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The OnTrade Preview aims to provide information and inspiration
to all those engaged in the business of running pubs and bars.
Thanks are due to the key industry commentators, licensed trade
experts and leading drinks writers who have contributed their
experience, knowledge and insight into the challenges and
opportunities that 2017 will bring the licensed ontrade
020 8521 6262 www.ontrade.co.uk
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Boutique Beers offers a wide range
of beer styles from many different
countries.
From A - Z, we have easy drinking pilsners,
hopped IPA’s, malty porters and many more.
Our range has captured the best of UK,
USA and beyond.
Along with an excellent range of beers,
we can also support your outlet with branded
Boutique Beers point of sale to help drive
your range such as glassware, beer
mats and menus designed by our
in-house studio.
For more information and to request a copy
of the brochure please contact customer
services on 0844 822 3901

the experience matters
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Welcome to The OnTrade Preview 2017
Ours is a dynamic, vibrant and resilient sector
and the entrepreneurial spirit that has always
defined it has never been more apparent over
the course of 2016 as we have battled
unprecedented headwinds of regulatory costs
and political instability - Brexit will come to
define our sector for some time to come.
We have gone through nothing short of a revolution over the
past decade, transforming the landscape not only of the trade
but also of our high streets and consumer habits. Ten years ago,
we had a third as many venues as we do today, pub chains
dominated and drinking was the number one activity.
Today, food is king - and that’s not just the explosion in casual
dining. The evolution in eating out has kept up over the last year
with 2 food led openings a day. Over half of all pub visits now
always involve food and just a quarter of drinks sold are
alcoholic - food as a proportion of total sales stands at the
highest level for a decade

There are all types of customers in all types of venues at all
times of the day and night - and that is as much a part of the
message we take to politicians and the media as the ‘asks’
when we go out as the sector’s voice.
We are a growth champion well worth backing. Last year, we
generated 7% of net new jobs, doubled our apprenticeship
starts, outperformed retail and the economy as a whole with
+3% growth for the fourth year in a row and capex also hit a 4
year high at over 4% of turnover. Each and every outlet
ploughed back £210k GVA into its local community.
It is indeed a positive news story all round and one which
should be nurtured and sustained as the true modern growth
champion it is

Kate Nicholls
Chief Executive
ALMR
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A Benchmark of Success
One outcome of Brexit is that the sector is speaking ever more
clearly with one voice on the solutions it needs on NLW and
employment, rates and rents and the need for an urgent rethink.
The ALMR Christie + Co Benchmarking Report - with a decade’s
worth of data - is key to understanding and forecasting the likely
impact of a seismic event like Brexit on a sector which has
generated over half of all new jobs since the last such impact
event - the 2008 financial crash. It is key also to testing the
assumptions underpinning the sector’s model for growth and
investment which may need to be adjusted.

“One outcome of Brexit is that the sector is
speaking ever more clearly with one voice on the
solutions it needs on NLW and employment,
rates and rents and the need for an urgent rethink”

Headline Messages
There are three very clear headline messages emerging from this
year’s report:

Industry Leader

ALMR Chief Executive, Kate Nicholls looks
at the challenges facing the industry in the
year ahead
I have been speaking at a number of conferences over
the past month - on property, finance and investment,
casual dining and late night, as well as presenting to MPs
on business rates and speaking to BBC News - and a few
things struck me reviewing them all.

Firstly, such is the breadth of the ALMR’s membership
that we are now seen as the authoritative commentator on
licensed hospitality trends across a wide range of issues. And
secondly, and more importantly, the commonality of concerns
across the diverse and vibrant sector we represent. The
distinctions between pub, restaurant and late night business - out
of home entertainment as a whole - are becoming ever more
blurred and ever less important as our businesses become ever
more relevant to a discerning consumer.

The Brexit Effect
As with so many things, Brexit has brought this into sharp focus.
Facing a prolonged period of uncertainty and potential instability
has meant not only a review of national budgets but also a rewriting
of long term business plans. Political policies and commercial
responses to them which were set at a time of forecast long term
growth need to be reassessed and reprioritised. It comes down to
two key issues, whatever your trading style: people and property.

Firstly, it is clear that we have an evolving market - a vibrant, dynamic
and innovative sector, characterised by business start up, SMEs and
entrepreneurship. At a time when the House of Lords is looking back
at a decade of licensing reform, we can see significant change with
food led businesses increasing by more than a third, the emergence
of casual dining as the second strongest segment and, although
there has been decline in community local pubs by a similar
proportion, that decline has slowed as it has in the late night market.
Secondly, this is a resilient market - over the last decade there has
only been one year of negative like for like growth in 2008/9 and
the long term trend is +4%. This year is in line with that, but there
are winners and losers - casual dining and high street both reported
L4L’s double last year’s level and in contrast food led and
community pubs saw theirs half - so there is evidence of market
share steal.
But there are clear warning signs, which government must heed,
that this is a model under strain - despite this positive growth, the
costs of doing business are increasing faster than revenues.
Operating costs increased this year by 3.3% and this was fuelled,
unsurprisingly, by increases in payroll up 5.5%. Operating costs
are now almost half of turnover and taxes account for a further
third. Already tight margins were squeezed further - down 2% on
average - and this impacts jobs, growth and investment.
Which brings us to the final strong message to take from this year’s
Benchmarking Report. Based on the decade of data, we should be
able to predict steady continued growth, a cyclical substantive
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economy had a longer term effect: in short, it created a two year
fiscal drag on growth.

increase in capex and a further softening of rents for next year .
But post Brexit we are not in normal times and this continued
growth and investment which the government and the economy is
increasingly reliant upon cannot be taken for granted.

Time and time again when we look back at our survey data, we can
see it took us 2 years after we came out of recession to recover the
lost ground in terms of revenue growth, margins and profitability and
investment. The message to government is clear - this is a sector
already under pressure and regulatory changes which may be
affordable in the good times are now on the fringe of sustainability.

“The message to government is clear - this is
a sector already under pressure and regulatory
changes which may be affordable in the good
times are now on the fringe of sustainability”

“But post Brexit we are not in normal times and
this continued growth and investment which the
government and the economy is increasingly
reliant upon cannot be taken for granted”

Brexit Means Uncertainty
Brexit means we are heading into unchartered territory - although
the markets have stabilised somewhat, business and consumer
confidence remains fragile. The cost of imported goods is already
predicted to rise and at the same time, we face significant additional
operational costs in the form of a second increase in the NMW in
6 months, another 6% hike in the NLW, a new payroll tax in the
form of the Apprenticeship Levy and business rates.

Breathing Space

Our Benchmarking Survey had just started last time we faced
this type of crisis and we can see then the effect of a perfect
storm of credit crunch, increasing costs and legislative change
(smoking ban).

April 2017 could be a perfect storm for the sector just like 2008 but it needn’t be. Those who fail to learn the lessons of history are
condemned to forever repeat them. And what our Benchmarking
Report shows is that we need a two year breathing space to
manage the challenges of Brexit and economic turbulence to allow
us to respond to the challenges of additional costs and regulatory
change without threatening jobs, investment and growth.

That was the last time the sector showed negative like for like
growth and while it was only a one year blip, crucially what our
survey shows is that this seismic and sustained shock to the

Get it right and next year’s Benchmarking Survey could continue
to report a robust, resilient and vibrant industry but get it wrong
and it is not just our sector which will suffer, it is UK Plc.

speaking up for eating & drinking out

The ALMR represents 90% of managed pubs, clubs,
bars and branded restaurants.
WE AIM TO
Promote the reputation of the sector
Protect members' commercial interests
Prevent restrictive legislation

WE SEEK

Reduce the unnecessary cost of doing business
Unlock growth and investment in our
communities and our people
www.almr.org.uk

info@almr.org.uk

020 8579 2080

@ALMRinfo

8

BBPA Campaigns
enthusiasm. Over 100,000 posters and postcards were distributed
via BBPA member pubs as part of this year’s campaign.

Tangible Results
It is a campaign where we can see tangible results, in terms of the
performance of our sector. After years of precipitous decline, beer
sales have now stabilised.
Quarterly beer sales hit a low in the second quarter of 2013, but
have since stabilised, and there is no doubt that tax reductions have
helped to keep the price of a pint more affordable for consumers.

“Further cuts in duty are still needed if we
are to foster a climate that promotes
investment and enables us to
compete with our European neighbours”
The changes in tax policy has also stimulated growth and
investment, not least in industry-wide campaigns and initiatives,
such as ‘There’s a Beer for That’, which is doing great work in
promoting the entire beer category and encouraging people to
choose beer on more occasions, especially with food.

Industry Leader

Brigid Simmonds OBE, Chief Executive of
the BBPA reviews the successes and
challenges faced by the industry over the
last year, and into 2017
At the BBPA, our campaigning year continues to focus
heavily around beer duty and the March Budget.

Whilst we have enjoyed great success in recent years,
further cuts in duty are still needed, if we are to foster a
climate that promotes investment and enables us to
compete with our European neighbours, where duty rates are
considerably lower than in the UK.
Yet the need for further tax cuts doesn’t change the political
challenge of securing them. We therefore took some satisfaction
from the March Budget, when beer duty was frozen this year.
Following the three 1p duty cuts from 2013, this means that beer
duty is now 17 per cent lower than it would have been, had the
Government stuck to the previous, and hugely damaging, policy of
the beer duty escalator.
Each year, it is a campaign where everyone in the industry pulls
together. As well as support and active engagement from other
industry bodies, our own member companies joined in with

However, in the coming year, we must continue to keep up the
pressure. As we move into 2017, political debate will undoubtedly
be dominated by the decision to leave the European Union, a huge
change that will place considerable pressures on the beer and
pub sector.

The Brexit Issue
At the BBPA, we have set our priorities to influence the Brexit
debate, publishing our own manifesto in October.

“We need the Government to help give a boost
to the UK tourism industry by promoting
British beer and pubs to new, and potentially
lucrative, overseas tourism markets”
If we are to be a force for growth and job creation as Britain leaves
the EU, the Government needs to strive towards the most
competitive tax and regulatory regime possible.
This will help to foster a resurgence in beer exports and help to
create jobs in pubs. We also need the Government to help give a
boost to the UK tourism industry by promoting British beer and pubs
to new, and potentially lucrative, overseas tourism markets.
Alongside our broad priorities, our manifesto sets out a range of
specific goals for the beer and pub industry, which include trading
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as freely as possible, fostering a favourable tax regime, and
attracting the right skills and labour.
The latter is particularly vital for our sector. We are calling for no
changes to the rights of existing overseas workers in the industry,
and a future immigration system that supports the necessary levels
of staffing for our sector, which already faces a shortage of pub
chefs, for example.
We need to ensure that the Government understands that our ability
to attract ‘soft skills’ must be part of their approach; it is particularly
vital to those parts of the country such as our big cities, London
and the South East where there are already very high levels of
employment.

Welcome Clarity
We must also use the opportunities created by Brexit to secure
effective and proportionate regulation for our sector.
The Government’s move to adopt all existing EU legislation at
the outset gives welcome clarity, as well as a launch-pad to
work with the Government to deliver a more effective and lighttouch regulatory regime for the UK brewing and pub sector in
the years ahead.
Alongside beer duty, the other pressing tax issue that weighs heavily
on our sector is undoubtedly business rates. There is no doubt that
pubs continue to shoulder an unfair share of the total burden.
We have certainty had some campaign successes in this past
year. Some 75 per cent of pubs are to benefit from changes that
were made in the March 2016 Budget; pubs with a rateable value
of £50,000 will save £625 per year from April 2017, and pubs
with a rateable value of less than £12,000 will pay no business
rates at all.

“We can see tangible results in terms
of the performance of our sector.
After years of precipitous decline,
beer sales have now stabilised”
The revaluation revealed in October 2016, whilst long overdue, will
also benefit the majority of pubs - but this masks huge variations,
both between regions and between different types of venue.
There are certainly many premises that have seen a significant
increase in their rateable value, particularly where the business has
thrived over the past eight years, but some pubs in London & the
South East will see increases of over 30%.
Over the coming months we will be looking at ways to soften the
impact for these premises and it is vital that pubs continue to enjoy
transitional and small business rate relief.
Alongside dealing with so many difficult issues when it comes to
tax and regulation, we continue to work to promote the vibrancy of
our on-trade and the huge contribution it makes to national life,
and to our local communities.

Parliamentary Pub Chef
For me, one great highlight in 2016 was the BBPA’s Parliamentary
Pub Chef competition, a new initiative for 2016, on which we
worked with Nestlé Professional.
We asked MPs to nominate a great pub chef in their constituency,
thus entering them into our competition.
We were amazed at the huge response; parliamentarians submitted
120 entries, which greatly exceeded our expectations. It really
demonstrates the huge connection MPs have with pubs in their
constituencies, as well as showing the changing face of the modern
pub trade.
After an exciting cook off, Milan Hukal from the Dog pub in
Grundisborough triumphed as did Robert Yuill, from, Dundee, who
scooped our Young Pub Chef prize. The winners were crowned at
a great celebration in Parliament in the Spring.
Working with others to show the positive side of our sector is just
as important as battling for change on the key issues; it is
something we will continue to do as we take all our campaigns
forward into 2017 and beyond.
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Legal Eye View
adoption of a possible 5th licensing objective is in their sights – the
promotion of public health and well-being or some such.
Something similar has been a licensing objective in Scotland since
2009 when the new Scottish licensing regime came into effect.
Our own experience north of the border is that the objective is
paved full of good intention, but its impact is varied and mixed. A
useful tool or ground for the restriction on the possible development
of new licensed outlets but irregularly applied and bringing with it
a degree of unwelcome uncertainty to the licensing process. Often
we have heard the grant of a licence in the face of ‘health
objections’ on the basis that ‘what material or realistic adverse
impact can the development of this food led
pub/restaurant/supermarket (delete as appropriate) have on the
wider public/social ills of the community’. We shall see…

“...from 1 April 2017, if you buy alcohol to sell
from a UK wholesaler, you will need to
check that whoever you buy from has
registered with HMRC and has an
AWRS Unique Reference Number (URN)”

Cumulative Impact Assessments

Industry Leader

John Gaunt, Senior Partner at John Gaunt
& Partners, one of the foremost Licensing
Practices in the UK and the on-licensed
trade legal expert, looks at the legal
issues that 2017 is likely to bring

So 2016 draws to a close and 2017 beckons. What does
it hold? One thing is clear – the world of licensing never
stands still, as a brief visit to the news section of our
website makes abundantly clear. However there are some
significant prospective developments for 2017, some of which we
summarise below:

House of Lords Select Committee on Licensing
The HoL is currently hearing evidence from interested parties on
the workings of the Licensing Act 2003, with the able assistance
of licensing barrister Sarah Clover, appointed to guide the
committee on the law.
The original remit was to set out ‘specifically to look into the
effectiveness and impact of the Licensing Act 2003 with a reporting
deadline of 31 March 2017’ It is not entirely clear what conclusions
the Committee will reach, but from the thrust of some of the
questioning to date, it would appear that one such may be the

We are all familiar with Cumulative Impact Assessment Policies
adopted by an increasing number of Licensing Authorities. Currently
only a creature of the section 182 Guidance, in recent amendments
to the Policing and Crime Bill, on its way through Parliament, it is
proposed that these will be put on a statutory footing going forward.
not a mandatory requirement to adopt such a policy but where such
a policy is to be considered and/or adopted, the evidence for such
must be set out, may be comprehensive or selective in its approach,
must have been (properly) consulted on, must be revisited and
reviewed at least every 3 years and if to be continued, the evidence
for such published.

Late Night Levy changes
Again the Late Night Levy is to be subject to proposed changes
under the same Bill. In the simplest of terms it is proposed that
there should be more flexibility over the possible adoption of a levy
– but whether this makes it more attractive to the authorities is a
moot point! At present a Levy must apply to the whole geographical
area of the Authority. Going forward, it can be applied to a specific
area only, thereby as a consequence reducing the likely amount to
be raised, but exempting perhaps those areas which do not
contribute to night time ‘disharmony’!
It is also proposed that a Levy can apply to Late Night Refreshment
premises in addition to late night licensed premises where hot food

John Gaunt and Partners are a team of specialist licensing,
gambling and regulatory solicitors who have been serving clients in
England, Scotland and Wales for over 20 years.
Whether you are running a pub, club, restaurant, hotel, betting shop
RURIIOLFHQFHZHFDQKHOS\RXJHWWKHOLFHQFHVRUTXDOLÀFDWLRQV
\RXQHHGDQGLIQHFHVVDU\DSSHDOGHFLVLRQVDQGÀJKWHQIRUFHPHQW
action on your behalf.
All you need to do is get in touch.

Making
Licensing
easy for
20+ years...
Ask us how!
The services we offer are:
APLH Courses & eLearningPLUS

info@john-gaunt.co.uk

0114 266 8664
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is part of the offering. (Premises only selling hot drinks would be
exempt) - and different hours of application could apply to the
different class of licensed premises. Police and Crime
Commissioners will be able to request a levy in future.

the scheme affects you, you must still apply - but that ‘depending
on your circumstances you may be charged a penalty for your late
application. HMRC may decide to reduce your penalty depending
on your circumstances’.

It must be said that unlike Early Morning Restriction Orders (where
hopefully rigor mortis has set in!), Levies have been more widely –
but not widely – adopted but we are seeing increasing evidence
(he said hopefully) of partnership working being used as a more
constructive alternative – particularly in the form of Business
Improvement Districts (BIDs) and most immediately notably in
Cheltenham where the recent Levy is likely to be ditched in favour
of a BID.

Going forward, from 1 April 2017, if you buy alcohol to sell from a
UK wholesaler, you will need to check that whoever you buy from
has registered with HMRC and has an AWRS Unique Reference
Number (URN). If you buy alcohol from a non-registered wholesaler
when they should be approved and registered with HMRC, you may
be liable to a criminal or civil penalty and your alcohol may be
seized. Trade buyers will be able to use an online look-up service
of approved wholesalers to check that the wholesalers they buy
from are registered. This will be available from April 2017.

“It must be said that unlike Early Morning
Restriction Orders (where hopefully rigor
mortis has set in!), Levies have been
more widely – but not widely – adopted but
we are seeing increasing evidence (he said
hopefully) of partnership working being
used as a more constructive alternative”

Alcohol Wholesaler Registration scheme
(AWRS) – goes live 1 April 2017
This scheme goes active and live in April 2017; we fear there is a
lot of ignorance over it. The scheme has been introduced by the
Government to try and tackle alcohol fraud. If you sell alcohol to
another business, the probability is that you should already have
registered under AWRS.
The original deadline for registration was 31 March 2016. However
if you failed to do so, the Government has been reminding that if

Breathalysers on entry to licensed premises
A bit of a hobby horse of mine. We see periodic local initiatives
(Weymouth as I write this) to impose ‘voluntarily’ a requirement
on licensed premises to breathalyse customers upon entry. We
have grave concerns about such initiatives – shared by others –
and we would advocate considerable caution where such a
scheme is proposed.

Summary review reforms
The Policing and Crime Bill, mentioned above, should also help to
resolve one of the issues vexing practitioners and operators alike;
whether interim steps imposed on a summary review continue in
place until the determination of any appeal against the final review.
At present, something of a possible convenient loophole to
recalcitrant operators affected. Going forward the Licensing
Authority can continue, withdraw or modify interim steps to have
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effect pending an appeal. Against this police and licence holders
will be given a new right of appeal against interim steps made at
the full review hearing to the magistrates’ court exercisable within
28 days of the determination.

Modern Crime Prevention Strategy 2016
Published earlier this year we are likely to see initiatives taken
forward in future arising from the strategy. In terms of alcohol, the
strategy advocated a three pronged approach:
u

Improving local intelligence so that decisions taken about the
sale of alcohol and the management of the evening and
night time economy are based on reliable data and the
latest evidence.

u

Establishing effective local partnerships where all those involved
in the operation and management of the evening and night time
economy work, so that people can enjoy a safe night out without
fear of becoming a victim of alcohol-related crime or disorder,
enabling local economies to grow.

u

Equipping the police and local authorities with the right powers
so they can take swift and decisive action after problems have
occurred and to prevent their repeat. For example we will
future-proof changes to the police workforce by giving civilian
staff powers of entry to enter and inspect licensed premises.

Real life. Real help.

SUPPORT FOR
PEOPLE WORKING
IN PUBS & BARS
If things get tough, we can help.
We have a wide range of FREE
guidance, advice and grants to
help you, your staff and their
families when they need
it most.

Again I think that it is a case of ‘watch this space’.
I could go on….

