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PRESIDENT’S  PAGE 

 

Dear VBLCS members and families, 

 

It is especially important for me to repeat my earlier message to members of the VBLCS 

below. 

 

“The past few months have been exceedingly difficult for everyone and we understand some 

of you will have faced isolation, anxiety and financial hardship. It is a good time to 

remember that the VBLCS is not just a great vehicle to collect labels but it also plays an 

important part in social enjoyment and support in the community. 

 

We would like to extend our thoughts and best wishes to all our members and families and 

also ask that you contact us if there is any way we can provide practical help to cope with 

the current restrictions.  

 

We also encourage our members to reach out to one another during this period and support 

each other as strongly as you do normally. We have numerous stocks of labels that can be 

mailed out to members to keep them occupied during this lock down period. 

 

There is still uncertainty about commencement dates for coming meetings while restrictions 

are in place. But we are hopeful these meetings will provide a great chance to reconnect with 

friends and families this summer (and will be doing everything we safely can to make this 

happen as we believe it’ll be even more important post lockdown).’’ 

 

It has been a good opportunity for me to catch up and reorganise my collections and write to 

my interstate friends. Several members have written to me requesting labels from our 

obsolete stock to help them out. This has been very worthwhile especially for our recent or 

newer members wanting to enhance their collection. These labels are free. 

 

Even though the COVID tests are heading in the right direction, I do not feel confident we 

will be able to hold our Christmas meeting and normal festivities, but fingers crossed. 

 

Continue to be safe and care for your families and self. 

 

 

I look forward to catching up at our lively meetings, soon. 

 

Remember, keep safe. 

 

Please note, membership fees are now due for 2020 / 2021. 

 

Rob Greenaway 

President VBLCS 

[on behalf of your Committee] 



FROM  THE  EDITOR 

 

Another two months passed without much change in Covid-19 pandemic restrictions as I 

was writing this article. Hence, we couldn’t have our October meeting, resulting to carry 

over the raffles and door prize to the next meeting in December, hoping that everything will 

be back to normal by then. 

 

In July 2020, Food Forum Ministers have decided that pregnancy warning labels with 

prescribed colour schemes will be mandated (see the related article in this issue). The 

Brewers Association, Alcohol Beverages Australia and Independent Brewers Association 

have all initially criticised the mandatory colours. Since then, some breweries accepted the 

ruling and incorporated the new colour scheme in their labels design. Two of the labels 

(Boatrocker Hazy IIPA and 3 Ravens Raspberry Lemonade Creamsicle) are shown on top of 

the centre pages with red, black & white pregnancy warning label. 

 

Our South Australia member Dave Body (551) sent me a scan of two Richmond labels 

saying: “I acquired two Richmond NS labels recently that I had not seen before. I looked up 

the brewery in Keith Deutsher's book "The Breweries of Australia" and he says exports to 

India began in the 1930's so these 2 labels are from those export times. [An internet search 

shows Herbertson's was, and still is, a company based in New Delhi]. 

 

As I can tell from the scan, the labels look in pristine condition (see back cover). Does any 

member find a rare label recently? 

 

September 2020 issue of VBLCS News included “The Next Generation of Brewing Elliotts 

(Part 1) by brewery historian Brett Stubbs. This issue includes Part 2 of the article which is 

an excellent read. 

 

Thanks to Robert Greenaway, Alan Richards, Brett Stubbs, Wayne Richardson for their 

contribution to this issue of the Newsletter. 

 

Umit Ugur 

October 2020 
 

 

MOVE  TO  CANS  DRIVES  SALES  FOR  MOA 

 

A move from glass bottles to cans drove an increase in market share for New Zealand’s Moa 

Brewing in the last financial year according to its latest annual report. 

 

Moa Beverages, recorded an underlying EBITDA (earnings before interest, tax, depreciation 

and amortisation) loss of $1.4 million for the year ended March 31, 2020. This was an 

improvement on the $1.6 million loss the previous year, despite the late hit on sales from the 

of Covid-19 lockdown. 



In the company’s annual report, executive chair Geoff Ross hailed the gains on the brewing 

side of the business thanks to reduced costs, moving their “classic” range from bottles to 

cans, and bringing in new products such as a low-calorie lager. 

 

The brewing business cut 

approximately $1 million from its 

operating cost base and reduced its 

working capital by $4.6 million 

compared with the prior year 

“resulting in strong positive cash 

inflows for the year”. 

 

However, Ross noted that Covid-19 

delivered a big dent in supermarket 

sales when Covid-19 hit. “Moa 

Brewing was unable to supply 

distribution centres as supermarkets 

prioritised their operations in 

response to panic buying.  

 

According to the 2020 financial statements Moa paid $4.25 million in excise which roughly 

equates to production volume of 2.8 million litres, based on 5 per cent beer. The excise paid 

was down on the previous year ($4.3 million) reflecting the hit delivered by Covid-19. 

 

The Moa Group reported total revenue of $38 million compared to $16 million in the prior 

year. The huge jump was thanks to the acquisition Savor, a restaurant group that includes 

some of Auckland’s high-end dining experiences. Moa later added iconic pizza restaurant 

Non Solo Pizza to their hospitality business. 

 

Ross said the 2021 financial year looked positive, having “started strongly for both the Savor 

and Moa Brewing businesses, which is pleasing in light of the impact of Covid-19”. 

 

“We have not been immune to the outbreak of COVID-19 with many of our venues shutting 

as the New Zealand government entered Alert Levels 3 and 4. While we acted quickly to 

maximise revenues through a new online home delivery business, Savor Goods, Covid-19 

has had a significant negative impact on our business in the second half of the year. 

 

“However, our new cornerstone shareholder and an oversubscribed capital raising of $8.3 

million brings new potential for the year ahead and we are excited to continue our vertical 

strategy with an aim to be a ‘gate to plate’ and ‘vat to tap’ full-service hospitality group.” 

 

In reporting their annual result to the NZX Moa noted that due to the uncertain trading 

environment they were unable to provide guidance on predicted earnings for the current 

financial year. 

 

Source: BrewsNews, 18 September 2020 



NEW  BREWERIES 

 

Gage Roads opens Sydney venue. Gage Roads Brewing Co. is opening its long-awaited 

first venue on the east coast under its Atomic Beer Project brand. 

 

The opening of the brewpub in the Sydney suburb of Redfern, ten months after receiving the 

green light from council, marks a momentous move for Gage, which also recently 

announcing a major new venue development in Perth. 

 

It will open this Thursday, 24th September, with all beers, including its core range of 

Atomic Pale Ale, IPA  and the Atomic XPA, in addition to limited releases like Cryo Red 

Alert and Paul’s Porter, brewed on-site by Atomic’s head brewer Nick Ivey. 

 

 
 

Ivey is brewing on a 12.5hL, three-vessel DME Process systems kit with four fermentation 

vessels and six bright tanks. 

 

Gage, soon to be Good Drinks officially on the ASX, said the kit was chosen because space 

is at a premium in the venue. It said that the kit has “minimum footprint with maximum 

efficiency”. 

 

Gage and Atomic worked with construction company Promena Projects which also 

developed Brix Distillery and interior design studio YSG for the industrial finish of the 

brewpub. 

 

The opening this week concludes a more than 12-month process, receiving its planning 

approvals from the City of Sydney council back in November 2019. 

 

Like for many businesses, it’s been a tough year for Gage which celebrated its 15th 

anniversary last year, but moving forward with major projects like the Sydney and Perth 

sites have proven the business resilient despite the challenges of COVID-19. 



Many state borders are currently still closed to New South Wales and opening restrictions in 

the state mean venues have capacity limits based on space and need to have COVID-19 

Safety Plans in place. 

 

Philter Brewing set to open its doors. Philter Brewing is on the verge of its long-awaited 

opening in Marrickville. 

 

Since Philter launched in 2017, founders Mick Neil, Stef Constantoulas and Sam Fuss have 

been on the hunt for their own venue and announced last year that they had found their base. 

 

“We weren’t just going to settle for something, it had to be right, the right positioning, in 

and around where we all live too,” explained Fuss. “We really made sure we ticked all the 

boxes, and being picky benefitted in the long run.” 

 

Head brewer Fuss told Brews News it was a silver lining in the dark cloud that is COVID-19 

that they hadn’t opened up before lockdowns hit. “Fortunately for us, we haven’t opened the 

bar, which means we didn’t have to lay off people. There are so many other people dealing 

with that and we didn’t have to go through that. 

 

 
 

“Our sales were not based on having a bottle shop or front-of-house operations, and a lot of 

breweries rely quite heavily on front-of-house and we would have but we didn’t have that 

issue,” she explained. 

 

Fuss said that they were planning to open by the end of the month having already launched 

its bottle shop, although the Philter team are playing it by ear following the acceleration of 

lockdown restrictions in NSW. 

