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PRESIDENT’S  PAGE 

 

G’Day.  

 

It is a sad note that I advise members of the passing of Laurie Bostelman (674) living in 

Morley WA. Laurie was a long serving member of over 20 years. Our condolences were 

forwarded to his wife. 

 

Our Editor, Umit Ugur is back from his annual visit to family in Turkey. Welcome back 

Umit. A special thank you goes to Michael Bannenberg who prepared an excellent 

September 2019 newsletter. Great work Michael and “thanks”. Your hard work is 

appreciated. 

 

Now it is time to support Michael. Yes, it is our annual Children’s Hospital Raffle. Any 

items of breweriana welcome. Cans, labels, glasses, poster, books etc are appreciated. Please 

pass them on to Michael or bring them to our December meeting. Last year we donated $500 

to the Hospital so let’s make a special effort and beat this target. Tickets are available via 

Phil Langley at $10 each. Interstate and overseas members should arrange transport of their 

winnings. 

 

Another initiative being run concurrently is the Laurie Clark raffle. Over 110 albums are up 

for bidding. A bidding sheet was in your September VBLCS News. Remember, success of 

this initiative helps to keep membership costs down, so your support is very important. 

There is no reserve price on ALL lots. 

 

In our September 19 VBLCS News, Michael (with support from Keith Deutsher) printed an 

excellent article on Toohey’s Brewery 150 years celebration. Has any member seen or heard 

of any special releases supporting this milestone? If so, then please contact one of your 

Committee members who can then follow it up. 

 

Remember, it is your Society, so the more we all contribute, the healthier we are in 

developing our knowledge and friendship. 

 

Give us your contributions and feedback. 

 

NOTE - our next meeting is at the Carlton Brewhouse - Abbotsford on Sunday 8th 

December 2019 gathering at 12.00 for a formal meeting at 1.00pm. Place it in your diary. 

The Carlton Brewhouse offers good food inc. hamburgers and a range of Carlton products. 

Members are invited to stay for further live entertainment when available. 

 

Cheers and best wishes 

 

Rob Greenaway. 

President – VBLCS 



OCTOBER  2019  MEETING  NOTES 

 

The October Meeting was held at the Carlton Brewhouse on Sunday 13th of October and 

started at 1.00 pm. 

 

APOLOGIES: 

Ross Smith, Jaysen Townsend and Bob Smith. 

 

MINUTES: 

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

Angus MacEwan thanked David Dobney for writing the secretaries report. 

Umit Ugur thanked Michael Bannenberg for producing the VBLCS NEWS. 

 

FINANCIAL REPORT: 

 

Our Treasurer, David Dobney reported that our finances are in good order for the future. 

Moved by David Dobney and seconded by Wayne Richardson. 

 

GENERAL BUSINESS: 

- Rob Greenaway reported that the “E” that is appearing on some of the Lion Nathan labels 

refers to the average contents of the container. 

- He also reported that the Label of the year winners’ certificates are ready and will be 

presented in the near future. 

- A Life Member Certificate for Ivor Nicholson has been completed and will be presented to 

him shortly. 

- The Laurie Clark albums are for sale by auction and the bids close on 1/121/2019 . Thanks 

go to Phil Langley for organising this auction. 

- The Moon Dog Brewery has moved to much larger premises in Preston. Ross Mackie 

reported that Cavalier Brewery will release a new beer before Christmas. He also reported 

that that the Albatross brewery has closed. 

- Alan Richards reported that Carwyn Cellars are producing a “Can Event” which provides a 

different can up until Christmas and is only available through them. 

- Saint Andrews brewery is moving to pre-printed cans. 

- Paling Bros. have added Heathcote to their address. 

 

RAFFLES: 

The raffles were then drawn and the lucky winners were - 

B07 Umit Ugur - C12, Ray Hyland - B0-8, Norman Dodson - A12, Phil Langley - D24, Ross 

Mackie. 

The lucky door prize was won by Ron King. 

The meeting then closed a1.40 pm. 

There were 20 members that signed the attendance book. 

 

I look forward to seeing you all at the next meeting in December. 

Cheers  

 

Angus MacEwan 



FROM  THE  EDITOR 

 

Thanks to Michael Bannenberg for doing the September 2019 issue while I was away for 

three months in Turkey and various countries in Europe. 

 

As usual, I spent most of three months in Turkey. Of the major breweries in Turkey, Efes 

Pilsen had a limited-edition series of arty labels (first five labels below). Efes – Mikkeler 

collaboration resulted in two limited release: Delikanlı Henry (Young Henry) and Zilli Sally 

(Shrew Sally). However, there was a public resentment to the demeaning name of ‘Zilli 

Sally’ so that Efes had to apologise publicly and withdrew both beers from shelves. I was 

able to get one bottle each.  

 

   
 

Efes also has a new beer called ‘Varım” which is a Pale Ale with 4.1% alcohol content. Turk 

Tuborg has new varieties: ‘Filtresiz’ (unfiltered) and ‘Amber’ with modern looking labels 

rather than the classic Tuborg labels. Bomonti has four different beers now: Filtresiz, 

Fabrika, Red Ale and Black. 

 

   
 

There are also new varieties of boutique beers from around Turkey. ‘Zıkkım Dude Smoked 

Beer’ and ‘Zıkkım Red Ale’ are from Park Gıda Brewery, in Tekirdağ. ‘Satsuma Wit’ is a 

new wheat beer from Pablo beers in Bodrum. ‘Ters Köşe IPL’ is from Gara Guzu Brewery 

in Muğla. There are also two beers imported from Belgium: ‘Graf Porter’ and ‘Graf Belgian 

Blonde’ which are brewed by three Turkish friends in Belgium for Turkish market. 



 

    
 

In late June we had a river cruise starting in Basel, Switzerland and visiting the German 

cities Kehl, Frankfurt, Aschaffenburg, Miltenberg, Wertheim, Rothenburg, Wurzburg, 

Bamberg, Nuremberg and Munich. In Aschaffenburg, I came across a Brewery Museum 

which was closed when I got there, however, I was able to see some parts of it through the 

glass windows and took some photos (first and second photos below). In Bamberg, I visited 

the Schlenkerla which is a historic brewpub in operation since 1405 and renowned for its 

smoked Aecht Schlenkerla Rauchbier (last photo below). 

 

   
 

Needless to say, I tried many different German beers when I can. To name a few: Brauwerk 

Pale Ale, Kauzle Helles Lager, Landwehr Brau Toppler Pils, Augustiner Brau Munchner 

Bier, Warsteiner etc. 

