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BC Craft Beer News Ltd. is dedicated to the promotion, growth and enjoyment of craft beer and
brewing culture in British Columbia. We also have a keen interest in other fermented products
such as cider and spirits. At BC Craft Beer News we believe it's impossible to be particular
about your taste in beer without being particular about other things in life—

such as good times and great food. We hope you agree.

FREE

so buy your friend a pint!
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Celebrating craft—local industry seeks to improve in-store marketing
and product placement in Government Liquor Stores

CARLOS MENDES
bcbeerlaw.com
@bcbeerlaw
cmendes@davis.ca

THE recent amendment

of the Liquor Control and
Licensing Act (Act) sig-
nalled an important step in
the modernization of BC’s
antiquated liquor laws.
With plans to table a new
Act next spring, and ongo-
ing discussions occurring
between government and
industry groups, it’s clear
that the process started by
the creation and release of
the “BC Liquor Policy Re-
view Final Report” (Report)
is gaining momentum.

Like the government’s
pledge to work with indus-
try and tourism associations
to promote craft beer tour-
ism, the Report contains a
number of recommenda-
tions that can be imple-
mented without legislative
or regulatory changes. Im-
proved product placement
and in-store marketing
for BC craft beer in Liquor
Distribution Branch (LDB)
retail stores (Government
Liquor Stores, or GLSs) is
one of them. Specifically,
recommendation # 23 pro-
vides that the LDB “should
improve its marketing of BC
liquor products in stores,
developing new opportuni-
ties for product placement
and innovative promotional
and educational materials.”

While licensee retail
stores give BC's craft brew-
ers an excellent distribution
channel for seasonal and

Ken Beattie, Executive Director of the BC Craft Brewers Guild at a recent Government Liquor Store tasting event.

other limited releases (and
provide a great service to
consumers for the same rea-
son), the purchasing power
and scope of the LDB make
it a vital tool and a key ally
as the industry continues
to expand its market share.
As Matt Phillips, Owner
and Brewmaster of Victo-
ria’s Phillips Brewing Co.
recently told me, “From a
distribution standpoint, the
LDB does an amazing job of
getting beer to all corners of
the province in a very cost
effective and efficient man-
ner. From a retailing stand-
point, the LDB is a great
partner, is very dependable,
[and] has huge reach.”
Ironically, the impressive
growth that our province’s
craft beer industry has
recently experienced (as
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evidenced in the June 2014
LDB Quarterly Market Re-
view) has occurred without
a strong and comprehensive
LDB in-store marketing and
product placement strategy
for BC craft beer. As a quick
walk through any GLS in
our province will illustrate,
there is currently a glaring
discrepancy between the
way that BC craft beer is
sold and marketed and the
way that BC wine is sold and
marketed. While the wines
produced by our province’s
vintners are displayed in
prominent store locations
and are marketed as high-
quality, local products, the
work of our province’s craft
brewers doesn'’t typically
benefit from similar market-
ing, and is predominantly
placed on the crowded pe-
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riphery of stores, alongside
domestic and imported
macro, cider, and coolers.
For Gary Lindsay, Director
of Marketing and Sales for
Victoria’s Driftwood Brew-
ery, the LDB’s current ap-
proach to in-store market-
ing predominantly “benefits
larger vendors and those
with bigger marketing bud-
gets.” Product placement,
he noted, “is very arbitrary
and varies widely between
stores.” The confusion that
arbitrary product placement
can foster is also a big issue
for the industry. As Matt
Phillips told me, “If someone
is expecting to have a full
flavoured beer, and they end
up buying something with a
less than 100% malt ingre-
dient list just because it is
next to other craft beer on
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the shelf, it may turn them
off the category.” Indeed, as
a high-quality, local prod-
uct, craft beer has a strong
appeal to the increasing
number of consumers turn-
ing away from imported and
mass-produced goods, and
toward local food, spirits,
and other artisanal wares.
Unfortunately, the LDB’s
marketing of BC craft beer
has failed to capitalize on
this angle, leading to missed
opportunities for growth
and lower revenues for
both the LDB and BC'’s craft
brewers.

Could this all be about to
change?

Along with several other
initiatives that came out
of the Report, there has al-
ready been some movement
to implement Recommenda-
tion # 23. I recently spoke
with several members of
the LDB’s marketing de-
partment, including Tarina
Palmer, Senior Communi-
cations Program Officer
for the LDB, who noted
that, “When the Province
accepted [Parliamentary
Secretary John Yap’s] rec-
ommendations and released
the Report in its entirety,
this in itself was direction to
the LDB to take action—and
work began immediately.
Aligning with Recommenda-
tion #23, the LDB will con-
tinue to look at innovative,
unique ways to improve the
marketing and promotion of
BC products.” Importantly,
Palmer noted that the LDB
is working with our prov-
ince’s craft brewers to bring
new products to market and
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to promote the industry,
“through in-store signage
and displays—including
October’s Craft Beer Month
and August’s Buy Local
month.”