“We see periodic local initiatives (Weymouth
as I write this) to impose ‘voluntarily’ a
requirement on licensed premises to
breathalyse customers upon entry. We
have grave concerns about such initiatives...”
Limited changes are proposed to personal licences where there
has been a conviction of a licence holder for a ‘relevant offence’.
Powdered and vaporised alcohol are intended to be brought within
the definition of alcohol and therefore become regulated under the
Licensing Act 2003. Licensing fee recovery – we still await the final
instalment of the long running ‘Hemmings’ case from the European
Court of Justice. Minimum Unit Pricing of alcohol stumbles on, but
a judgement supporting the Scottish Government has just been
handed down by the Scottish Court of Sessions.
And finally the Immigration Act 2016 will impact on licensing in
2017. We will spare you the detail here but beware of new
responsibilities and obligation under this act to prevent those not
eligible to work in the UK being employed and from becoming a
personal licence holder and with consequent obligations and
possible penalties for operators. More detail can be found here:
https://www.john-gaunt.co.uk/news/immigration-act-2016-andits-implications-for-licensing
Much food for thought as we look forward to 2017!

Education
& Training
Support
Money
Problems

Housing
Issues

Loneliness

Health
Concerns

supportandcare.org
Our FREE helpline 0808 801 0550*
is open 365 days a year
*calls are free from landlines and most mobiles
Registered Charity No. 230011
Patron: H.R.H. The Prince Philip, Duke of Edinburgh KG. KT.
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Public Health And The Market
2003. The Institute of Economic Affairs versus The Institute of Alcohol
Studies both gave evidence - ding-ding Round 1! And off they went.

Free Choice
Joking aside, I do think that actually most people recognise that
these two positions are not the whole debate. Pragmatism, based
on a liberal view of live-and-let-live, is perhaps the credo of most
ordinary citizens. This pragmatic approach can accept that peoples’
free choices do sometimes need to be made within a framework
of law and regulation that protects the public. This is the essential
justification for licensing the sale of alcohol and restricting the sale
of tobacco to adult consumers. Essential to this viewpoint is the
recognition that a balance must be struck between free choice and
public protection.

Paul Chase

Industry Leader

The emergence of the new public health
movement in the mid-1970s created a
new dynamic for the ongoing debate
about personal responsibility versus the
responsibility of the state.
In relation to regulating personal lifestyle choices in the
name of public health, we appear to have a binary
choice: on one side sit purist libertarians for whom any
state involvement is anathema; on the other side are
paternalistic statists who infantilise adult behaviour and
think they know better than the rest of us what’s in our
own best interests.

Libertarians believe adult consumers are free agents who should
be allowed to make free choices about drinking alcohol, smoking
tobacco and the sugar or fat content of the food they consume. For
libertarians the role of the state is, at most, to ensure those choices
are well-informed. The statists of “public health” believe that
drinkers, smokers and consumers of sugary drinks are all addicts
and therefore ‘free choice’ is a myth; they can’t make rational
choices because they are victims of Big Alcohol, Big Tobacco or the
wicked Sugar Barons whose business model is a deliberate strategy
of addiction, and therefore government must step in and regulate
peoples’ choices for them. For ‘healthists’ campaigning is an
endless reiteration of an anti-Big Business morality play.
We saw this binary choice acted out recently when a day was set
aside for the ‘think tanks’ to give evidence to the House of Lords
committee that is looking into the effectiveness of the Licensing Act

The view that “public is good, private is bad” or vice versa, often
prevents the health community from appreciating that there can be
private sector, market solutions to public health problems; and the
private sector from appreciating that not every health protection
measure is an existential threat. I think most people appreciate that
lots of things are bad for us if we misuse them, but they want free
choice to be coupled with harm reduction measures wherever
possible, not simply rigid prohibition.

Achieving a Liberal Policy
There are three examples I’d like to discuss that indicate how this
debate plays out and how we might, with a more rational approach,
achieve a liberal policy of harm reduction by accepting that there
can be market-led solutions to public health problems, or where
we might reduce harm by enabling legislation that permits
regulated markets, rather than rigid, authoritarian prohibition.
The first and most obvious example of a market-led private sector
solution to a public health problem is e-cigarettes. With the notable
exception of Public Health England this development has been
greeted with scepticism and suspicion from European governments
and the World Health Organisation. Many healthists, despite all
evidence to the contrary, still insist that vaping may be a gateway
to smoking or may re-normalise it. For the ideologues of public
health the tobacco end-game of a smoke-free world and legal
prohibition would be undermined by a messy compromise that says
it’s OK to use nicotine, it’s the delivery system (setting fire to
tobacco and sucking in the carcinogenic fumes) that is the problem.
Public Health England estimates that vaping is 95% safer than
smoking tobacco and e-cigs are already being used by nearly three
million people in the UK alone. I suggest that the recent drop in the
prevalence of smoking from 20% of the adult population to 16%
has a lot to do with the advent of vaping. Surely “public health”
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must support such a measure? But here is where the ideology of
“public good, private bad” kicks in. This is a solution that has come
from the market, not from “public health”; it is a solution that is
motivated by profit, not a noble desire to “do good”. And it is also
a threat to the survival of the £200 million a year anti-smoking
industry which depends for its survival on public funds.

The Psychoactive Substances Act 2016 that banned so-called ‘legal
highs’ has resulted in the closure of high street Head Shops or their
conversion into vape shops, and the legal marketplace in these
intoxicants has moved to the street and of course the internet. Has
harm-minimisation been enhanced as a result of driving supply
underground? Not one jot.

My second example relates to the market solution to the problems
caused by the excessive use of alcohol. Again we see attempts to
de-normalise alcohol; the Chief Medical Officers’ mantra of “there
is no safe level of consumption”, and Dame Sally Davies’ claim that
every time she reaches for a glass of wine she thinks of the cancer
risk, exemplifies the “public health” desire to move to an end-game
of zero, or close to zero consumption. A policy of cultural prohibition
by stealth. Ninety years of science that proves the health-protective
effects of moderate consumption are ignored, because it
complicates the message. Healthists believe that adult consumers,
or “addicts”, as they prefer to see us, are just too dim to understand
a nuanced message.

Suppressing a Mass Market

The result is the dismissal by “public health” of the hugely
successful voluntary industry responsibility efforts to provide a
market solution to over-consumption by producing and promoting
low-alcohol products and thereby taking 1.2 billion units of alcohol
out of the market.

The Night-Time Economy
My third example relates to the issue of drug use in the night-time
economy. Since the Misuse of Drugs Act 1971 the UK has
implemented a straightforward policy of outright prohibition.
Recently we saw the introduction of new legislation outlawing
so-called ‘legal highs’. These drugs were themselves developed as
a direct result of ‘drug prohibition’ laws – seeking a way to produce
drugs that mimic the effects of cocaine, ecstasy and cannabis, but
which were technically within the law.
The outcome of this failed policy of prohibition has been the
development of a mass market in all these drugs – a mass market
which has led to new cultures of intoxication that creates a real
threat to licensed premises operating in the night-time economy,
and particularly to night-clubs, as the demise of Fabric night-club
has illustrated. The cultures of intoxication that have arisen out of
drug prohibition is illustrated by the following statistics from the
British Drugs Survey:

The British Drugs Survey tells us:
u
u
u
u
u
u
u

15 million 16 - 44 year-olds have taken drugs - 31% of
adult population
50% of 16 – 34 year-olds have taken drugs
23% of drug-takers use daily – 3.45 million
15% weekly – 2.25 million
7% monthly – 1.05 million
A total of 6.75 million people regularly use - 45% of all drug users
16% of all users take drugs mostly in the NTE – That’s 2.4
million customers or 35.5% of regular users

My own attitude to illegal drugs is that they are a bit like nuclear
weapons: whether we like it or not they were invented and they
can’t now be disinvented. So the issue is whether harm
minimisation would be better achieved if we moved to a policy of
decriminalisation for personal use, as they’ve done in Portugal, or
facilitated the testing of illicit drugs before people took them, as
they have done in a number of other European states.
Fundamentally we have to accept that we can’t suppress a mass
market in an open society, and if we try to do so there will be
unintended consequences.
Purist libertarians would like to see a licensed, legal market in
cannabis, ecstasy and cocaine. For me that would be a risk too far.
The one exception might be cannabis, where a licensed, legal
market place would at least enable us to control the strength of the
drug. But we must surely be able to fashion an alternative to a failed
policy of prohibition that puts the public at risk of contaminated
products, and scapegoats licensed premises because they can’t
come up with a solution to a problem that has eluded everyone else.

Paul Chase, Director of CPL Training, and industry commentator
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Change Has Come
u

National representation of pubs across the country

u

A training and support programme to help licensees be the best
they can be in every aspect of running a pub business from
intense cellar training to financial management and controls

Range of Agreements

Industry Leader

Peter Wells, chair of the Family Brewers’
Operations Committee, explains the
support pub operators will benefit from
when they take on a Family Brewers pub
Although 2016 marked a time of change for the pub
industry, particularly with the Market Rent Only (MRO)
legislation dramatically impacting the sector, the
Independent Family Brewers of Britain (IFBB) has
continued to provide its members’ licensees with ongoing
service, training and support.

Understandably some licensees are interested at the prospect of a
MRO agreement, which allows them to buy beer on the open
market, however the outcome of this is a significantly greater fixed
cost with a rent increase. The model for the IFBB is based on the
beer tie that enables them to charge licensees a lower rent. In turn
this provides confidence and security for operators as they have
full support and engagement from their Family Brewer, whose
success is dependent upon the success of the licensee running
their pub.
u

The IFBB’s model includes the following approaches covering
service and support:

u

A wide range of agreements to suit every operator irrespective
of their experience

u

An absolute commitment to the ongoing maintenance of the
pub infrastructure

There are 29 Family Brewers in the IFBB who offer a range of
different agreements to suit every potential licensee or multiple
operator. Many of the agreements available are flexible to ensure
that almost everyone will find something that suits their
requirements, from award winning multiple site operators such as
Peach Pub Company who run the Embankment in Bedford with
Charles Wells, to first time operators such as Franko Mutinelli who
has been delighted with the partnership with McMullens. Having
considered the various tenure options available, Franko selected to
run the pub under McMullen’s Pub Operator’s Agreement which
offered him the opportunity to take on the business with minimal
entry costs, leaving McMullens to deal with much of the
administrative function. Franko is full of compliments for
McMullens, saying “I’ve got nothing but praise for them. They’re
great at communicating and allow me to get on with what I’m best
at, running a great pub.”

Maintenance and Capital Investment of Pubs
Family Brewer members continue to steadily improve their
properties, through the maintenance of pubs, servicing of cellar
equipment and, where the opportunity arises, the injection of capital
investment to develop the pub in strong partnership with the
licensee. This provides the operator with complete confidence and
security that the building’s infrastructure will be conserved, along
with support from the brewery to ensure the best quality end
product is produced. For example, this will mean for many
operators, a team will be on hand immediately to fix any problem
causing a loss of trade. Similarly, if a storm was responsible to take
off a pub’s roof, the licensee wouldn’t be left with the crippling bill
of replacing it – this wouldn’t however be the case if they had a
Fully Repairing and Insuring lease.
In Wales, David Abbot has just taken on a second pub, the Cathys,
with Brains Brewery. “The support and effort from Brains has been
brilliant, the refurbishment is great and they have listened to our
ideas.” The same theme is also found in Cornwall with National
Award Winners, Liz and Tim Hore. They are delighted with the
support they received from St Austell Brewery following a
refurbishment of the Family Brewer’s pub, The Victoria in Salcombe.
“We’ve fostered a family approach to our team. We’ve also had a
great family relationship with St Austell Brewery. We fed off each
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other. St Austell really listened to what we wanted to do, they
embraced it, helped us develop it. They were with us the whole
way. We can keep ahead of the game and we can do that in
partnership with St Austell.”

National Representation of Pubs
All members of the IFBB are family owned and family run
businesses which ensures a strong, personal relationship between
the brewer and the operator. With 4,500 pubs spread across
England and Wales, there are Family Brewers pubs available in
almost any part of the UK.

Training
The Family Brewers understand that it is the people running the
pubs that make all the difference so supporting their licensees to
be the best they can be is central to their philosophy, so all of them
have a strong training facility. Taking on a pub, especially your first,
can be daunting. The Family Brewers’ members understand that
your pub is your business and that you may need some support in
understanding how to make the most of your pub and maximise
your profit. Each brewery will have its own training programme, or
may partner with another, to ensure that any new tenants are armed
with as much information as possible to hit the ground running.
Training can include, but is not necessarily limited to:
u

Managing finances

u

Employment law

u

Food safety and risk assessment

u

Cellar management including BII Award in Beer and Cellar Quality

u

Retail and digital marketing

u

Food development

u

Information technology

u

BII ALHO examination

Of course it is within the best interest of the brewery to ensure that
anyone taking on one of their pubs is at the top of their game, with
training, consequently being an ongoing process.
Peter Wells, commercial director at Charles Wells, explains the
benefit of the tied model, “The Tied model is designed to allow
companies to let their pubs with a rent that is lower than a
commercial lease, often based on a square footage, in exchange
for a slightly higher price for their beer than they would pay on the
open market. This has two benefits. Firstly, it ensures the family
brewer can invest in the resource to support their licensee with
training, marketing, licensing queries, property maintenance and
development amongst many, which allows the licensee to get on
with the job in hand – giving their customers the best possible pub
experience. It provides a complete support package. For the
licensee, the model has a real benefit for their cash flow
management. Rent is the key fixed cost of any pub business. For
an operator who has a higher commercial rent this can be onerous
in the traditionally quieter winter months. The Family Brewers model

takes a portion of that rent and converts it into a variable cost by
allocating an element of it to the price of the beer. In terms of cash
flow management, this is hugely beneficial – especially when the
operator knows they won’t have to suddenly pay for unforeseen
maintenance costs if the cellar cooler goes down. The Family
Brewer picks up that cost. After all, they are brewers and want to
make sure their beer is always available.”
Visit: www.familybrewers.co.uk/

Case study: Jonathan Taylor, Operations
Director, Epic Pubs
Epic Pubs was founded in 2015 and is growing fast.
They already have five pubs in various locations, three with
Charles Wells, with each establishment unique in character
and style but with the same consistent standards of
excellence. Each pub has an emphasis on high-quality, locally
sourced food, offering something for everyone by way of
classic and modern dishes that have an EPIC twist.
“Charles Wells have given us fantastic support as we embark
on growing our group of Epic Pubs. From the outset they’ve
provided extra resources with a professional team that has
enabled each pub to open on time. The support, in all aspects
from planning to design, has been met with enthusiasm and
genuine collaboration, with weekly site visits to help keep the
project in the right direction. We have a great relationship with
Charles Wells as a business and the individuals at the brewery
that have helped everything run much more smoothly”.
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Training, Standards and Professionalism
truly represents, celebrates and supports these amazing operators,
and certainly none that understands the unique challenges they
face every day. Our mission is to support them to grow and develop
their careers and their businesses - simply put, we must help them
to become better.
My vision is for a BII that every licensee, area manager, CEO and
pub company employee wants to belong to because it epitomises
the three things that are so important to our sector. Training,
standards and professionalism.

“I want the BII to be an essential service just
like the AA is to its members, and I want our
organisation to become a trusted one-stop
shop for the majority of their business needs”

Framework for Success

Industry Leader

When Mike Clist took over the helm at the
BII earlier this year one of the first things
he did was review their business plan and the key question he asked himself was
‘what is our key purpose?’

After nearly 40 years in this business, most recently
heading up the tenanted and leased division at Fuller’s in
London, I have a pretty good grasp of the day to day
operation of a decent pub, what licensees need in order
to do their job well, and what support is available out there for them.
I also know first hand the level of passion this industry inspires in
its people, and the pride they have in the businesses they run and
the service they provide to their customers. I can say hand on heart
that I still look forward to getting up and going to work every single
day - even after almost four decades in this business. I never know
what the day might hold, because every day is different, and that
is a feeling shared by thousands of our members, and something
quite unique to our sector.

A Support Network
So, for me, the answer to my question about the BII’s purpose lies
in supporting the fantastic people who make up our membership.
There is no other professional body or organisation out there that

The BII needs to create the framework for every individual to fulfill
their potential in licensed retail by providing qualifications, skills,
business services and insight to give them the best chance of
succeeding in their career. We need to be the body that every young
person setting out in our business chooses to join. One where we
help, mentor, measure their achievements, encourage and
celebrate with them as they climb the ladder of success.
Over the past few years I have a personal belief that the BII has
slightly lost sight of its key purpose, and I am not sure we have
always delivered on our promise to our members that to join the
BII is to join an organisation that promotes excellence, one you can
be truly proud to be a part of.
So my first few months at the BII have been all about putting the
pride back into being a member of the BII, and ensuring that
everything we do, we do because it helps our members grow.

Added Value for Members
Not only do I want our members to wear their BII badge with
professional pride, I want their membership to mean more, I want
the BII to be an essential service just like the AA is to its members,
and I want our organisation to become a trusted one-stop shop for
the majority of their business needs.
To this end, Summer 2016 marked a big milestone for the BII, with
the launch of a number of new BII benefits and services which add
value to our membership and underpin our commitment to
constantly evolving and improving what we offer.
Our new website - www.bii.org - allows us, through the ‘My BII’
personalised member homepage, to direct the right benefits to the
right members at the right time.
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The new site showcases the brand new ‘BII Marketplace’ initiative,
an online directory of expert suppliers, hand-picked by the BII to
provide best-in-class products and services for its members, and
many exclusive deals that could save members £1,000s.

Marketplace Partners
We already work with over 40 Marketplace Partners and the
growing list includes both national and regional firms, and covers
a full range of specialties. From catering equipment and supplies,
legal and financial services, food and drink, property, insurance and
energy, pub professional services, technology, entertainment, elearning and training, and so much more - and taking up just one
of our exclusive Marketplace offers can save a member back their
annual BII membership fee in one go, making membership a
complete ‘no-brainer’!

“The BII is growing, and the bigger our
network gets, the stronger we are and
the more value we can add for our members”
Over the next year, in conjunction with our partners at Prestige, BII
Marketplace will be adding more and more benefits and services
every month so that our members will have a one-stop shop to
source the majority of their daily pub needs.
Members can search BII Marketplace for a range of products and
services, and receive exclusive BII discounts and free bonus
services from our Partners like financial health checks, product
discounts, waived fees and free consultations.
This is in addition to our range of business helplines - including a
free, comprehensive 24-hour legal helpline that members can call
as many times as they need to about any issue - and an online
library that includes downloadable business checklists, an HR
contract builder and information and advice on everything from
licensing applications to disciplinary procedures.

A Badge of Honour
But being a BII Member is not just about the hundreds of savings
and services you receive, it is also a badge of honour, a sign of your
standing in this great industry. And for that reason it is essential
that the BII celebrates, shares and promotes best practice and
excellence across our sector, at every level.
Nothing, for me, does that better than our annual BII Licensee of
the Year Award, now in its 31st year and widely recognised as the
most coveted award of its kind.
Building on this, November 2016 also sees the re-launch of the BII
National Innovation in Training Awards (NITAs), a chance to
recognise and celebrate those individuals and businesses that have
put their people first and invested in their future talent.
You can see that there has been a lot of change within the BII, even
in the short time I have been on board, and you can expect to see
a lot more change in the future! We recognise that nothing stands

still in the licensed retail sector - you are only as good as your last
customer’s experience - so we will certainly not be resting on our
laurels in the coming months and years.
While the financial climate may have improved since the last
recession, there has never been more competition for your
customers’ spend, nor more pressure on small businesses in terms
of regulation and red tape. And that is where I see the BII operating
at its best. Cutting through the jargon to give you the facts, providing
advice on everything you need to run your business more efficiently,
saving you time and money on your regular business purchases,
sharing ideas and best practice to help you grow your bottom line,
offering a range of qualifications tailored to your industry needs to
help you and your staff improve your knowledge and skills, and, of
course, being there 24-hours via our helplines to call on if things
go wrong.
The BII is growing, and the bigger our network gets, the stronger
we are and the more value we can add for our members.
If you haven’t joined us yet but would like to have a chat about what
we can do for you, call us today on 01276 684449 or email
membership@bii.org.
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Keeping Standards High
Cask Marque

Hopefully in trade we all know of Cask
Marque as the scheme that accredits
great pubs for the quality of their cask ale.
Even 56% of consumers now recognise the
plaque. However, there is more to Cask
Marque than meets the eye.

Grain to Glass
The ultimate check on beer quality is at the point of sale – quality
of beer in the glass. However, this can be heavily influenced by the
brewing process, warehousing and distribution and cellar
management practices.

Brewery Accreditation Scheme (SALSA+Beer)
Within the industry there are now three recognised approved
schemes for beer. ISO9000 for large breweries, BRC for medium
to large and now the new SALSA+Beer for small to medium
breweries written by Cask Marque and endorsed by the industry.
Beer is classified as a food under the Food Safety Act and beer
buyers need to be assured that the beer they supply is:
u

Food and Safety compliant
u Of good quality
u Is legally compliant
Cask Marque now holds a register on its websites of breweries
accreditations they hold so on and off trade buyers can now easily
check a brewery’s status.
www.cask-marque.co.uk/salsa-plus-beer-2-5/
Punch, Enterprise, Stonegate and Carlsberg will not list a new
supplier without accreditation.