 

In July we had a tour of Balkan countries visiting Albania, North Macedonia, Serbia, Bosnia 

& Herzegovina, Croatia and Montenegro. The very first beer I had was Skopsko in Ohrid 

which went very well during a very hot day. In Skopje I had the Temoy beer which claims to 

be the first craft beer in Macedonia. I visited the brewery, rather a brewpub, which had 5 



different beers on tap: Pilsner, Premium Pilsner, IPA, Weiss Bier and Porter. I tried the 

Pilsner and the Porter which were the best beers I had on that trip. 

 

  
 

   
 

In Bosnia & Herzegovina I had Sarajevsko Premium, Sarajevsko Tamko, Tuzlanski Pilsner. 

In Montenegro I had Niksicko Tamno and Niksicko Nefiltrirano. They were all good beers. 

 

    
 

In August we went to Poland visiting Warsaw, Lodz and Krakow. Poland is one of those 

countries where beer is cheaper than water. I had Krolewski, Tyskie, Zywiec Pilsner, Zywiec 

Porter, Ksiazece Czerwony Lager and Warka Classic.  



 

   
 

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

contribution to this issue of the Newsletter. 

 

Umit Ugur 

October 2019 

 

 

BEER  AND  BREWERY  NEWS 

 

- Dainton Brewery have released three new brews as part of their limited range. 

Melon Collie is an imperial pumpkin ale, coming in at 8% abv and 20 IBU with spices 

including cinnamon and nutmeg. 

 

Second up is Stone Fruit is a 4.7% abv apricot and peach kettle sour with an IBU of 5. 

 

    
 

Last but not least, Maple Bacon is the newest release of the three, an ice cream pancake ale. 

At 6% abv and 35 IBU, it is currently available to pre-order. 

 



All brews are available to purchase on the Dainton website as well as at a number of 

stockists. 

 

- Dry-Hopped Sour Ale - Green Beacon Brewing  

 

Green Beacon Brewing have added a new dry-hopped sour to their brewpub draught 

selection. The 5.0% abv brew is the newest release in their Helen Street Series and has 

pineapple, grapefruit, and guava flavours. Available at the Brisbane brewpub on Helen 

Street. 

 

- Centaur Hybrid Pale Ale - Balter Brewing Company  

 

Centaur is Balter’s newest kegged release, available on tap at Balter HQ in Currumbin. 

The brew has lime and passionfruit with a hint of coconut flavours, and uses US hops. 

At abv 5.1%, 25 IBU, the part hazy, San Diego pale ale will be available on tap. 

 

- David Boysenberry - Moon Dog Craft Brewery 

Moon Dog Craft Brewery said that 2.4 tonnes of boysenberry have gone into making this 

batch of sour ale. The 4.5% abv sour is available in a four-pack of 330ml cans, releasing 

Friday 17th of October nationally. 

 

- Ginger Beer - Cheeky Monkey Brewing Co 

Cheeky Monkey Brewing Co have released a 99 per cent sugar-free 

alcoholic ginger beer as part of their core range. It is 75 calories per 

serve, gluten free and lower carb. At 3.5% abv it will be available at 

bottle shops very soon. 

 

- Triple Hopped - Willie the Boatman  

Willie the Boatman have announced a triple dry hopped double 

NEIPA, releasing Friday 18th October. The 8.8% abv brew is a keg 

only release, currently available to pre-order for wholesale. 

 

 

XXXX  IS  IN  TOP  FIVE  IN  CHINA 

 

XXXX beer has been named one of the top five most recognised Australian brands in China, 

despite the company saying it has put no resources into the market, the Australian Brews 

News reported on June 6. 

 

Instead Lion, which owns the Queensland-based brand, has attributed the awareness to 

tourism exposing Chinese visitors to the brand, as well as its ‘lucky’ branding. 

 

The Australian Brands in China 2019 Index was undertaken by researchers from Monash 

University and Digital Crew, an Australian-Chinese digital agency. They surveyed 9,000 

Chinese men and women aged between 24 and 67 across two Chinese cities, according to 

the Australian Financial Review. 

 



The researchers found that XXXX was number four in the top 10 Australian brands 

recognised by Chinese consumers, in a list consisting largely of hospitality and alcohol 

brands. 

 

Amy Darvill, Brand Director at Lion, spoke to Brews News about the “pleasant surprise” of 

seeing XXXX make the list for the first time. She said that Lion has not invested any 

marketing spend in China, and they do not track sales in the country. However she put 

XXXX’s brand recognition in the notoriously difficult Chinese market to several factors.  

 

“[Firstly] the significant number of Chinese tourists who experience the scale of the XXXX 

brand when visiting Australia. “As Australia’s largest beer brand, XXXX GOLD certainly 

has a huge market presence and is very hard to miss, especially in QLD and regional 

Australia. “There is no doubt that many tourists would have tried a few GOLD’s when 

visiting, or at least experienced how loved the brand is here in Australia 

 

“Secondly, we can’t escape the symbolism of our colours. To my understanding both gold 

and red are considered lucky colours in China – and as key assets of our brand I am sure this 

contributes to our popularity.” 

 

Darvill said there were no plans yet to invest further in the Chinese market, saying that Lion 

has a global markets team which focuses on expanding Lion’s craft beer footprint 

internationally, rather than exporting domestic mainstream brands. 

 

The Chinese beer market is the biggest in the world, according to American multinational 

investment bank J.P. Morgan, with a 22.4 per cent share of global consumption. 

 

AB InBev commissioned a report on international markets for its listing on the Hong Kong 

Stock Exchange which found that the five top brewers in the county are CR Snow Breweries 

Tsingtao, AB InBev, Yanjing and Carlsberg. Combined they accounted for 70.4% of the 

total Chinese beer market by volume in 2018. 

 

Budweiser (licenced by AB InBev in that market) and Carlsberg are some of the bigger 

international beer brands. 

 

According to the Australian Trade and Investment Commission, China is Australia’s largest 

trading partner, but it is also a “complex and challenging” market, affected by an often-

uncertain regulatory environment. Austrade said it was a “heavily regulated” market with 

stringent regulations in place for food quality, labelling and product testing. 

 

The Australian Brands in China Index found that the number one brand was Adina 

Apartment Hotels, followed by Qantas Airways, Mantra Hotels, with XXXX coming in 

fourth. 

 

In terms of alcohol brands, Lindeman’s Wines, Bundaberg Rum, Hardy’s and Burch Family 

Wines also feature in the top 10. 