Ken Beattie, Executive Di-
rector of the BC Craft Brew-
ers Guild (Guild), knows
that while there is definite
room for improvement,
there have also been some
positives in the LDB’s recent
promotion of BC craft beer.
Reflecting on several of the
LDB’s marketing initiatives,
from checkout displays
and in-store tastings to
features in Taste magazine,
Beattie told me that, “The
Guild is encouraged by the
continued efforts of the
LDB to promote and place
new BC craft beer products
in their stores.” However,
Beattie also recognizes the
hurdles facing the industry
as it seeks increased op-
portunities for GLS sales.
“The challenge faced by the
LDB is the unprecedented
growth of craft breweries
now opened in BC and the
amount of products these
breweries want distributed,
versus the available space
allocated to beer in each
GLS. [This beer is] compet-
ing against wine, spirits, ci-
der, and refreshment bever-
age products for both floor
space and marketing space.”

So what kinds of changes
would our province’s craft
brewers like to see to the
LDB’s in-store marketing
and placement of BC craft
beer? A ‘Buy BC First’ ap-
proach is one idea that came
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Becks' best bets: holiday venues

k-'l-) Listen to Rebecca live every second Tuesday at 5:50 pm on CBC Radio One’s On the Coast with Stephen Quinn (88.1 fm in Vancouver and 690 am).

REBECCA WHYMAN

AKA BEERNESDAY
becksbeerblog.blogspot.com
@beernesday

BY the time you read this,
the holiday season will be
upon us (yikes!). For many
people, this time of year
means family obligations.
So what do you do when the
family comes to stay with
you? How do you keep them
entertained? How do you
keep your sanity? What if
they’re bringing their kids?
What if you're on your own
over the holidays?

This edition of my “Best
Bets” is all about how to
combine peace of mind
(read: going for a beer) with
the entertainment of oth-
ers and yourself. However
it is that you spend your
holiday season, I wish you a
happy, healthy, and safe one!
Cheers!

For those of legal age

Is everyone 19 or older?
Take them on a brewery
tour. There are a couple

of outfits in Vancouver
(Vancouver Brewery Tours,
Vancouver Food Tour) who
will take all the work and
worry out of an afternoon
for you. And you can fill up
your growlers while you're
atit. That's one fewer er-
rand to run later!

Vancouver Brewery Tours
vancouverbrewerytours.com
604.318.2280

Hop in the van and get squired
around town! Enjoy a three-hour
tour of three breweries. The
breweries on each tour vary, and
include Deep Cove and Bridge
Brewing in North Vancouver;
Storm, Parallel 49, and Bomber
Brewing in East Vancouver;

and Sunday tours now include
Brassneck Brewing. $69 gets you
avan ride, behind-the-scenes
tours, and beer samples at the
three breweries, plus a really nice
souvenir pint glass. Tours run
year-round Thursday through
Sunday at noon and Saturdays at
4 pm on select dates. Check their
calendar for holiday season dates
(which at the time of writing are
set for December 20, 21, 28, 29,
and 30, 2014). They also offer
private tours for up to 14 people.

The Original Vancouver

Food Tour
vancouverfoodtour.com
778.228.7932

The Craft Beer ‘n Bites Tour
runs year round, except the two
holiday weeks of December 22,
2014 through January 2, 2015
(but they are amenable to book-
ing private tours during that pe-
riod—call them!) For $75 you get
beer and food at three Gastown
locations. The tours run Monday
through Thursday 5-8 pm and
Friday through Sunday

4 pm-7 pm.

They also run a tour of the
Molson Coors brewery Tuesdays
and Thursdays at 4:30 pm for
your less craft beer oriented
rellies who might be interested to
see where the beer THEY drink
comes from (you can pretend to
be less judgmental than I am!).
$20. Year-round, except for
December 22, 2014 through
January 2, 2015.

Both tour companies offer gift
certificates, which make a great
holiday or birthday gifts!

Out with the whole family
Are there children in your
holiday group? Take the
whole gang to a tasting
room. Kids are allowed in
tasting rooms—and often
dogs are, too—so they're
truly a place for the whole
famdamily to hang out.
Adults get a drink, kids

get out and about, and—
again—those growlers

can get filled. Everyone is
happy! That said, some tast-
ing rooms are not the ideal
setting for children. Here’s
my list of the more child
friendly ones (please check
their holiday schedules,
which were not posted at
the time of writing).

Bomber Brewing—added
bonus: it's across the street from
a park and on bike routes

1488 Adanac Street, Vancouver
Daily noon - 11 pm
bomberbrewing.com

Main Street Brewing
Company—big and bright
261 East 7th Avenue,
Vancouver
Monday-Thursday
2pm-11pm
Friday-Sunday

noon - 11 pm
mainstreetbeer.ca

Parallel 49 Brewing
Company—a large

and boisterous tasting room, and
they also offer brewery tours
1946 Triumph Street,

Vancouver

Daily noon - 11 pm
parallel49brewing.com

Powell Street Craft
Brewery—small and cozy

1357 Powell Street,
Vancouver

Wednesday and Thursday
1pm-8pm

Friday and Saturday

noon -9 pm

Sunday noon - 7 pm
powellbeer.com

Steamworks Brewery—Ilarge
space, brewery tours available
3845 William Street,

Burnaby

Sunday-Thursday
2pm-8pm

Friday and Saturday
11am-10 pm
steamworks.com/brewery

Steel & Oak Brewing Co.—
lemonade on tap for the kiddos
1319 Third Avenue,

New Westminster

Tuesday, Wednesday, and Sunday
noon - 8 pm

Thursday-Saturday

noon -10 pm

steelandoak.ca

With the new liquor laws
many local pubs have

the endorsement that al-
lows children too, until 10
pm. So say yes to family
beers out!

