to dilute the 

poisonous effects of wash blue. 

 

But, another newspaper, the Spokane Press, also made mention of a green beer in 1910. 

Under a headline proclaiming, “Green Beer Be Jabbers!” (be jabbers is apparently an excited 

swear) the newspaper relates an account of a local bar pouring green beer. But, the beer did 

not get its colour artificially. 

 

“It is a regular beer,” the paper reported. “Apparently it has not been coloured locally. It 

tastes like beer and looks like paint, or rather like the deep green waves in mid-ocean with 

the sun striking them through.” 

 

The article went on to say that the bartender was the only person that knew how the beer had 

turned green and he was not revealing the secret. 

 

“All day he has been drawing from one of the regular taps,” the article said. “And no one has 

seen him dump in any arsenic.” 

 

A comforting thought, that. 

 

The idea of serving green beer itself may have come from an old Irish tradition called 

“drowning the shamrock.” Men were said to have dropped a shamrock into their whiskey 

after parades and special events. The custom was meant to bring good luck to the imbiber 

because of the holy meaning ascribed to shamrocks. 

 

Legend has it that St. Patrick himself used the abundant shamrock as a prop to explain the 

concept of the holy trinity – the Father, the Son and the Holy Ghost — to King Laoghaire of 

Ireland in the early days of the Catholic church. The holiday now celebrated as St. Patrick’s 

Day began as a holy fest day to honour Patrick’s death on March 17, 461. Because the feast 

day falls in the middle of Lent when Catholics are supposed to practice abstinence from 

meat and alcohol, the church lifted the restrictions giving rise to over-consumption since 

Lent had several weeks left. 

 

Whether green beer began in New York or Spokane, one thing is certain, there will be plenty 

of green beer flowing from taps next week for St. Patrick’s Day. Though now beer is tinted 

green with food colouring rather than poison. 

 

Source: https://sprbrewcrew.wordpress.com, 16 March 2017 



UNIVERSITY  FUNDS  BREWING  EFFICIENCY  RESEARCH 

 

The growing craft beer industry is about to hop ahead with new University of Queensland 

research supported by the Queensland Government. 

 

UQ School of Chemistry and Molecular Biosciences PhD student Edward Kerr has been 

awarded an Advance Queensland PhD scholarship to work with Newstead Brewing Co in 

Brisbane improving efficiency in craft beer production. 

 

“It’s a dream PhD because it’s on an interesting topic with some fascinating science 

involved and the chance to transfer this knowledge to industry,” Mr Kerr said. 

 

“Beer is the world’s oldest and mostly widely consumed alcoholic drink, and it was brewed 

as long ago as 9500 BC. 

 

“Although it’s an established industrial process, many details of the underlying biochemistry 

are unknown, which can lead to severe inefficiencies and product variability. 

 

“My project aims to understand how differences in yeast and malt can influence the 

biochemistry, production and product qualities of beer.” 

 

Mr Kerr’s supervisor, Dr Ben Schulz, said the project would use new scientific approaches 

to improve process efficiency and product quality. 

 

“We aim to discover novel wild yeasts from Brisbane for use in beer fermentation and 

investigate how their diversity affects beer production and quality,” Dr Schulz said. 

 

“The project will integrate several techniques to investigate changes in yeast behaviour 

affecting process control during long fermentations.” 

 

Newstead Brewing chief executive Dr Mark Howes said the company was pleased to have 

UQ’s scientific input to help its business. 

 

“I come from a research background myself, with a PhD in molecular bioscience from UQ 

and I appreciate the edge that a fresh scientific approach will bring to our industry,” he said. 

 

“Throughout the project, the insights gained into the beer-making process will be integrated 

into our microbrewery production facility. 

 

“We hope the project can discover and use Queensland’s microbial diversity, improve 

efficiencies in barley production and use, and develop more knowledge for our growing 

industry.” 

 

Source: Australian Brews News, 30 March 2017 

 



THE  WORLD’S  MOST  VALUABLE  BEER  BRANDS  REVEALED 

 

Leading independent branded business valuation and strategy consultancy, Brand Finance, 

has released its 2017 report into the Alcoholic Beverages industry, which includes details of 

the world’s 25 most valuable beer brands. 

 

The list is compiled using what Brand Finance calls its ‘Royalty Relief approach’, which 

involves estimating the likely future sales that are attributable to a brand and calculating a 

royalty rate that would be charged for the use of that brand. The overall brand value also 

includes a brand strength index and estimated brand revenues. 

 

In this year’s report Brand Finance said: “A handful of major brand portfolio owners 

dominate the industry with AB InBev, Heineken NV, Molson Coors and Asahi Group taking 

the lion’s share. AB InBev is first amongst them controlling 11 of the world’s 25 most 

valuable beer brands. Following its high profile merger with SABMiller, for over 

US$100bn, AB InBev commands a 46 per cent market share.” 