 

Source: e-Malt, 06 June 2019  



ASAHI  LAUNCHES  COLLABORATION  BEER 

TWO  SUNS  PREMIUM  DRY 

 

Asahi Premium Beverages has launched Two Suns Premium Dry, a collaboration beer made 

by brewers from two brewing nations: Australia and Japan, the Beer and Brewer reported on 

September 11. 

 

Launching this month in draught, Two Suns was made in Australia using 100% Australian 

malt and wheat, using precise Japanese brewing techniques. 

 

The two key brewers behind Two Suns – Geoff Day from Australia and Yosuke Tajika from 

Japan – have combined their brewing expertise to create a beer that has low bitterness and 

low carbohydrate. 

 

“Two Suns has a unique flavour profile of low bitterness with a subtle malt aroma and 

character,” says Day. “Its distinctive crisp taste and dry finish makes for a really nice easy 

drinking refreshment. It truly is the result of marrying the best of two very passionate 

brewers that are excited to show off what’s best about our home countries.” 

 

The beer has been launched at a time 

when Australian drinkers are changing 

their beer preferences to lighter options, 

with the easy drinking category now 

making up 31% of the total beer 

category and continuing to grow. 

 

“Until now, there has been an absence of 

premium options for consumers to 

choose from in this category,” says Scott 

Hadley, chief commercial officer at Asahi Premium Beverages. “We identified that gap and 

are proud to welcome Two Suns to the Asahi Premium Beverages portfolio. 

 

“This is our very first entry into the easy drinking beer category and we’re heavily invested 

to ensure this is our biggest and most exciting NPD launch to date. 

 

Asahi Premium Beverages has invested over A$5 million in its biggest ever NPD launch, 

including a significant outdoor media campaign, consumer and trade launch parties, a brand 

ambassador program, as well as digital and social media executions. 

 

Source: e-Malt.com, 12 September, 2019  

 

DOOR  PRIZE 

 

The Door Prize for the December 2019 meeting will be Black Lung 

IX Tequila Barrel Aged Smokey Stout from Moon Dog Brewing Pty 

Ltd. The winner will have to be drawn from the names who signed 

the attendance list. 



ASAHI’S  GREEN  BEACON  BOOTED  OUT  OF  IBA 

 

Queensland craft brewer Green Beacon has been booted out of the national organisation 

overseeing the interests of hundreds of small craft brewers as that same group raises 

concerns with the competition regulator about Asahi's looming A$16 billion buyout of 

Carlton & United Breweries, The Australian Financial Review reported on September 2. 

 

Green Beacon was acquired by Asahi on August 21, just four weeks after the Japanese group 

unveiled a much larger A$16 billion buyout proposal for Australia's biggest beer company, 

CUB, owner of mainstream beer brands Victoria Bitter, Carlton Draught and Great 

Northern. 

 

The Australian Competition and Consumer Commission is conducting inquiries into the 

CUB buyout ahead of a decision earmarked for late October on whether it might insist on 

divestments before approving the transaction. 

 

The Independent Brewers Association, which has hundreds of craft brewers as members, has 

raised a number of concerns with the ACCC about the CUB buyout as part of the regulator's 

process, with submissions closing on September 6. 

 

Separately, it has already forced Green Beacon to depart from the IBA membership ranks 

following Asahi's acquisition of the Queensland group, because it is now part of a global 

conglomerate. 

 

IBA president Jamie Cook said on September 2 that it was no longer appropriate for Green 

Beacon to be part of the group. "The large brewers have very big scale advantages and Asahi 

is a very big organisation,'' he said. 

 

Mr Cook said the IBA's main concerns with the $16 billion buyout of CUB were around 

market concentration, access to taps in hotels and bars for smaller players, and the clout 

Asahi already had in the hospitality industry from being the owner of the Schweppes soft 

drinks business in Australia. 

 

"It's quite a powerful portfolio,'' he said. The IBA was concerned that a combined Asahi and 

CUB would lift its overall market share beyond 50 per cent in beer, but that it also had extra 

negotiating muscle with Schweppes soft drinks and its cider operations. 

 

"We have issues with market concentration,'' he said. 

 

CUB already holds a 48.8 per cent market share, and with the addition of Asahi's estimated 

1.2 per cent share via the Asahi and Peroni beer brands it will have a stranglehold on the 

market. 

 

The craft brewers association had also had renewed discussions with the ACCC about the 

broader issue of access to taps in pubs and clubs, which they believe they are locked out of 

in many cases because of cosy relationships between large hotel groups and the two big beer 

companies, CUB and Lion. 



"We felt that it was opportune to put that back on the table,'' Mr Cook said. 

 

Mr Cook is a co-founder of Byron Bay brewery Stone & Wood. 

 

Asahi's portfolio of craft beer brands in Australia already included Mountain Goat and 

Cricketers Arms before the Green Beacon purchase. 

 

CUB had also been stepping up its own presence in craft beers well before the Asahi buyout 

offer, acquiring Sydney's 4Pines and the Adelaide-based Pirate Life. 

 

Australia has about 650 craft beer companies, many of them built from scratch on a 

shoestring budget. 

 

CUB estimates craft beer now makes up about 10 per cent of total beer volumes in Australia. 

 

Source: e-Malt.com Flash 36a, 2019 

 

 

DAINTON  BEER  TAKES  HOME  TOP  PRIZE  IN  THE  INDIES  2019 

 

Dainton Brewery’s Triple Dry Hopped Double Red Eye Rye has won the title of Australia’s 

Best Independent Beer for 2019. 

 

This is the second time in three years that Dainton has won the top trophy at The 

Independent Beer Awards, affectionately known as ‘The Indies.’ 

 

Speaking to Beer and Brewer on the win, brewery Co-Founder Dan Dainton said: “I can’t 

explain. It’s really exciting to win it up against some amazing breweries.” 

 

“I feel a little bit lucky. I don’t use luck lightly as a term, because we work our arse off. One 

of the things we say every day when we come to the brewery is ‘we are trying to make the 

best possible beer we can.’ I think we’ve shown that we’re up to the challenge.” 

 

The Indies mark the end of BrewCon, an annual conference and trade expo for Australia’s 

independent brewing community, which took place this year at Melbourne Convention and 

Exhibition Centre from 3-6 September. 

 

A judging panel comprised of respected national and international beer professionals 

assessed over a thousand entries to recognise the best beers and breweries across the nation. 