 

“We’ve had a great time designing the bar and everyone will be really surprised by what 

we’ve done. We’ve gone a bit non-traditional in regards to what people would expect with a 

brewery with a bar and we’re excited to introduce people to that,” she said. 

 

Source: BrewsNews, 13 August 2020 



NEW  BEERS 

 

- 3 RAVENS MANGO CREAMSICLE. It seems remarkable it's 

only three-and-a-half years since Sailors Grave released 

Australia's first cream sour as we prepare for a spring a summer 

laced with them. 3 Ravens even have a series dedicated to them, 

with this Mango offering already their second of the latter half of 

2020. 

 

Less daft than the Thiccc Milkshake IPA that preceded it by a 

week, but still in the realm of shark-jumping complete with triple 

salchow, this fruit cream twist on their Acid sour sits amidships in 

mango’s sweet and fleshy side with the beer's sourness mainly 

down to the lacto rather than the titular fruit’s occasional tendency 

to get a little whiffy. Perceived bitterness is pretty high and when 

combined with the mango's tartness plus the base beer's acidity 

and carbonation, it makes for a rather sharper affair than the 

Raspberry Lemonade version out a few weeks prior. 

 

- STOMPING GROUND NITRO RASPBERRY SMASH. 

Stomping Ground's Smash series has been one characterised by 

colourful beers in equally colourful cans and, more than two years 

after it kicked off, the brewers have started looking beyond finding 

new fruits to champion. In the middle of winter 2020, they released 

their first nitro sour in the shape of Cherry Smash and now they 

welcome back Raspberry Smash but this time giving it the nitro 

treatment too. 

 

Along with those tiny bubbles, the brewers have added lactose to 

create a beer with a soft body while retaining its tart edge. That’s not 

to say it’s bracing, however; the sourness is instead a more of a 

cleansing feature – particularly fitting for a beer that manages to 

closely resemble raspberry sorbet. 

 

- MODUS OPERANDI HAZY SERIES 07: MIXED BERRY 

SMOOTHIE. Modus Operandi's Hazy Series seems to have very 

quickly turned into a showcase for fruit as much as haze, with number 

7 featuring a mix of berries. Yet, despite its name, it’s not actually that 

hazy or indeed smoothie looking in appearance, especially when 

compared to some fruit cream IPAs that wear their berries on their 

sleeve like a frozen berry slushie. Maybe there's the faintest hint of 

lavender to the orange haze, but it could just be trick of the mind. 

 

Creamy, sweet vanilla-smothered berries sit alongside a crushed 

biscuit cheesecake base character, with a streak of tropical hops 

appearing like a dash of sauce rippled through its midst. But with little 

in the way of bitterness you could easily switch one in for dessert. 



- BURNLEY BREWING TAKE IT EZAA MANGO & 

PINEAPPLE LAGER. Just what would Michael Stanzel’s former 

teachers think of him now? There they are, the German brewers who 

taught him the intricacies involved in brewing subtle, crisp, classic 

lagers. And here he is, head brewer at Burnley Brewing and 

launching a lager series in a pastel-coloured can, complete with a 

pun and not one but two tropical fruits thrown in. German Purity 

Law be damned. 

 

That’s not to say Take It Ezaa isn’t still grounded in brewing 

tradition, for the mango and pineapple lager is still incredibly crisp. 

Unlike many kettle sours in which the fruit additions drive flavour, 

here the mango and pineapple are presented in largely restrained 

fashion to keep the beer well-defined and, in some ways, still in the 

classic lager camp. Even if Michael’s brewing instructors may well 

disagree. 

 

- HOLGATE BREWHOUSE HOPINATOR 2020. IPAs of all shapes 

and sizes are here, there and everywhere today, however, yet those like 

Hopinator have become almost like historical artefacts; at a time when it's 

all about fruit salads, stripped back malt profiles, none of the bitterness 

and all of the opacity, beers that owe a debt to the earlier IPAs out of the 

States are something of a rarity. And this is, unapologetically, what 

Holgate have set out to create once more, this time with a nod to 

Terminator. 

 

They've done a fine job too, with the specialty malt bill giving you a 

visually appealing beer: glowing deep copper, almost amber, and with a 

perceptible viscosity that hints at its DIPA nature. Pine, grapefruit rind 

and biscuity, dark caramel malts are equal players, while there's broad, 

earthy, faintly spicy bitterness that lingers within the palate-coating body 

– one that coats due to the beer's density rather than any juicy, oaty, 

NEIPAisms. 

 

- BLACKMAN'S BREWERY TIRAMISU IMPERIAL MILK STOUT. 

Blackman's close out their Bakehouse trilogy with a bit of a blast from the 

past: a beer inspired by Tiramisu. If, somehow, you've never come across 

the Italian staple, it's a coffee-flavoured affair featuring ladyfingers, a whole 

lot of fluffiness and no little cocoa. So when you're welcomed by a fair hit of 

coffee as you crack the can you know they're on the right track. 

 

Once you've got to the key part of the process (drinking the beer) you find a 

streak of filter coffee riding through the middle of your palate.  

 

There’s cola at play too, and a gateaux like dark chocolate, not to mention a 

a stickiness on the palate but that’s the nearest thing to overt pastriness you'll 

find thanks to an Italian espresso like bitterness. 



- BEERFARM & FERVOR NATIVE SERIES WOOLYA WAH RED 

ALE. Beerfarm and Fervor have notched up seven releases in their Native 

Series with Woolya Wah, a beer infused with Western Australian cyclops 

wattleseeds (Acacia cyclops) and Wattah wattle (Acacia decurrens). 

They've been added to a malt-driven red ale brewed with an array of 

specialty malts, Ahtanum hops and a generous addition of the two 

wattleseed varieties, grown locally in WA at Roelands Village. 

 

Woolya Wah is purposefully robust; designed to showcase and integrate 

the unique character of the WA grown Wattleseeds that were carefully 

toasted before being utilised in the boil, thus allowing their earthy and nutty 

flavours to develop. Carared, chocolate malt and dark wheat, among others, 

lend a dark ruby colour and some viscosity, as well as subtle toffee and rich 

caramel flavours, to a beer in which the hops contribute complementary 

aniseed aromas and a generous but balanced bitterness. 

 

- WHITE BAY & THE LITTLE MARIONETTE BLEND 26 COFFEE 

PORTER. White Bay are in bed with their neighbours, The Little 

Marionette coffee roasters, again but this time it’s less about the complexity 

and more about the intensity. 

 

This is the second time the two businesses at 26 Mansfield Street have 

blended their expertise. Their previous collab - a Baltic porter with Ethiopian 

coffee beans - was like the fruity filter coffee you order and discuss with 

your barista as you explore the intriguing nuances of flavour. Blend 26 is 

more like the extra strong cappuccino you order on your way to work to give 

you the jolt you need to get on with the day. 

 

Don’t misunderstand. It’s by no means a bludgeon. Upon the pour, the bubbles rise lazily 

and luxuriously to form a head like cappuccino froth, and a rich aroma of roasty coffee 

blends with sticky vanilla and milk chocolate. But on that first sip the sweetness from the 

Madagascan vanilla beans and chocolate malts becomes subtle and secondary, like the 

dusting of chocolate on your morning cap.  

 

- MR BANKS DAWN PATROL. The team at Mr Banks have picked up 

many fans with hazy release after hazy release so how do you think the 

brewery might approach a West Coast IPA? With a healthy helping of haze 

of course. To be fair, Dawn Patrol isn’t any ordinary West Coast, it’s a DDH 

West Coast DIPA and, when you've got that many letters, no style guide 

should dictate how your beer looks. 

 

Embark on your own Dawn Patrol and within the yellow and opaque liquid, 

you'll discover a smooth mouthfeel which lands the beer within hazy 

territory too. Hopped heartily with Centennial, Amarillo and Mosaic, a 

combination that steers clear of tropical fruits to sit more comfortably in the 

citrus camp, it's the appearance of resinous pine and a potent bitterness that 

ensure, if you close your eyes, you could indeed find yourself ending up on 

the West Coast. 



- MISMATCH BREWING NEGRONI IPA. An old favourite, 

resurrecting the Negroni IPA that first made an appearance at GABS in 

2016; a red IPA base is the starting point, with orange and Italian 

bitters added to create a 7 percent ABV cocktail-inspired beer. 

 

Visually, the beer and its inspiration are quite comparable, thanks to 

the light red / copper colour, while the bitters are where this cocktail 

beer journey begins, even before the first sip passes your lips. Orange 

citrus and herbal earthiness from the bitters really dominate on the 

nose, accompanied by a touch of spice. A mild caramel sweetness 

balances the bitters a little flavour wise, but, again, it's that orange 

citrus and earthy, herbal combo that really shines through before your 

journey reaches a suitably bitter finish. 