Supply Chain (Distributor Charter)
Cask beer is a living product (as yeast continues to work in the
cask). Therefore it is very important that the beer is stored and
handled correctly in the supply chain and kept at the correct
temperature. Hence Cask Marque have issued the Distributor
Charter which lays down best practice in the supply chain.

Running an efficient cellar has a maximum impact on profitability.
Good cellar practices can increase yields by 7%+ and beer sales
by 3%.Cask Marque now have a 10 point check list on the cellar
and star rate the cellar, hence Scores on the Cellar Doors. The
results from inspecting the quality of beer in the glass closely
relates to the performance in the cellar.The star rating is carried
out when undertaking a Cask Marque inspection so can be
marginally costed.

Cask Report
This is produced by Cask Marque annually and both the Report and
licensee summary can be found on the Cask Marque website
www.cask-marque.co.uk/cask-matters

Cyclops
This is an industry standard for describing beer which can be used
to educate both bar staff and consumers alike. Cask Marque carry
out the administration and accounting for the scheme.

Cask Ale Week 2017 (21 Sept - 1 Oct 2017)
Growing in importance this annual event allows pubs to promote
themselves to both existing and new consumers. Take a look at the
website www.caskaleweek.co.uk to gain ideas on how you can
market both beers and pubs during the week of celebration.

CaskFinder App
This FREE app is used over 70,000 times a month to find Cask
Marque pubs. It has 25,000 people on the Worlds Biggest Ale Trail.
You can now scan a pump clip and gain details about the beer
including the Cyclops descriptor. To download the app go to
www.cask-marque.co.uk/beer-drinkers/cask-finder/

Stay In A Pub
Pub accommodation will be a third income stream for pubs after drink
and food. Now you can find great pubs with beds in one place at
www.stayinapub.co.uk – a sister company of Cask Marque.

British Guild of Beer Writers

Currently 37 depots are compliant to these standards. Carlsberg
who distribute over 25% of call cask ale within the UK are the only
national distributor with the Charter.

This organisation has a membership of over 250 beer writers and runs
events to generate both knowledge and interest in beer. Cask Marque
offer the back office for the Guild with admin and finance support.

Take a look at the Distributor Charter
www.cask-marque.co.uk/info-for-pubs/distributor-charter/
and the breweries and wholesalers that comply.

Education

Cellar Management (Scores on the Cellar Doors)
With beer delivered to the cellar in prime condition it is now the
responsibility of the licensee to play his part in the brewing
process - “condition” the beer.

Running over 300 courses a year on beer with Cask Marque being
the No 1 provider of cellar management training. This part of Cask
Marque is led by Annabel Smith, our Beer Sommelier and former
Diageo senior trainer.
With 45 assessors, 15 trainers, 4 account managers and 11 in the
office, Cask Marque has plenty to occupy its time
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CPL Training Group HQ

Your partner in education and talent management
CPL Training Group

In the UK’s licensed retail and hospitality
sector, CPL Training Group is renowned as
the leading provider of face-to-face
training and talent management software.

She said: “The course has been useful for me, definitely. I’m more
informed when out in the trade with area business managers. The
profit and loss modules have given me a much higher level of
understanding in these areas.”

The past 12 months have marked a busy period of success
for CPL Training Group. The company achieved a record
34% market share in Personal Licence training and
witnessed the great success of the ‘Next Generation’ eLearning series. A crucial achievement has also been the
success of CPL’s bespoke client projects. On both sides of
the business, the Merseyside-based company has been the catalyst
in helping clients achieve their goals.

“Over the last few weeks, I have recruited a new colleague so the
recruitment module has also been put into good practice. I would
say that the course would come in useful for anyone in a support
role as an enhancement of knowledge beneficial to their current
role,” explained Rachel.

A training opportunity for both
small and large pubcos
The Statutory Pubs Code, which applies to all businesses owning
500 or more tenanted and leased pubs in England and Wales, laid
out a new requirement for business and area development
managers to undertake appropriate training every 12 months. The
change has been implemented to ensure licensees are receiving
sound and contemporary advice on profitable business practices.

Louise Sui, CPL Training’s commercial director, said: “Although
adhering to the new training requirement could come in many
forms, it’s not just a case of ‘ticking a box’ to be compliant. The
MLPM course is a great opportunity to provide a high standard of
career development for your employees. It fits the bill perfectly for
large companies, but it’s recommended for small pubcos too.
Over many months of hard work in the classroom and out in the
field, learners will be equipped with the skills and knowledge to
maximise success for tenanted and leased partners.”

The Multiple Licensed Premises Management (MLPM) course is a
vocational and transferrable Level 4 qualification (equivalent to a
Foundation degree or Higher National Diploma). Not only is it the
most applicable course for business and area development
managers, it’s also recommended for individuals working in a
number of different roles.
Despite not being affected by the Pubs Code requirements, Daniel
Thwaites PLC has used CPL Training’s MPLM course to train staff
in other positions, such as recruitment. Thwaites’ recruitment
manager, Rachel Crossland, who recently completed the MLPM
course, has already put the skills to good use in her daily role.

The MLPM course is recommended for individuals
working in a number of different roles
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‘Oakmanology’ - a bespoke ‘Online Craft Academy’
for Oakman Inns
Exclusively developed for Oakman Inns, ‘Oakmanology’ is a bespoke
online training and development career pathway. Designed from
scratch at CPL’s Merseyside HQ, ‘Oakmanology’ was introduced to
mirror the company’s existing HR programme and support all
employees in progressing with their chosen career paths.
Jill Scatchard, Head of HR at Oakman Inns, who was a driving
force behind Oakmanology, said: “The best way to describe
‘Oakmanology’ is as our ‘Online Craft Academy’. The Oakman
Inns’ ethos to ‘be the best you can be’, is embraced by everyone
from team members to our CEO.”
‘What do I need to learn to be brilliant at my job?’ is a key aspect
of Oakmanology. The dynamic and interactive platform sets out
how individuals can progress in their role, by presenting the
training and development in their own personalised pathway.
“We have taken a fresh approach to career development by
focusing on the personal strengths, skills and talents of each
individual – whether it’s mixology, guest excellence, leadership, or
being a wine connoisseur,” added Jill. “The progress of each
individual can also be tracked in real-time and is linked to our
‘passport to success’ incremental pay programme which is based
on achievement.”

Oakmanology – ‘be the best you can be’

The bespoke system is powered by CPL Online’s high performance
big data platform – allowing Oakman’s HR team to access realtime employee insights.
Jill added: “This means we can track employee training patterns,
identify those with a natural talent for, say, customer service or
wine knowledge, or promising high flyers who could be promoted
to ‘Experts’ and ‘Champions’ within the business.”
“Oakman Inns adopts a fresh approach to training and
development, placing the individual’s interest and passion at the
very heart of ‘Oakmanology’. The end result is a reflection of
Oakman Inns’ personality, delivering learning in an engaging way,”
commented David Dasher, managing director of CPL Online.

Maximising business wide communications –
Laine Pub Company’s branded ‘Console’
With an estate of 48 pubs, Laine Pub Co. is one of the latest names
to partner CPL Online for a custom-made Console, a market leading
learning management system (LMS). The bespoke Console is set
to become a key part of Laine’s Management Partner Programme
(MPP). The MPP is a dedicated initiative that provides support for
its management partners who run Laine’s sites as individual
businesses under the company’s partnership agreement.
As a guide for a range of commercial, customer service and
compliance issues, the MPP is delivered through classroom based
workshops, on-the-job inductions – and now via online training and
guidance.Created and managed by Laine’s HR consultant – Laura
Creasey – the MPP harmonises the company’s existing processes
for recruiting, inducting and developing management partners to
deliver a comprehensive and joined-up solution to achieving high
standards of pub operation and business management.
“And CPL is the glue that holds it all together,” remarks Creasey.
“Not only does their brilliant system allow our management
partners to deliver timely and essential training direct to their
employees via a smartphone, tablet or computer, it also acts as
an easily navigable reference library of all Laine’s policies,
guidance and bulletins, held in pretty much any format.” The
company’s health & safety system was recently migrated by
Creasey from paper to electronic form for enhanced usability, and
will be the first of Laine’s key documents to be uploaded to CPL.

Laine’s custom platform for online training
and business communications

With a fully branded Console LMS, Laine’s is able to increase support
and guidance through online training and internal communications.
As well as incorporating the company’s branding, the system
matches Laine’s work practices – resulting in improved efficiency
and less supervision. The Console is much more than a standard
LMS. Aside from online training, it’s also the access point to
company news, policy documents and an instant messaging service.
David Dasher, managing director of CPL Online, said: “We are
delighted to announce a new partnership with Laine Pub Company.
The MPP is a fantastic initiative and one which we are proud to
be a part of. It’s great to see our systems being used not just for
the deployment of training, but as a tool for business wide
communication and collaboration. We look forward to seeing how
the programme will progress over the upcoming months.”
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OnTrade Trends
We have no idea yet as to what the outcome will look like.
Personally I think Churchill nailed it. He famously scribbled on
notes KBO. “Keep Buggering On” means of course don’t stop,
carry on regardless doing what you do, keep doing it right and to
the best of your ability. In adversity, I think he knew what was best
for the time.

““A week is a long time in politics” said former
PM Harold Wilson in the mid-sixties. He was
right, and in a few weeks in June the UK
saw an event play out that may have a
massive impact on the lives of all, the
country, business and of course our on-trade”

A brief economy overview
There is of course the noise and volatility of late in the third quarter
and some key indicators and measures displayed fluctuations. That
is likely to continue for the foreseeable future.
The big numbers of GDP have hit expected trends and there is
growth in the economy. OECD have recently downgraded growth
prospect in the UK but almost all forecasts show growth in 2016
of 1.5 to 2.0%.

Industry Leader

Ashley Cairns, Director of CGA Strategy,
examines the on trade prospects for the
year ahead. With over 20 years of
ontrade specific experience, analysing
and forecasting via in depth research
into customers and trade people, pubs
and beer brands, menus and food trends,
suppliers and services, Government and
Trade Associations, the company has an
unsurpassed, comprehensive, 360° view
of the ontrade world

“A week is a long time in politics” said former PM Harold Wilson in
the mid-sixties. He was right, and in a few weeks in June the UK
saw an event play out that may have a massive impact on the lives
of all, the country, business and of course our on-trade.
No piece of journalism or writing about the future can avoid the
decision taken to leave the EU. For those who read this it is likely
that they know no other status than as the UK being inside the EU.
Those that recall life before EU membership will remember a slightly
different world to that which we see today.

2017 the spread is slightly wider as one would expect. Uncertainty
always plays havoc with economic models and that factor
influences all the inputs. 2017 average of forecasts gives us 0.5%
with the range -1.3% to +2.7%. Growth is fragile and one can
expect that to remain so in the near future.

Currency
Currency fluctuations and the strength of the pound have been a
constant factor over the years. The UK’s latest decision under
Gordon Brown to refrain from joining the Euro saw to that.
Nonetheless the recent run on the pound will see import costs rise,
viz Tesco v Unilever, whilst exports will be cheaper.
Foreign holidays will, based on the recent relative moves, be more
expensive in 2017.
Overall, the origin of the drinks portfolio, 36,000+ product based
on CGA’s database, on offer in the UK is probably 56% domestic
44% imported, based on analysis of on and off trade drinks value
sales. It is not an unrealistic prospect that we should expect to see
a 5-10% rise on imported goods in the coming year.
The counterpoint being it is more expensive for us to buy goods
when abroad. On a like for like basis holiday costs in Eurozone will
rise. So will we see an increase in “stay-cationing” and better value
for international visitors?
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Employment

Pubs and other On trade outlets

Statistics show employment is at its highest level since records
began at 74.54% in May-July. June-August was lower at 74.53%.
Female is at 69.71% and Male 79.43 (its highest rate since 1991).

In the retail property market, the levels of shop vacancies remain
fairly consistent at 12-13%. The recent report from Local Data
Company shows a Longview, at this level, albeit slowly declining.
That decline though probably masks the underlying trends that see
the universe in slight decline. This is promoted by conversion to
residential, demolition and replacement (with fewer units).

The quality of employment is the critical issue, and in terms of
average total earnings shows a rise of £10 per week to
£504pw. This is, though, a slowing in growth from last year’s
5-year high of 3.0%.
An increasing part of the employment structure are “zero hour
contracts” to use the general term. Overall in June 2016 they had
continued growing and now stand at 903,000 people.

This is a growth of 20% in a year, which is a remarkable figure.
What is not clear, as yet, with a product that effectively relaunched
itself in 2012, is where is it on its product life-cycle?
The trend may continue for three or four more years by which time
we might see.

GB on trade universe continues to change similarly. The total
number of licensed premises has continued its long term decline.
The rate of decline has of late moderated and does so still this year.
The leading venue type remains the pub and it continues to decline.
They are declining in discrete numbers, but overall trading area
might even be increasing. The levels of service pubs offer continues
to expand and extend, not just food which is virtually ubiquitous
these days, but accommodation, live entertainment, post offices,
shops, libraries and other such services are now significant for
some pub licensees. If it works then there is nothing more certain
as night following day that more pubs will tap into diversification to
thrive or survive.

A continuation of a 20% growth will, by December 2020, take the
country over the 2,000,000 mark.
What impact it will have one does not know as the use of these is
wide and varied. A Zero Hours contract offers flexibility but
uncertainty. That will suit some but not others.
We shall have to continue to watch and doubtless wait and see how
other measures change, in particular earnings, will it impact upon
PDI and more so confidence?
Spending drives the economy and discretionary spending could be
under threat and it is largely on that which the on trade depends.
Restaurants show top line declines but grows in casual dining. The
growth of the delivery business offerings is putting pressure on
traditional restaurant operations. But even here there is plenty of
evidence that the operator can and does tap into the trend. It may
not be additive in all cases but it certainly can mitigate.
It is felt that ever larger numbers of consumers increasingly barely
differentiate between pubs, bars, bistro, brasserie or restaurants
these days. Add to that the increased use of coffee shops, QSR
(quick service restaurants i.e. Burger King, McDonalds) services
stations, and sandwich places and the picture of an ever more
complex on trade emerges.
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years ago. Whatever craft beer is, there is no denying it is growing
in importance in the beer category.
Going with CGA’s analysis Craft keg beers are increasing volume,
value and distribution. Craft cask beers are also performing similarly.
The one point of difference is the price point. Cask is generally
cheaper than a keg equivalent where that happens. Overall Craft
keg beers have a higher price point than Craft keg beers.

Consumers have a vision of each place but they are
interchangeable and are thereby readily substitutes for each other.
Lastly, the second coming of the delivery phenomenon. The original
format of food service retail businesses like Dominoes is now
supplemented by the app driven world of perhaps initially Just Eat
and Hungryhouse to Deliveroo. The consumer has so much more
choice today. That means, almost inevitably, it is going to be
evermore competitive for those that choose to operate in this part
of the out of home leisure market.

Food and Drink Trends
Consumer behaviour
Choice of venue has widened and consumers are utilising that
greater variety, the same is true of consumers on premise product
consumption patterns. Today’s consumers have the most varied
taste in food and drink. They eat out frequently although they go
out for a drink less. The eating out occasions still offer valuable
drink options. Pre-meal drinks are prominent, but are perhaps a
bigger up-sell occasion.
The quarterly CGA Brand Track, which commenced in October
2011, tracks behaviour of on trade consumers. The survey reports
that, on average, consumers go to 3.2 on trade venue types (i.e.
restaurants, club, pubs etc.) from a base of six and drinks 6.7 drinks
categories from a base of 23 regularly. In terms of food type, on
average, the consumer eats from 4.9 food ethnicities and often has
a choice from a menu of 6-8 different ethnicities.

Drinks trends
Craft Beer, cocktails, connoisseur and micro distillery spirits, fine
wines, innovative soft drink and real ale were mentioned specifically
last year. They remain the big innovative drinks lines in the on trade.
Their prevalence and availability continue to increase. Categories
under pressure are RTD’s, Vermouth, Sherry, Table Wines and
Blended Whisky

Overall packaged beers are outperforming draught, with packaged
ales the leading category. That reinforces craft beer’s arrival, as
that particular category has seen consistent decline generally over
the years.

Hot Beverages
Coffee, tea and other hot beverages have become a substantial
product sector in on trade drinks in the last few years. Hot drinks
as a collective category are on a par with fruit juices and standard
cider in retail sales values. Based on recent research this
apparent inexorable growth has slowed and even declined in the
on trade in the last few years. This may be more a comment on
the on trade rather than the product sector as the trends are
similar to other products.
In the UK the specialist coffee shop market may be running out of
a bit of steam and froth but outlet numbers do still grow. The
incarnation of the specialist artisanal shops contributes to
sustained outlet growth. The performance of the core coffee shops
has been sustained with range extensions that include new coffee
variants and tea increasingly featured. Then add to that the trials
with a limited range of alcoholic beverages and a completely new
channel opens up.
In the on trade hot beverages still turn a good profit. The margin is
of course substantial and so highly attractive, but the slowdown in
consumption in on trade may make one consider that future
opportunities require a different approach - perhaps jump on to the
developing artisan offer.

Soft Drinks
Standalone soft drinks trend continues to grow in the on trade.
Some of this may be due to increased responsibility. This may
be driven by social, personal choice and health issues but the
fact remains the demand is heading north. Soft drink consumers
still want the social aspect the on trade provides.

Beer

The negative development, or is it a spectre, is the “Sugar Tax”.
It will continue to influence the market. Should it arrive then all
products will see cost increase. The day-to-day products will
proportionately feel the bigger impact on cost; the premium
products less so, one would expect.

The Craft Beer phenomenon shows little sign of abating - and nor
does the debate about what is craft beer. There is much handwringing in various quarters but what the analyst sees is a shift
in volume and frequency of consumption from established brands
to brands not seen in this country in any quantity broadly three

The global leaders Coca-Cola and PepsiCo continue to develop
the lower calorific variants of the main brands. The other large
producers are also on the case. So the growth in low calorie
variants will accelerate over the original brand. Stocking diet cola,
lemonade and fruit-based carbonates will be a real requirement
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in the coming years Premium soft drinks are contributing in a
number of ways. Making the mixer as special as the spirit and
adding a value to a cocktail. Consumers are spending more on
soft drinks by choice. They desire to buy higher quality brands and
products. Best not to deny the consumer.

Cider
The cider category today enjoys a more important place in the
portfolio of all kinds of on trade outlets, than at any time in recent
history. There is a wide variety of brands and styles on offer. What’s
more the new categories extend their variants.
Craft cider is growing
exceptionally. Cider makers are
setting up across the country.
The concept of “is there one
near you?” (see right) is clear.
It may not be surprising to note
places in the South of England
and the Marches of the Welsh
borders of course, but
unexpected locations like
Greater Manchester, Lancashire, Northumberland, Perthshire and
Kernow are also clearly identified. The fruit variants grew further
last year and that is expected to continue. And the large traditional
British Cider makers are not standing still but forging ahead with
quality brands, bringing draught and packaged to the market place
and seeing increases in outlet level distribution.

Spirits are likely to outperform other categories again next year.
Consumers are very much clued into mixed drinks and that is
continuing to spread into other outlet segment beyond the
destination venues. Then the combined product trend of spirits and
soft drinks with a premium positioning are another critical aspect
that will see the spirits sector perform quite strongly. Businesses
through the whole supply chain back the brands, supporting them
above and below the line. It all helps make the spirits sector
increasingly attractive for operators.

Wine
The growth in choice is extensive and vibrant - New World versus
Old World, Champagne v Sparkling. Quality is generally good to
exceptional these days. In wine perhaps the biggest new buzz in
the category is all about the serve.
The success of Prosecco has reignited interest in draught wine and
that looks to continue. An adaptation is the introduction of newish
technologies such as Coravin and Enomatic wine dispense systems.
These open up the market potentially to ‘expensive wine by the
glass’ like a Corton-Charlemagne Grand Cru or Beaune Vignes
Franche 1er Cru for £35 or £17 for a 175ml glass respectively.
Developing the serve theme, this year will see further inroads for
‘fruit fusion’ (or fruit flavoured, lower ABV) wines. These offer an
opportunity for the retailer wanting to offer something a little
different beyond the usual classic White Zinfandel rose in a pitcher
with ice. Summer days for sure here but it is that adaptation to the
moment, and the chilled fruit flavoured wines can be a hit.

Spirits
Spirits are the second largest product sector in the on trade and in
many ways the most varied. The last few years have seen its
importance grow in alcoholic drinks mix to 24% from 16% ten years
ago. The “mixability” of spirits and the development of its
“premiumisation” positioning have driven that growth.
The newest development, which in many respects follows the craft
beer development, is the increasing prevalence of micro distillery
spirits. The development of Gins are most prominent and last year
saw 60+ new distillers. The opportunity for variants and some other
spirit types will also take advantage of the demand for new drinks.