 

The other beers that took out prizes on the night were: 

 

Pale Ale: Mismatch Brewing Co. Pale Ale 

Amber Dark Ale: Nail Brewing Co. Nail Red 

Porter/ Stout: Stomping Ground Brewing Co. Bunker 

Hybrid Beer: Hunter Beer Co. Slaked Magpie 

Lager: Sydney Brewery Surry Hills Pils 



 

India Pale Ale: Modus Operandi Brewing Former Tenant Red IPA 

European Style Ale: Bright Brewery Razor Witbier 

Session Beer: Sauce Brewing Co. Piss-Week Sauce 

Strong Beer: Dainton Brewery Red Eye Rye 

Mixed Culture Beer: Dollar Bill Brewing Pty Ltd Learning to Breathe 

 

For breweries, the Champion Large Brewery trophy went to Fixation Brewing Co, of 

Melbourne.  

 

Commenting on their win on Facebook, the company said: “Are you kidding me! What an 

honour. Thanks for everyone’s support.” 

 

The Small/Medium Brewery Champion for 2019 was 3 Ravens from Thornbury, Victoria. 

 

This year’s Indies saw the creation of several new trophies that reflect the growth and 

change in the independent brewing sector.  

 

One of these were the Champion Australian Brewpub (to recognise the industry contribution 

of breweries that sell at least 75 per cent of their beers on-site), which was won by All Hands 

Brewing House from Sydney. 

 

Also added this year were individual awards for State and Territory Champion Breweries (to 

recognise the best brewery in the uniquely different brewing communities that exist across 

the country). 

 

The state and territory champions were: 

 

NSW: All Hands Brewing House 

QLD: Balter Brewing 

VIC: 3 Ravens 

WA: Gage Roads Brewing Co. 

ACT/NT: BentSpoke Brewing Co. 

SA: Mismatch Brewing Co. 

TAS: Van Dieman Brewing 

 

Each year, the Indies also provide awards to individuals who exceed community 

expectations in their support, development and promotion of Australia independent beer. 

This year’s industry nominated winners were: 

 

Service to Industry Award: Neal Cameron 

Young Gun of the Year Award: Dan McCulloch, Lallemands 

Community Initiative of the Year Award: Stone & Wood, Ingrained Foundation 

True Indie Supporter Awards: Corey Crooks, Grain Store 

 

Source: The Shout, 6 September 2019 

 



FARE  CONDEMNS  KELLOG’S  CORNFLAKES  BREW 

 

The chief executive of the Foundation for Alcohol Research and Education (FARE) has 

slammed a partnership between cereal giant Kellogg’s and New South Wales brewery One 

Drop, and in an unusual move, announced publicly that the organisation will be complaining 

to ABAC (The Alcohol Beverages Advertising Code) about the collaboration brew. 

 

Michael Thorn, boss of the anti-alcohol lobbying body, harked back to the “more innocent 

time when the only thing objectionable about Kellogg’s Cornflakes was the taste” in the post 

on the organisation’s website Drink Tank.. 

 

The scathing attack covering alcohol harm and the appeal of the IPA to children culminated 

in the announcement that FARE was lodging official complaints with not only ABAC, but 

also Liquor and Gaming NSW and the Alcohol Advertising Review Board. 

 

Thorn highlighted that Kelloggs’ cartoon 

rooster mascot Corny features prominently 

on the IPA. 

 

“What are kids to make of a bright can 

brandishing the words ‘cornflakes’ and 

‘milkshake’, the logo Kellogg’s and a 

cartoon rooster? They do not have the 

capacity to know this is supposedly an 

adult beverage. Such branding, with its 

clear appeal and recognition to children is 

unacceptable, should be deemed a clear 

breach of alcohol advertising standards and 

is way out of line with community 

standards and expectations.” 

 

One Drop was contacted but said they had no comment at this time. Kellogg’s had not 

responded to requests for comment by the time of publication. The milkshake IPA hit the 

headlines earlier this month as the latest novelty collaboration with a big brand. 

 

In a press statement the One Drop and Kellogg’s teams said the limited-edition IPA was a 

“creamy full-bodied sweet beer with the right slice of hoppy bitterness”. 

 

It’s brewed on site at One Drop’s brewery and taproom with Sabro, Citra and Simcoe hops. 

Prices apparently start from $9. 

 

“This beer is a fun way to remind Aussies of the versatility of cereal,” said Bruno Madonna, 

director of research and technology at Kellogg’s, at the time. 

 

ABAC has not yet confirmed whether a complaint has been made. 

 

Source: BrewsNews, 11 October 2019 



 

 

  

 

  

 

  

 

  

 

  



 

 

  

 

  

 

  

 

  

 

  



BROO  TO  OFFLOAD  MILDURA  BREWERY 

 

The directors of listed brewer Broo have remained bullish despite another year of losses, 

saying they will offload their Mildura Brewery after just two years of ownership and move 

into contract brewing. 

 

The company is currently in negotiations to outsource its brewing operations, which it said 

would provide Broo with an “efficient and cost-effective supply chain” with “opportunity 

for expansion into further distribution channels”. 

 

Broo has only owned the Mildura Brewery and Pub businesses since February 2017. Upon 

acquiring the brewing and hospitality site, Broo invested in upgrades, refurbishment and 

installation of new automation equipment. 

 

At the time, Broo said it was “thrilled” by the 

acquisition which would allow it to commence 

brewing in-house immediately and “increase 

profitability across sales of existing brands”. 

 

It has also placed its Sorrento Brewhouse in 

Victoria up for sale. The 1,500-square-metre 

site is located in the beachside destination of 

Sorrento, and Broo invested in a full 

refurbishment of the premises upon its 

acquisition, also in 2017. 

 

Broo is selling off assets in its most profitable 

business section – hospitality. Broo reportedly 

made $1.4 million from its Australian brewing operations, but $2.3 million from the 

hospitality side of the business this year – an increase from $952,727 and $1.6 million 

respectively the year before. 

 

In the report released on Monday, the company confirmed that in the year to 30 June 2019 

losses after income tax reached $3.2 million – a slight improvement on the $4.4 million loss 

made the previous year. The company indicated that this would be the case in a preliminary 

report back in August. 

 

It also revealed that the group’s liabilities exceed its current assets by $3.0 million. The 

company acknowledged that there is uncertainty about the group’s ability to continue as a 

going concern as a result. 

 

Despite this, executive director Kent Grogan paid himself a total of $384,764 for the year, 

including $24,764 in superannuation – up slightly from $380,047 (including $20,047 

superannuation payments) the year before. 