 

- TALLBOY & MOOSE 2 SOLID 2 GOLD & JUNGLE 

BERRY FRESCA. In the first month of spring, Tallboy & 

Moose have returned to some of the brewpub’s favourite 

releases. First up there’s 2 Solid 2 Gold, a sequel to the hazy 

IPA Solid Gold released in kegs (and crowlers) during the 

brief time Melbourne’s pubs were open between lockdowns. 

If there are tweaks to the recipe, they're minor ones, for it 

comes in at the same 6.5 percent ABV and contains the 

American hop combination of Bravo, El Dorado and 

Centennial. Again, it makes for a beer that moves from the 

more tropical guava and papaya to candied orange, grapefruit 

and a slight whiff of pine in what's a particularly soft and 

fluffy IPA. 

 

Then there’s Jungle Berry Fresca, which follows a string of keg-only Fresca releases; beers 

that feature sourness and creaminess equal measure thanks to the addition of lactose to a 

sour beer base that's re-fermented on real fruit. Jungle Berry has the biggest fruit addition of 

any in the series, with 320 kilograms of boysenberry and mango scooped into the Preston 

brewpub's tanks and it's the first of those that really grabs you, before the mango follows 

through to complete a tart, soft and altogether smoothie-like beer. 

 

- SANCTUS BREWING PIÑA COLADA SMASH. With so many beers 

around nowadays containing idiosyncratic new hop variety Sabro, coconut 

has become a very familiar flavour in beer. But when you get hit with a 

waft of real coconut, it’s a whole other thing. 

 

Piña Colada Smash brings waves of aroma of sweet, almost vanilla-y 

coconut - “hand roasted coconut”, which makes me wonder how many 

people burned their hands in the making of this beer. But, in the mouth, a 

tang of semi-sour acidic pineapple cuts through those waves like the fin of 

a surfer riding the breakers off the coast of Puerto Rico. 

 

The plucky sourness of this beer may draw you away from memories of a 

sweet piña colada, but it arguably makes it more refreshing than the real thing. 



- SWELL BREWERY NEIPA. Swell continue to ride the rolling 

wave, pumping out limited releases in rapid succession. Here, after 

dipping their toes into the world of haze with their NE XPA and 

Tropical Hazy IPA, they've delivered their first NEIPA, with rolled oats 

and wheat added for haze and body and Vic Secret, Mosaic and Simcoe 

the hops of choice. 

 

It's lightly hazy rather than heavy in the glass, with burnt orange glow 

and the aromas ready to lure the drinker in with a medley of sweet stone 

– namely apricot, peach and some lychee. The sweetness allows those 

juicy apricots to really shine while the malt base, which also includes 

some Vienna malt, creates flavours reminiscent of the syrup in a tin of 

peach slices. 

 

- MOON DOG JIMMY & LAWSON'S IPA. t's the week for long-

running IPA series to hit the button marked "DDH" in Victoria, it seems. 

Just days after Hargreaves Hill dropped No.6 and No.7 in their Pursuit Of 

Hoppiness series, Moon Dog's Doggo IPA series also hits number seven. 

And it's a double-header too, at least in the sense of the doggos to which 

they're paying tribute: brewery rep Jared Fita's blue heelers Jimmy and 

Lawson. 

 

Double doggo means double dry hop. And Aussie dogs means Aussie 

hops, with Galaxy and Vic Secret chosen to bring the fruit to this densely 

hazy, dark copper NEIPA. Ripe paw paw and pineapple sit alongside 

candied oranges while the syrup from a can of pineapple rings adds ballast 

and sweetness. There’s a hint of something more grassy / herbal in the mix 

but, for the main part, this is a fruity chew in IPA form. 

 

- HELIOS BREWING CLASSIC SERIES: BELGIAN 

DOUBLE DÜBBEL. Helios have kicked off their Classic Series 

with a can design that wouldn’t look out of place next to old 

Carlton Draught tinnies. But the stuff within is half a world away 

from an Aussie lager - a Belgian dubbel. 

 

“I love brewing traditional,” says brewer Charlie Hodgson. “I love 

brewing history… It’s important for me to maintain the integrity of 

the past several decades and centuries of what’s gone before me.”  

 

Charlie actually dubbed this beer a "double dübbel", since the 

excitable Belgian yeast ate up more of the sugars than he expected, 

which resulted in a higher ABV than originally planned. While the 

beer still has that burnt caramel, honey-looking hue that you expect 

from a dubbel, along with sweet candy and fruity esters on the nose, 

the experience on the tongue is a bit different - as Charlie puts it, “a 

little bit drier, palate’s a little bit cleaner, cuts in a little bit earlier, 

drags a little bit longer.” 



- AKASHA PROJECTS THE EAGLE IIIIPA. After a makeover and 

core range shakeup mere weeks ago, Sydney’s Akasha Brewing Co have 

eased into their snazzy new duds with aplomb. And what better way to 

really announced your new self to the world than with something that 

should be utterly absurd but is actually grouse? 

 

The aroma of pine and tropical fruits explode out of the can, beat you to 

within an inch of your miserable life and then lovingly take care of you 

on your long but comfortable convalescence. The palate is a delightful 

morass of hop resin, citrus, mango and malt sweetness that I’m pretty 

sure I’ll still be able to taste this time next week. Of course there’s some 

alcohol heat there, but my sweet Lord, how is this so good? Anything 

called a quadruple IPA should be an astringent, sticky undrinkable mess, 

but The Eagle isn’t. It’s criminal. 

 

- 3 RAVENS NITRO NILLA THICCCSHAKE. They're a 

remarkably diverse operation are 3 Ravens. There's a tight core 

range of "normal" craft beers, augmented by their flagship Juicy 

IPAs. Then there's the barrel-aged, mixed ferment Wild Ravens 

lineup and wine hybrid Nat Ravs that come accompanied by 

novellas from the brewers. And then there's nonsense like Nitro 

Nilla Thicccshake, a nitro-dosed, vanilla- and lactose-laden, 

milkshake double IPA. 

 

If you've ever wanted to know what it would look like if you 

carbonated the Yarra, give one of these cans a shake and pour it 

into a glass. Yep, it's like watching fizzy dredged river water 

settle. There’s some fruitiness from the triple dry-hopping with 

New World varieties attempting to poke through, at least on the 

aroma, and a lick of oily bitterness right at the denouement, but 

they're the only real signs this is anything like a double IPA in the 

Platonic sense. For the main, it’s like melted fudge poured over 

vanilla ice cream. With small bubbles. 

 

- COCONSPIRATORS BREWING THE AGENT. I’m old enough to 

remember when the characters created by CoConspirators Brewing were 

merely getaway drivers and money launderers; now here we are in 2020 

and they’ve got a secret agent on their hands. Well, The Agent might hold 

secrets but, if she does, they likely wouldn't be kept inside the clear 

orange beer (I’ll show myself out). 

 

What The Agent certainly holds, however, is a hop combination in the 

shape of Cashmere, Amarillo and Mosaic. Those detonate with a serious 

explosion of peach, pithy orange, lemon rind and a little pine, while those 

hop flavours come tightly wound against a slight biscuity note from the 

malt in an otherwise very lean IPA. 

 



THE  NEXT  GENERATION  OF  BREWING  ELLIOTTS  (Part 2) 

 

(Part 1 of this article is in September 2020 edition of VBLCS News) 

 

Thomas Coventry Elliott, who had accompanied his brother Bill to Western Australia in 

1894, entered the brewing industry there as a builder, rather than as a brewer, in mid-1897. 

He had approached Frank Whitfield, who was then establishing the Federal Brewery at 

Kalgoorlie, and asked for work. Whitfield agreed to employ him as a brewer when the place 

was operational, and in the meantime to have him perform more general duties for a lower 

rate of pay. 

 

Tom’s initial duties included some carpentering, buying empty 

casks and bottling plant, and giving some technical advice to the 

architect/builder who was supervising the erection. Many years 

later it was said that Tom had ‘designed and built’ Whitfield’s 

brewery, but that is a considerable exaggeration. 

 

Whitfield had spoken to Jim Elliott, then the brewer at the Lion 

Brewery at Coolgardie, about Tom’s brewing credentials. He was 

assured that Tom was a competent brewer, and ‘ought to be able to 

brew beer as well as he (Jim) could’. It happened, however, that 

Tom never brewed for Whitfield. He went in August 1897 to cover 

for his brother Bill at the Kalgoorlie Brewery when the latter was 

ill for a week, then stayed for three more weeks while Bill went on 

his honeymoon.  
       Tom Elliott, c.1932 

 

Tom’s first proper brewing appointment came early in 1898, at the Goldfields Brewery near 

Coolgardie. The company that founded this brewery in 1896 had failed in 1897, and Tom 

worked for a firm that carried on for the company’s liquidators. The brewery ceased to 

operate later in 1898, and Tom soon joined his brother, Jim, in leasing the failed Broad 

Arrow Brewery, about 80 km north of Coolgardie. Initially run by Jim, Tom took over late 

in 1899 and continued brewing at Broad Arrow until 1902. 

