Austin Beerworks,
Austin, TX
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Outline

Growth of Commercial Craft Brewing

Revitalizing Old Buildings — Adaptive
Reuse

Revitalizing Downtowns, Industrial
Areas, and Rural Areas

Understanding Craft Beer Tourists

Getting Beer Tourists to Visit (and
Revisit) Your Community
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Anchor Brewing,
San Francisco, CA — »
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RETAIL « ALCOHOLIC BEVERAGES

Big Brewers Take a Hit to the Gut as Americans
Move Away From Beer
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U.S. Per Capita Beer Consumption
2010 to 2015 Gallons Per LDA Persons
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Millennials continue to account 9
for a majority of the drinkers ':I
(&
Total Weekly Weekly °

Population Beer Craft Beer
21+ Drinkers Drinkers m
W
Millennials 29% 41% 57% - 4
Gen Xers 25% 27% 24% g:')
Boomers 35% 27% 17% wi
Matures 10% 5% 2% ;
(11
o
(o8]

Craft Beer’s Popularity




Neolocalism

Desire to “reestablish
connections with local
communities, settings, and
economies” (Schnell and
Reese, 2003)




U.S. farmers’ markets, 1994-2014

Number

Craft Breweries
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Source: USDA, Economic Research Service using USDA, Agricultural Marketing Service,
Farmers' Market Surveys.
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5% of Americans of LDA live within 10 miles of a
craft brewery
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. Barrels of Craft Beer Produced Gallons per 21+ Adult
Craft Breweries per Year iiacs 37

A — PRODUCTION (RANKS £330
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To Summarize

* Beer consumption is down, but craft
beer consumption is up

* Craft beer is part of a larger
neolocalism movement

e Craft beer drinkers like local and
independent

* Craft beer drinkers like diversity

12



Copenhagen, Denmark

Revitalizing Old Buil




Ore Dock Brewing,

"WMarquette, Ml

)REDOCK BREWING

Locational Preferences

* Seek out inexpensive real estate
e “Economically peripheral locations” (Weilar 2000)

* Abandoned buildings in old (distressed) industrial
neighborhoods or lifeless downtowns

* Engage in adaptive reuse

14



Adaptive Reuse

* Retrofitting an old building for a new use

* Often cheaper than demolishing and
rebuilding

* Can contribute to the revitalization of 4
neighborhoods v I'

* Can reduce land consumption, help control
urban sprawl

o

‘Maumee Bay Brewmg Co 5

TR

e Can preserve buildings that have cultural
heritage value




New Build

General Steel Corporation

30x40 BreWery
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The Church S —
| Celes‘rual Gel {%31/ 18 / i 1IN

Brew Works,
Pittsburgh, PA
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sboro Brewing Company,
sboro, WI

18



Beer Church Brewing Co.,
New Buffalo, Ml

eritage Buildings

* Historical or cultural significance

* Provide a valuable glimpse of the past and lend character to
communities

‘ * Preservation provides people with a stronger sense of
connection to their community, and adds to a sense of place

\

* Different to the mentality associated with new building stock

* Can be, replicated anywhere and therefore lends no
specific connection to the local environment.

19




Unigue Beer in Unique
naces

* “Craft beer is as much about getting
creative with the space the brewery is
located in as it is about creating unique
beer recipes” (Colliers International, 2015)

“The craft beer consumer is looking for a
unique atmosphere, taste, and overall
experience and it is up to the breweries to
meet those expectations. The physical
space and its associated atmosphere play
an important role in achieving the
‘experience’ consumers have come to
expect” (CBRE, 2016)

New Carnegie Brewing

Stockholm, Sweden
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Funeral Home,
Grand Rapids, Ml

San Diego, CA

Fire Station,
Rapid City, SD

Jail,

Bank,
Yardley, PA
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To Summarize

* Craft breweries
* want inexpensive real estate
* are adept at adaptive reuse
e can breath new life into old
buildings