 

No dividends were recommended by the board. 



The directors said they want to focus on “significant” Australian expansion over the next 12 

months – and dangled “additional opportunities” including “further penetration of products 

that have been tested and proven in the market place across several categories”. 

 

In an additional corporate governance statement, Broo said that a full review of the board’s 

performance is expected to take place in 2020. It said that due to the current size of the board 

and the company, a remuneration committee has not been established, and the board is 

currently responsible for evaluating its own performance. 

 

The board said the results were “expected” and it is continuing to reduce operational costs 

across the group, insisting that continued sales growth and the 2 million-litre Queensland 

distribution deal signed earlier this year enabled it to be “confident” of the company’s future 

financial performance. In the same year as its Sorrento and Mildura acquisitions, Broo 

acquired a 15 hectare landholding located in Ballarat for a reported $100 million new ‘eco-

brewery’ – but latest reports say the project is on ice. 

 

The Ballarat brewery land is valued at $2.1 million according to this week’s report, and is 

subject to a buy back clause which will allow the seller to buy back the land if Broo defaults 

on its obligations to develop a brewery on the land and employ at least 100 people on the 

site within five years of settlement. 

 

It is not clear whether Broo will take this option, as it has also extended the loan facility of 

$1.2 million secured against the Ballarat property until October 2020. 

 

Kent Grogan founded the business in 2009 and it was listed on the ASX in October 2016, 

raising $10.5 million. At the time, it placed 52.5 million shares at 20 cents each. Broo’s 

share price in recent months has been hovering around the 2 cents mark. 

 

Since its debut on the ASX, cumulative losses since 2016 have reached $11.1 million, 

meaning it has lost more than it raised in the initial placing. 

 

Source: BrewsNews, 2 October 2019 

 

 

VALE 

 

LAURIE BOSTELMAN 

 
It is with great sadness we notify all members of the passing of  

Laurie Bostelman, a member of VBLCS. 

 

He will be missed by all members. 

 

All our thoughts go to Lauries’s family and close friends. 

 

 



A  NEW  BREWERY  IS  SET  TO  LAUNCH  IN  QLD 

 

Experienced Victorian brewer Ryan Fullerton is helping to launch a new brewpub, Bobs 

Beers, in Surfers Paradise. 

 

Bobs Beers is set to open in the Queensland tourist hotspot on the Gold Coast. The site, on 

Elkhorn Avenue, is a three-storey commercial building previously home to fashion label 

Louis Vuitton. 

 

According to development applications submitted to the Gold Coast Council, it has indoor 

seating for 52 patrons, and an outdoor area which has a capacity of 68. The basement 

function area will fit 50. 

 

The project is being launched by Melbourne-based property developer Manjit Singh Uppal 

whose family-run business owns hospitality venues. The beer offering is being led by 

Fullerton, who worked at Red Duck Brewery in Ballarat before a stint at Bad Shepherd and 

then the Clifton Hill Brewpub in Melbourne. 

 

Headhunted by the founders of Bob’s Beers Pty, who finally managed to pry him away from 

Victoria, he now has plans to move his wife and four kids up to the Gold Coast. 

 

“Basically, I got a message from a bloke who I’d never heard of asking me to do some 

consulting for him because he was wanting to build a new brewery, and I went sure, that 

sounds interesting. Halfway through the conversation I realised it was a job interview,” 

Fullerton said. 

 

“It sounded really good. The only downside is you’ll have to move house [he says]. I’ve 

done long commutes before, but then he said it was Surfers Paradise. 

 

“Half of me is quietly confident but the other half is absolutely terrified, until I had this 

interview I’d never set foot in Queensland in my life! 

 

The new brewery will be located in the old Louis Vuitton building on Orchid Avenue, a hub 

for the city’s nightlife which consists of backpackers and other tourists. 

 

“They already had the brewery specced and ordered before I came on board, but the venue is 

still completely empty, so I’ve been able to have a say in certain architectural things and the 

layout of the brewhouse which arrives in a week or so, so it’s been great.” 

 

Bobs Beer’s brewhouse itself is 12hL with four 12hL tanks and four 24hL tanks, he said, 

and has already started his research into local beer tastes. 

 

“I’ve had a look at what people drink the most there, especially in Surfers Paradise, and 

honestly if I can do a good lager and a good XPA, that’ll be what pays the bills, and then I 

get six taps to have fun with. 



“Red Duck releases 20 or 30 new releases every year and I was there for five years at least, 

and Clifton Hill was the same – they had six core range beers and 13 taps – so I’m used to 

throwing together interesting beers and most of them work out pretty well! At this stage I’ve 

probably put 400 or 500 recipes together…it can be nerve wracking.” 

 

He said that his beers would be adapted to the heavily-tourist-focused demographic in 

Surfers, as well as the Queensland weather. 

 

“I’ve been given some guidelines and done a few styles of beer. At the end of the day the 

vast majority will want something fairly easy drinking and for our own sake we don’t want 

anything too strong. At most we might have an IPA floating around the 6 per cent mark.” 

 

There are no immediate plans to wholesale or go into packaged beer, but Fullerton is not 

ruling it out. 

 

“I think down the track if the beer does particularly well then we might move to packaging 

some but at this stage it’s all going to be in kegs. 

 

“We might ship to their other venues but for the most part it will be in-house,” he said. 

 

Fullerton is a veteran of the industry, having started out at the Red Duck Brewery in Ballarat 

eight years ago, firstly in the warehouse before making his way to the packing line. 

 

With only homebrewing experience in his garage behind him, he worked his way up to the 

brewery and learnt on the job. 

 

After his time there, he did a stint at Bad Shepherd, but a five-hour commute there and back 

took its toll, and he found his last position at Clifton Hill. 

 

Fullerton plans to bring his experience in Victorian breweries to the new Queensland site, 

especially his ability to operate different brew kits. 

 

“Every brewhouse is different and some are closer than others but Red Duck to Bad 

Shepherd was worlds apart, and Bad Shepherd to Clifton Hill was the same again. You know 

all the processes but it’s like learning to drive a left-hand drive car. It’s subtly different in 

many, many ways. 

 

“You learn something new in every job you do and you’d be an idiot not to carry that on. I’d 

really like to get a barrel programme going [at Bobs], but let’s get the core range beers going 

first. 

 

“At the end of the day the main thing I’ve taken from all my roles is how to brew 

consistently good beer, and that’s priority number one.” 