 

Early in 1902, Tom Elliott took over another small brewery, at Credo, several kilometres 

west of Paddington and Broad Arrow towards the Credo mine. The brewery was said to be 

‘an incongruous edifice’ sitting amidst ‘the desolate mulga scrub surrounding Paddington’. 

Sometimes known as the Credo Brewery after its locality, but more commonly as Elliott’s 

Brewery, Tom Elliott soon handed this operation over to Jim and moved to new employment 

at Kookynie, about 160 km northward.  

 

Tom had responded late in 1902 to an advertisement placed by the Kookynie Brewing 

Syndicate, who wanted to hire a brewer to select and erect plant for their proposed brewery, 

about 150 km north-east of Broad Arrow. The Kookynie Brewery was completed and 

formally opened in August 1903, and Tom stayed on as the brewer and manager. 



 

 

 
The Kookynie Brewery on the occasion of its formal opening in August 1903 

 

Tom Elliot was the initial brewer and manager, and later owned the brewery. 

 

While running the brewery at Kookynie, in 1906 Tom Elliott became the owner of the 

Mount Morgans Brewery, about 100 km north-east of Kookynie. He put it into the hands of 

a manager, however, and continued to reside and work at Kookynie. Later in 1906, he 

bought the Kookynie Brewery, and remained there until his eventual retirement from 

brewing about 1911. He placed that brewery under the management of his youngest brother, 

Dick. 

 

Tom had purchased Cornucopia Station, near Kookynie, in 1907, and became fully engaged 

in pastoral pursuits after his retirement from the brewing business. In 1928, after many years 

as a full-time pastoralist, Tom sold Cornucopia and retired to Perth, where he died in 

January 1934. 

 

Jim, Bill and Tom Elliott were followed to Western Australia early in 1900 by their younger 

brother, Sidney George (born 1875). Sid immediately went to work at the brewery at Broad 

Arrow, then being run by Tom. Sid was followed to Western Australia several months later 

by his wife-to-be, and they were married at Kalgoorlie in November 1900. 

 

From his base at Broad Arrow, Sid launched his independent brewing career. In 1901 he 

purchased the Menzies Brewery (est. 1896) near the town of Menzies, about 100 km north of 

Broad Arrow. The venture, however, ended in financial failure for Elliott, operations ceasing 

in mid-1903. 



 

 

 
The Menzies Brewery was owned briefly by Sid Elliott 

 

Sid then joined his brother, Bill, in partnership in taking over the Malcolm Brewery, at 

Mount Malcolm, near Leonora. He acted as the brewer for this venture, which became 

known as Elliott Brothers’ Great Northern Brewery, and Bill was the traveller. The Malcolm 

Brewery was taken over by a local syndicate late in 1904, but Sid remained as their brewer. 

He was put out of work in 1905 by a fire that terminally damaged the brewery.  

Sid’s next place of work seems to have been the Stanley Brewery, on the waterside below 

Kings Park in Perth, where James Liddington was the brewer. Liddington left early in 1906 

to replace the recently-deceased brewer at the Union Brewery, Kalgoorlie. Sid Elliott made a 

similar move about the same time, taking charge of the Union Brewery’s new bottling 

works. He was one of the pall-bearers at Liddington’s funeral in July 1907. 

 

After three years running the bottling department at the Union Brewery, Sid graduated early 

in 1909 to the position of head brewer for the Kalgoorlie Brewing and Ice Company 

Limited, a position lately occupied by his brother, Jim, and held several years earlier by Bill. 

From the Kalgoorlie Brewery, Sid went early in 1911 to become assistant brewer to Gerald 

McKenna at the nearby Hannans Brewery, which had recently been substantially overhauled 

and improved. He simultaneously became the licensee of the Tattersall’s Hotel at Boulder, 

and performed the roles of brewer and publican concurrently. 

 

Sid embarked early in 1912 on the brewing venture for which he would become best known. 

In association with a wealthy Kalgoorlie miner named George Hughes, he took over the 

defunct Swallow Brewery in the Perth suburb of Burswood and reopened it as the Perth Red 

Castle Brewery. Sid was the brewer for the partnership. 



 

 
The Red Castle Brewery in Perth, where Sid Elliott was the brewer for more than twenty years 

 

Despite some changes in the composition of the Red Castle partnership, including after 

Lieut. Hughes was killed in action in France in 1917, Sid remained there as brewer/manager 

for more than twenty years. He died in the position in March 1935. 

 

The youngest of the brewing Elliott brothers, Elliott Elliot (born 1882), went west about 

1905. Like Sid, he went to work at a brewery already owned by one or other of his brothers. 

Elliott, familiarly known as Dick, took over the running of the Credo Brewery from Jim in 

1905, and remained there for five years. 

 

In 1910, Dick Elliott, perhaps with one or some of his brothers, leased for three years the 

former Norseman Co-operative Brewery at Norseman, about 200 km south of Kalgoorlie. It 

had been idle for a couple of years, and Dick revived it and became its new brewer/manager. 

Brewing continued there only until late in 1911.  

 

Early in 1912, having failed in his attempt to resurrect the brewery at Norseman, Dick 

became the manager of the Kookynie Brewery for his brother, Tom, who by then had 

decided to retire from brewing. The Kookynie Brewery closed in 1912. 

 

Dick Elliott proceeded next to Kalgoorlie, probably late in 1912, to work as a brewer at 

Langford’s Brewery. Langford’s was then owned by Jim Elliott, but he had gone to run the 

Globe Brewery at Geraldton. Langford’s Brewery was severely damaged by fire late in 

1919, then was bought by the Kalgoorlie Brewing and Ice Company Limited, and closed and 

demolished early in 1920. It is supposed that Dick continued to work at Langford’s until the 

fire put it out of service. 



Dick’s next brewing berth was at Geraldton. In 1923 he replaced Jim as the brewer at the 

Globe Brewery when his elder brother retired. Dick remained at the Globe Brewery until 

1939, making it his longest brewing post by far. He died in Perth in 1958. 

 

At most about thirty-eight breweries operated in Western Australia at any one time in the 

nineteenth and early twenty centuries, the peak years being 1900 and 1901. Most of these 

breweries were small affairs serving various isolated gold-mining communities. As has been 

shown here, the five Elliott brothers had associations—as owners, lessees or employees—

with no fewer than twenty-three Western Australian breweries over a time span of more than 

forty years, from 1897 until 1939. Such an extraordinary family record must surely be 

unmatched in the history of its era. 

 

Brett J. Stubbs, 10 August 2020 

 

Note: Brewery photos sourced from State Library of Western Australia 

 

LABELS  ISSUED  WITH  THIS  NEWSLETTER 

 

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

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

 

Lion     Extra Dry [345 & 696 ml] 

                    Furphy [375 ml] 

 

Boags       Premium Light [375ml} 

                       Draught Light [375ml] 

                      Classic Blonde [375ml] 

                      Draught [750 ml] 

 

3 Ravens      Acid [375 ml] 

 

Bells Beach   Sunnymead Honey Wheat 

                      Endless Summer Lager 

 

Coopers         2020 Vintage Ale [355 ml] 

                      Session Ale [375 ml] 

                               

 

Also included is a range of obsolete Carlton United and craft labels plus some foreign 

brewery labels. 

 

VBLCS sends its thanks to Lion, Boags, 3 Ravens, Coopers and Bells Beach for contributing 

labels to this issue.A special thank you to Cor Groothius, Al Graham, Ross Mackie and Alan 

Richards for obtaining labels for this magazine. 

 

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

cutting the labels from rolls for mailing. 



VB  LAUNCHES  BUDGY  SMUGGLER  RANGE 

 

Victoria Bitter, one of the most iconic brands in Australia, has teamed up with swimwear 

giant Budgy Smuggler to create a collaboration range for summer. 

 

The swimwear is being released in four designs for both men and women and incorporates 

popular VB logos and artwork. The togs are the perfect outfit to throw on after a hard day’s 

work before relaxing under the Australian sun while you slip, slop, slap and knock back an 

ice-cold VB. 

 

Budgy Smuggler has grown to become an international success since starting as a bit of a 

laugh in an Australian backyard. Known for their unique and striking designs, the swimwear 

label is frequently linked to Australia’s beach and swimming scene. 

 

Chief Smuggler at Budgy Smuggler, Adam Linforth said, “For Victoria Bitter to support a 

small Aussie business like us – this is huge.” 

 

 
 

“Larger companies often try and get branded products made as cheap as possible, but there’s 

a real trend back to quality and craftsmanship and that is what this collaboration stands for.” 

 

The partnership was a no brainer with both brands recognising that Australians deserve to 

knock off in style after a hard day’s work. 