Wine will still win in the food pairing stakes but as earlier, it is under
pressure from other drinks categories. Then again wine is more
than ever a drink for a drinking occasion. It is showing strong
growth amongst the premium wines at 19% year on year. The
drinking occasion is a major opportunity.

Consensus overview
The on trade is still a strong market sector and next year will provide
opportunities and challenges that the players in this market will
meet, face and solve. The one guarantee I think we can assure
ourselves of is that we will still be needed next year and that millions
will regularly enjoy the on trade for what it is - the greatest social
environment.
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Make Room for Profit
Business Builder

We don’t yet know much about the fallout
from Brexit – why, we haven’t even
Brexited yet – but one effect we have seen
is the virtual collapse in the value of the
pound. And long may it remain in its current
state of prostration! It’s great!

Great, that is, if you’re in the tourism business. A weak
pound makes foreign holidays unaffordable for less welloff Brits and British holidays irresistibly cheap for less well-off
foreigners. They all want somewhere to rest their heads after a hard
day’s shooting selfies in cathedrals, and as pubs stand at number
three in Visit England’s league table of British cultural icons, they
might as well rest their heads in your pub. And have their dinner in
your pub. And buy a pint or three in your pub...

“A highly profitable revenue stream for
operators who are not only generating
additional revenue through room
bookings but also through increased
food and drink spend from guests”
For the past three years Paul Nunny, Cask Marque mastermind and
former Adnams MD, has been working hard on persuading both
pubcos and individual publicans to see and seize the income stream
that letting rooms can generate.

Paul founded Stay in a Pub in 2013 after searching Google for a
pub to stay in while on business in Salisbury and coming up empty.
Back home, he searched for market research specifically related
to pub accommodation and found a state of virtual anarchy.
“There was no reliable data,” he says. “The research available
didn’t categorise pubs separately, and the big leased pub
companies didn’t keep central records of which of their houses had
letting rooms.”
The fact is, says Paul, that although there is pub accommodation
of all sorts all over the country, there has been no central
information point aimed at giving confidence to travellers who would
actually prefer a characterful and idiosyncratic wayside inn to a
chain hotel.
“I’m tired of branded hotels,” he says. “I want to be able to stay at
pubs that do decent food and are far more likely to have decent
beer than a hotel. But travellers want to know exactly what to expect
and many choose chain hotels for that reason.”

Stay in a Pub
Stay in a Pub is a web-based platform that helps consumers find
pubs with rooms, providing detailed information about each one
and linking users to direct booking sites. Pubs pay £100 each
for a listing, and so far 1,600 have joined. Membership also
includes a range of marketing and other benefits such as gift
vouchers for consumers.
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“It’s a way of giving consumers the same confidence about
choosing a pub with rooms that they already have in branded chain
hotels,” says Paul
But as well as sheer practical utility there is – as you would expect
from the founder of Cask Marque – a campaigning element, which
is promoting awareness and best practice within the trade.
“My challenge to the industry is that the weak pound and the strong
likelihood of stricter drink-driving laws make this a critical time, and
there’s potentially a great source of revenue here not just from room
tariffs but from the associated sales of food and drink,” says Paul.
And his campaign seems to be gaining traction in a trade that is
eager for new revenue. Both the rate of recruitment of new
members and the number of consumer visits to the site are
accelerating after a slow start, and now industry bodies are
gathering behind Stay in a Pub for a programme of seminars and
other events dubbed Profitable Beds in Pubs and aimed at raising
the profile of pub accommodation.
Backing Profitable Beds are the British Institute of Innkeeping, trade
magazine Inapub, consultants Guestline, and the Association of
Licensed Multiple Retailers. The programme is to be launched at
an event to be held early in the New Year when delegates will hear
from high-profile speakers from the Tourism Alliance, VisitEngland,
GuestRevu and Christie & Co and more. Topics to be discussed will
include online bookings, room rate optimisation, driving
tourism, TripAdvisor reviews and the latest research in the pub
accommodation sector.

“The weak pound and the strong likelihood of
stricter drink-driving laws make this a critical
time, and there’s potentially a great source of
revenue here not just from room tariffs but
from the associated sales of food and drink”

A Standout Success
ALMR Chief Executive Kate Nicholls said: “Pub accommodation is a
hugely important but overlooked element of the licensed hospitality
offering. It was one of the standout success stories of this year’s
ALMR/Christie & Co Benchmarking Report, showing the highest level
of like-for-like growth across the whole of licensed hospitality.
“There’s a great deal of potential for pub accommodation to be a
very lucrative revenue stream and the ALMR is looking forward to
promoting improved levels of best practice and an increased focus
on rooms for guests. We are looking to reframe the discussion
around pub accommodation to promote staying in a pub as a
feasible competitor to hotels.”
Guestline Sales & Marketing Director Rupert Gutteridge added: “The
pub accommodation market is proving to be a highly profitable
revenue stream for operators who are not only generating additional
revenue through room bookings but also through increased food
and drink spend from guests.

Room For Growth
“We are keen to champion this sector further and discuss best
practice among pub companies as there are a lot of factors to be
considered when converting and offering rooms – from booking
systems and rate management to digital marketing and PR.”
Looking further ahead, Paul is keen to spread his message not just
among the estimated 6,000 pubs that already have letting rooms,
but to those that could but don’t.
“The market includes operators at all levels and price-points from
budget b&b aimed at contract workers to gastropubs with luxury
rooms and to old coaching inns with unused rooms they could put
back to work,” he says.

Do the Maths
And it could be a lucrative addition to your pub’s offering: according
to Colliers UK Hotel Market Index the average room rate is £80 a
night, and the average occupancy is 75%. Locally, the average
number of letting rooms per 1,000 population is 14.9, although it
varies wildly from 32.5 in Bournemouth to just 3.1 in Bradford.
If you plan to bring existing space into use you probably won’t need
to vary your licence or to apply for full planning permission, although
you will need change of use permission to trigger a formal fire
inspection. If you plan to build chalet-style rooms in your garden or
car park, though, you will need planning permission: prices for fullyfitted custom-designed units range from £14,500 to £36,000 each.
Running costs to factor in when estimating your room-rate include
cleaning, laundry, consumables such as coffee and shower-gel,
maintenance, and insurance. And breakfast is from 6.30-9.30 in
the dining room...
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New services, same principle
Pub is The Hub

In 2016 Pub is The Hub celebrated 15
years of offering its special brand of
advice, support and initiative to rural
pubs who fancy doing a bit more for
their communities.

The initial concept was inspired by HRH The Prince of
Wales in 2001 as a result of his concern about the
widespread closure of rural services. At that time closures
for rural post offices, banks and shops were hitting the
headlines and pubs looked like the ideal safe haven for continuity
of service, utilising unused store rooms or side rooms. With more
employment for local people or local volunteers stepping in to
support each venture, the idea that pubs could be the hub of rural
life blossomed and grew.

“It’s a great way to use a space like a local
pub during the day or on quieter
evenings, so it helps to level
out trade for rural pubs like mine”
Fifteen years on and the organisation has grown to cover England,
Wales and Scotland with over a dozen voluntary regional advisors
helping licensees to fulfil their dreams and ideas. Pubs are still
opening shops and post offices but the range of services and
activities has broadened to reflect changing social needs - and it’s
not difficult to guess what they are:

Sara Liddle, Reg Clarke and Geoffrey Wellum

Micro-libraries
With a reduction in transport links and libraries threatened with
closure pubs have become the inspired choice for Cornwall’s
enlightened Library Services team to locate their micro-library
model. Each of the fifteen or so micro-libraries now situated in rural
Cornish pubs is stocked with the most popular current titles across
a range of categories and are rotated and even presented by a fullytrained librarian on shelf every fortnight with new books. Library
members for each site are able to place orders online and their
books are available for collection after the next visit. The computer
terminal that is available at every micro-library is connected to a
series of additional online library services, which makes the pub
the local information hub.

“The computer terminal that is available at
every micro-library is connected to a series
of additional online library services, which
makes the pub the local information hub”
At the Old Inn at Mullion in South West Cornwall the library room
boasts several shelves of books, comfy seating and the internet
terminal. Licensee, Sara Liddle is thrilled with the project and loves
the idea that local people will have access to library books. She
said: “I am incredibly proud of our new library. I love books and the
whole thing is very in-keeping with the traditional and timeless feel
of the Old Inn.”
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IT skills training
Buoyed by the success of the library Sara has also stepped into
another area of interest for rural pubs - that of supporting the less
IT or internet-savvy members of the community to get online.
The Digital Champion project funded by Cornwall Council and in
partnership with Cornwall Rural Community Charity (CRCC)
supports a range of organisations to share their IT skills with others.

“It’s a great way to use a space like a local
pub during the day or on quieter evenings,
so it helps to level out trade for rural pubs”
As one of the centres, the Old Inn took the opportunity to engage
with a group of local residents who regularly meet for a coffee to
improve their computer skills and gain the confidence to use the
computer to enhance their everyday life. They work on a range of
devices - smartphones, tablets and laptops - and are able to pick
up simple tips for emailing, browsing and internet security.
Sara added: “This idea is fantastic for many reasons: Firstly, it’s
great that we can provide locally-based training for what are
essential life skills these days. It doesn’t feel as daunting as
travelling to a classroom to learn. Secondly, it’s a great way to use
a space like a local pub during the day or on quieter evenings, so
it helps to level out trade for rural pubs like mine.”

Dementia-friendly lunches
In Norfolk, The Chequers at Feltwell not only runs a community
cinema club each week but also opened for its first ‘dementiafriendly’ lunches earlier this year for sufferers to attend with their
carers, family and friends.
The aim of these lunches is to provide the welcoming atmosphere
of the pub that is fully accessible and neutral in décor. Dementia
awareness training is available for staff but not compulsory.
Gemma Liczbinski, Development Worker for Adult Social Services
at Norfolk County Council said: “The idea behind the dementiafriendly pub lunches is to support and empower individuals to
regain part of their lives that is missing to maximise their
wellbeing. Many couples living with dementia find it difficult to
have enjoyable social outings together and most breaks from the
home are to a day centre or dementia café. Whilst both offer
brilliant respite neither were providing the couple with time
together in an informal relaxed way.
“The pubs and licensees we are working with have shown great
support for the scheme; a willingness to look into dementia
awareness training and to hold information on Alzheimer’s Society
and Age UK to provide further support where needed.”

Changing needs
John Longden, Chief Executive for Pub is The Hub, reflecting on
changing needs said: “Isn’t it ironic that in today’s ‘connected’
society there are many people who still feel isolated and vulnerable

through lack of essential services nearby? Luckily, this is where
local pubs and good licensees can provide a very accessible
solution as the one place that is open, warm and welcoming - and
long may that continue!”
Anyone interested in finding out more about Pub is The Hub can
go to the website at www.pubisthehub.org.uk or can call the office
on 01423 546165. Anyone interested in donating to the Pub is The
Hub Community Services Fund, which acts as a ‘fund of last resort’
for pubs that are seeking to prove additional services, can click on
the ‘donate’ button on the website.
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Small is Beautiful
The Microbar Revolution

Ted Bruning looks at the exciting new
generation of entrepreneurs who are
discovering for themselves that small is
indeed beautiful.
For just as the number of breweries in the UK is greater
now than it has been since the 1930s (albeit the average
capacity of the breweries themselves is much smaller
now), so the rate at which one-room micropubs are
opening could soon outstrip the rate at which bigger,
more conventional pubs are closing.
And according to the founder and chairman of the
Micropub & Microbrewery Association, the sky’s the limit
as far as numbers are concerned. “There could easily be
5,000 within the next few years,” says Martyn Hillier of
the Butcher’s Arms in Herne, Kent. “On the other hand,
there might be 10,000.”

There are plenty of hard-bitten licensed trade sceptics who think
Martyn is fantasising. But they need to ask themselves this. In their
big two-bar pubs with car parks and dining rooms and slot
machines and big-screen TVs, could they make a net profit – net
of absolutely everything, that is, so in effect a take-home pay – of
53%? Martyn does. And his pub, the Butcher’s Arms in Herne, Kent,
is only 12’ x 14’, has seating for 15 and no bar counter, serves four
cask ales and very little else, and turns over £60,000.

The Micropub Formula
Martyn’s secret is his virtually non-existent overheads. The pub was
already an award-winning beer shop when, the day after the 2003
Licensing Act came into force in November 2005, he claimed
grandfather’s rights to turn it into Britain’s first micropub, so there
were no ingoings. He employs no staff, pays a modest rent and no
business rates, uses almost no electricity – in short, his gross and
net profits are almost the same number.

“We’d worked out we needed to sell
10 drinks an hour and we
made a profit from the very start.”
The underlying secret, though, is not to take a pub at all but to
convert a shopfront.
“You don’t have to spend a lot on the conversion,” says Martyn. “I’ve
heard of one empty shop that was turned into a micropub for £3,000.”
The Association has 263 members now and Martyn believes there
are another 60 or 70 that have opened but haven’t joined. “All
sorts of people are starting them and some of them are pretty
experienced,” says Martyn. “I know three ex-Shepherd Neame
tenants personally who decided to get off the hamster-wheel and
open up on their own, and I’ve heard of pubco lessees in other parts
of the country who’ve done the same.”
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Another “pretty experienced” pair are Richard Dinwoodie and Mike
Hill, who in 2006 opened Britain’s second micropub. At 9’ x 13’
the Rake in south London’s Borough Market is also smaller than
the Butcher’s Arms. Formerly the stallholders’ cafe, the Rake was
opened as a showcase for the partners’ main business, specialist
beer importer and distributor Utobeer. Ten years on the distribution
side of the business has been sold to James Clay having been
eclipsed by the retail side – the Rake, the Cage specialist beer offlicence in the same market, and the Tap East microbrewery and
pub in Stratford, East London.

“I’ve heard of one empty shop that was
turned into a micropub for £3,000.”
An even better-known name in wholesale distribution who has gone
into the micropub business is Nina Bates of national cask ale
distributor Flying Firkin. Two years ago she and two partners,
inspired by the number of micropubs that had sprung up in Kent
since the Butcher’s Arms opened, rented a former bakery in New
Market Street in Colne, Lancashire, and turned it into Boyce’s
Barrel. It proved so popular that the empty shops on either side are
now micropubs too, the Cask ‘n Keg and the Tapster’s Promise.
“New Market Street is a secondary location but it already had a
theatre and a vegetarian cafe when we opened so it was attracting
the right kind of trade,” she says. “Now there are two more
micropubs as well, so you could call it an alternative circuit!”
Despite its size the pub provides a full-time living for one of the
three partners; and although Nina won’t be drawn on how much
they invested, she will put on the record: “It cost us considerably
less to go into and to run than a pubco leasehold would have.”
The presence of so many experienced operators in the micropub
market should be enough to persuade the doubters that this is a
real way forward for the licensed trade. What is equally heartening
is that so much fresh blood is coming into the business... and
doing well.
Steve and Jay Topham were an engineer and a business
administrator respectively, with no experience of pubs beyond a bit
of part-time bar work years ago when a 48m² shop – previously a
Blockbuster franchise – came on the market in Henlow,
Bedfordshire, two years ago.

No Experience Needed
“What prompted us to rent the shop was an overheard
conversation,” says Jay. “It was a pub landlord talking about
the competition from micropubs. So we looked into it and did
our research and when I saw the figures I actually prodded
Steve into it.”
Very soon after that the Old Transporter was up and running. And
here’s the maths.
The Tophams spent a total – that’s a total, mind – of £8,000 to go
into the shop including rent in advance, security deposit, stock,

conversion work, and professional fees. For a while they kept their
day-jobs but very quickly found their 24 chairs (and two sofas), four
cask ales, and bag and jar snacks yielded enough, in 55 hours’
opening a week, to pay them a wage they could live with. They have
no labour costs, lower utility bills than your house, and £44 a month
business rates

“It cost us considerably less to go into and to
run than a pubco leasehold would have.”
“It wasn’t even a struggle, really,” says Jay. “We’d worked out we
needed to sell 10 drinks an hour and we made a profit from the
very start.” And now that they sell spirits and lager as well as cask
ale – public demand triumphing over ideology here – the Old
Transporter’s profits are even bigger.
Sceptics might well object that if the formula is such a guaranteed
success, how come we’ve only seen it applied 300-odd times in
11 years? But the truth is that there are many more bars out there
operating the same model, but the Micropub Association is all
about cask ale whereas East London, Leeds, Manchester and other
cities are filling up with uncounted numbers of little owneroperated bars converted from shops and specialising in craft beers
and artisan spirits.
You may not have noticed it, but the microbar revolution has begun.
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Dave and Nicola Holland

Not Just a Lifestyle
The Microbar Revolution

Opening a micropub is like picking the bit of a pub you
want to run - the public bar, in most cases - and throwing
away the rest: the flat, the car park, the kitchen, the
lounge bar, the pubco/brewery, and most of the
overheads. What you’re left is what’s sometimes
dismissed as a “lifestyle business” - a nice way of life
that makes enough profit for you to get by on.
But suppose you’re more ambitious than that? Do you
see the incredibly low capital commitment required to
open a single micropub as an opportunity to allow you to
open two or even three? Can you work these tiny assets
hard enough to support the inevitable wage bill? And how
do you manage and control your employees? These are
the challenges of running a multi-site operation of any
sort - so just how does the entrepreneurial micropublican
rise to them?

Vanishingly Low Overheads
Well, one who tried and gave up was Ian Jones, who opened “a
firkin small pub”, in a former heel bar in Newent, Gloucestershire,
in January 2013 and naturally called it Cobblers. The original was
quickly followed by two more, in Coleford and Cinderford.
“I’d run a couple of what you might call normal pubs before and I
would never have run another if I hadn’t discovered the micropub
model,” he says. “After a while I decided to open the other two just
to see if I could make them work.”

Financially, they did. Small but popular, and with vanishingly low
overheads, they generated enough gross profit to pay the staff Ian
hired and still made a good profit. But managing them at a distance
proved frustrating.

“I’d run a couple of what you might call
normal pubs before and I would
never have run another if I
hadn’t discovered the micropub model”
“It wasn’t that the staff were dishonest,” he says. “I did regular till
checks and stock checks and they weren’t handing out free drinks
to their friends or anything like that. They were honest, all right. But
they wouldn’t do things the way I like them. I have a golden rule:
no drinking at work. But I would turn up and find them with a drink.
And they were supposed to finish the cleaning before opening, but
I would find them still hoovering after the doors had opened.”

No Heavy Branding
Two years ago regular customers Greg Daniels and Steph Rogers,
who had been looking in vain for a suitable site in the area, made
Ian an offer he couldn’t refuse for the Cinderford and Coleford
branches. The pair rebranded their acquisitions as the Dog Houses
and run one each, so they have no problems of supervision. And
like Ian they have no problem with the profitability of the enterprise
- so much so that they are looking for Dog House number three.
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“But one essential”, says Greg,” is that the sites shouldn’t be too
tightly controlled or too heavily branded”.

attraction of a micropub is the person who runs it,” says Dave.
“People don’t buy from formats - people buy from people.”

“There are a few sites we’re looking at, but it’s important to look
for and maintain the site’s individuality,” he says. “Each Dog House
will have to be true to its customers and to respond to what they
want. And one of the joys of being so small is that it’s possible to
have that individual relationship with your locals.”

Not Always Plain Sailing

“It brings new people into the trade and there’s
a love of good beer at its core. We wanted
someone to open one near us and when
nobody did we decided to do it ourselves!”
Dave and Nicola Holland also run two micropubs, the Wight Bear
in Southbourne, Bournemouth, which they opened in 2015, and the
Saxon Bear 10 miles away in Christchurch, which followed a year
later. Dave was previously a painting and decorating consultant in
the property development business and has lived in the area for 30
years; what first brought him to apply his business acumen to the
micropub trade, was a love of beer and a thorough understanding
of the local market and its deficiencies. That was soon followed by
an appreciation of the virtues of the micropub model.
The couple had downsized from their family home to a flat and were
taking time out by touring the south coast in a motorhome. They’d
heard about micropubs and, being beer-lovers, started seeking
them out on their travels.
“We saw about a dozen and I thought the whole concept was just
brilliant and unique,” says Dave. “It brings new people into the
trade and there’s a love of good beer at its core. We wanted
someone to open one near us and when nobody did we decided
to do it ourselves!”