 

Bobs Beers will be located at 10/2 Elkhorn Avenue in Surfers Paradise, and it is set to be 

open before Christmas. Operating hours will be between 9am and 3am Monday to Sunday. 

 

Source: BrewsNews, 11 October 2019 



NOSTALGIA  AND  THE  RISE  OF  RESCHS  AND  EMU  EXPORT 

 

A national debate was sparked earlier this month when CUB beer brand Reschs was voted 

the nation’s favourite beer. 

 

After the result of the poll was declared, voting was left open and a further 25,000 people 

voted – significantly changing the results. James Squire and Stone & Wood in fact tied for 

the top spot, but Reschs still came in third in the nation – despite the historic beer being only 

available in New South Wales. 

 

What the poll highlighted was the rise of historic beer brands, often tied to a specific region 

like Lion’s Emu Export, affectionately known as a ‘Bush Chook’ in WA, and the number 

one brand in the Western Australian packaged beer market, according to IRI data. 

 

CUB said they did not release any sales figures (although the company was happy to release 

figures relating to Carlton Zero and the 3.2 million litres sold since the alcohol-free beer was 

launched last year) but they said they were “pleased” with the performance of Reschs 

Draught and Reschs Pilsener in NSW. 

 

It raises questions about why now, during the rise of independent craft beer, old favourites 

are re-emerging. 

 

“Whilst nostalgia marketing is far from an exact science, the concept relates to linking a 

brand or product to old ideas, in order to evoke some sort of positive memory or emotion in 

consumers,” explained Ella Ward, a senior marketing scientist at the Ehrenberg Bass 

Institute at the University of South Australia. 

 

“From a psychology perspective it involves tapping into a consumer’s existing memories, 

and attempting to create new links between those positive memories and the brand,” she 

said. 

 

Nostalgia 

 

A sentimental perception of products on the part of consumers is, to a certain degree, 

fuelling the return of Emu and Reschs. 

 

Reschs has its own Appreciation Society with a Facebook group of more than 4,500 people, 

which marshalled its membership to vote in the News.com.au poll and has also raised nearly 

$11,500 for the Movember Foundation through the sale of Reschs merchandise. Meanwhile 

Emu Export has been immortalised in both ice cream and pies. 

 

Even CUB has highlighted the grassroots movements keeping Reschs in the spotlight. 

“It is important to recognise the efforts of the passionate members of the Reschs 

Appreciation Society who support the brand the only way they know how – by drinking their 

favourite drop,” said a CUB spokesperson. 



A CUB spokesperson said the Reschs brand was important to its NSW portfolio, “and not 

just for the sales results”. 

 

“It has an important role in Australian beer history stretching back to when it was founded 

by Edmund Resch in 1897. We don’t take this history lightly,” they said. “The tagline 

‘Reschs Refreshes’ has struck a chord with beer consumers for decades and is as true today 

as it ever was.” 

 

Ella Ward from the Ehrenberg Bass Institute said that the success of the brands was in 

leveraging existing memory structures. 

 

“For example, the Emu Export can currently in circulation remains largely unchanged from 

that sold during the brand’s initial popularity boom in the late 80s. “These brands have 

reinforced a consistent identity across time to ensure they remain easy to find and recognise, 

even decades later,” she explained. 

 

Jamie Ryan, field sales director in WA for Lion, owners of the Emu Export brand, said that 

the popularity of the beer has fluctuated since it was first brewed in 1954. 

 

 “Brands come and go but Emu has had a resurgence in the last five to seven years. It’s very 

much seen as a retro, cool beer to drink,” he explained. 

 

He also said a lot of the popularity was coming from grassroots movements, such as third 

parties which are unrelated to Lion selling “Bush Chook” merchandise online. 

 

“It’s organic growth in that sense, we could look to try and control that, but it’s got that 

momentum and people have embraced the ‘Bush Chook’.” 

 

Ward said that it was precisely this non-interventionist marketing policy that works for 

historic brands like Emu. 

 

“Older brands are in the unique position that they typically have an extensive history of 

branding assets, (such as logos, colours and packaging) and marketing communications to 

capitalise on. So rather than reinvent the wheel, using these existing materials can be a good 

way to refresh and reinforce existing memory structures, rather than attempting to establish 

new ones. [Companies should] avoid the temptation to ‘refresh’ or ‘modernise’ the brand’s 

visual identity; if it ain’t broke, don’t fix it!” 

 

Lion and CUB have subscribed to this marketing tactic, to great effect. 

 

“Marketing activity is balanced by the size of the brand within CUB’s portfolio and 

reviewed on a regular basis. The momentum on the brand is more than just organic,” said a 

CUB spokesperson. 

 

Lion sales director Ryan said the company does not engage in any ‘above-the-line’ 

marketing for Emu – that is, it is not advertised on mainstream television, radio and other 

media. 



“That’s what we’ve found to be most effective from a marketing point of view. There’s so 

much noise and marketing within beer and alcoholic beverages spaces. It’s always a 

challenge to cut through this noise, and we’ve found with Emu, doing less is more.” 

 

Perceptions of craft beer 

 

When Balter Brewing released promo videos earlier this month for the national launch of its 

new lager, the brewery drew attention to the concept of stereotypical “beer geek”, pointing 

out how inaccessible some styles of beer and some perceptions of the craft beer industry can 

be to the “ordinary” consumer. 

 

The reaction against the complexities of craft beer can encourage consumers towards more 

mainstream beers and styles. This in turn prompts a resurgence in the popularity of the old 

favourites, according to Ward. 

 

“What we know about product innovations and new product development is that it tends to 

skew towards heavier category buyers,” she explained. 

 

“This means heavy beer drinkers are systematically more likely to notice and purchase these 

products, because they have more extensive category knowledge. For the regular consumer, 

it’s unlikely you’ve even heard of many of these craft brews, let alone purchased them.” 

 

She said that consumers on the whole are creatures of habit, especially those who may not 

have a special interest in drinking independent beer. 

 

“We [as consumers] buy from a small group of brands that we shuffle between for different 

purposes. The everyday beer drinker cares about getting in, purchasing a beer that will do 

the job, and getting out. The reality is, that tends to be a brand you’ve purchased before.” 

  

 It’s also the case that mainstream brewers have a huge distribution network, making their 

beers more accessible, particularly in the heard-to-reach regional and rural heartlands of 

brands like Emu. 

 

“The brands are affordable with wide distribution, being readily available across buying 

channels and retail outlets. Breaking down these barriers makes them easier to buy, and 

more physically available to consumers, another key driver to success,” Ward said. 