 

Victoria Bitter’s Marketing Director, Hayden Turner said, “We love working with 

Australian businesses like Budgy Smuggler. This collaboration couldn’t have come at a 

better time with beach and barbecue season just around the corner.” 

 

Priced at $65 for men’s, $100 for women’s and towels at $50, the VB Budgy Smuggler 

range is the perfect purchase for Aussies gearing up for summer at the end of a pretty tough 

year. 

 

Visit www.budgysmuggler.com.au to check out the range. 



 

  

 

  

 

  

 

  

 

  



 

  

 

  

 

  

 

  

 

  



GABS  CAN  DESIGN  AWARDS 

 

Celebrating the very best in craft beer can design, the inaugural GABS Can Design Awards 

presented by Orora has now been announced. 

 

More than 120 craft breweries around the country nominated one new can design for 

consideration. We then asked you, the craft beer lovers of Australia, to vote for your 

favourite. After receiving an avalanche of votes, a shortlist of the top ten most popular 

designs were assessed by our panel of brand and design experts. And we’re thrilled now to 

welcome the very first winner and finalists to the GABS Can Design Awards Hall of Fame! 

 

Congratulations to Little Bang Brewing Co for taking out the title with their incredible Face 

Inverter can design, and well done to the whole top ten! It’s been such a fun campaign, and 

wonderful to shine a light on all the incredibly talented designers, artists, marketers and 

brand builders within the craft beer world.  

 

A massive thanks to our amazing partners in helping bring the inaugural Can Design Awards 

to life, including Orora Group as Presenting Partner, Opal Specialty Packaging, BoozeBud 

and Australian Brews News. And also, to our expert Judges for lending a hand on the 

assessments. 

 

Here are the winners: 

 

1 – WINNER - Face Inverter, Citrus Super Sour from Little Bang Brewing Co (SA). 

Just as the beer is trying to ‘invert your face’ with mouth-puckering force, freelance designer 

Matt O’Connor might just be trying to pop your eyeballs while we’re at it. It’s safe to say 

that subtlety was not the brief. Using a digital CMYK printing process for increased 

versatility, Matt went with a 100% Yellow and 100% Magenta 

maximum contrast colour palette to tingle the eyeballs as much as 

the tongue. Loud, silly, even a little nostalgic, and totally on brand 

for Little Bang Brewing Co. 

 

After recovering their eyesight, the Judges said… 

 

“Well. It certainly does what it says on the tin! Loved the colours, 

illustration and the black can. They worked together really well. 

And even if the beer isn’t your thing, the total package adds up to a 

memorable experience.” 

 

“Love this. Hits you in the face like a sour should. Pop colours will 

stand out on shelf immediately. It's loud, but not so crazy that you 

can't tell what you're looking at. You can taste it by looking at it.” 

 

“This one will stand out from the crowd with its colourful and 

sensorial design. It's spot on to visually describe what's inside the can and the sensation you 

have when trying a citrus super sour. Fantastic response to the brief, encapsulating the 

experience of the specific product, the brand identity in a sensorial and provocative look.” 



 

2 – SECOND - The Future Is Bright, Solar Powered IPA, from Moon Dog Brewery 

(VIC). rewed to mark a big step in Moon Dog’s efforts to become more sustainable, this 

beer celebrates the opening of the mammoth Moon Dog World in Preston, powered by 317 

solar panels on the roof, making this IPA truly powered by the Sun! In-house designer Loren 

Tanis took inspiration from the film clip for the Timbuk 3 song The 

Future's So Bright, featuring a guy shooting laser beams out of his 

sunglasses. It’s a beer with a meaningful message, but that doesn’t 

mean the Moon Dog team can’t have a little fun with it. ;-) 

 

Our Judges had this to say… 

 

“Super modern, I really like this. It's extremely energetic, which fits 

with the brief, and the colours will stand out. Still nice and clean. I'd 

be happy having this in my hand or collection!” 

 

“Fantastic way to demonstrate the commitment of your business to 

sustainability. Fun design with very clear messaging about the 

brewery and the beer – I would almost expect to see sun beams 

glowing out of the can when I opened it!” 

 

“A focus on how it's made, rather than what's in the can is very clever and would make me 

grab this out of the bottle shop fridge. I took off a point because the design is maybe not as 

strong as the idea.” 

 

3 – THIRD - You’re On Mute, West Coast Double IPA from Fixation Brewing Co 

(VIC). Designed by animator and illustrator Jase Harper for Fixation’s mid-COVID limited 

release, You’re On Mute could be the perfect design to capture the feeling of living and 

working through a pandemic. Taking inspiration from the often chaotic nature of 

videoconferencing, the artwork showcases Fixation’s playful nature 

and their love of hops in a way that I think we can all relate right now! 

There’s a lot to look at, but hey, we’ve got plenty of time, right? 

 

Our Judges agreed… 

 

“Love it's current-ness. And when you're drinking alone in iso - what 

else do you have to do but stare at your can and take it all in.” 

 

“Love this, super original. Perhaps a bit obscure to what the beer is 

inside, but love all the different elements, colour palette and all the 

detail.” 

 

“This design and idea taps into our times. You can keep looking at the 

design and noticing new things. Beyond it being beautiful, you've 

tapped into its (unfortunate) usage occasion in a fun and wry way. 

Bloody clever.” 



4 - Unbridled Unicorn, Double IPA from Blasta Brewing (WA). Fun Fact! The Unicorn 

is the national animal of Scotland! And when Scottish born Steve Russell decided to open 

his Burswood brewery, it was the obvious inspiration for the Blasta logo. That Unicorn 

fascination (I don’t want to say ‘obsession’, well there I said it) has 

now spilled further into the Blasta brand, with this remarkable 

design.  

 

The Unbridled Unicorn began as a large-scale mural at the brewery 

created by visual artist Elliot Tawns, and was then integrated into 

this Double IPA can label by freelance designer Alan Sim. The 

striking blue Unicorn on a white simplistic background signifies 

purity and importantly, bold, unbridled flavours and colours on the 

inside and outside of the can. Printed on a special label with 

metallic backing, it allowed Alan to add metallic spot colours 

which creates different shades in light and shadow. 

 

Our Judges agreed this one stood out! 

 

“Now that's a beer unicorn.” 

 

“Super eye-catching and unique, this would stand out clearly on the shelf and would cut 

through the noise around it. Love the electric blue communicating purity.” 

 

“Great use of transparent ink through the unicorn illustration really helps this can stand out 

on shelf.” 

 

5 - Water Me Lawn, Watermelon Gose from Ballistic Beer Co (QLD). Taking the idea of 

the ‘lawnmower beer’ to the next level, this fun and quirky can design was a collaboration 

between independent designer Owain Parry-George and illustrator Daniel Startup. Drawing 

inspiration from the punny beer name (watermelon = Water Me Lawn, geddit?), Hanna-

Barbera animation and Dr. Seuss absurdism, the design is a cheeky nod to Ballistic’s fellow 

Queenslander’s love of their lawns! 

 

Comments from the judging panel included: 

 

“This is a fun design which hits the brief of irreverence and 

refreshment. It's absurd but I like that for craft beers, especially 

sours. Only drawback is it's perhaps a bit childlike for me.” 

 

“This design really encapsulates the down to earth approach of the 

brewery, with a fun, summery character design that reflects the 

concept of the product itself.” 

 

“The design and the liquid work really well together. It’s fun, 

irreverent, Aussie as and provokes a smile. Nice design, but pretty 

busy. There’s quite a lot of information to process and the quantity 

of content fights for attention. Still, a worthy finalist.” 



6 - Valley Lager from Grassy Knoll Brewing (NSW). Our second design in the top ten by 

the team at Craft Instinct, this dreamlike design is a collaboration between Jessie 

Jungalwalla and Adam Collins, and this is a truly beautiful story.  

 

Grassy Knoll are nomadic brewers, with the head brewer and founder Jeff Argent being a 

touring musician as well. This lifestyle leads to connection with many different places as a 

home away from home, and Grassy Knoll’s core range map out these 

special spots through their labels, always featuring a different pastel-

shaded grassy knoll on which to enjoy a beer and take in the view. 

 

This design hits really close to home as it features the Bowra family farm 

where Jeff grew up and still visits regularly. The person sitting on the 

grassy knoll is Jeff’s younger brother Aaron, who passed away not long 

before Grassy Knoll began. The sunset at this location holds many fond 

memories for Jeff and his family, and this label was designed as a 

homage to Aaron, and to the wonderful community that supported the 

family through this time. 

 

From the Judges… 

 

“A beautiful execution that illustrates the nostalgic tone of the brief through the use of pastel 

colours and key visual elements. At the same time, it resonates with the brand identity, both 

visually and conceptually.” 