 

The top three most valuable brands for 2017, are the same as last year with Bud Light, 

Budweiser and Heineken taking out first, second and third respectively. In fact, Bud Light 

has cemented its position at the top of the table with a 34 per cent brand value growth taking 

it to $US6.6bn. Despite some controversy over its Superbowl commercial, with President 

Donald Trump supporters calling for a boycott after labelling the adverts as “pro-immigrant 

propaganda”, Budweiser’s brand value increased by 30 per cent to $US5.9bn. 

 

Heineken’s longstanding perception as a major global sports sponsor saw its brand value 

increase by 22 per cent to $US5.2bn. The next two most valuable brands come from Brazil, 

with Brahma as number four and Skol as number five. Brahma saw a 23 per cent increase, 

which moved it up from sixth last year, above Skol and Asahi. Asahi is now sixth place, 

dropping down form fifth last year after a slight drop in its brand value. 

 

The top 10 most valuable beer brands is rounded out by Corona Extra, Guinness, Kirin and 

Miller Lite. 

 

For the full top 25 most valuable beer brands, see the list below. 

 

Bud Light (USA) 

Budweiser (USA) 

Heineken (Netherlands) 

Brahma (Brazil) 

Skol (Brazil) 

Asahi (Japan) 

Corona Extra (Mexico) 

Guinness (UK) 

Kirin (Japan) 

Miller Lite (USA) 

Coors (USA) 

Harbin Beer (China) 

Snow (China) 

Antarctica (Brazil) 

Stella Artois (Belgium) 

Busch (USA) 

Tecate (Mexico) 

Peroni Nastro Azzurro 

(UK) 

Carlsberg (Denmark) 

Amstel (Netherlands) 

Natural (USA) 

Cass (Korea) 

Tsingtao (China) 

Carling (USA) 

Sol (Mexico) 

 

Source: Beer & Brewer, 22 March 2017 



CANADIAN  BREWERY  CUTS  A  RETIREE  PERK: 

FREE  BEER  FOR  LIFE 

 

For decades, a job at Labatt, one of Canada’s two major breweries, came with an unusual 

perk: free beer for life. But now, the company’s retirees have been cut off. 

 

In a memo to employees, the brewer, which is owned by the beer giant Anheuser-Busch 

InBev, said it would gradually turn off the retirees’ beer tap over the next two years. 

 

“It’s been around, I think, since the breweries have been around,” David Bridger, the 

president of the Service Employees International Union local that represents workers at 

Labatt’s brewery in London, Ontario, said this week. He predicted that the loss of the 

bottomless keg would further undermine morale. 

 
“It’s certainly not the way it was in the past, when there was fanatical devotion to the brand 

and the company,” said Mr. Bridger, who is also chairman of the Canadian Brewery 

Council, an alliance of brewery-related unions. “Today it’s just a job.” 

 

How much free beer Labatt retirees can lug home each year depends on where they live, 

although it easily exceeds the 99 bottles of musical fame. At the plant in London, which 

slakes all of Ontario’s thirst for Labatt’s Blue and Budweiser, Mr. Bridger said retirees were 

getting about eight 24-bottle cases — what Canadians sometimes call a “two-four” — a 

year. Current employees, by contrast, get a free case every other week and bonus cases at 

Christmas, apparently in lieu of a turkey, and for Canada Day. Retirees in Edmonton, 

Alberta, get a free case every week. In most of the country, Mr. Bridger said, the retirees are 

given gift cards which allow them to pick up their free beer at retail stores. 

 

Why free beer became an entrenched perk of brewery work is unclear. Labatt said its labor 

agreements did not require it to keep retirees’ refrigerators filled 

 

Source: https://www.nytimes.com, 15 November 2016 



EARLY  DAYS  FOR  (FRUIT)  IPA:  FIXATION 

 

The spectacular growth of fruit IPAs in the United States won’t be repeated in Australia 

anytime soon, according to Fixation Brewing Co’s Tom Delmont. Fixation has released 

Squish Citrus IPA, which is infused with blood orange and white grapefruit, as a strictly 

limited draught-only product. 

 

In the US, Ballast Point Grapefruit Sculpin grew faster than original Sculpin in 2016, a year 

that also saw the tangerine-infused New Belgium Citradelic IPA achieve runaway success. 

 

No such feats have been achieved by fruit IPAs in Australia, where – despite what local IPA 

enthusiasts may believe – Delmont says the parent category remains on the fringes. 

 

“IPA is still such a small part of the craft beer market in Australia,” he told Australian Brews 

News. “It’s really early days for any kind of hop driven six per cent beer – the only 

exception would be [Feral] Hop Hog that’s cracked through… Feral’s been leading the 

charge for ages. “Australia’s still dominated by Pale Ale and derivatives of Pale Ale.” 