The Real Attraction
The Wight Bear is a little more high-concept than some micropubs:
as well as local real ales and traditional ciders, the Hollands have
managed to source almost an entire range of spirits from local
distillers and blenders: Black Cow whey vodka from Beaminster;
Conker gin from Bournemouth and Pothecary gin from
Christchurch; and Golden Cap, a very superior whisky indeed
blended for Palmer’s of Bridport. There’s also a locally-made
sparkling wine from the Furleigh Estate near Lyme Regis.
Although looking for a second pub wasn’t part of the original plan,
after a few months the Wight Bear had become so popular that the
Hollands started thinking about spreading their wings. In fact the
Wight Bear was doing such good business that the acquisition and
kitting-out of the Saxon Bear was funded out of cash flow, and the
turnover and GP are so high that each pub has its own salaried
designated premises supervisor, both qualified and experienced
and with their own personal licences.
The supervisors, says Dave, are among the key factors in the pubs’
success story. “What became apparent very soon was that the real

For Ian Jones, Greg and Steph, and the Hollands, building up a little
empire of micropubs wasn’t part of the strategy. But it is for
Nottingham’s Scribbler’s Ales, which has just opened its first micro
in the city, Room with a Brew, and is actively looking for more sites
to develop. It hasn’t been plain sailing - one likely site got knocked
back on planning, and a second on licensing. But the brewery’s
Steve Mayes says it is undeterred by the setbacks.
“It was the low cost and not having to open all hours that attracted
us to the micropub rather than a normal pub,” he says. “Room with
a Brew is doing as well as we expected and our business plan is
for all our micropubs to be busy enough to employ staff and give
the brewery a strong revenue.

“It was the low cost and not having to open
all hours that attracted us to
the micropub rather than a normal pub”
“Future sites will be selected on an as and when basis. We are
looking at the more upmarket neighbourhoods for better sales
projections and a more sophisticated and demanding clientele”.
“We are planning just three or four as that is the limit our present
brewery could supply. The cost of moving to larger premises and
having to increase the size of the brewing operation is not on our
future list, although bottling and a mobile bar service certainly are.”
It’s early days yet, and there are still very few multiple micropub
operations. To a well-capitalised entrepreneur, the prospect of
investing £100,000 in a chain of five or six popular bars each one
of which might return a net profit of £20,000 or more, is going to
be very alluring.
And might it even be the future?
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Let’s talk about cask...
Cask Report

Cask ale is the champion of the bar, but like
all champions it needs to keep fit to stay
on top. Sophie Atherton talks us through
her first Cask Report and shares ideas for
keeping cask in its rightful top spot.

Cask ale is the lifeblood of British pubs. Those specialising
in it say their sales are in growth and the rise of cask alefocused micropubs shows there’s an appetite for well-kept and
properly served real ale - despite the seemingly unstoppable march
of the supermarkets. The cask beer market is rosy or challenging
depending on who you ask, but there’s plenty to celebrate.

u

Cask accounts for almost 17% of all on-trade beer.

u

Cask accounts for 58% of all on trade ale (compared with
42% keg).

u

Cask market is worth £1.7 billion and its value has increased
by 6.3% in the last 5 years.

u

72% of pubs sell cask.

u

82% of licensees surveyed for this year’s Cask Report say their
cask sales are in growth.

In this social media age, if something has everyone’s attention it’s
‘trending’. That just means people are talking about it, but it implies
a significant number of people and that they’re saying a lot. This is
part of the inspiration behind the Cask Conversation. Bar staff
should be talking about cask beer to get it trending in the pub. If
people are talking about it, it must be worth drinking. You Gov
surveyed more than 2,000 adults for the Cask Report (of which
1,588 were drinkers) asking about their conversations around cask
ale, their perceptions and expectations of bar staff knowledge and
how this influenced them as pub-goers.

“If drinkers find bar staff can talk knowledgeably
about cask beer they are more likely to
want to stay for another drink,
give the pub repeat business and
recommend that pub to other people”

What Are They Saying?

Look Who’s Talking?

More than a fifth (23%) of drinkers have a conversation with bar
staff about cask ale at least once every six months. For cask ale
drinkers this rises to 61%. These cask conversations are
overwhelmingly initiated by the drinker.

For this year’s Cask Report - the 10th edition - we spoke to
licensees about their experience of cask and how their relationship
with breweries helps or hinders. We also surveyed pub-goers about
their interactions with bar staff to see if it encouraged or
discouraged when it comes cask beer.

Fewer than a third (31%) said bar staff started conversations about
cask ale. It’s a missed opportunity because when bar staff begin a
cask conversation with a customer we found it results in 50% of
people ordering cask ale - more so if the customer already
considers themselves a cask drinker (54%).
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64%

50%

of drinkers who have spo
oken
k ale
with bar staff about cask
in the past six months
struck up the cask
rising
g tto
conversation

of customers
ordered cask
ale as a result
of staffinitiated cask
conversations

71%

fo
or cask ale
drinkers

Who brews cask
beer and/or where
do they brew it.

Positive feedback
about the range
and number of
cask ales.

Query about
of cask beer.

21%

20%

Comment on
quality – in terms
of how well kept
Question about
cask ale is.
ABV/how strong
cask ale is.

16%

15% 11%

There were times when drinkers felt bar staff answered a question
they’d posed about cask ale satisfactorily (79% said they’d had an
informed response to a query in the last six months) but their
general experience of bar staff knowledge (of cask ale) tells a
different story.
Only around a third (36%) report bar staff having an understanding
of cask and 12% feel bar staff know very little if anything about
cask beer. From their responses about whether pub staff should be
trained in all things cask, drinkers expectations are not being met
(see chart).

Beer Lingual Staff
Just as important as bar staff being willing and able to talk about
cask beer is what they are saying and the language used. Think of
it as being beer-lingual. Ability to talk about cask beer starts with
training - be it formal or informal.

“Pub staff need a flavour vocabulary so that
when they talk to customers it not only
imparts useful information to help
them choose a beer they’ll enjoy,
it also makes that beer sound delicious”
Pub staff need first to understand beer - how it’s made, where its
flavour comes from and such. Then they need to be able to describe
it. They need a flavour vocabulary so that when they talk to
customers it not only imparts useful information to help them
choose a beer they’ll enjoy, it also makes that beer sound delicious.

Malt
Breakfast cereal:

weetabix, shreddies,
Biscuity:

digestives, rich tea
Chocolatey:

milk, dark, chocolate biscuits
Also:

Rises to

36%

86%

67%

of alcohol
drinkers think
ALL staff should
have that
training

among cask
drinkers.

of drinkers feel
pub staff should
be trained to
speak about
cask beer

Rises to

45%
among cask
drinkers

roasty coffee beans,
caramel or caramelised brown
sugar, muscovado, treacle

Hops
Does any of this matter as long as customers keep coming through
the door? Yes - because trained pub staff with cask ale knowledge
impress all drinkers. If drinkers find bar staff can talk knowledgeably
about cask beer they are more likely to want to stay for another
drink, give the pub repeat business and recommend that pub to
other people. The figures roughly double for cask drinkers.

Stay for
another drink

peppery, marmaladey
Citrussy:

lemon, lime, grapefruit,
mandarin
Tropical fruit:

Great cask conversation = customers will:

Return to pub

Earthy:

Recommend
that pub

mango, melon, passion fruit,
pineapple,
Also:

50%
24%

31%

46%

15%

25%

All alcohol drinkers

Cask drinkers

piney, resinous, pithy
The final element of being beer-lingual is service with a smile. Even
if the staff member isn’t a huge beer fan they need to be positive
about it. Expressing interest and enthusiasm for cask beer
encourages those who have never tried it and endorses the choice
of the confirmed cask drinker.

40

Pubs run by cask ale drinkers accounted for more than three
quarters of respondents to our licensee survey for this year’s Cask
Report. Their enthusiasm for cask and the success they seem to
be making of it speak volumes. If you put the effort in the results
are increased sales of - and profits from - cask beer.

Bring in a brewer
When asked to rate beer and pub industry
professionals, who do drinkers expect to be most
knowledgeable about cask ale?
Brewers

50%

78% 67% 60% 90% 33% 40%

14%
10%

of
respondents
are cask
ale drinkers

have an
interest in
buying
cask
in smaller
casks

run staff beer
tastings so
those behind
the bar can
advise on
what they sell

offer try
before
you
buy for
cask
ale

held a
beer
festival
in the
past 12
months

will be
holding
one
in the
next
12
months

But even pubs already making a good job of cask can do things
to improve and increase profits. Pubs that are currently
somewhat half-hearted about cask have even more to gain by
upping their game.

Tapping the Brewery
As part of the YouGov research we asked pub-goers to rate
professionals from the beer and pub industry in terms of who
they expected to know most about cask beer. Brewers came out
overwhelmingly on top (50% of respondents chose brewers).
Only 10% chose bar staff and just 9% said licensees/those in
charge of a pub.

9%
2%

Beer sommelier or trained expert
Bar staff
Licensees/landlords/managers
Brewery workers

1%
14%

Don’t know

Source: YouGov

This suggests getting brewers into the pub could be beneficial in
more ways than one. They could share their knowledge with
customers who, research shows, want to know more about beer,
and with pub staff to boost their cask conversation skills.
Breweries are a potential goldmine of information that could help
increase cask ale sales and profit, but is it being tapped?
Research for The Cask Report found 56% of licensees said the
communication they had ‘with breweries’ was useful or very useful,
but 22% aren’t talking to anyone who supplies their cask ale.
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The good news is 78% of licensees have received an offer of
training/advice on caring for beer from a brewery but worryingly
only 41% take advice and 17% actively think they don’t need it.
When it comes to wider training - including the sort of so-called
soft skills that might enable pub staff to have profitable cask
conversations - 60% of licensees said they’d never been offered
any kind of staff training by a brewery. This indicates a gap between
brewers and pub staff that desperately needs to be bridged.

The Quality Issue
British beer culture - and cask ale in particular - has come so
far and there are so many great pubs making a brilliant job of it
that negative findings come as a real shock. But as well as
celebrating success, the industry must also face up to things it
is not getting right.
Quality is still an issue. Twenty years on from when Cask Marque
was founded (and with almost 10,000 pubs now accredited) and
in the midst of the biggest peak in interest in beer in living memory,
there are still licensees who either don’t know how to maintain cask
ale standards or simply don’t bother. This reflects badly on the
industry as a whole. A pub which serves poor quality cask beer will
not only lose money, it might contribute to the decline in pub-going
overall. No one can afford for that to happen.

The dirty truth

33%
of pints are served
through unclean lines

33%

Getting more people talking about cask and especially equipping
pub staff with the knowhow to be able strike up cask conversations
can only be a good thing. Because it’s not only cask beer that’s the
lifeblood of pubs, it’s those that drink it too. So ensuring cask beer
and its drinkers are well cared for isn’t mollycoddling. It’s essential.
Markets will always fluctuate, but making the effort to be great
with cask ale will always pay off because cask beer has a
timeless appeal.

of glasses are dirty

35%
of glass
washers
are deemed
unhygienic

Sophie Atherton, ‘Journalist & Beer Sommelier’ is the author of
the Cask Report
She blogs at http://www.afemaleview.net/

Top 5 tips for top quality beer
u

Never neglect line cleaning - do it at least once every
seven days.

u

Ensure your cellar - and beers stored there - are kept at
the correct temperature

u

Monitor and maintain your glasswasher and glassware
regularly.

u

Review your beer range - if you are not selling two casks
a week of permanent beers, consider replacing them with
more popular cask ales.

u

Maximise your yields by ensuring cellar staff are fully
trained to stop problems before they occur.

10 Years After
In celebrating 10 editions of the Cask Report we looked back over
the decade at how times have changed and some of the things
those previous reports had shown.
The value of try-before-you-buy, the importance of your beer range,
the effect beer and food matching can have and the fact that cask
drinkers spend about £450 more in the pub each year than other
drinkers are just a few of those things.
The Cask Report 2017 showed us that even those who don’t
consider themselves cask drinkers have respect for cask and even
encourage others to try it.
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Beers You Can Bank On
Icons of Cask

The twitterati always seem to be looking
for the next extreme beer or hop monster,
but the majority of drinkers still just want
to get a ‘decent pint in a decent pub’

Following social media might lead licensees to believe that
the only good beers are heavily hopped taste bombs, but
the reality is that many customers like to see beers on the
bar which have stood the test of time and exude class in a glass.
And not only will those customers be reassured by the sight of at
least one iconic ale on the bar, they will usually be happy to spend
a bit more to be sure of getting a pint they know they will enjoy.
Yorkshire brewer Timothy Taylor believes people are attracted to
quality and are prepared to pay for it. The company’s boss, Tim
Dewey, is an American. He brings with him a refreshing confidence,
which serves the multi award winning brewer of cask ales well.
He cut his commercial teeth selling spirits for Diageo and is
adamant that quality should never be compromised. Good beer is
sacrosanct. And he passionately believes Timothy Taylor’s beer
shouldn’t apologise for being unashamedly more expensive.

Dewey said: “After a period of gradual decline in the ale industry
we’ve recently seen growth. A new, younger consumer is
coming into the marketplace. People are looking for more in
terms of flavour.”

“Cask ale drinkers are twice as likely to go the
pub as other drinkers - and according to Cask
Marque they spend almost double what
others spend on beer over the course of a year”
He is keen to promote brands such as Landlord and Boltmaker
more assertively. “They already have an amazing following around
the country, but there’s scope to take that to the next level and
make sure we are explaining to consumers and publicans why our
products have a premium price,” he said.

Brave New World
The brewers of these reassuring ales certainly aren’t resting on
their laurels, and some of the beer world’s greatest icons are now
being reimagined for today’s brave new world.
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Craft beer’s phenomenal success has played a part in persuading
brewers making traditional cask ale brands to change their
marketing activity. Brewers such as Marston’s and Charles Wells
are developing contemporary stories which engage with younger
drinkers - and with good business reasons.
Cask ale drinkers are twice as likely to go the pub as other drinkers
- and according to Cask Marque they spend almost double what
others spend on beer over the course of a year.

“Emeny said people may not be drinking
as much, but that are willing to pay
more for quality. Hence, his
company’s beer revenue rose by
19% despite a four per cent fall in volume”
Fuller’s has taken to the TV screens with an ad campaign which
makes its London Pride cool. Marston’s has refashioned its image
in a contemporary manner as has Harveys.
Shepherd Neame has turned Spitfire gold and Greene King has
completely refreshed its IPA. Charles Wells has taken a long hard
look at the marketing for its best-selling Bombardier.

Pride in Quality
Fuller’s chief executive Simon Emeny, whose beers include
London Pride and ESB, said the steady drive towards higher
margin craft beer brands has helped Fuller’s grow its profit by
eight per cent in the last 12 months, even though the company’s
beer volumes are falling.
The company is using a TV campaign to support its London Pride
brand. The advertisement reinforces the quality and relevance of
the brand to drinkers of all ages.
Emeny said people may not be drinking as much, but that are
willing to pay more for quality. Hence, his company’s beer revenue
rose by 19% despite a four per cent fall in volume.

“Whilst drinking 6X, this cool generation
were wearing Adidas and playing vinyls
way before their children and
grandchildren. They’d already driven
minis and worn Aviator sunglasses...”

Old Cool is the New Cool
A new look and marketing boost for Wadworth 6X has been
unveiled, as the brewer looks to rejuvenate the ale.
Using the slogan, “Old Cool is the New Cool”, Wadworth is hoping
to maintain the interest of its current drinkers while attracting new
people to give cask a go.
Wadworth want to make its most popular beer, 6X, the drink of
choice for this demographic and are encouraging craft beer and
ale drinkers to champion that the “Old Cool is the New Cool”.

Elaine Beckett, head of marketing and communications at
Wadworth, says 6X is a timeless amber-hued beer and distinctly
full bodied, with malty and fruity notes.
Beckett said: “Available all year round, it’s known as a beacon on
the bar for many ale drinkers. Now, Wadworth looks forward to not
only re-engaging the original 6X fans, but also inviting new drinkers
“Whilst drinking 6X, this cool generation were wearing Adidas and
playing vinyls way before their children and grandchildren. They’d
already driven minis and worn Aviator sunglasses; all the new cool
of today just like the 6X drinkers’ old cool.
“This campaign aims to re-engage with the core 6X drinker whilst
attracting their sons, daughters, nieces and nephews and grandkids
to enjoy this iconic brew and we look forward to hearing what
consumers think.”

“To support the redesign, the company has
launched Beer Genius, an online training
platform to help licensees deliver quality
beer and a quality accreditation scheme”

Be a GK Genius
Greene King has given its flagship brew IPA a new contemporary
look. A bold copper pump clip has been unveiled by the Suffolk
brewer. To support the redesign, the company has launched Beer
Genius, an online training platform to help licensees deliver quality
beer and a quality accreditation scheme. It is for good reason the
brewer has done this as it estimates that one in four of all pints of
beer served in a pub (not just its own) are not to the standard a
brewer would expect to see.
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Two Centuries of Expertise
East Sussex brewery Harvey’s has recently rebranded its beer
range. The re-brand also includes plans to formally expand the
brewery’s sales area throughout the UK. Historically it has only sold
beer to customers within a 60-mile radius of the brewery,
“We’ve got two centuries expertise in brewing and we’re well
known by our loyal customers and discerning drinkers for being the
original Sussex brewer - making the finest quality beers,” says
Harvey’s Brewery spokesman Bob Trimm.
“But we’ve also got plenty to offer a new generation of drinkers
and we think our new visual branding will make it easier for them
- and those who already love our beers - to find us on the bar,”
said Trimm.

“We’ve got two centuries expertise in
brewing and we’re well known by our
loyal customers and discerning drinkers
for being the original Sussex brewer”

Drumming Up New Fans
Bombardier is another brand which could be challenged by the
proliferation of quirky, niche craft brands. However, brewer Charles
Wells’ marketing director Jason Wills has other ideas.
Wills said: “We see cask as the original craft and if you stand still
then you’re likely to go backwards.”
The new branding and marketing activity around Bombardier aims
to reassure licensees and drinkers that it is still a relevant brand.

With TV spots, video on demand and outdoor placements, the ads
feature blind drummer, Roy Turnham, who represents the literal
meaning of ‘marching to your own drum’ as an accomplished
musician and London 2012 Paralympian.
Wills said: “If you look at the characters associated with the
brand previously, there was a degree of there being a story
behind them, but we have a slightly more authentic and credible
one to tell now with Roy.”
“Bombardier’s new marketing will aim to resonate with current
drinkers - those aged between 35 and 55 - and gather in a younger
demographic of drinkers,” said Wills.
“We see craft as a different opportunity. I wouldn’t say that we’re
worried about craft taking younger drinkers from us, because we
know they will also drink cask.”

Golden Opportunity
Shepherd Neame, Britain’s oldest brewer, has gone for gold with
its latest iteration of Spitfire. Gold is lighter than Spitfire Premium
Kentish Ale and with more than a nod to the increasing knowledge
of hop varieties which beer drinkers have, floral and pine aromas
are to the fore from Centennial and Saaz hops.
Spitfire brand manager William Upfield said consumer reaction to
the new beer has been fantastic. Like many in this sector he
wants to encourage a new group of drinkers to discover his
company’s brands.
As Cask Marque director Paul Nunny - a man committed to making
sure that cask remains king - says “keeping cask-drinking
customers loyal and attracting new ones makes absolute sense”.
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Perfect Pints
Landlord

Best

4.3%

It has won more national awards than any other beer,
including 4 times Champion at the Brewers’ International
Exhibition & 4 times CAMRA’s beer of the year. Boltmaker the 4% best bitter - has now won CBOB twice too.
Timothy Taylor 01535 603139

London Pride

6X

Best

4.1%

The classic premium ale that put Wadworthshire on the map.
The slogan “Old Cool is the New Cool” is aimed at introducing
the new generation of beer drinkers to the distinctive beer.

Best

4.1%

The Made of London campaign celebrates ‘a beer as alive
as the city that brews it’ focusing on the energy and vibrancy
of the capital and London Pride’s role within it. The campaign
has won several awards, but not as many as the beer itself.
Fuller, Smith & Turner 020 8996 2000

Pedigree
Wadworth 01380 723361

www.timothytaylor.co.uk

www.fullers.co.uk

Best

4.5%

www.wadworth.co.uk

Still brewed to an original recipe in Burton by Marstons, using
only the finest ingredients & the experience of generations. It
is brewed with two strains of yeast to produce a complex nutty,
malty taste with subtle hop undertones.

Revamped to appeal to a younger audience, first brewed in
the 1950’s and still brewed in oak casks. It’s the only beer in
Britain that’s brewed using Burton well water. With a distinct
aroma, fruity Fuggles hops married with bitter and spicy
Golding hops, no wonder beer writer Michael Jackson called
Pedigree the ‘king of bitters’

AB InBev 01582 391166

Marstons 01902 711811

Bass Ale

Bombardier

Best

4.4%

www.ab-inbev.com

Best

4.3%

Spitfire

www.marstons.co.uk

Best

4.2%

The brand that has been bang on with comedy for some
years, took to the TV and press in 2016 in order to highlight
the individuality of the beer range and its drinkers via a
campaign featuring blind drummer, Roy Turnham, who
represents the literal meaning of ‘marching to your own drum’
as an accomplished musician and London 2012 Paralympian

First produced in 1990 as a Battle of Britain commemorative
brew, its characteristically Kentish, hoppy flavour and risque
advertising campaign has made it a firm favourite with beer
lovers. Recently joined by Spitfire Gold (4.1%) a well-balanced,
light golden ale brewed to mark the 75th anniversary of the
Battle of Britain.