 

7 – Moondancer, Hazy IPA from Black Hops Brewery (QLD). Designed by Troy 

Cochrane of Troy Designs, the brief was simple… “hey Troy, this one’s called Moondancer, 

have some fun with this one yeah?”. A limited release coming into Winter, Troy created a 

new character (now affectionately dubbed ‘Hop Man’) dancing around a campfire under a 

full moon. Apparently, the design was so popular it’s inspired more than a few Hop Man 

tattoos and fireside beers! 

 

Judges comments included: 

 

“I would put this can on my mantelpiece after I'd emptied it. It 

celebrates how it’s meant to be enjoyed and puts you in this little 

creepy cute dramatic world. Love the Hop Man by the fire, it’s a really 

strong brand character.” 

 

“Given the very loose brief, the designer has shown great imagination 

and creativity to build a visual story that’s backed up by engaging pack 

copy.” 

 

“A really eye-catching design that draws well from the brief (even 

though it was loose!). Spooky and moody in the best way possible.” 

 

“This design really connects the story of the beer with the experience of enjoying the liquid 

inside the can. Great character design that any beer lover will relate to. An overall clean and 

sleek look that stands out, great use of a reduced colour palette.” 



8 - Tropical XPA from Ocean Reach Brewing (VIC). Designed for Phillip Island’s 

favourite craft brewery by Jessie Jungalwalla and Emily Bourke at Craft Instinct, Ocean 

Reach’s Tropical XPA follows a consistent format for their seasonal releases, with each 

release featuring unique background art and colour palette, fronted by a consistent logo 

panel. Taking cues from the beer’s tropical fruit flavours, it’s an exotic rainforest motif with 

a distinctive toucan taking centre stage. The beer was a hugely popular release with 

customers often asking for “the one with the toucans!”. 

 

Feedback from the Judges… 

 

“Lots of tropical vibes here! I can feel the hot weather. It's perhaps a 

little feminine and safe for me, but the colours work well together.” 

 

“Cowes isn’t the first place I think of when I think tropical, but the 

design certainly makes me forget Phillip Island. For me, the Good 

Morning idea in the copy isn’t captured in the design, but if I was 

trapped in a jungle, I would drink away the pain and dysentery quite 

happily with this beer. It’s a really lovely illustration. Nice work.” 

 

“Overall, an impressive design which communicates on many levels. 

Strong core brand identity with the logo elements front and centre, but 

not overpowering. Intelligent use of printing to layer colors over both whites and metallics to 

give an added dimension to the final, eye-catching outcome on shelf.” 

 

9 - Dirty Biggie, Oaked East Coast IPA from Feral Brewing Co (WA). There was a lot to 

achieve with the Dirty Biggie brief. Feral’s brand is all about ‘brewed by instinct’, crafted by 

hand and left intentionally rough around the edges. This beer is also part of their limited 

release ‘Brewpub Series’. And it’s a Dirty Martini inspired twist on one of their biggest 

sellers in Biggie Juice. What to do here? 

 

Taking on the design challenge was local WA artist Dipesh “Peche” Prasad of Peche 

Designs. Using hand drawn and distressed graphics and illustration to convey the grittiness 

of the brand and oak addition, Peche then inverted the colour palette of Biggie Juice to give 

the design a whole different feel. A product that is exciting, grungy 

and a ‘lil bit dirty’. 

 

From the Judges… 

 

“A design that follows through the identity of Feral, consistent with 

the series it is incorporated in. Craft beers lovers will undoubtedly 

recognise the brand identity when seeing this on the shelf or through 

online shopping.” 

 

“This design is unmistakably part of the Feral Brewing stable, and 

both sits well alongside others in the range, but also stands out from 

its brothers and sisters. Whilst it might be a very busy design, it’s 

certainly clear what you’re holding - once you get the can in your 

hand.” 



10 – Affinity, Tropical Pale Ale from Blackflag Brewing (QLD). Although relatively new 

to the booming Sunshine Coast craft beer scene, Blackflag are not shy in putting out some 

seriously striking labels to match their beers. In-house designer Ross Holloway wanted a 

big, bold design that immediately evoked the tropics, and invited you to really look into the 

details. Initially drawn freehand using spray paint, Ross carefully controlled each line to 

create depth, ensuring all colours were complementary to each other while allowing the 

design to stand out on the shelf. 

 

The Judges liked it too… 

 

“The Affinity certainly stands out and would likely grab a consumer’s 

attention from the shelf through the bold choice of colours alone. 

Could benefit from some text to tell more of a story of the beer, to 

back up the impactful artwork.” 

 

“Beautiful technical and creative execution with the hand drawing 

design, full of delicious and relevant hidden details in the character.” 

 

“Extreme intricacy is obvious in this design. Perhaps more tasting 

notes/info is needed to fully communicate what's inside the can.” 

 

“I loved how the liquid and the design worked so well together. I found it really easy to 

imagine myself on a tropical beach and this beer would be top of the drinks list. I found the 

original art to be quite compelling, but I would recommend some negative space for the 

Blackflag logo to stand on its own. Also, the ‘Affinity’ type seems incongruous with the rest 

of the design, and got in the way of the art. All around good job. Lots to enjoy.” 

 

Source: https://www.gabsfestival.com/ 

 

 

KING  BROWN  BEER  BOTTLE,  WA 

 

The term “King Brown” was originated by 

shearers working in the Australian Great 

Outback around the 1930’s. At the end of a 

shearing season when the transport truck 

(affectionately called the “Ringpounder”) 

rounded them up, they normally had a bit of 

loose cash on hand.  

 

This was used to buy as much beer as they 

possibly could for the trip home. This beer, 

purchased in the largest bottles for 

convenience sake and also being brown in 

colour, soon acquired the nickname “King 

Brown” which has stayed in Australia ever 

since. 



PREGNANCY  WARNING  LABELS 

 

After more than two years of discussion, Food Forum Ministers have decided that pregnancy 

warning labels with prescribed colour schemes will be mandated. 

 

Despite lobbying from the alcohol industry, six members of the forum on Friday voted for 

the mandating of a red, black and white colour scheme on the warning labels, which was 

recommended by Food Standards Australia New Zealand (FSANZ). Four ministers voted for 

a contrast scheme which had previously been recommended by the Australian Government. 

 

FSANZ confirmed that the signal words would be changed from ‘Health Warning’ to 

‘Pregnancy Warning’ and that the standard would be included in the Australia New Zealand 

Food Standards Code. Brewers will need to implement the labels on all relevant packaging 

in the next three years. 

 

 
 

There has been a lack of consensus in the alcohol industry as to what aspects of a label they 

would support. The Brewers Association, which represents Coopers, Lion and Carlton and 

United Breweries, encouraged the sanctioning of labelling, but criticised the mandatory 

colours. 

 

Alcohol Beverages Australia initially lobbied against mandatory labelling altogether, but 

later softened its stance to critiquing the mandatory colours. 

 

Meanwhile the Independent Brewers Association has staunchly been against any mandatory 

label, saying it would cost brewers more than $100 million over the next 10 years. 
 

Media release from the Independent Brewers Association 

 

A bureaucratic decision to change alcoholic warning labels could result in the loss of over 

600 breweries across the country – 3,000 Australian jobs gone, bringing the beer industry to 

its knees. 

 

The independent beer industry is already reeling from a tough year following the economic 

impacts of COVID-19, bushfires, and floods. 

 

Today, the Government decided to effectively bill independent breweries around the country 

$113 million dollars so the Government can change colours on a new warning label. 



The Independent Brewers Association says while they wholeheartedly support the new 

pregnancy warning label, the decision to mandate excessive printing costs is bureaucracy 

gone mad. 

 

“This decision is one of the worst examples of over-regulation in recent memory”, said Peter 

Philip, Chairman of the IBA and founder of Wayward Brewing in Camperdown Sydney. 

 

“We support mandatory labelling, but we’re extremely disappointed that certain Ministers 

have chosen to ignore the pleas of indie brewers across the country. 

 

“By deviating from the usual requirements for contrast colours in favour of a strict red- 

black-white colour scheme, 600 small brewers are under threat including the thousands who 

work for them. 

 

“It will absolutely result in people losing their jobs and the cost of independent beer to go 

up.” “This will be devastating to small breweries at a time when we are just starting to 

recover from COVID-19 and are looking down the barrel of a global recession. 

 

At today’s Food Forum, Ministers from Australia and New Zealand voted in favour of a 

prescribed colour scheme for pregnancy labelling that will impose unnecessary, immediate 

and ongoing costs on brewers. 

 

The colour scheme will require brewers to change their packaging due to the strict colour 

scheme that is being mandated rather than just using contrasting colours already being used 

on labels. 

 

The IBA has estimated the cost of implementation to exceed $113 million over the next ten 

years including $44 million in one-off costs. This is equivalent to the salaries of over 1600 

people employed by small brewers across Australia. 

 

“Even poison labels don’t need to use specific colours, is beer really riskier than arsenic?” 