* Unique beer in unique spaces
attracts craft beer drinkers

22



Great Dane Pub & Brewing,

Madison, WI
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OHIO CITY INC SERVICE AREA

L ANDMARKS DISTRICT

W 48th St

Mill Ct

Northwest Fwy
Wade Ave

Erin Ave

W 20th St

W 13th St

Ohio City, Cleveland, O

 Late 19" and early 20t centuries, Ohio City was a
bustling industrial neighborhood that provided
plentiful employment opportunities for European

immigrants

* As 20t century progressed, Ohio City entered a
period of decline

* Out migration, crime, shady bars, and liquor
stores

24



Ohio City, Cleveland, OH

* Had something coveted by craft brewery
entrepreneurs — inexpensive real estate in the
form of abandoned buildings

* Great Lakes Brewery opened in 1989

* Today, there are 10 breweries in and around
Ohio City

16,243 views Mow 26, 2013, 09:24am

Beer Entrepreneurs Fuel
Comeback Of Struggling
Cleveland Neighborhood

g Dan Alexander Forbes Staff
; Money & Politics

Nano Brew Cleveland Q Market Garden

Bad Tom Smith Brewing Q Q Brewpub with snacks Brewery Store & Tours
& a beer garden

€3 Saint Emeric Rom
S :
Y Catholic Church

' Market Garden Brewery
Q Brewpub with creative

McNulty's Bier Markt American fare

Cool Belgian beer W.25-Ohio City Station
bar with Italian eats ;
Great Lakes
Brewing Company Q i
Microbrewery with — =) Abbe
g Market (0 @  Abbe
Square Park a8

B
Q : ) G KeyBank
{asmer Field rop Bistro & Bar

Gabor Track Hansa Brewery

latius Hip joint for

shool - European-style beer &. =
o~ a o
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Brewery Districts

Evidence that craft
breweries are geographically
concentrating in particular
neighborhoods within cities
resulting in the creation of
brewery districts

Bakersfield Brewery District
RN /
Great Change Brewing Dionysus Brewing Co. Bakersfield Beer Co.

4200 Resnik Court (hasn't opened yet) 6201 Schirra Court, Suite 13 6201 Schirra Court, Suite 11

GOSFORD RD

A
WHITE LANE / \
SCHIRRA CT

\

DISTRICT BLVD '\
e
Lengthwise Brewmg Co. w Central Valley Home 2
7700 District Blvd. % Brew Supply w &
500FT \\ 5640 District Blvd., Suite 108 B
/ [ THE CALIFORNIAN
g ; g @ - >_\ - E4l
W 40th Ave € & e ﬁ.x\
: s Crooked Stave 0 S o o)
W 38th Ave P ,’ @ﬁ @ Black Shirt Bertha's Kitchen 5 MILES ~—~ COOPER RA.
= - ’ Y Brewing Company - Arcaof
sy 215 Beryl's Beer Co. - CUee E 35th Ave i
(IR | LY © River Ndrth ® : I——L’i‘*‘"
Prost Brewing Biggstadt Lagerhaus @) @ Arts DiSfI‘iCt SN Lo-Fi Brewing Co. ASHLEY R.
Q R \ StemCderso QRahoBeerworks E’s:nve . b | Charleston
Denver Beer Company 5 B P ROSEMONT
th Ave o (v) Dc"? ""‘Q \g‘m Brewmg g X o 2’ Denver &2
, Braweey 9% - - - WHITTI 3
s Y 4 @ \ 2 FOUR MILE
¥ Wynkoop Brewing Cofpany @ \ Spangalang Brewery o SILVER HILL &3}
4 N Q - ‘:" ' e J
Loweér Jagged L 5. AR i THE NECK
non D t Craft Brewely nd% ; 3 MEETING ST.——
Peps ; OW‘\OWH Q@ ° l E20th Ave  EXemela £ (i
5 [ k&.ﬁ :u;;:gm i £ 19th Ave : =l Edmund’s Oast Iradesman Brewing Co.
\ o 2, Denver ‘é o 0 2 E17th Ave Brewmg €o. —— Munkle
5 ogng ) Vine Street : Brewing Co.
8 2000feck 12thAve 550 m Pub & B L
% TR A AL (7o) Lo SK8 Charleston Fatty's Beer Works
[T} - A - |
Cooper River ® |\, MAGNOLIA
; ‘orksho
Brewing Co. P cemEeTERY
o = Santis
EXPLORER T — MORRISON DR.
Charleston o it ol
n Charleston, beer Lets ~ Kitchen
? Revelry Brewing Co.
[ts Own Neighborhood
Msp dats by OpenStrestMap 1/2 MILE
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Explorer Enthusiast
Not interested in educating Strong appreciation for the
What Motivates themselves on craft beer brewing process and its history
Wants to try new styles and Strives to educate themselves on
Craft Beer flavors all aspects of the industry
D 'lN ke I'S ? Makes an effort to visit many Wants to try new styles and