Charles Wells 01234 272766

Shepherd Neame 01795 532206

Doom Bar

www.charleswells.co.uk

Best

4.0%

Still the UK's number-one cask beer, in both volume and
value. Amber in colour, fruity, bitter-sweet balance with a dry
finish The name is inspired by the treacherous sandbank at
the mouth of the Camel Estuary near Sharps' home at Rock,
where the cask ale is still brewed, as are Cornish Coaster and
Atlantic, the award winning pale ale
Sharp’s 01208 862121

Greene King IPA

www.sharpsbrewery.co.uk

Session

3.6%

Theakston Old Peculier

www.shepherd-neame.co.uk

Strong

5.6%

The beer that made Masham famous - rich, dark & smooth
tasting, with a character all of its own. Brewed using the
traditional Fuggle hop, it’s Theakston’s best known beer with
a large & enthusiastic following all over Britain & around
the world.
T&R Theakston 01765 680000

Tribute

www.theakstons.co.uk

Best

4.2%

A makeover of the pumpclip has been supported by Beer
Genius, an online training initiative that aims to ensure Britain’s
best selling session ale is always served in perfect condition

The South West’s favourite beer, and much sought after
throughout the rest of the UK. Roger Ryman, the head brewer,
is also responsible for the award winning Proper Job (4.5%)
an authentic IPA with a modern twist.

Greene King 0845 600 1799

St. Austell 0845 2411122

www.greeneking.co.uk

www.staustellbrewery.co.uk
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Britain’s Oldest Brewer
Shepherd Neame

Shepherd Neame has been brewing in the
historic town of Faversham in Kent, the
Garden of England, for more than 300
years, and is proud to be Britain’s oldest
brewer.
Drawing on its long history of brewing, it creates beers of
character, and is perhaps best known for Kentish ales such
as Spitfire and Bishops Finger. It has won 28 brewing
awards during the past five years, including honours for
international lagers brewed under licence such as Samuel
Adams Boston Lager and Asahi Super Dry.

All its beers use 100% natural ingredients, including chalk-filtered
mineral water from an artesian well deep below the brewery. More
than 95% of its ales solely use Kentish hops.
Shepherd Neame pays rigorous attention to delivering the bestquality beers to its customers, combined with imaginative marketing
support and full technical assistance.

Soaring into action
Shepherd Neame’s Spitfire Premium Kentish Ale is one of Britain’s
most popular beer brands, renowned for its tongue-in-cheek
marketing campaign.
Last September, to mark 75 years since the historic air campaign,
the brewery introduced Spitfire Gold (4.1% ABV ). A well-balanced
light golden ale, its sweet malt base is built upon with delicate floral
and pine aromas.
This year saw another special anniversary, 80 years since the

Spitfire’s first flight in 1936, which the brewery commemorated
with the launch of Spitfire Lager, another permanent addition to the
Spitfire range.
Spitfire Lager (4% ABV ) is a smooth, refreshing golden lager
featuring lager and brown malts, and Herkules hops. Stand-out on
the bar is guaranteed by its bespoke Spitfire tap handle and textured
gun metal font, reminiscent of the iconic plane’s body work.

“This year saw another special anniversary,
80 years since the Spitfire’s first flight
in 1936, which the brewery commemorated
with the launch of Spitfire Lager”

Innovative new brews
Shepherd Neame has also introduced an innovative new range of
limited edition beers under its No.18 Yard Brewhouse brand.
Conceived in its pilot brewery, they feature exciting ingredients such
as rare hops, chocolate, chilli and mulling spices. Tapping into the
current trend for artisanal beers, they offer a wealth of unique
flavours and character in a variety of international styles, created
using traditional brewing methods.
At the start of 2016, No.18 Yard Brewhouse launched its first
American-style beer, Hog Island East Coast Pale Ale (4.8% ABV ).
The brew combines American Boadicea, Amarillo and Cascade
hops with pale ale and crystal malts to create a deep golden beer
boasting citrus, pine and fruit aromas melded with light caramel
notes and a robust bitterness.
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Shepherd Neame’s brewers have been busy coming up with more
innovative recipes for the coming months, including Spooks Ale
(4.7% ABV ) brewed with spiced, fresh pumpkin in October, and
Kentish Saison (4.5% ABV ), using locally picked elderflowers, in
the spring.

Contemporary flavours
Another popular new addition to the brewery’s portfolio is the
contemporary Whitstable Bay Collection. The distinct, refreshing
range comprises Whitstable Bay Pale Ale (3.9% ABV ), Whitstable
Bay Organic Ale (4.5% ABV ), Whitstable Bay Blonde Lager
(4.5% ABV ), and Whitstable Bay Black Oyster Stout (4.2% ABV ).
A new permanent addition has just been unveiled: Whitstable Bay
Red IPA (4.5% ABV ). Deep red in colour, it is a rich, full bodied
beer, combining the citrus fruit and pine aromas of an IPA with
roasted and caramel malt flavours.
It features Pale Ale, Crystal, Caramalt, and Roasted Barley malts,
with Kentish Challenger hops for bitterness and American Amarillo
hops for aroma.

Are you ready for Rebel IPA?
The Boston Beer Company brews the world’s leading US craft beer
Samuel Adams Boston Lager, combining the full flavour of ale with
the smoothness of lager. Its popular Rebel IPA (6.5% ABV ) is now
being imported into the UK by Shepherd Neame.
Bright copper in colour, Rebel IPA is brewed with all-American hops
Cascade, Simcoe, Amarillo, Chinook and Centennial. It boasts a
crisp and refreshing flavour with citrus and pine notes, and a slight
fruity flavour imparted by the ale yeast.

America’s best-selling hard cider
proves popular with UK drinkers
First introduced in the US in 2011, Angry Orchard’s Crisp Apple
style (5% ABV ) soon became the country’s number one hard cider.
Shepherd Neame brought Angry Orchard to the UK last year, and it
is proving equally popular.
Suitable for vegans and gluten free, Crisp Apple is crisp and
refreshing, with low carbonation. Amber in colour, it boasts a fresh
apple aroma and a slightly sweet, ripe apple flavour.

Asahi unveils its dark side
Japan’s number one lager Asahi Super Dry has launched its dark
lager brand extension Super Dry Black in the UK.
Imported from Japan and brewed like a traditional lager, Asahi
Super Dry Black (5.5% ABV ) uses the iconic no. 318 yeast of the
original Super Dry but achieves a deeper, darker appearance and
flavour through the addition of roasted malt.
Unlike a traditional stout or porter, Super Dry Black is easy-to-drink
and maintains the dry, crisp, refreshing flavour of Asahi Super Dry,
derived from the addition of rice. Its clean lager taste imparts a
deeper sweet nuttiness and rich, smooth flavour offering a new
lager experience.
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The Hop Garden of England
South East Brewing

Sophie Atherton reports on the vibrant
brewing scene in the spiritual home of
the hop
The South East of England is frequently lumped in with
London, but in reality is a whole other world. But with one
of the UK’s hop-growing strongholds on the patch, and
even some brewers growing their own hops, it’s no surprise
that it’s a region awash with good beer.

From Britain’s oldest brewer, Shepherd Neame, in Kent and
Harvey’s, another heritage brewing name from Sussex, across to
Hogs Back and Siren in Surrey and Berkshire respectively - and all
the microbreweries, of various sizes, in between, what the area does
have in common with London is a hip ‘n’ happening beer scene.
The family brewers have upped their game in the face of the craft
beer revolution and are likely to continue to robustly compete in the
year ahead.
Both Shepherd Neame and Harvey’s Brewery of Lewes have
refreshed and revamped their visual branding in 2016 and are
releasing a variety of new beers.

We Wunt Be Druv
Harvey’s new branding was launched at the Great British Beer
Festival and as brewery spokesman Bob Trimm explained: “We’ve
got two centuries expertise in brewing and we’re well known by
our loyal customers and discerning drinkers for being the original
Sussex brewer - making the finest quality beers”
“But we’ve also got plenty to offer a new generation of drinkers and
we think our new visual branding will make it easier for them - and
those who already love our beers - to find us on the bar.”

The new designs will be used on all its beers, POS material and
glassware available to the trade. Pumpclips for its core range,
including flagship brews Sussex Best Bitter (4%) and Old Ale
(4.3%), feature clean, modern illustrations associated with each
beer. An image of the brewery building will feature on pump
handles, alongside a simple description of the beer. Labelling for
its seasonal range and its new keg beers have been illustrated by
local artists.

“British breweries making beer with their own
hops undoubtedly help raise the reputation
of beer as homegrown product and it’s
also a great story for bar staff to use
when talking to customers about beer”
The brewery also has a new slogan, ‘We wunt be druv.’ The phrase,
which is also the unofficial county motto of Sussex, means ‘we will
not be driven’ and expresses Harvey’s ethos of independence, spirit
and pride.
Other news from Harvey’s is the return of keg beers after a hiatus
of more than 15 years. Gold Bier (4%), Malt Brown (4.8%) and
Black Stout (4.8%) are the first beers to be kegged - on new
equipment - since the brewery decided not to replace flooddamaged kegging facilities back in 2000.

Spitfire Flying High
Shepherd Neame’s rebrand is more subtle but also brings a more
modern feel to the brewery’s image. The familiar shepherd’s staff
icon now includes a hop with leaf attached and the branding is now
in simple grey and gold.
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Introducing our fresh new look
#wewuntbedruv

To find out more visit

harveys.org.uk
or call

01273 480 209
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British breweries making beer with their own hops undoubtedly help
raise the reputation of beer as homegrown product and it’s also a
great story for bar staff to use when talking to customers about beer.
“The hop garden is a huge investment for us and we’re in it for the
long term, learning and improving as we go. We’re delighted with
the beers we produced from our own hops last season and excited
about the potential that the hop garden gives us to create unique
beers in the future,” said Hogs Back Brewery managing director
Rupert Thompson.
He added, “Consumer interest in the hop garden has been bigger
than we expected; 250 people came to our harvest party last year.”

“Nearly every brewery in Kent produces at least
one green hop beer each year and they are
always good sellers because they get everyone
talking - in real life and on social media”

Green Hop Fever

The brewery continues to make the most of the success of the
Spitfire brand and has added Spitfire lager (4%) to the range. A
brewery spokeswoman explained it’s aimed at widening the appeal
of the Spitfire brand, targeting drinkers broadly aged between 20
and 35.
Another Shepherd Neame brand, the Whitstable Bay Collection from
the Faversham Steam Brewery, also has a new beer.
Whitstable Bay Red IPA (4.5%) may not capture the imagination of
diehard craft beer drinkers but adds some welcome variety to the bar.
Despite its name it also fits well into the trend for ‘ambers’ - the
latest beer style concept to be imported from the USA.
Look out for craftier offerings from its No.18 Yard Brewhouse range
in the year ahead too.

Hog’s Back Hops On
Over to the West, by which I mean Surrey, Hogs Back Brewery is
also making the most of both traditional and modern craft beer.
Their more traditional beers, such as flagship brew TEA (4.2%),
remain popular but its craft offerings include Montezuma’s
Chocolate Lager (4.5%), Hopping Hog IPA (5.4%) and Hogstar
English Craft Lager (4.5%) - the latter, already available in bottles,
marked the brewery’s first foray into the can market.
Hogs Back now also grows its own hops on a 3.5 acre site adjacent
to the brewery. It’s not the only brewery to do so - Bob Dockerty of
Larkins has been growing hops since he took on the brewery in the
mid 1980s - but it celebrated a second successful harvest in 2016.
Among the hop crop is a variety that was commercially extinct but
that Hog’s Back has resurrected, Farnham White Bine. This was
used to create a limited edition, single-hopped brew called
Farnham White (4%).

Hops certainly seem to inspire beer-lovers and Kent Green Hop
Beer Fortnight, which runs late September to early October, always
manages to get people excited. Green hop beers are made with
fresh, rather than dried, hops and can only be made once a year at
harvest time - beginning late August and running into mid
September. Nearly every brewery in Kent produces at least one
green hop beer each year and they are always good sellers because
they get everyone talking - in real life and on social media. 2016
also saw two Kent Green Hop Beer competitions which added to
the publicity for the beers overall. Kent Brewery’s Green Giant (6%)
won the inaugural Green Hop Cup, sponsored by Muntons and at
West Kent CAMRA’s competition Old Dairy’s Bullion (4%) came out
on top. The annual celebration of the ultimate seasonal beer marks
five years in 2017 so there’s likely to be even more ‘noise’ helping
pubs to sell these genuinely unique beers.

Going Gluten Free
Staying in Kent, coeliacs and those intolerant to gluten have
enormous reason to celebrate Westerham Brewery’s innovation to
make almost all of its bottled beers gluten free - as standard. Some
of its keg beers are also gluten free. (Look for the crossed grain
label denoting food and drink is certified gluten free, or contact the
brewery for more details). The results are delicious - and taste as
good as ‘normal’ beer. Beer-lovers with particular dietary needs are
no longer condemned to drink odd-tasting lagers! Westerham offers
a full range including IPAs, bitter and stout.
Another Kent Brewery that continues to fly the flag for great beer,
and which is beginning to supply further afield, is Pig & Porter based in Tunbridge Wells. It brews everything from a crowdpleasing session pale ale, Ashburnham (3.8%), through to no-lessdrinkable but more crafty rye beer Red Spider (4.8%) on to a
various seasonal brews including Cast No Shadow (5.7%), a
chocolate orange porter.
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Sweet & Sour
Berkshire’s brewing scene got a boost in 2016 when Binghams
Brewery, based in Ruscombe near Twyford, won Champion Beer of
Britain with its Vanilla Stout (5%). The brewery, which has been in
business since 2010, makes a wide range of traditional beers as
well as modern craft type beers.
Near neighbours, Siren Craft Brew, of Finchampsted, also scored a
hit in 2016 by being the first to get a national listing for a sour beer
- Calypso (4%), which is made in the Berliner Weisse style. Mitchells
and Butlers pubs embraced the craft beer trend for sour beers
across its estate - including Nicholson’s, Castle and Browns brands.

“The annual celebration of the ultimate
seasonal beer marks five years in 2017 so
there’s likely to be even more ‘noise’ helping
pubs to sell these genuinely unique beers”
It’s more helpful to think of sour beers as having acidity - such as
is found in some wine - but these brews can be mouth puckeringly
tart. They are however very refreshing as a summer beer, work well
with food and many drinkers enjoy them, and even seek them out,
once they get over the initial shock.
“It introduced a whole new wave of people to sour beer with a great
reaction. Venues have seen a great crossover opportunity for cider
and white wine drinkers and the beer allows them to offer a really
diverse range,” said Siren Craft Brew spokesman Andy Nowlan,
adding that sales had been ‘above forecasted levels’.
Siren’s core beers include the well-hopped, but balanced and
drinkable, pale ale Undercurrent (4.5%) and an excellent IPA
Soundwave (5.6%). It also brews a variety of seasonal beers and
collaborations which excite the more dedicated craft beer fan.

SIBA South East Region Champions 2016
Standard Milds
Crafty Brewing

Dunsfold Best

4.0%

This quintessentially British brew delivers delicious,
rich caramel flavours. A golden brown colour and
malty aroma.
www.craftybrewing.co.uk

Standard Bitters
Downlands Brewery

Root Thirteen

3.6%

Pure Gold is a refreshing golden ale with a dry and
bitter finish. Combined with citrus hops, and
grapefruit. A fruity malt, with delicious bitter finish.
www.downlandsbrewery.com

Best Bitters
Wantsum Brewery

Montgomery

4.0 %

Montgomery from Wantsum Brewery near
Canterbury is an American IPA with buckets of
Simcoe and Citra
www.wantsumbrewery.co.uk

Premium Bitters
Flack Manor Brewery

Hedge hop

4.9%

The rich amber colour gives an indication of the
complex flavours; a deep biscuit maltiness balanced
with grapefruit and spicy lemon.
www.flackmanor.co.uk

Strong Bitters
Hop Stuff Brewery

Renegade IPA

5.6%

The taste is fruity, citrus, some malt sweetness with
aroma of hops. A bright, clear golden beer which is
light in body with fine carbonation.
www.hopstuffbrewery.com

“The results are delicious - and taste as
good as ‘normal’ beer. Beer-lovers with
particular dietary needs are no longer
condemned to drink odd-tasting lagers”

Drink Local
The Hampshire and Sussex brewing scenes feel a little sleepy by
comparison. Ringwood Brewery, part of the Marston’s stable, and
Dark Star Brewing are still the big names in the respective counties.
Elsewhere it’s more a case of good local microbreweries supplying
their local area, but going beyond if there is demand. The ‘drink
local’ ethos, supported by the likes of CAMRA’s LocAle initiative, is
alive across the South East boosted by a high concentration of
micropubs in Kent which also has a significant craft beer scene in
towns around the county. Breweries to watch out for include Vibrant
Forest Brewery and Wild Weather Ales, in Hampshire, and 360°
Brewing and Gun Brewery in Sussex.

Sophie Atherton, ‘Journalist & Beer Sommelier’ She blogs at
http://www.afemaleview.net/

Premium Strong Beers
Black Cat Brewery

Tzar Imperial Stout

6.8%

Tzar Imperial contains real chocolate, generous
quantities of roasted malts and a mellow but robust
bitterness appropriate for the style.
www.blackcat-brewery.com

Porters, Strong Milds, Old Ales & Stouts
Big Smoke Brew Co

Underworld

5.0%

Brewed with milk sugar, raw cacao nibs, espresso
beans and vanilla pods for a smooth, sweet and
complex stout.
www.bigsmokebrew.co.uk

Speciality Beers
Canterbury Brewers

Itzamna

9.6%

This is a smooth, strong imperial porter that has a
deep chocolate sweetness given balance by the
fresh vanilla and the deep, roasty malts.
www.thefoundrycanterbury.co.uk
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Roger Molyneux

Hope for Great Beer
Beer Heros

Ted Bruning finds out what gave the beer
drinkers of Carshalton the faith that
buying The Hope wouldn’t just be an act
of charity

Community buyouts in one form or another are not new
in the pub trade. From nationally-known examples such
as the cooperatively-owned Old Crown at Hesket
Newmarket in Cumbria, to less celebrated collective purchases
such as the Pig & Abbot at Abington Piggots in Cambridgeshire,
the country is studded with pubs whose regulars dug deep to save
their threatened locals.
Collective ownership doesn’t always succeed. Egos clash,
shareholders interfere in management, constitutions are poorly
drafted. One big success though, has been the Hope in
Carshalton, Surrey, bought from Punch Taverns in 2015 for
£500,000 by a consortium of local pubgoers who just wanted
their own choice of cask ale. The pub, which was once in the
hands of a holding company and looked doomed to
redevelopment, now employs 19 staff and sells nearly 20 barrels
a week of assorted draught beers alone. But the story of its rescue
started nearly 10 years before the sale, with the closure in
September 2006 of Young’s brewery in London.

Local Ale Drinkers
By that time the Hope - once the beer-drinkers’ pub of choice in
Carshalton - was already in decline and the ale lovers had migrated
to the Young’s-owned Greyhound. But when Young’s closed, many
of the ale crowd came back to the Hope in protest; and when in
2010 the Hope faced being turned into a restaurant, longstanding
regular Roger Molyneux and a group of friends decided to act.
“The local ale drinkers all used the pub, but it was a bit on the rough
side,” says Roger. “It actually closed for eight months, but then a
holding company reopened it and the manager banned all the yobs
and put real ale back on. They tried, but they didn’t really have the
knowledge or skill”.

“From the word go, the Hope was a beer pub,
increasing its three handpumps to seven
and forswearing pool tables, juke boxes,
fruit machines, piped music and the like”
“Punch was proposing to rent it as a restaurant on a 20-year free
of tie lease. So I talked to people who remembered the pub in the
old days, a couple of willing locals put some money in, and it took
off from there.”
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The backers, who eventually numbered 45, formed a limited
company , 48 West Ltd, and talked Punch into assigning them the
lease. The company’s articles prevent the directors from having any
day-to-day responsibility for running the pub (there are actually four
managers, general, staff, kitchen, and cellar, not all of them fulltime), give the shareholders no special privileges, and rule that any
changes have to be voted on at twice-yearly general meetings.
From the word go, the Hope was a beer pub, increasing its three
handpumps to seven and forswearing pool tables, juke boxes, fruit
machines, piped music and the like.