 

The IBA calls on the Government to provide for an impactful yet affordable contrast label 

similar to all other food and beverage warnings. 

 

“It is deeply disappointing that this sensible and balanced proposal did not enjoy the support 

of all States and Territories and indie beer loving consumers should rightly hold these 

politicians to account in the next election for the loss of their local indie brewery,” Mr Philip 

said. 

 

The Independent Brewers Association represents over 600 small and medium business in 

every state and territory across Australia with most members located in regional areas. 

 

Indie brewers directly employ over 3,000 people and support the employment of more than 

25,000 in related industries of agriculture, logistics, hospitality, manufacturing, and services. 

 

Source: BrewsNews, 20 July 2020 



NON-ALCOHOLIC  BEVERAGE  MARKETPLACE  LAUNCHES 

 

Two Sydney businessmen have launched a non-alcoholic marketplace, Craftzero, as the 

brewing industry hones in on health and wellness trends. 

 

In recent months a number of breweries including Modus Operandi with the launch of Nort 

and Stone & Wood’s low alcohol option East Point have got on board with the trend, and 

even the mainstream brewery CUB launched a no-alcohol version of their Great Northern 

brand. 

 

The new e-commerce site, dubbed the “mindful drinking marketplace” in a media statement 

from the company, was launched by Marc Naggar and Sherif Goubran, founders of Sydney 

wine wholesaler Wine & Co. 

 

It sources non-alcoholic options from craft breweries, distilleries and wineries, as well as 

organic, low carb and calorie, gluten-free, sugar and sweetener free and vegan-friendly 

products. 

 

Craftzero’s founders say that for health, work and religious reasons people are drinking less 

and looking for no alcohol options. 

 

“The non-alcoholic space has been around for some time,” Goubran told Brews News when 

asked about the longevity of the trend, which has seen countries like Japan show heightened 

growth in zero alcohol categories before plateauing. 

 

“Only in the past 18 months or so that the niche market has experienced dramatic growth 

due to the improved quality of products across all categories.” 

 

He attributed the growth of the category to the growing number of craft producers. 

 

“The rise of smaller breweries and distilleries in Australia and overseas in recent years has 

been the driving force behind this growth, thanks to their high quality of products being 

produced compared to 8 or 9 years ago. 

 

“The UK is currently leading the trend in the non-alcoholic space and this is being filtered 

through here in Australia. 

 

“It’s great to see Australian companies such as Lyres who recently raised $16 million to 

fund their growth. 

 

“The big players are now investing heavily to produce AF alternatives to their mainstream 

products. This indicates that the potential for this niche market in Australia is being 

recognised and is on the rise.” 

 

While the continued growth of the trend in the long-term remains to be seen, the non- 

 



 

alcoholic space has often been seen as ancillary to alcoholic products, rather than a category  

on its own – particularly when it comes to beer. 

 

Brewers like Sobah have been the exception to this rule, but with non-alcoholic products 

able to be sold in supermarkets, it begs the question of whether a specialised marketplace 

will be able to hold its own against established companies offering both alcoholic and non-

alcoholic products. 

 

But Goubran has confidence in Craft Zero, and that their extensive range will offer 

something different to what is available in supermarkets and bottle shops. 

 

“Yes, some supermarkets stock basic non-alcoholic products and some bottleshops have also 

increased their offering of non-alcoholic options. 

 

“It’s great to see that more people are spreading the word and exposing consumers to the 

idea of non-alcoholic drinks. 

 

 
 

“At Craftzero we specialise in non-alcoholic adult drinks. We currently offer the widest 

selection of non-alcoholic beverages in Australia on a single platform. 

 

“We will continue to offer the biggest selection, competitive pricing and fast delivery to 

Australian consumers. 

 

“Apart from supporting local producers, we have also increased our offering by bringing in 

new and exciting products from the UK and the US that are only available through 

Craftzero.” 

 

Source: BrewsNews, 2 October 2020 



JUICEBOX  IPA  COMPLAINT  UPHELD 

 

Alcohol advertising watchdog ABAC has upheld a complaint against the packaging of 

Sunshine Coast’s Land & Sea Brewery’s juicy IPA. 

 

The ruling highlights the challenges of marketing certain styles of beer, which do not 

necessarily have traditional alcohol descriptors that a “reasonable person” would understand, 

outside the craft beer fandom. 

 

ABAC has previously upheld a complaint against Fixation’s Squish IPA for similar reasons 

as Land & Sea’s ruling, and has also warned against the use of the term milkshake. 

 

Land & Sea’s response also called attention to the competition in an increasingly saturated 

market as brewers compete at venue and bottle shop level to stand out from the crowd. 

 

The complainant in the latest ABAC ruling said they were concerned that the name and 

image of a juice box on an otherwise blank can “implies that the same contents as would be 

found in a juice box are provided in the can format”. 

 

 
 

They also said that children could think it contains non-alcoholic juice and therefore has an 

appeal to minors, in addition to resembling a soft drink, both of which are stipulated against 

in the ABAC scheme. 

 

Land & Sea responded by saying that it understood the argument regarding a potential 

appeal to minors, but argued that the rationale behind the design was to promote the citrus-

style fruit flavours within the beer. 

 

It explained that the beer was aimed at the “niche end” of the craft beer market, where, it 

said, it is important to stand out on a shelf of similarly-designed bright cans. 

 

The brewery said that it formerly sold the product as a can similar in design to its core range. 



 

“But for this niche style we were lost in the crowd somewhat so we decided to be a bit more 

direct and bold with our design and this was the outcome,” Land & Sea said in a written 

response to the ABAC judging panel. 

 

The brewery also said it would be keen to work with ABAC on a solution in the event the 

can was deemed non-compliant, and would await feedback and redesign or change the 

packaging accordingly. 

 

However it explained that there is an obvious cost to changing. 

 

“I want to limit the ongoing loss of sales if any new design will have less appeal,” the 

response said. 

 

The ABAC panel acknowledged that the brewery is not a signatory of the code and is not 

contractually obliged to abide by the code or the outcome of the complaints process, but said 

that Land & Sea fully engaged with the process and expressed its willingness to modify 

packaging if necessary. 

 

In its judgement, the ABAC panel said that the can design does raise the prospect that it 

could be confused with a soft drink due to the depiction of a juice box image, colour palette 

and lack of alcohol descriptors. 

 

It said a reliance on the term IPA means it would not have the same recognition factor in the 

wider community as it does amongst craft beer drinkers – an argument it also used in 

Fixation’s case – and the use of the word ‘juicy’ positioned next to an image of a juice box 

which further suggests it could be a soft drink. 

 

The panel ruled that the packaging was inconsistent with the code in that the juice box 

imagery could appeal and is used extensively by minors. 

 

It said because of all of the above it would likely have an attractiveness to minors beyond its 

appeal to adults, and the panel finally ruled that it was in breach of the ABAC code. 

 

Source: BrewsNews, 18 August 2020 
 

 

OKTOBERFEST  CANCELLATION  A  BLOW  FOR 

GERMANY’S  BEER  BREWERS 

 
Germany’s beer brewers were already reeling from the economic downturn in spring this 

year when coronavirus lockdowns shuttered bars and restaurants. They were dealt a second 

blow after the cancellation of Oktoberfest, the world’s biggest beer festival, which would 

have been kicking off this weekend, Yahoo Sports reported on September 16. 

 



Oktoberfest which runs from mid-September until early October in Munich every year, 

attracts more than 6 million visitors, who spend about €440 mln (£405 mln, $522 mln) and 

drink 7 million litres of beer at the 16-day beer festival. 

 

Indirectly, including hotels, taxis, restaurants and so on, Oktoberfest generated more than 

€1.2 bln for the local economy last year. 

 

“A complete sales channel for us brewers just broke down overnight,” Andreas Steinfatt, 

director of gastronomy and marketing at the Paulaner Brewery Group told reporters this 

week. Oktoberfest is “a brand stage for Munich beers,” Steinfatt said. 

 

“What the long-term effects will be for our industry is a bit like looking in a crystal ball at 

the moment,” Steinfatt added. 

 

“The German beer market is down about 6.2% overall as of July, compared to last year,” 

Jörg Lehmann, chief executive of the Paulaner Brewer Group and president of the German 

Brewers Bund told reporters in Berlin. The 6.2% drop in sales relates to the first six months 

of this year. 

 

Even though private consumption rose during the pandemic, Lehmann said that it wasn’t 

enough to offset the effects of the shutdowns in the gastronomy sector. Pure beer sales via 

gastronomy plunged by up to 50% depending on the month, he said. 

 

Restaurants and bars have reopened since lockdowns started easing at the end of May, but 

even though owners are taking strict hygiene precautions, some consumers are still uncertain 

about returning to shared public spaces. 