breweries HEYI S

Experience of going to the Makes an effort to visit many
brewery is second only to the breweries

quality of the beer

Loyalist Novice
e Loyal to certain beers or brands ¢ New to the craft beer scene
* Know what they like e Learning about craft beer
* Does not strive to try new styles ¢ Influenced by friends
and flavors
* Convenience important — local
retailers

Source: Carpenter et al. 2013
27
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Creemore, Ontario

e 81 miles north of Toronto
* Population—-1,170

e 1890

* 3 hotels, pharmacy, butcher shop, grist
mill, numerous retailers, jailhouse,
Creemore Star newspaper

Creemore

* 1920 - local services met 95% of the
community’s needs

e 1986 — a walk down the main street was
met with the many empty stores

29



Creemore Springs Brewery

* “Creemore was a dead town with many stores
boarded up, but after the brewery started and
word got out, people started buying cottages and
seasonal homes. The brewery really brought the
tourism” (Julie Vanderwerf 2007).

* “The brewery became a business success that
created jobs for local residents, and then grew
into an attraction for tourists and visitors. As the
“mom and pop” stores in the village lost out to

sholppin malls and box stores, many were

replaced by shops appealing to those people who
came to see the brewery” (Editor, Creemore

Echo, 2007)

30




Breweries Attract
People

“After just a year, the small brewery has
brought good fortune to the town. After
taking over an old Dollar General
discount store in the sparsely occupied
town square, the brewery-and-taproom
has become a community hub and a
catalyst keeping businesses open later.
It’s encouraged others—including two
new boutiques—to open shop, and has
drawn visitors from across the region”
(Patrick Sisson 2016)

Hand of Fate Brewing,
Petersburg, IL

31



To Summarize

e Craft Breweries
* are people/tourist magnets

* can help revitalize
neighborhoods

 can help revitalize small towns
too

32

Listermann Brewing Company,
Cincinnati, OH e



Heist Brewery,
Charlotte, NC
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Beer Tourism

the “visitation to breweries, beer festivals and beer
shows for which beer tasting and experiencing the
attributes of beer region[s] are the prime motivating
factors for visitors” (Plummer et al. 2005)

Being a beer tourist means “traveling specifically for
beer itself” (Janzen 2015)

Beer tourism is a subset of culinary tourism (Long
2014)




CRAFT BEER BIKE RIDE “"'* ) West Grand Traverse Bay
MINNEAPOLIS et

HIGHLIGHTS

Fulton Brewer

414 6th Ave

BREWERY AND =
WINERY TRAILS =S

Sociable Cider Werks

Front St. HolidayInn
1500 Fillmore St NE >

WANDER THE MAP

Indeed Brewing

711 NE 15th Ave State St.

Dangerous Man Brewing
1300 2nd StNE

Boom Island

Stone Arch Bridge
Gold Medal Park
BONUS

Boardman Ave.

Wellington St.

Franklin St.