“The pub, which was once in the hands of a
holding company and looked doomed
to redevelopment, now employs
19 staff and sells nearly 20 barrels
a week of assorted draught beers alone”

of them because often a beer someone enjoyed on holiday isn’t
quite so enjoyable back home. Sometimes they call him the cellar
Nazi, but he cares very deeply about the Hope’s choice of beers
and won’t have anything in the house that isn’t the best.”
Beer isn’t the only thing on sale at the Hope - yes, there is food.
But the kitchen’s speciality was chosen because it’s convenient to
make and serve rather than to win any Michelin stars. Every day
the kitchen manager and bar-staff make 40-50 portions each of
half-a-dozen or so stews and casseroles and freeze them in
individual portions to be microwaved as necessary. It means the
customers get a good choice of the best style of pub grub at short
notice - but without having to staff the kitchen.
Good though the food is however, it’s the beer that really counts.
And having won the local CAMRA branch’s Pub of the Year award
seven times in eight years and regional PotY three times (including
2016), it’s a policy that seems to be working.

Free of Tie
“There were already 13 pubs in the village, but we’d been listening
to people moaning about their beer ever since Young’s closed and
we knew better things were possible,” says Roger, who became
operations director. “The other pubs weren’t great alehouses - most
of them were tied or food-led. We decided to be different”.
“The biggest thing for us was being free of tie. From the outset we
took a strong position on supporting independent brewers and to
this day we only buy from independents.”
There is, naturally, all the choice you’d expect of such a beercentred operation. Not only are there seven handpumps, there are
also two imported lagers, a kriek, and three traditional ciders on
draught; 50 bottled and canned craft and imported beers; and six
Key Kegs.
“We’ve embraced Key Keg enthusiastically because it means we
can keep slow-selling and specialist beers,” says Roger. “We’ve
had a 12% abv beer on Key Keg and our customers were very
happy with it”.

“Rowan Barrett is an evangelist of beer choice
and a stickler for proper cellar management,
but at the same time is unafraid of innovations
such as Key Keg and the Caskwidge”

Unafraid of Innovations
Beer mastermind, and one the Hope’s four managers, is Rowan
Barrett, a man who is an evangelist of beer choice and a stickler
for proper cellar management, but who at the same time is unafraid
of innovations such as Key Keg and the Caskwidge float which
draws clear ale from the top of the barrel.
“Rowan is responsible for choosing all the beers and over the years
he’s made friends with more brewers than you’d think existed,”
says Roger. “He does listen to customers’ suggestions but he’s wary

Rowan Barrett
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Capital Investment
London Brewing

Will Hawkes asks the question - what does
it take to build a brewery in London today?

The answer: Lots of money, energy and preparation. “I’ve
been prepping for building this brewery for the last 8
years,” says Pete Brown, head brewer at Forest Road, one
of the capital’s newest beer brands. Forest Road is
currently brewing overseas but plans for a brewery in the
capital are well-advanced. “We’re opening another private
round of investment up in the New Year, followed by
crowdfunding to get more Londoners involved in the bricks and
mortar,” he adds.
Brown’s experience demonstrates that the days when setting up a
brewery in London was easy - if it ever was easy - are over. There
are around 85 breweries in the capital now, and a number have
grown hugely over the past few years. Breweries like Camden Town
(which sold to AB InBev for a reported £85m in December 2015),
Beavertown and Meantime (now owned by Asahi) have become
well-known across the city. The market is busy, if not yet full: there’s
still space for the likes of Forest Road and their signature American
pale ale, Work.
The period between 2010 and 2014, when it seemed a new
brewery was being opened every week, is unlikely to be repeated.
London’s brewing scene is growing up, with quality now the word
on drinkers’ lips - and there’s work to be done there, says Fourpure
head brewer John Driebergen.
“When I look back at when I first moved to London [six years
ago], how far we’ve come is incredible,” he says. “The level of
enthusiasm and creativity is very high, and I think that the market
is still growing. London is potentially one of the world’s great
beer cities.

Stability And Quality
“We’ve entering a new phase now; there’s more stability. I hope
we see more breweries take the steps to become more professional
in every sense. We’re seeing more consistency and an improvement
in beer quality, in some cases. There’s still plenty of room for
improvement for everybody, including ourselves. We need
competition to raise standards across the board; that’s the real
secret to the growth of craft beer in the US. We’ve been too casual
in the UK at times.”

“The level of enthusiasm and creativity is
very high, and I think that the market
is still growing. London is potentially
one of the world’s great beer cities”
The next stage for Fourpure is surely a new brewery: they’re rapidly
outgrowing their Bermondsey industrial estate base, which will
produce more than 20,000 hectolitres of beer in 2016. If and when
they move, they’ll be following in the footsteps of Camden - whose
new Enfield brewery should be in operation next year - and
Beavertown, who have plans for a bigger brewery of their own
having gradually colonised two huge units on an industrial estate
in Tottenham over the past few years.

Sizing Up
The rise of these bigger players emphasises a gulf that is opening
up in London’s beer scene. On the one hand, you have increasingly
ubiquitous brands like Gamma Ray, stocked in bars and bottle
shops across the city; on on the other, you have breweries
that remain committed to a smaller-scale approach, where
experimentation remains crucial.
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The new breweries that have opened in the last year or so tend to
be small outfits. There’s the likes of Bohem, a Czech-style brewery
whose products don’t tend to get far beyond N22, and The
Streatham Brewing Company, which is one of a number of new
breweries based in a pub.
Since Wimbledon started production in the summer of last year,
there hasn’t been a big entry on the London brewing scene.
Perhaps the most exciting development has taken place in
Tottenham, where Redemption have moved to a bigger site and
One Mile End have taken their old brewery.

“London’s brewing scene is growing up,
with quality now the word on drinkers’
lips - and there’s work to be done there”

Five Points East
A good place to try the full spectrum of London beers is Mason and
Co, a bar which opened this summer in the former press centre on
the Olympic Park in Stratford. It’s owned by Five Points, another
brewery which has seen impressive growth in recent years.
By the standards of most London craft-beer shrines, it’s a
remarkably sophisticated place, with a white-tiled back wall,
parquet flooring, pale pine furniture and 20 keg-only beer taps. Five
Points’ Pale Ale and Pils are their two best-selling beers, but some
more esoteric styles have also proven popular.
“We’ve had a real boom in sour beers,” says O’Rourke, who used
to manage Brewdog’s bar in Shoreditch. “They’ve been much more
popular than I thought, Gose [a German style made with salt]
especially. Non-beer drinkers love them, which is pretty amazing.The
new style of double IPAs with super low bitterness, like those made
by Brew By Numbers, have been really popular too.”

“There are around 85 breweries in the
capital now, and a number have
grown hugely over the past few years”
Mason and Co is deep in east London, but the western half of the
city is beginning to wake up to craft beer. Some Fuller’s pubs following in the footsteps of The Union Tavern - and small chains
are improving the variety of their beer offer.
It’s a start, but West London is still moribund by Hackney standards,
even if breweries like Weird Beard (based in Hanwell) and Moncada
(Ladbroke Grove) are setting high standards.

The Bottle Shop Challenge
They may be a challenge to the ontrade, but London’s brewers have
benefitted from the recent boom in bottle shops. With draught beer
to take away, drinking on site and regular events, the likes of Hop,
Burns & Black (East Dulwich), We Brought Beer (multiple sites) and
Clapton Craft are changing the face of craft beer in the capital,
which until now has been very pub-based.

6 of London’s Best New Brews
Beavertown ‘Spresso

Imperial Stout

9.5%

Remember vodka and red bull? Well, here’s the
sophisticated, grown-up alternative - this bitter,
espresso-rich brew is made with coffee from
London’s Caravan roastery. Just the thing to perk
you up (or, more sedately, for something nice after dinner).
Brew By Numbers 55/03

Double IPA

8.5%

Passion fruit, lemon, kiwi - it’s no wonder this fancy
fruit salad of a beer has wowed London’s most
switched-on beer-lovers.
Forest Road Work

Pale Ale

5.4%

This American pale ale owes it hoppy, dry
character to plenty of dry-hopping and three
weeks’ lagering after fermentation. It’s brewed
abroad at the moment, but Forest Road’s owners
hope to make it in London soon.
Fourpure Shape Shifter

IPA

6.4%

Bermondsey’s most upwardly-mobile brewery go
from strength to strength: this is a perfectly-poised,
resinous, piney IPA.
Five Points Pils

Pale lager

4.8%

Pilsner seems to be everywhere at the moment;
Five Points released their version this summer. It’s
a clean, crisp, dry beer, just as you’d hope.
The Kernel London Sour Damson Berliner Weisse

4.1%

Huge damson character and a lovely, elegant
sourness make this another hit from the brewery
that kick-started London’s beer revolution in 2009

“I really love that we have got so many independent bottles
shops popping up all over the place - that helps to nurture that
more creative, specialist section of the market,” says Driebergen.
“They are great evangelists for craft beer.” At Hop, Burns &
Black, local breweries like Brick, based just down the road in
Peckham, and The Kernel share shelf-space with beers from as
far away as New Zealand.
The future looks rosy for good beer in London. “The London beer
scene is getting better every day,” says Brown. “Second-wave
brewers are going out on their own; uncontrollably murky beers are
disappearing and quality is becoming more evident from
established breweries.
“Our main thing at Forest Road is education: we push every day to
explain to our accounts what it is about craft beer that makes it so
special. We need a direct line from landlords and barmen/women to
convey this to the customer and craft beer will continue to flourish.”
Just don’t expect too many new breweries.
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The Patron Saint of Beer
Beer Heroes

Ted Bruning pays his respects to the
St Arnold Group, which is bringing good
beer and great pubs back to the people
of Essex, and the people of Essex back
to pubs

Essex has a problem. It’s underpubbed. Pubs in its
towns and its villages have been closing as they
have everywhere else for years and now, according
to entrepreneur Darran Lingley, its 140,000 inhabitants
are underprovided.
Darran and his wife Caroline have owned the Five Bells in Colne
Engaine near Halstead since 2002. Before that they were tenants
of a Greene King pub, the Rose & Crown in Great Horkesley near
Colchester, until the brewery tripled their rent.
“We tripled the turnover and profits and they put our rent up by
300%,” says Darran. “So we looked for a free house, and
entirely by coincidence the pub in Caroline’s home village came
on the market.”
Darran’s background was as a nomadic chef: he’d worked in hotel
and restaurant kitchens all over the country - “some of them good,
some of them bad, and I’ve learned lessons in both sorts!” –before
meeting Caroline when they were both working at a golf club.

Minding their own business
They always planned to run a business of their own and when the
chance came up they made the most of it. They even hired a
business mentor to develop their marketing and media skills, and
then in 2011 Darran won the BII’s Licensee of the Year award and
they decided it was time to spread their wings.

“Wet sales here make up 95% of turnover
and on a busy night it’s so
packed that people queue outside”
“We’d worked out there weren’t enough pubs for a catchment area
of this size, so in 2012 we looked at the Lion in the next village,
Earl’s Colne, which was on the market after being discarded by
Punch Taverns,” says Darran. “We met a local business angel who
was prepared to back us and set up a company called the St Arnold
Group because St Arnold is the patron saint of beer.”
While work on refurbishing the 14th-century Lion was held up by
its heavily listed status and the consequent need to fulfil the
requirements of English Heritage, the Griffin in Halstead a few miles
away came up, and the fledgling pub chain snapped it up. It was a
very different proposition from the others - equally picturesque, but
a tiny backstreet pub with room for only 40 seats inside.

57

Pioneers of Beer
So the St Arnold Group was now three strong - but what was going
to set it apart from the many other quaint and historic pubs in the
district? Beer, the Lingleys believed, was what the district was short
of - a good choice of beer served in the best possible condition.
“Beer and how it’s served - that’s our USP,” says Darran. “I’m a
chef, and nearly 50% of the Five Bells’ sales split is dry. It’s an
aspirational pub and actually wine makes up 25% of its turnover,
but it still has six handpumps.
“But I’m a beer lover too. I like lager, Belgian beers, craft beer, real
ale. But I believe authenticity is important, and we even have our
own lager, Visor, custom-brewed for us by Van Steenberge near
Ghent. It’s a full 5% and absolutely pure except for a tiny bit of
toasted rice for a nice creamy head. We’ve had it for seven or eight
years so I suppose that makes us a pioneer of craft beer!”

“Beer, the Lingleys believed, was what the
district was short of - a good choice of
beer served in the best possible condition”

Pizza and a Pint
The Lion, the group’s dining pub, has a 50:50 wet-dry sales split
and is equipped with an enormous wood-fired oven which turns
out completely home-made pizza. But even here there are four
handpumps and an exclusive house bitter, Lion Gold, from the
Colchester Brewery. “A really good toasty beer with pizza is the best
combination ever,” says Darran.
The tiny little Griffin is the beer pub. It’s run by Gilly Ryan, known
throughout the group as the alewife, who plays a big part in
selecting the beers. Wet sales here make up 95% of turnover and
on a busy night it’s so packed that people queue outside and are
only allowed admission on a one-out-one-in basis.
Oddly enough the Griffin sells an awful lot of prosecco, but it’s the
beer that counts. There are only two handpumps, but with six ales
on gravity as well - “some beers just prefer a handpump,” says
Darran. The Griffin can sell 2,000 pints a week - that’s 28 firkins,
and a different ale goes on with every change of barrel.

Different Beer Styles
“The interesting thing is that each pub has a preference for different
beer style,” says Darran. “The Bells is a golden ale/IPA pub, it’s dark
and ruby beers at the Griffin, and at the Lion it’s traditional bitters
and best bitters.
“What makes ordering a bit more complicated is that we like to
help save our suppliers some money by ordering in batches of 12
firkins. I have to remember to make up each batch to suit the
preferences of the different pubs, but we appreciate our suppliers’
problems and single drops are very expensive!
“Gilly helps them by chalking a rating on each empty. If there’s one
of them that she particularly likes she’ll tweet a picture of its rating.”

Pub number four is very close at time of going to press. The location
was a closely-guarded secret but one thing’s for sure: before long
there’ll be another corner of North Essex that isn’t deprived of beer!
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Brewing Up Innovation
Brewing South West

Adrian Tierney Jones reports from the
south west of England, where some
brewers are getting creative with malt
and hops...and other ingredients
Since the 1970s the southwest has been a sturdy
champion of microbreweries, many of which flourished
alongside the traditional family companies. However, until
recently I felt that while the region’s breweries were
masterly in the way that they made dependable beers
such as bitters, golden ales and the odd stout or porter,
the spirit of innovation and exploration found in other UK
regions was sorely missing.

This has now changed and the area is buzzing with all kind of beers
and brewing processes. There are - naturally - lots of IPAs, but
there are also sours, Belgian-style abbey beers, lagers that nod
their heads towards both Bohemian and Bavarian traditions, crisp
pale ales and gleaming golden ales, brooding stouts and porters
that smoulder like Poldark in a glass, and, of course, the breadand-butter beer of many a brewery, bitter.
All this variety means there’s a great choice for any publican
wishing to celebrate the southwest’s beers.

Cornish Creativity
Located in the “Cornish Alps’, St Austell is a venerable member of
the area’s brewing family, having been founded in 1851.
Tribute is its figurehead brand, a bestseller distributed throughout
the UK, and Proper Job and Korev are also strong performers.
However, head brewer Roger Ryman is no stranger to innovation
and the past year has seen several ‘Small Batch’ experimental
brews that have included a Leipziger Gose and Belgian-style
Dubbel, hardly regulars on the local brewing scene.
The Small Batch brewery is the 3000 pint grown-up version of the

600 pint microbrewery that Ryman and his team used to play with
new styles using hops and other ingredients.
Ryman has also been inviting other leading brewers to come and
play - such as Thornbridge Brewery’s head brewer Rob Lovatt - as
mentioned in the Great Collaborations article

“Sours, Belgian-style abbey beers, lagers that
nod their heads towards both Bohemian and
Bavarian traditions, crisp pale ales and
gleaming golden ales, brooding stouts and
porters that smoulder like Poldark in a glass”

All Change
Ryman notes that the changing beer scene has created disparities
between cask and keg sales.
“Whilst cask sales remain strong in our heartland,” says Ryman,
“competition from alternative dispense formats and new entrants
is making continued growth in the national market hard work.
Conversely, sales of keg beers, in particular Korev Lager and Mena
Dhu Stout, have been performing particularly well, and we will
undoubtedly follow up this success with more keg brands launched
in 2017.”
And then of course there was the acquisition of Bath Ales, headline
news if there ever was, especially as the last time St Austell bought
another brewery was in 1934.
“We have ambitious plans to bring brewing and bottling together
at Bath Ales’ head office and warehouse,” he says, “in effect
activating the established business plan of the previous owners.
We are currently reviewing supply tenders but the ambition is to
construct a 50-barrel lauter tun brewery that will effectively double
the capacity of the existing brew-house and offer the flexibility to
brew a wide range of different beer styles, including lager.”
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Still Sharp
Howe’s previous home was, of course, Sharp’s Brewery, another of
Cornwall’s beer stars. The brewery is best known for its session
beer Doom Bar, which is now a perennial favourite in pubs and bars
across the British Isles.
Yet there’s a lot more to them than the beer that is named after the
treacherous sandbank at the mouth of the Camel Estuary near the
brewery’s home at Rock.
Sharp’s scored a hat trick at the 2016 World Beer Awards, taking
a gold medal for their Atlantic Pale and they were country winners
with 6 Vintage Blend and Chalky’s Bite in Belgian style ales and
Belgian style blondes. The ruby coloured IPA/Red Ale hybrid Wolf
Rock is also tickling the palates of British beer lovers, while those
with a love for lager can plump for the exceptional Cornish Pilsner.
Howe may have moved on, but his spirit lives on in the
Connoisseur’s choice, which includes Honey Spice IPA as well as
the 6 Vintage Blend

Somerset Pioneers
Here at Butcombe, our beer will never be
a challenge, but we’re always happy
to surprise. Simple, premium easy
drinking ale that’s great every time.”

More Than Just Betty
Just up the road in Truro, Skinners has also been busy, notably
with new and vibrant branding for its beers, giving them more
colour at the bar. However, before they undertook the new
branding, the brewery also carried out extensive consumer
research on their core range.
“After it out-performed leading beers in independent blind tastings,”
says the brewery’s Commercial Director Mike Pritchard, “Skinner’s
is supporting Lushingtons to become a top beer brand. It’s an
exciting hoppy alternative to the category leaders - but we will
ensure Betty Stogs remains the Queen of Cornish Ales. Occasional
AleBlazers will also push the boundaries of brewing to find the next
great beers for distribution.”

No Safe Harbour
Before we leave Cornwall, let’s pay a quick visit to Harbour,
near Bodmin.
2016 saw the installation of a new brewhouse with more expansion
planned. According to founder Eddie Lofthouse, “our best selling
beers in the southwest are IPA in bottle and Pilsner in keg. That is
entirely different from our national sales, where Antipodean IPA and
Session IPA are far and away our biggest sellers. I honestly have
no idea why that is. Come the spring, we’ll be launching a bimonthly range of beers, exploring the gamut of styles available, and
testing our brewers’ skills and knowledge - and our new head
brewer Stuart Howe has plenty of that!”

One of the pioneers of southwest independent brewing is
Butcombe, and its founding beer Original remains a popular bartop brand in the region. According to Marketing Manager, Emmy
Webster, “Original goes from strength to strength, and we
constantly get compliments about it being “really moreish”. For us
this is so important as we’re seeing a “beer machismo” dominating
the market in places, confronting drinkers with a challenge of hops
and recipe. Here at Butcombe, our beer will never be a challenge,
but we’re always happy to surprise. Simple, premium easy drinking
ale that’s great every time.”
Other popular brands from the brewery include Haka, Rare Breed
and Gold. Webster also notes keg’s popularity, a trend that
Butcombe was very much in the forefront of when it released
Blonde a few years back. Since then Blonde has been joined by
Bohemia and Brunel Atlantic IPA.
There has also been growth in the pub estate, which is now 23
with more in the pipeline. ‘Recent acquisitions kick-started a
strategic growth plan that could see up to 20 pubs a year joining
the estate over the next five years,” says Webster. “It’s no secret
that we’re looking to grow the business both organically and
through acquisition. Following the positive news of our refinancing
earlier this year, our business is well invested to drive our ambition
to become the leading brewer and pub operator in the West
Country. We’re also looking to unveil a new look for Butcombe
Brewery that draws on our history and passion as a regional brewer.
Look for this in February.”
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Mean while in Wiltshire
Over the border Wadworth showed that venerable family breweries
did not have to do the beer version of dad dancing when it comes
to appealing to modern drinkers. Towards the end of 2016, its iconic
6X beer was imaginatively re-branded - and for once we were
spared dancing girls, talking animals and laddish motifs. The
brewery mixed up young (minis) with old (shire horses), a clever
strapline - Old Cool New Cool - and did not wag a finger at anyone
drinking other beers.
It was a clever campaign, which as the brewery’s Head of Marketing
and Communications, Elaine Beckett explained, ‘aims to re-engage
with the core 6X drinker whilst attracting their sons, daughters,
nieces and nephews and grandkids to enjoy this iconic brew’.