Lacking culinary skills? Or
your kitchen is too small to
cook for groups of people?
If you've got $1,000 and up
to 32 people with whom
you’d love to break bread,
why not have dinner Up-
stairs at Campagnolo? Craft
beer paired with either
their Dirty Burger (40-day
dry-aged beef) or crispy
buttermilk fried chicken
dinners. You get private use
of the bar from 5-7, mains
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up repeatedly in my discus-
sions. As Gary Lindsay told
me, “Always promote local
first. If there is a BC option,
use that first. Stop soliciting
US and imports for business.
That alone would be huge.”
Matt Phillips agrees. “The
LDB should have a mandate
to promote BC craft beer, as
it helps the province eco-
nomically, creating jobs and
investment, and keeps mon-
ey in the province.”

This idea is central to the
Guild. As Beattie told me,
his organization “would like
to increase [its] partner-
ship with the LDB to create
and promote a ‘Buy BC First’
program, [and] would like to
see a section of each store
dedicated to promoting BC
craft beer, similar to the VQA
[Vintners Quality Alliance]
wine section in each store.”
Continuing on this point, he
noted, “The marketing and
promotional support the
LDB has provided to VQA
wines has contributed great-
ly to the current success of
the BC wine industry. We
feel there is ample opportu-
nity to substantially increase
our in-store signage, our dis-
play space, and our market-
ing opportunities within the
store system to better pro-
mote a ‘Buy BC First’ mental-
ity.” Beattie also mentioned
that the Guild would like to
partner with the LDB on the
following initiatives:

e A dedicated monthly dis-
play

¢ Continued supportthrough
various existing LDB mar-
keting channels

¢ Improved beer education
for GLS employees

* More regional representa-
tion at the store level for
local breweries, with in-
dividual managers having
discretion to bring in lo-
cal products that may not
be available throughout
the LDB system but which
have a strong connection
to local communities

The benefits of the Guild’s
approach are clear. Hav-
ing a distinct, central area
of GLSs that showcase BC
craft beer would go a long
way to broaden its market
share, showcase its value as
a local, high-quality product,
and promote the work of
an industry that is creating
jobs and driving economic
growth in nearly every cor-
ner of the province.

I'm hopeful that, like the
sale of craft beer at farmers
markets, we will soon see
another of the Report’s key
recommendations adopted
in BC. The value to consum-
ers, industry, and the pro-
vincial economy is clear, and
the Guild has certainly done
a fantastic job of moving this
initiative forward. It's now
up to the LDB to work with
the Guild to create an in-
store marketing and prod-
uct placement strategy that
showcases the fine work of
our province’s craft brewers
and provides some parity
with BC’s wine industry. If
the experience of our prov-
ince’s vintners is anything to
go by, a few key changes by
the LDB could have a mas-
sive impact on the fortunes
of BC'’s craft beer industry.

and sides, and growlers of
beer to share. A great start
to a night out, or the perfect
way to limit family time!
Upstairs at Campagnolo

1020 Main Street, Vancouver
778.887.5465

For those flying solo

If you'll be on your own over
the holidays, never fear! Join
a brewery tour as a single.
Tasting rooms are a great
place to go for a drink or
two on your own, espe-
cially locales like Brassneck
Brewing that are always

full of people and feature
communal tables, or Central
City’s Brew Pub + Restau-
rant that’s just a view-filled
SkyTrain adventure away.

Brassneck Brewery

2148 Main Street, Vancouver
Monday-Friday
2pm-11pm

Saturday and Sunday

noon -11 pm
brassneck.ca

Central City Brew Pub +
Restaurant

13450 - 102nd Avenue, Surrey
(located right at the Surrey
Central SkyTrain station)
Sunday-Thursday

11 am - midnight

Friday and Saturday
1lam-1am
centralcitybrewpub.com

Rio Theatre

Take in a movie or a show and
treat yourself to some craft beer
to go with your popcorn.

1660 East Broadway, Vancouver
604.879.3456

Info Line: 604.878.3456
riotheatre.ca

hopdawgs.ca

51281283

Richards Packaging Inc.

Vancouver Branch
604-270-0111

Introducing Our

Code #
51281283

Code #
51240534 /RP 504
51241282/R 1282

CODE DESCRIPTION

64 oz Amber growler 38/400 mm finish

Growlers

Code #
51230071/74

51240534 /RP 504
51241282/R 1282

22 oz Amber beer bottle 26 mm crown finish

51261281

32 oz Amber growler 38/400 mm finish

51230071/74
1125/unit + 900 /unit

500 ml Amber beer hottle 26 mm crown

32 oz Growler Fall Promo
Good Things Come in Richards Packaging
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