Surly Brewing Company
520 Malcolm Ave BIKE SHARE
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ndicott St, St Paul S
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.........) Bike 4 Key
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0'..!!00.) Kayak [ City Park
‘ ® Parking
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&5 Bridge =
SAMPLE KAYAK m
BREW TOUR Restroom swowmn X 3
sT.
Il River Dam st e h, 44
CLAIR BR"WN -
wineavE snrwee el D& F o
&
EREWNG a
S e
sREWING aliEiBen
ecavea™
» .
»*  mREwiNG
»*

Co

)
TANNESRY
BEND

35



20-21 GIUGNO 2015

DOMENICA 21 JAZZ IN PROVINCIA - PALAZZO UBALDINI

FFood
Nomine

wwaw.festivalalogastronomia.it - tel: 0722 989004 - info@comune.apecchio.ps.it

Beer Festivals
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The Economic Impact of Beer
Tourism in Kent County

S38.5 million S23.9 million

- 2018
Pliny the Younger

Release
- ECONOMIC IMPACT

S4.16 million

Beer Tourism Economic Impact

37




Beer Tourists Have
Money

~45% have household
incomes >S80,000

(Grand Rapids Study)

FIGURE 9. Beer Tourist Household Income

Parcent

5 L g :.: :_:

Sowrce: Anderson Economic Group beer lourism survey
Analysis: Anderson Economic (rroup
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They take Short Trips

* Average length of stay
e 1.6 nights (GR)

* 95% of trips are 2 nights or
less (GR)

* 26% day trips
* 35% - 1 night
* 34% - 2 nights

FIGURE 5. Beer Tourist Length of Stay

3.2% 1.9%

34.0%

. 0 nights
B 1 night
. 2 nights
. 3 nights
B 4 or more nights

34.6%

Source: Anderson Economic Group beer tourism suivey
Analvsis: Anderson Economic Group



Beer Tourists Come From Nearby

ND
WA MT o
MN (+] @
o
ME
ID SD
OR
Wy
NE °
)
° NV uT co
KS
@ CA
?
OK
° ° AZ NM
e )
5]
Pacific Ocean ° o
TX
8 )
® )
FL Atlantic
Ocean

Source: Anderson Economic Group, 2019



Grand Rapids
Beer Tourist Origins

* 75% came from Michigan

e 10% came from Kent
and Ottawa Counties

* 65% from elsewhere in
Michigan

e 25% came from outside of
Michigan

FIGURE 3. Beer Tourist Origins

10.2%

B Kent and Ottawa Counties
Other Michigan
B outside Michigan 64.5%

Source.: Anderson Economic Group beer tourism survey
Analysis: Anderson Economic Group



Hair of the Dog Brewery, S
Portland, OR =]

—

* Most travel in groups of 2 or 4 (GR)

They travel in
small groups * Average party size 3 (PTY - 2019)



Beer Tourist Motivations

The Craft Brewery Experience (27.1%)

Experience North Carolina craft beer

* Taste new beer
* Increase my beer knowledge

Relaxation (15.4%)

Enjoy the entertainment

Get away for the weekend/day

Relieve stress

Socializing (9.8%)

;\: T — o
- Protagonist

e
oy AL 4 N '
|

Source: Kraftchick et al. 2014

Food tasting
Be with friends & family

Meet people with similar interest

Beer Consumption (9.7%)

Buy beer
Get drunk
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Why People Go to a Brewery versus A Traditional Bar

Ability to sample various beers (e.g., flights of beer)
To learn about different beers

Offer beers that are not available elsewhere

| know the beer will be fresh

Offer tours of the brewery

Better atmosphere

More knowledgeable staff

More family friendly

Offer food pairings with beer

0%

5%

10%

15%

20%

25%

30%

35%

40 ‘MS%

BREWERS
ASSOEIATION
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(! Not Just Going to Drink,

- ‘:7‘ But Going to Do Something

Experiential

Drinking

\ o~ While Drinking

L 3




Experiential drinking bolsters craft beer
sales

By Beth Newhart (& n 94 u m E o 1 COMMENT
10-Dec-2018 - Last updated on 10-Dec-2018 at 13:09 GMT