 

Goose bumps 

Nevertheless, Delmont said IPA is currently 

growing at 20 per cent a year, and Fixation itself 

has experienced solid growth since launching 

early in 2016. 

 

“We started with one fermenter and now we use 

four or five to keep up with demand for our 

main IPA,” he said. 

 

The high profile launch of Goose Island in 

Australia may actually be a positive for 

independent producers of IPA, Delmont added. 

 

“I think it will be good to see the big guys introduce well-made hop driven beers to the 

market,” he said. “And if we can get a Goose Island IPA at the MCG then it’s not a bad 

thing!” 

 

The Fix into bottles 

Delmont hopes Squish Citrus IPA will be the first of many upcoming pilot batches for 

Fixation, after its first year was characterised by a singular focus on its flagship IPA. 

 

The company will also continue the periodical release of its Double IPA, The Fix, which 

will also be available in bottles, likely on a quarterly basis. Meanwhile, Fixation is looking 

for a Melbourne site to accommodate a brewpub of sorts, to give the brand “a spiritual 

home” and pilot brewing facilities. Production of its larger volume beers would otherwise 

remain at Stone & Wood. 

 

Source: Australian Brews News, 6 March 2017 



GUINNESS  LAUNCHES  “GIVE  A  ‘STACHE”  CAMPAIGN 

 

Once a year, as the cold begins to thaw and the first hints of spring are in the air, St. 

Patrick’s Day comes along to give us a reason to celebrate – and especially right here, right 

now, it’s time we celebrate what brings us together. The Guinness brand is synonymous with 

this holiday, and now more than ever, it’s up to us to help start great conversations, and to 

show that St. Patrick’s Day can bring out the best in all of us. 

 

It’s no secret that each pint of Guinness stout, when enjoyed slowly, leaves behind a foam 

moustache after the first sip. This year, the ‘Stache will be the brewer’s overarching symbol 

for building the bonds between us, encouraging all of us to come together, no matter our 

backgrounds, beliefs or political leanings. In that spirit, from now through March 19, 2017, 

adult beer lovers can share photos of their ‘Staches – self-grown and groomed, drawn-on, or 

Guinness-enhanced – on social media. For each photo tagging @GuinnessUS and using 

#StacheForCharity, Guinness will donate $1 (up to $100,000) to the Guinness Gives Back 

Fund*, which supports non-profits that contribute to the common good in our communities. 

 

“Let’s face it, now’s as good a time as any to 

raise a pint,” said Guinness Brand Director Emma 

Giles. “We need to reconnect with what can bring 

us together as family, friends, co-workers, 

Americans, and most basically, human beings. St. 

Patrick’s Day is almost here and few, if any, 

holidays are as unifying or as celebratory.” 

 

The symbol of the ‘Stache will appear alongside 

Guinness brand activity, including at bars and 

restaurants, throughout the St. Patrick’s Day 

season. To spread the word about the good a ‘Stache can do, the brand is releasing digital 

content that shows people of all backgrounds sporting ‘Staches, thus turning the brand’s 

iconic foam into a symbol for unity. A separate video series will follow a Guinness 

ambassador around town, where he finds the Guinness spirit in the unlikeliest of places. 

 

“There’s just something about the Guinness ‘Stache that makes you crack a smile,” Giles 

said. “What better symbol this time of year for unity, communion and giving back?” 

 

To keep an eye on everything the Guinness brand is doing and to get in on the ‘Stache 

action, follow @GuinnessUS on Twitter, Instagram and Facebook. 

 

Whether you’re having a Guinness Draught and getting your ‘Stache, or ordering up any 

other Guinness beer this St. Patrick’s Day, please respect the beer and drink sensibly. 

 

* The Guinness Gives Back Fund is a corporate donor advised fund administered by 

Fairfield County’s Community Foundation. 

 

Source: Press Release, 23 February 2017 



CALL  FOR  ARTISTS  AND  DESIGNERS  TO  SHARE  THEIR  

BERRY  BEST  FOR  NEW  EUMUNDI  BREWERY 

 

The iconic Imperial Hotel in Eumundi is inviting artists and designers to get creative and 

submit their ideas for a logo for the new Eumundi Brewery, along with illustrations for 

labels for three craft beers in the pipeline for when the brewery doors open later this year. 

 

Brewmaster Chuck Hahn says the beers will be named Eumundi Lager, Eumundi Summer 

Ale, and Eumundi Ginger Pale, with the chosen artwork to be used as inspiration for beer 

label design and tap badges. 

 

“The Imperial Hotel is already a colourful 

creative hub that nurtures and supports the 

local artistic community both musically 

and visually,” says Chuck. “It simply 

breathes visual art - from beer garden 

murals and painted ceilings and doors to 

locally made furniture and sculptural art 

pieces”. 