 

Ryan agreed with the idea that a crowded market means that time-poor buyers, who may not 

be interested in branching out when it comes to beer, pushed some consumers towards the 

brands they knew or remembered. 

 

“What’s old is new again. There’s a proliferation of craft, but that speaks predominantly to 

ales and sometimes heavy, hoppy, flavoured beers, whereas Emu is different in a sense in 

that it’s clean, crisp, easy drinking – it does not have the complications a craft beer might 

have. We’re passionate about brewing craft beer too of course, but Emu speaks to those 

people that want an uncomplicated article.” 

 



Locality 

 

‘A sense of place’ is a major trend in the craft beer industry. Hyper locality of beer adds 

value to what’s already a ‘premium’ product, and independent brewers argue that buying 

local keeps money in the local area. 

 

Emphasising the ‘local’ appeal of brands can be a differentiating factor for both craft and 

mainstream beers. Indeed, it was used to great effect with the marketing of relatively new 

entrant, Great Northern, “the beer from up here”. 

 

But despite the perceptions of Reschs and Emu as being local brands, they’re in fact not 

brewed in their associated regions. 

 

Reschs (“the beer we drink round here”) is brewed at CUB’s Yatala Brewery in Queensland, 

whilst Emu Export is brewed at Lion’s West End Brewery in South Australia and Tooheys 

in New South Wales, after the WA’s Swan Brewery closed in 2012. 

 

Some WA craft brewers say the move to close Swan actually led to the accelerated growth 

of craft beer in the region. This small point doesn’t seem to deter their legions of fans, 

however. 

 

“I think the uniqueness of the history of the brand and what it means as far as its connection 

in WA [is most important],” explained Ryan. I’m WA born and bred and I drink Emu and so 

do my mates,” he said. “It’s crisp, clean and really perfect for our climate, chilled down on 

ice or out of a cold fridge. It really works for the WA lifestyle. 

 

“Our brewery networks around the country are passionate about brewing great, quality beer, 

regardless of where it’s going. It’s not brewed in WA but it’s brewed for WA.” 

 

Whatever it is that appeals to consumers, Lion has been receiving requests for Emu from 

venues across the country, and it’s available at the Fortune of War and a limited number of 

venues in NSW, as well as 71 venues in Queensland. 

 

“Venues in Sydney are selling on-premise, and we’ve had requests from expat Western 

Australians to take Emu Export to rural Queensland,” Ryan said. 

 

Despite the growing popularity of their historic products, Lion and CUB have no plans to 

take Reschs or Emu national. 

“The demand would need to be strong in concentrated areas of Australia to justify a 

distribution program,” said a CUB spokesperson. 

 

“There is still a bit of work to do to strengthen the brand in NSW before a program to other 

states would be considered. 

 

“But for now, consumers can go to platforms such as Booze Bud and order a case of Reschs 

for delivery anywhere in Australia if they desire.” 

  

Source: BrewsNews, 30 September 2019 



RAFFLES 

 

As at October 2019, the following members have credits as listed: 

 

Wayne Richardson  June  2020 (3) 

Cor Groothuis  Dec 2020 (2) 

Jimmy Stewart  Apr 2020 (3) 

Richard Rathbone  Feb 2020  (2) 

Robert Johnson  Oct  2020 (2) 

Ron Kemp   Oct 2019  (2) 

 

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 December 2019 raffle there will be five prizes. The 1st prize is an Extra Matured Stout 

label from Murray Breweries P/L, 2nd prize is an Abbotsford Sparkling Ale label from the 

CUB, 3rd prize is an Abbots Lager label from the CUB, 4th prize is a Bicentenial Ball label 

from Reschs Pilsener and the 5th prize is a Carlton Bitter Ale label from the CUB. 

 

     
 

The prizes will also include a variety of other labels.  

 

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

and also at the June meeting. 

 

YOUNG  HENRYS  PARTNERS  WITH  TRIBE 

 

Young Henrys has announced a brewing partnership with Goulburn contract brewers Tribe. 

 

The partnership is expected to allow the Newtown brewery to expand production into the 

Goulburn brewery with the ability to match batch size to Young Henrys output. 

 

The union will be simply about brewing. There will be no equity or change of hands for 

either company, but Young Henrys will now become Tribe’s largest strategic partner. 



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. 

 

Red Duck  Blood of RA 

                             AMID 

                        Ulysses           

Albatross           Plunger Pale Ale           

3 Ravens            Dark 

                            Golden 

                            Black 

                            55 American Pale Ale 

                            Single Hop NEPA 

James Squire    150 Lashes 

Eumundi            Lager 

Coopers             Vintage Ale 2019 

                            Sparkling Ale 375 and 750 ml. 

                            Sparkling Ale export to USA. 

                            Extra Stout 750 ml 

                            Extra Stout 375 ml export to USA      

 

Also included is a range of obsolete brewery labels. 

 

VBLCS sends it’s thanks to Red Duck, Eumundi, James Squire, 3 Ravens, Albatross and 

Coopers for contributing labels to this issue. 

 

The Committee sends a big thank you to Alan Richards for painstakingly individually 

cutting the labels from rolls for mailing. A special thank you to Ross Mackie and Alan 

Richards for obtaining these labels for members. 

 

 

AUSSIE  BEERS  TRIUMPH  AT  WORLD  BEER  AWARDS 

 

Beers from two Australian breweries have won awards at the World Beer Awards in 

London. 

 

Tinnies Pale Ale, which has been brewed exclusively for Liquorland, was named as the 

World’s Best Pale Bitter 4.5% to 5.5%, while Red Oak’s Château Sour was named World’s 

Best Flanders Red Ale. 

 

Tinnie Pale Ale is available in 375ml cans and has a 4.9% ABV. The beer is brewed at Brick 

Lane Brewing by Kade Wilson. 

 

Redoak’s Château Sour has a 5% ABV. 



BREWERIES  FACE  ABAC  PANEL 

 

A raft of ABAC (The Alcohol Beverages Advertising Code) judgements released this week 

have brought to the fore the relationship between sports and alcohol advertising, with James 

Squire and Pirate Life being on the receiving end of complaints. 

 

The first ruling by the ABAC panel was in regards to a television advert for James Squire 

One Fifty Lashes, broadcast on SBS during the US Open Semi Final at 8.20am. 

 

The complainant was concerned not about the content of the ad, but rather the placement of 

it during a major sporting event constituting a “violation of alcohol advertising standards”, 

and the time it was broadcast, when, they said, children might be watching the US Open. 