Experiential Sampling

Drinking experiences are heightened with creative, interactive
elements

Experiential Dining is. on the Rise:
Here’s What You Need to Know

Updated on May 6th, 2018
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Tanﬁry Bend Beerwo}lg, Catawba Island Brewing Co.,

- Black Cloister Brei\\)v\in C

= "
0.,
&’ a4
Toledo, OH ‘

Rhinegeist Brewery,}
Cincinnati, OH S
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To Summarize

* Beer Tourists
* Have money to spend
* Are well educated
* Take short trips
* Travel in small groups

Are excited about tasting YOUR beer in YOUR
breweries

ﬁ":: - -
%Y * Experiential drinking is on the rise
Bowling Green Beer Works,

¥Bowling Green, OHE 48




Twin Oast Brewery,

Port Clinton, OH

:

Getting Beer Tounsts to Visit (and Revisit) Your Community

D W 7




Market to the Local
Region

e Most beer tourists travel
short distances

* Focus your efforts on people
living within say a 150 mile
radius

150-Mile Radius Report for Toledo city, Ohio




Focus on Short Stay
Visitors

B - $os Angeles Times

« Most beer tourists visit 3 9 Beer excursions: Make a weekend trip out of these breweries
location only for a few days beyond L.A. County

ADVERTISEMENT

 Emphasize your community
as an ideal place for a
“weekend getaway”




Emphasize Number &
Diversity of Breweries

Craft beer tourists love to visit as
many breweries as possible

Emphasize the number and
diversity of breweries (and the
ease of traveling between them)

* Walking, Biking, Uber?

If you have a brewery district,
market it

Bakersfield Brewery District

N : / A
Great Change Brewing Dionysus Brewing Co. Bakersfield Beer Co.
4200 Resnik Court (hasn't opened yet) 6201 Schirra Court, Suite 13 6201 Schirra Court, Suite 11
WHITE LANE / \
B SCHIRRA CT \
(=]
(a4
o
('
(72)
o
(O]
DISTRICT BLVD
e
Lengthwise Brewmg Co. . Central Valley Home =
7700 District Blvd. ? Brew Supply = (
o \ o 5640 District Bivd., Suite 108 &
—
[ THE CALIFORNIAN




| Market Complementary Activities
Pliny The

Younger
Release,
2016

Category Total Amount Spent :58:;.;%

Moonlight o o)
Brewing Company §

Breweries/Bars $933,111 A

Restaurants $872,386 e
T)%O'""’a i w19°8 ::swl'a 9RC ompany

Lodging $501,075 P e

g & Brewhouse
o Ban IH

§ s
g

12.6 miles - Light traffic - 26 min

I { H f i " astonave Santa Rosa, CA — Iron Horse Vineyards (Closes at 4:30 PM)
I 2 1 . Roseland i °
7 Santa % = &2 % Search along the route
orestville
NORTH IR

fRosa 3

Paza ¥
sssssssssss
AAAAAAAAAAAA

Transportation $146,540 | il
Wineries $145,823

. Old Possum Brewing

Source: Sonoma County EDB

53



FO CuUus on G ett N g FIGURE 6. Number of Beer-Related Trips by Beer Tourists in the Last Year

Repeat Visitors

e Last 12 months 20%
* 60% of beer tourists had £
visited Grand Rapids before E 15%
10%
e Of that 60%
e 23% had visited once 5%
* 29% had visited twice o -
* 15% had visited three times 1 > 5 A - C or more

o . .
2_3A) had visited 6 or more Source: Anderson Economic Group beer tourism survey
times Analysis: Anderson Economic Group




Railroad City Brewing,

Altoona, PA

To Summarize

Market regionally

Emphasize short-stay (“weekend getaway”) trips

Emphasize the number and diversity of breweries

Market complementary activities

Think about ways to encourage repeat visits

55






mailto:neil.reid@utoledo.edu