 

Lehmann declined to give an exact prognosis for how the beer market will fare for the 

remainder of the year — big events are still cancelled in Germany and recent spikes in 

COVID-19 infections could necessitate smaller lockdowns — but said that the beer market 

could end 2020 with sales down between 4.5% to 5% overall. 

 

Paulaner bosses declined to give absolute numbers for the financial loss to the brewing 

group from the shutdown of Oktoberfest. 

 

Germany’s decision to ban big events to avoid spreading coronavirus was a massive hit not 

just for beer brewers like Paulaner, but also for the 13,000 jobs that Oktoberfest creates — 

8,000 permanent roles and 5,000 seasonal workers in the various tents and stands on the 

huge meadows in central Munich. 

 

The 2020 closure was the first time the event, which started in 1810, as a celebration of the 

wedding of King Ludwig I was called off in 70 years. It had been cancelled due to epidemics 

before though: in 1854 and 1873 over cholera. 

 

Paulaner, founded as a brewery in a monastery in 1634, has around 900 staff, owns around 

10 different beer brands, exporting to over 70 countries. The Paulaner Group in turn is 

owned by Schörghuber und Heineken, with 70% and 30% share respectively. 



 

About one-third of all the group’s beer production is exported, and they have observed a 

domino effect as COVID-19 spread across the world from Asia, initially shutting down 

China. 

 

However, they are seeing markets coming back to life in China, Singapore, and Russia, even 

as Germany, Italy, France, and Spain remain in the doldrums. The Americas are even further 

behind in terms of returning to normality. 

 

Source: e-malt.com, 17 September, 2020 

 

VB  HAS  SMELL  OF  SUCCESS 

 

In the ultimate of COVID pivots, Victoria Bitter is 

launching its own fragrance and it doesn’t smell like 

beer-despite hops being on the ingredients list. 

 

Brewers of one of Australia’s biggest-selling beers have 

teamed up with Australian perfumers to create a scent 

with woody notes they called Thirst. 

 

What started as an idea late last year has snowballed into 

a partnership that will see 15,000 perfumed units sold in 

miniature Victoria Bitter stubbies nationally. 

 

“We linked our brewers up with perfumers from Chemist 

Warehouse,” Victoria Bitter marketing director Hayden 

Turner said. 

 

“I’m not a chemist but it’s a big, bold scent that combines perfume oil with the essence of 

our Super Pride hops we use to make VB.” 

 

“I know at first it sounds odd but VB is one of those brands that people really love.” 

 

“VB has always been about hard work and working up a sweat and now we can solve both 

your thirst and your odour.” 

 

At the moment, the fragrance is a one-off project but if sales go well VB may continue 

production. 

 

Retired star Hawk and four-time premiership player Jarryd Roughead, for one, likes it. 

 

“It’s not your typical beer smell-when you think it’s going to be on you. It’s very nice… I 

can’t complain. I think it’s a good thing for VB and a bit of fun right now. 

 

Source: Geelong Advertiser, 13 August 2020 



CASSELS  BREWING’S  REPEAT  WIN  AT  WORLD  BEER  AWARDS 
 

Cassels Brewing in Christchurch is celebrating a repeat triumph for its flagship Milk Stout at 

the World Beer Awards. Cassels doubled down on last year’s awards, when it won best Milk 

Stout and then took out best overall stout as well. 

 

Executive brewer Simon Bretherton woke up at 4am this morning to check the results as 

they unfolded from the UK and said his “phone’s been ringing off the hook” since then. 

Bretherton said the award was a more of a surprise than last year because he’d almost 

forgotten the event was on. 

 

Bretherton said sending beer to the other side of the world for judging was always a risk. 

“While so many things can go wrong, the Milk Stout is a very robust beer which makes it 

less of a concern but we also sent it in a polystyrene box with freeze packs and we fly it 

there. All the same, once it’s in the logistics chain it’s out of our control.” 

 

“When we won the big award last year, it felt 

out of character to try to get the message out 

as we’re not the big name, trendy kid on the 

block. Within the brewing team I try to make 

sure we don’t focus on awards – I say ‘let’s 

do our job really well and if we pick up an 

award it’s icing on the cake, and if we don’t 

we still know we’re a really good brewing 

team’. That principle doesn’t change because 

we’ve won a major global award. I guess 

quiet achievers is good way of describing it.” 

 

While the brewery is sometimes reluctant to 

“blow their own trumpet” the sales tell a 

different story. 

 

Bretherton, who previously worked at Boddington’s in the UK and Little Creatures in Perth, 

said the brewery was about to take delivery of five 50-hectalitre tanks and was planning a 

new brewhouse as annual production moved towards 1 million litres. It’s a far cry from the 

200-litre woodfired kettle the brewery started with in 2009. 

 

“I know from our sales and emails I get from people, that there are a lot of people who 

appreciate our beer and what we’re doing.” 

 

That includes a strong export market in the UK, where the brewery has two salespeople on 

the ground, and a growing presence in China. 

 

“Literally today there’s another refrigerated container of beer being picked up for the UK, 

we’re sending beer there all the time so we’re definitely building a presence there.” 

 

Source: BrewsNews, 11 September 2020 



RAFFLES 

 

Currently, the following members have credits as listed: 

 

Wayne Richardson  June  2020 (3) 

Cor Groothuis  Dec 2020 (2) 

Jimmy Stewart  Apr 2020 (3) 

Robert Johnson  Oct  2020 (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. 

 

At our next meeting there will be five prizes. The 1st prize is a Wild Ravens Old Red Ale 

label from 3 Ravens, 2nd prize is a Fat Santa label from Boatrocker, 3rd prize is an Extra 

Matured Stout label from the Murray Breweries, 4th prize is Hop Beer label from Websters 

Soft Drinks and the 5th prize is an Oktoberfest 1979 label from Castlemaine Perkins. 

 

     
 

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 April meeting. 

 

 

DOOR  PRIZE 

 

The Door Prize for our next meeting will be “Premier 

Speedway” label from the Flying Horse Bar & Brewery. The 

winner will have to be drawn from the names who signed 

the attendance list. 

 

 

DID  YOU  KNOW  THAT? 

 

Dionysus, the Greek god of wine, was inspired by the lesser-known Lydian and Phrygian 

god of beer, Sabazius. 



BEAVERTON  OPENS  “LONDON’S  LARGEST  BREWERY” 

 

Craft brewery Beavertown has opened “London’s largest brewery” in an expansion which 

will create 150 more jobs, MinuteHack reported on August 27. 

 

The brewery, founded by Logan Plant, the son of Led Zeppelin frontman Robert Plant, has 

been funded using a £40 million minority investment in the business by Heineken in 2018. 

 

He said the new site in Enfield, dubbed Beaverworld, will make 90 million pints every year 

as the fast-growing brewer increases its capacity by tenfold. 

 

Builders started work on the site early last year and now the brewery is recruiting for 150 

more staff as it starts selling its first beers produced at the site. 

 

Mr Plant said the expansion will help drive his aim of getting the beer “in the hands of 

people in every pub on every street corner”. 

 

“It’s been quite the journey to turn this from home brewing at the kitchen table to making 

beer in London’s biggest brewery,” he told PA. It’s been three years in the planning, from 

when we needed to expand from the Tottenham Hale brewery. This is even bigger than we 

first planned and really does show the leaps and bounds we’ve been able to make.” 

 

He said the development of the site was delayed by around six weeks due to coronavirus 

pandemic, while sales have also been impacted in recent months. 

 

The company rapidly grew its off-trade operations, which covers sales through supermarkets 

and retail stores, and its online direct-to-consumer business after pubs were forced to shut its 

doors in March. 

 

It said around 85% of its revenue was cut off after the lockdown was put in place, but 

revenues have steadily improved in recent weeks after hospitality venues opened their doors 

again. 

 

Mr Plant added: “Craft beer is still a fairly small part of the market and we know what when 

we have customers in pubs, they are buying our beer more and more. Covid has absolutely 

had an impact but we are seeing signs it will shift back towards a more normal pattern.” 

 

Jochen Van Esch, craft development director for Heineken said: “This is the culmination of 

many years of hard work from Logan and the whole team at Beavertown. 

 

“It means even more people can enjoy Beavertown beers in pubs and at home, and we will 

facilitate this where we can. Logan and his team of highly creative craft visionaries will be 

able to experiment and collaborate with other brewers and share knowledge, ultimately 

adding excitement to the British beer scene, value to pubs and more choice for beer lovers.” 

 

Source: e-malt.com, 27 August, 2020 

 



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, 49 Koornalla Cres, Mt. Eliza, Victoria 

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

 

 

MEETING  DATES  FOR  2020 
 

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

3067, Melway Ref. 44 G7 (February, April and June).  

 

Meeting dates for 2020 are:  

February 9 

April 12 

June 14 (AGM)(TBA) 

August 9 (TBA)  

October 11 (TBA) 

December 13 (TBA) 

 

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.  



 

 

 

 