 

The ABAC Code determines that marketing must not be directed at minors 

either through the style of the packaging or marketing, or through a breach 

of placement rules. These rules stipulate that if there are no age restriction 

controls on a media outlet, then the audience should be reasonably expected 

to consist of at least 75 per cent adults. 

 

The ABAC panel explained that the relationship between alcohol marketing 

and sports and cultural events is part of a wider debate about whether 

alcohol companies should be allowed to sponsor competitions or teams. 

Ultimately, the ABAC panel said, this is an issue of public policy and 

therefore beyond their remit. 

 

It did judge, however, that the James Squire advert fulfilled its obligations 

with regards to being broadcast during an event largely watched by adults. 

The panel declared that while tennis has appeal across age groups, it cannot be reasonably 

believed that the TV broadcast of Grand Slam tennis championships is primarily aimed at 

minors, and dismissed the complaint. 

 

In another sports-related ruling, ABAC passed judgement on the packaging and Instagram 

posts promoting CUB-owned Pirate Life’s Frontside Ale, a beer brewed in collaboration 

with snowboarding company Burton. 

 

The complainant said that the advert puts snowboarding and beer in the same context, 

creating a link between the two which breaches the ABAC code, as snowboarding is a sport 

that requires high levels of alertness and 

physical coordination. The beer itself is 

named after a snowboarding trick, 

connecting the performance of 

snowboarding tricks and the consumption 

of beer, they said. CUB responded saying 

that the “genesis of this campaign” was to 

draw on Pirate Life’s existing successful 

sponsorship of alternative sports such as 

mountain biking and wakeboarding. 



Pre-vetting approval was not sought for the name, packaging or posts. ABAC said that as 

Burton is not an alcohol beverage company, its marketing activities are not usually under 

ABAC’s jurisdiction, although as the content had been created as a collaboration, CUB has a 

reasonable measure of control over the portrayal of its beer product by Burton. 

 

In the end the panel ruled that the packaging and product name are not in breach of the code 

as there is no depiction of snowboarding on the can, and none of the advertisements’ 

messaging implies that it is acceptable to consume alcohol before or during the sport of 

snowboarding. The complaint was dismissed. 

 

Endeavour Drinks Group’s Bluey beer brand also faced judgement from the ABAC panel, 

after a complainant took umbrage to the use of a dog illustration on the packaging, as well as 

its similarities with the principal character and title of children’s TV programme Bluey. 

 

The concerns related to both product names and packaging of the beer, and are similar in 

theme to those brought against Cheeky Monkey and Hop Nation’s Jedi Juice with regards to 

its alleged appeal to minors. 

 

Pre-vetting approval was not received specifically for the packaging, however collateral 

which included the name and images of the packaging was approved. 

 

Endeavour, which has been a signatory of ABAC since 2013, said that Bluey was launched 

in October 2018 featuring a sketch of an Australian cattle dog – a revised version of the Ol’ 

Bluey brand which is also owned by 

Pinnacle Drinks. 

 

It said that its use of a dog motif does 

not automatically meet the scope of a 

“strong or evident appeal to minors”  as 

dogs are “generally liked by a broad 

spectrum of the community,” it said. 

 

The use of an Australian cattle dog is 

actually less appealing to minors 

compared to other dog breeds due to its heritage and common use of the breed as a working 

dog, Endeavour argued, and highlighted the use of animals in alcohol-related marketing in 

relation to other ABAC rulings which the panel had deemed acceptable. 

 

ABAC said that the term ‘bluey’ has a long history in the Australian vernacular and popular 

culture, highlighting many instances of the word, including a Second World War comic 

strip, a civil engineering company and a brand of laundry powder. 

 

The point, the panel said, was that there was no monopoly on the use of the name Bluey. 

They said that the depiction of the blue heeler dog does not resemble the animated TV 

character and it has ‘typical’ packaging for beers. The complaint was dismissed. 

 

Source: BrewsNews, 8 October 2019 



4  PINES’  AIBA  CHAMPION  BEER  RELEASED  NATIONALLY 

 

Australia’s 2019 AIBA Champion Beer, 4 Pines Brewing Company’s Schwarzbier, will be 

released nationally as a Keller Door Small Batch Limited Release this month. 

 

Awarded the honour at this year’s Australian International Beer 

Awards (AIBAs), the Schwarzbier was originally brewed as part 

of the Keller Door Black Box release in 2016 but has never been 

available as an individual release, prior to now. 

 

The brewers have respected this traditional German style with 

careful attention to ingredient selection. 

 

The malts are a balanced combination of German-produced 

speciality malts – Munich Type 2 and Carafa Special – and high-

quality Australian Pale base malt. 

 

The key hops, Hallertau Hersbrucker, are a famous “noble” 

variety grown in Central Germany and the famous W-34/70 

lager yeast strain originated from the Weihenstephan brewery in 

Bavaria. 

 

The original 2016 recipe has been refined annually, resulting in 

the 2019 version which the AIBA judges described as ‘an 

excellent iteration of the style, looks sensational, great foam and 

retention, drinks well, lovely roast aroma’. 

 

According to the brew team, the lack of harsh roast characters 

normally associated with dark beers and the distinctive presence 

of noble lager qualities provide the Schwarzbier with a flavour 

profile that drinks lighter than its black hue suggests. 

 

Expect a smooth lager, matured slow and cold for crispness, yet full of flavour. The 

Schwarzbier is a great traditional German style. Prost! 

 

Source: BrewsNews, 24 September 2019 

 

 

DID  YOU  KNOW  THAT? 

 

Kvas is Russian, mildly alcoholic beer-y drink which is traditionally made by fermenting 

bread that is made exclusively of rye grains and no others. Kvas was brewed by the Proto-

Slavs as early as 2,000 years ago. The basic recipe consisted of mixing dried breadcrumbs 

with hot water before adding a sugar solution and yeast for fermentation. The brew was 

flavoured with raisins, mint, absinth, juniper, honey, sugar, or (rarely) hops during 

fermentation. The wealthy would flavour their kvas with bilberries, Morello cherries, 

currants, apples, lemons, pears, raspberries, and lingonberries. 



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  2019 
 

VBLCS meetings are held at the Carlton Brewhouse, 24 Thompson St, Abbotsford VIC 

3067, Melway Ref. 44 G7.  

 

Meeting dates for 2019 are:  

February 10 

April 14 

June 9 (AGM) 

August 11 

October 13 

December 8 

 

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.  
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