 

“We want that creativity to shine in the 

artwork aligned with the new Eumundi 

Brewery.” 

 

“It is important to note that while we are 

seeking four designs – for the Brewery 

logo and three beer designs – artists are 

welcome to submit just one design or as 

many as they like,” Chuck says.  “We’ll 

be judging the artworks for each brew 

separately, so we may end up with four 

different artists selected for creating the 

inspiration for the logo and three different 

beer labels.” 

 

“It’s imperative that the designs reflect the heart and soul of Eumundi to help others 

appreciate what the locals love about their village,” he says. 

 

There are four prize packages on offer, each comprising $500 cash, a $250 art supply 

package from Create Art (based in Eumundi), and tickets to a VIP Artisans Dinner in the 

new Brewery to be hosted by Lion Brewmaster Chuck Hahn. The artists’ designs and 

biographies will also be showcased in new Eumundi Brewery. 

 

For further details regarding the artwork brief and specifications, please visit 

www.imperialhoteleumundi.com.au. 

 

Source: https://mysunshinecoast.com.au/news/ 



DO  YOU  JUDGE  YOUR  BEER  BY  ITS  COVER? 

 

Creativity doesn’t have to start with paint and an easel to create a masterpiece. Sometimes 

that creative spark hits you when you least expect it.  

 

At least, that’s what happened to Blue Moon brewmaster Keith Villa. A simple trip to 

Belgium, a sip of wit beer, a slice of bright orange and Villa’s imagination brewed one of the 

most widely recognized beer glasses 

nationwide.  

 

In April, the beer company redesigned its logo 

to put its iconic slice of creativity front and 

centre.  

 

The company also opened its label design to 

artists around the country to submit their work 

and showcased their inspirations on special 

edition labels.  

 

While these paintings might not be hanging on 

a gallery wall (yet), their placement on the centre of a beer glass shows art can–and should–

live in everything we do. 

 

Check out the incredible artwork below. 

 

  
 

  
 

Source: http://www.phillymag.com/ 



BEERS  MADE  WITH  BARREL-AGED  COFFEE  BEANS 

 

When we think of barrel-aged beer, we usually think of beer that’s been brewed and then left 

to age in whiskey or wine barrels. But a few brewers are putting a new twist on that and 

spinning things around the other way: Introducing a beer, brewed with barrel-aged coffee 

beans. 

 

If you’re not into coffee, you may not have heard of such a thing, which has taken flight in 

coffee houses across the country. Barrel-aged coffee is actually aged before it is brewed. 

Before they are roasted, coffee beans are green and very susceptible to their environment. In 

other words, they soak up aromas like a sponge. Traditional coffee makers do everything 

they can to limit green bean exposure to foreign flavours, but in this case, they are 

intentionally exposing it to something they deem favourable: oak barrels. The beans absorb 

the flavours of the barrel, both the oak and whatever was in the barrel previously, typically 

wine or whiskey. After a period of aging, they are roasted as usual. 

 

Just in the last year or two, breweries have begun to use these beans to make coffee beers. At 

present, Montavilla Brew Works in Portland and Modern Times Brewery in San Diego are 

two of a very small group of breweries nationwide experimenting with barrel-aged coffee. 

Our research revealed only three doing it extensively, the other being Middle Brow Brewing 

of Chicago. Modern Times ages and roasts its own beans in-house. Middle Brow and 

Montavilla partner with local coffee roasters for their barrel-aged beers. 

 

Montavilla’s Bipartisan Porter, brewed in partnership with Bipartisan Café, uses barrel-aged 

beans from local roaster Water Street Coffee. Founder/Brewer Michael Kora said the idea 

was sort of a natural one, a tribute to the morning and night-time rituals of the city. When he 

discovered the neighbourhood coffee shop was doing the new thing in coffee, he wanted to 

make it the new thing in beer. 

 

“Heading into fall, we wanted to brew something special for the dark season,” said Kora. “In 

Portland, the only thing bigger than coffee is beer, so we wanted to blend those two 

together.” 

 

The beans were aged in an oak barrel that had aged a pinot noir wine previously. Once 

roasted, the beans were cold brewed to reduce acidity and the barrel-aged coffee was added 

to the porter at the very end of the brewing process to cut down on the bitterness. Kora said 

the Bipartisan Porter was widely successful and called it a “huge hit.” 

 

“The flavours are distinct,” Kora said. “There’s Concord grape and pinot in there and the 

oak is a supporting player. They all blend so well together with the porter, and we cold 

brewed it so you get a nice big aroma from the coffee.” 

 

Coffee beers have a lot of potential to grow. 

 

Source: Craftbeer.com 

 

 



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 (TBA) 

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.  

 



 
 

 
 

 
 

 
 

WESTSIDE ALE WORKS LABELS 