“I have often believed that the emergence
of the Milk Stout marked the start
of Bristol’s beer renaissance,
its craft beer revolution if you like”

Bristol Beer City
There is then Bristol, currently one of the top beer cities of England
- its close neighbour Bath is much quieter but Electric Bear, three
of whose beers won best in their category in 2016’s World Beer
Awards is definitely one to watch.

SKINNERSBREWERY.COM

Bristol was once a place where flat Bass and Blackthorn Cider held
sway but is now home to a growing number of exciting breweries
including Arbor Ales, Bristol Beer Factory, Left-handed Giant, Lost
& Grounded and Wiper & True.

“Now we find Arbor Ales dabbling in hoppy beers
such as Yakima Valley and Motueka, as well as
the creamy and silky Breakfast Stout, which
bursts with chocolate, coffee, an earthy hoppiness”
Bristol Beer Factory is the godfather of the group, which when it
formed in 2004 started off with No 7, Gold and Sunrise, a three
card trick of best bitter, golden ale and premium golden. It was a
familiar route to market that the majority of British microbreweries
took in the last decade, but when they brewed their creamy Milk
Stout in 2006 the brewery started to tread a different path that
would lead to the pungently hopped Southville Hop, the cheesefriendly Bristol Hefe and the earthy Saison. I have often believed
that the emergence of the Milk Stout marked the start of Bristol’s
beer renaissance, its craft beer revolution if you like.
Now we find Arbor Ales dabbling in hoppy beers such as Yakima
Valley and Motueka, as well as the creamy and silky Breakfast
Stout, which bursts with chocolate, coffee, an earthy hoppiness and
a big bitter finish. The brewery has also joined the nitro-keg wave
with the easy-drinking Nitro Stout.
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SIBA South West Region Champions 2016
Standard Milds
Driftwood Spars Brewery

Blackheads Mild

3.8%

This is a traditional mild with smoky malt flavours and
a peppery aftertaste. A hint of jam with very pleasant
lingering bitterness.
www.driftwoodbrewery.com

Standard Bitters
Quantock Brewery

Rale Head

3.9%

Rale Head is a golden ale. with a slight citrus taste
and bitter finish, coupled with fruity and hoppy
aromas.
www.quantockbrewery.co.uk

Best Bitters
Branscombe Vale

SummaThis

4.2 %

Mid amber with a malty aroma; complex flavours
including toffee and bitter hops which combine
to give a balanced result without being bland.
www.branscombevalebrewery.com

Premium Bitters
Skinner’s Brewery

Porthleven

4.8%

Straw-coloured and zesty, with strong citrus aromas,
starting with a zip of lemon and lime in the mouth,
and ending with a flash of passion fruit.
www.skinnersbrewery.com

Strong Bitters
Eight Arch Brewing

Corbel

5.5%

A highly hopped India Pale Ale brewed with massive
amounts of Mosaic hops from the U.S. giving a huge
hit of tropical fruit aromas and flavours.
www.8archbrewing.co.uk

Premium Strong Beers
St Austell Brewery

Big Job

7.2%

Dry as a bone and jammed full of Cornish barley and
as many Citra and Centennial hops as we could get
our hands on.
www.staustellbrewery.co.uk

Porters, Strong Milds, Old Ales & Stouts
New Lion Brewery

Totnes Stout

4.4%

Silky and smooth due to the addition of oats, this
stout offers a great mouthfeel coupled with deep
roasted and coffee notes
www.newlionbrewery.co.uk

Speciality Beers
RCH Brewery

Chocolate Slug

4.5%

Dark ruby black color Has a roasted malty chocolate
aroma. Roasted malty sweetish chocolate flavor, with
a roasted malty sweetish chocolate finish.
www.rchbrewery.com

Cuckoo Brewers
Meanwhile, Wiper & True continue to confound and delight with
their cuckoo-brewed beers. This peripatetic approach to making
beer doesn’t seem to have harmed them, if their Kaleidoscope Pale
Ale is anything to go by. It’s a beautifully balanced beer brimming
with fresh citrus and pine notes.
‘I suppose the reason we started by cuckoo brewing was that we
imagined there could have been a kind of “oh no not another
brewery” reaction,’ recalls Michael Wiper. But we got such a
different response with landlords and managers in Bristol seemingly
really excited about the prospect of a new brewery and couldn’t
wait to try our beer.’
Other beers from them worth trying include the luscious and
creamy Milk Stout Milk Shake, which features vanilla in the mix,
and the single hop IPA Equinox; they are also one of those
breweries that chop and change their range so it’s worth following
them on social media to see what’s happening.

“Wadworth showed that venerable family
breweries did not have to do the beer
version of dad dancing when it
comes to appealing to modern drinkers”

Moor Beer Please
However, perhaps the Bristol brewery making the biggest mark at
the moment is Moor, whose American born owner Justin Hawke
has long been a champion of unfined beer, while his canned beers
were recently recognised as can-conditioned by CAMRA. He also
oversees a fine selection of beers including Hoppiness, Revival and
Old Freddy Walker. The brewery was originally based in the wilds
of Somerset but Hawke oversaw a move to the city in 2014.
‘We relocated to the city where we have access to a much broader
spectrum of people,’ he says, ‘and equally important they have
access to us. We want to have a direct relationship with our
passionate drinkers, which was impossible being where we were.’

Still Wild
Talking of the countryside, the globally acclaimed Wild Beer has
remained rural out near Shepton Mallet, though their beers are
available nationwide. Wild Beer has been at the forefront of the sour
beer revolution since its 2012 foundation and beers such as Modus
Operandi, Sour Dough and Fresh as well as its experimental
batches are truly stunning.
“We’re trying to add layers of intrigue and complexity with time
spent barrel aging and the beers are ready when they are ready.
We definitely take inspiration from Belgium but we are in
Somerset and we make Somerset sours with yeast and bacteria
that is local to us.”

Adrian Tierney-Jones is the author of many books about beer. He
blogs at http://maltworms.blogspot.co.uk/

63

A PERFECTLY
BALANCED BEER
One year after the Sharp’s story
started in 1994, Sharp’s brewers
took two of their existing beers,
the light and hoppy Cornish
Coaster and the dark and malty
Sharp’s Own to create a perfectly
balanced and moreish beer.
Doom Bar was named after a
notorious sandbank where the
river Camel meets the Atlantic
Ocean on Cornwall’s rugged
north coast.
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We’re Leading The Way In The World Of Beer!
Butcombe Brewery

Butcombe Brewery are the first brewery
to be accredited with Grain to Glass quality
assurance by Cask Marque!
The Grain to Glass programme was developed by Cask
Marque, and saw SALSA auditors assess the whole of our
beer making process right up to its delivery and being
poured into a glass.

This has seen us audited and assessed over a six- month
period, covering Health & Safety, Legal Compliance and
Product Quality within our brewery, and also saw our warehousing
gain the Distribution Charter confirming our storage and handling
of cask ale is all in perfect order.

“It’s great to see our beers and cider in
such high demand and enjoyed by so
many people. Butcombe has been
spotted on sale from Cornwall to
Scotland and from West Wales to Kent”
Our pubs are all subject to annual cellar inspections by Cask
Marque and star rated via ‘Scores on the Doors’ and all of our 23
pubs hold the Cask Marque award for beer quality in the glass.
The news was delivered at the annual Cask Marque AGM in
London by Cask Marque Director, Paul Nunny who said “This is a
magnificent achievement by Butcombe and a commitment that
endorses them as a quality brewer and pub retailer. Many people
talk a good story but Butcombe committed itself to an independent
inspection to examine their practices. We hope other brewers will
follow in their leadership”. For us here at Butcombe, everything we
do revolves around our Beer. That’s the way it’s always been for us.
Beer is our hero and to have our dedication to our craft recognised
by the industry is fantastic. Being the first brewer to be accredited
just shows how we’re leading the way in quality brewing, just as
we have done since day one!

We’re growing and so is our pub estate!
We’re excited to report that we’ve added four new venues to our
pub estate. The Pelican Inn at Chew Magna, The Charlton in
Shepton Mallet, The Old restoration in Cheltenham and The
Carpenters in Chilthorne Domer add to our existing portfolio of 19
pubs across Somerset and the Mendips and mark the beginning
of a strategic growth plan that will see up to 20 pubs a year joining
the Butcombe family over the next five years.

“For us here at Butcombe, everything we
do revolves around our Beer. That’s the
way it’s always been for us. Beer is our
hero and to have our dedication to our
craft recognised by the industry is fantastic”
As we head towards the end of year, it’s great to see our beers and
cider in such high demand and enjoyed by so many people.
Butcombe has been spotted on sale from Cornwall to Scotland and
from West Wales to Kent, as more and more people are being
introduced to our timeless beers.
2017 holds so much more in store for us as we continue to grow
and develop our offering here at the brewery, and early February
will see a refresh of our branding, so keep your eyes peeled for the
launch along with our brand new range of seasonal beers!
Thank you for your continued support, we raise our glass to you Cheers!
If you want to get in touch and talk about all things beer with us,
we love to chat!
Butcombe Brewery
@ButcombeBrewery
www.Butcombe.com
01934 863964
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passion in all we brew
WWW.BUTCOMBE.COM
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Brewers’ Champion
Cask Champion

Ted Bruning talks to Duncan Webb of
The Brewer’s Arms in Somerset to find
out what it takes to make it as a village
pub these days - not just to survive, but
to thrive.
How do you persuade people in the age of digital
entertainment that there is such a thing as community
and that the only way to benefit from it is to get out there
and enjoy it? The answer is that you have to offer
something for everyone. And especially if your business
is beer.

Take the Brewer’s Arms in South Petherton, a village of around
3,500 people on the southern edge of Somerset. Since the closure
of the Wheatsheaf in 2009 the Brewer’s Arms, a 17th-century
posting house which has been owned and run by Duncan Webb for
more than 20 years, has only had a social club to compete with
which, you might think, was an enviable position to be in. Not so,
says Duncan.

with farms and other venues with foodie catering operations
attached. So South Petherton itself is something of an island, and
its population is more or less the pub’s sole source of income.

“A lot of my customers prefer mainstream
beers like Fuller’s or Sharp’s or Black Sheep
and so on, so the better-known beers tend
to come back time after time over the years
The pub has a rather splendid 56-cover restaurant, the Old
Bakehouse, which incorporates a 300-year-old bread oven and
offers a wide-ranging menu in all sorts of styles and, crucially,
at all sorts of prices. It also has three letting rooms. But there’s
no doubt about it: it’s the beer that really keeps the people
coming back.
“The wet trade is two-thirds of our turnover,” says Duncan. “The
two sides of the business are fairly independent with only a certain
amount of crossover.

Make it off the Beaten Track

Make it a Decent Pint

“The A303 bypasses us so we get very little passing trade, and I’d
welcome a bit of competition because it might attract more people
into the village,” he says. The lack of competition, in effect, means
that Duncan and his team have to do all the work themselves.

“I’ve always liked beer, but only as much as anyone else. I’m no
fanatic: I just like a decent pint in a decent pub.”

And it’s a lot of work: although South Petherton has a fair few
chimney-pots, many of the surrounding villages still have their own
pubs; the A303 brings little trade; and the countryside is studded

Not long after he took over, increasing the number of pumps from
two to three, the pub made it into the Good Beer Guide, a listing it
has maintained continuously for 19 years; and as its reputation
grew, so did the number of handpumps. Unfortunately the size of
the cellar has limited the range to five; and although Duncan
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reckons to have served around 2,500 cask ales over the years the
fact that his customers, like him, just want a decent pint in a decent
pub is reflected in the beers he has stocked.

Pirates. I do like to do things a little differently!” The bar is also the
frequent host of fancy dress party nights. Duncan runs a mobile
bar, and both the bar and the restaurant do takeaways.

Make it Balanced

Make it Special

The house bitter is from Otter across the border in Devon - it was
from Oakhill until owner Reg Keevil retired in 2004 and closed the
brewery - and one pump is reserved for beers from Butcombe. But
although micros are very well-represented on the three guest
pumps, they don’t rule the roost.

The Brewer’s Arms has been duly recognised with a host of
awards, not just from CAMRA but from Taste of the West as well,
because the important thing about it is that it doesn’t just have
something for everyone, as any village pub must; it has something
special for everyone.

“We did an FA Cup-style draw to choose our
favourite beer. We voted for a
shortlist of 32 then ran a knock-out
competition, two beers against each other”
“A lot of my customers have fairly mainstream tastes and prefer
mainstream beers like Fuller’s or Sharp’s or Black Sheep and
so on, so the better-known beers tend to come back time after
time over the years,” says Duncan. “I don’t have a problem with
that - not only do people like them, but they’re easy to get hold
of as well!”
Actually the pub’s favourite, as chosen by the customers, is about
as mainstream as it’s possible to get.

Make it Competitive
“We did an FA Cup-style draw to choose our favourite beer,” says
Duncan. “We voted for a shortlist of 32 then ran a knock-out
competition, two beers against each other. It actually took three
months, January to April, which is about as long as the FA Cup
takes, and it was about as complicated to organise! I could hardly
believe it when Courage Directors won - I didn’t even think it would
make the cut! But that’s what people like.”
Choosing what beers to stock, he says, is almost as much a matter
of luck as judgement.
“Sometimes customers ask for a particular beer but usually the
brewers just get in touch,” he says. ”I try to keep a balanced range
on the guest pumps but it’s quite a game - it all depends on which
beers are drunk quickest and what’s ready to go on next.”

“Not long after he took over, increasing
the number of pumps from two to
three, the pub made it into the
Good Beer Guide and as its reputation
grew, so did the number of handpumps”

Make it Different
The pub is naturally the focus of all sorts of events including May
and August Bank Holiday beer festivals, the latter always themed “This year’s theme was Cornwall, so we sold a lot of pasties!” says
Duncan. “One year it was the Wild West and another year it was
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The Heart of British Brewing
Midlands Beer

Tim Hampson goes to the very heart of
British Brewing to find out what some of
the region’s leading players are brewing
up for 2017

Some of the region’s brewers have links back to the
industry’s golden age of producing millions of pints to slake
the thirst of workers of the industrial revolution. Others are
new age brewers introducing beer to a new generation of
drinkers. Young or old, the very best are evolving their flagship beers
while developing new ones. Breweries don’t survive by standing still.

Marston’s go for a Burton
The story of Marston’s brewery in Burton upon Trent, the spiritual
home of UK brewing, is at the heart of the campaign to give its
beers a fresh and contemporary face.
The company is investing more than £1 million in 2017 on a new
look for the range, which includes the iconic Marston’s Pedigree,
including new packaging, pump clips and point of sale materials.
Marston’s have acknowledged that they need to take a more
prominent place within today’s beer market. To that end, while
Pedigree keeps its name and so does IPA Old Empire, the brands
have been given a visual makeover.
Others however, have been changed. Marston’s Burton Bitter
becomes Saddletank, named after the steam engines that used to
move stuff around the brewery. Oyster Stout, becomes Pearl Jet
and New World, the hoppy, citrussy pale bitter, becomes 61 Deep,
a reference to the depth of the wells from which the legendary
Burton water comes.

Investing in Innovation
In addition, Marston’s Burton upon Trent brewery is also developing
a range of new small-batch beers in DE14, a 600-pint innovation
brewery. This is where the brewing team will be encouraged to let
rip in the spirit of trial, offering the chance to create spectacular
beers. Patrick McGinty, Head Brewer at Marston’s said: “Every
member of the brewing team want to show what we can do on
DE14 - as well inviting some special collaborators to join us too.”

“Talk to anyone working at our brewery in
Burton though and you realise that
we’re no different and share the
same passion and love for what we do”
Marston’s marketing manager Lee Williams said Marston’s is
investing in a new assertive position that is “100% Burton - rooted
in its past but with a keen eye on the future”.
He said: “The harsh reality is that as a brewer, we’re not resonating
with the next generation of drinkers who are attracted to the
authenticity and simplicity of the new beer scene. For them it’s real
and it resonates.
“Talk to anyone working at our brewery in Burton though and you
realise that we’re no different and share the same passion and
love for what we do. So, you could say this is just about us
presenting ourselves in a new and honest way. We need the next
generation to consider our beers, perhaps for the first time and
discover that they love the taste too - just as generations before
have done and still do.
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“We’re also planning to further push Sherwood Reserve which in
2016 won two awards in less than a month at both CAMRA and
SIBA competitions. Sherwood will also be available in keg for stout
drinkers who wish to move over to the real dark side.
“Whether any of this can be called craft or not is in the eyes of the
beholder. All I do know is our brewing team have a massive
collective knowledge, care about what they do - and hopefully that
shows. Personally, I think too many people get caught up in the
craft beer debate and forget about the beer itself.”

“2017 looks set to be another great year for
craft beer as the consumer demand shows no
sign of slowing down and craft beer continues
to attract more mainstream consumers”

Traffic Stopping Brews
The brewery also has plans to continue with its programme of
experimental brews.
Townsend said, “At Castle Rock we have a side project of beers
called Traffic Street Specials, which are much more along the lines
of what most people define as craft - these beers focus on
experimentation with not just different flavours and raw ingredients
but also in the brewing process itself.”

Castle Rock’s Cask and Keg
Breweries that want to be successful should never rest on their
laurels. Castle Rock Brewery head of marketing Lewis Townsend
said: “Not that we ever have been, but gone are the times when
brewers could be complacent.
“We are aware that the industry is shifting and changing rapidly,
and for us it is a balancing act between retaining integrity and
heritage while also moving with the times. We re-evaluate our
branding and presentation practically daily in some capacity.
“In 2014 we underwent a thorough overhaul of our livery including
pump clips and logo, so nothing major is planned for next year
although we are introducing a new range of beers that we’re very
excited about.”

“We brewed a pale ale and pinot grigio hybrid beer in cask in
January 2016, and our plan is to invert that and brew a dark
beer/pinot noir hybrid soon, plus a range of coffee stouts”
Indeed 2017, looks like it is going to be busy for the brewery with
the launch of three brand new beers - a session IPA, wheat and
pilsner-style pale.
Townsend said: “The brewing and pub industry is shifting and
changing, morphing, contradicting itself, pushing boundaries,
holding on to tradition, booming and under threat all at once.
So, 2017 will be another year of challenges and excitement, and
I’m sure most brewers will agree that we’re just going to enjoy the
journey and make sure we don’t lag behind.”

Playing Hooky
“The brewing and pub industry is shifting and
changing, morphing, contradicting itself,
pushing boundaries, holding on to tradition,
booming and under threat all at once”
Cask beer is at the forefront of the brewery’s offerings, but it does
keg too. Townsend said: “Cask beer is complex, sometimes
unpredictable but totally rewarding. We are however very much
considering what we can offer in keg and have been looking at
ways we can integrate it into our production, but in the right way.
We’re in no hurry to keg a beer just because it’s seen to be trendy
to do so. Having said that, we are launching three new beers next
year and hope to trial it in keg as well as cask.

One of the region’s most venerable family brewers is also toying
with keg. Hook Norton marketing manager Mark Graham explained:
“We have our own kegging line now so will be producing a wider
range of craft keg products to run alongside our current range of
Red Rye, Merula Stout and the latest edition Cotswold Pale.”
However, the company has no intention of turning its back on its
rich heritage of making award winning cask conditioned beers.
“Hooky Gold has proved so popular since we offered it as a
seasonal in March / April that we haven’t stopped brewing it so it
will become part of our core range of ales for 2017 available all
year around.” said Graham
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Pure Genius
2106 was a big year for Purity, and managing director Paul Halsey
believes 2017 is going to be even better.
Halsey said: “After a very strong 2016, next year is set to be another
very exciting year for Purity. We are significantly upweighting our
marketing investment to bring the core values of Purity to life and
support our commitment to music, the arts and sport, including our
sponsorship of Wasps.
“We have an exciting pipeline of innovation including the recently
launched Pure Hopped Cider in partnership with Westons.
For the summer a range of seasonal cask ales are planned, but the
company is going to devote more resources to producing keg
brews.
“Craft keg is something we have successfully migrated
into recently.
“Longhorn IPA, our American style IPA, is going from strength to
strength with triple digit growth and Lawless Lager is also growing
rapidly on the back of winning Gold at the World Beer Awards,”
said Halsey.

Pulling Rabbits Out of Hats
But cask is not being ignored. As we went to press the brewery
unveiled its first year-round cask beer since its iconic Mad Goose,
demonstrating that whilst the quality of keg beers - including its
own international award winning Longhorn IPA, Lawless Lager and
Saddle Black - is excellent, Purity believes that cask is still king!
Halsey remarks “Cask beer is a British institution and one for which
Purity has a profound respect.”
Purity’s ethic is founded on a basis of absolute quality, and as part
of this, the Warwickshire-based brewer has shouted loudly and
educated its customers and consumers about the virtues of welllooked-after, cask-conditioned beers.
The new beer, Bunny Hop, is an extra hopped pale ale with a lot
more flavour than its 3.5% abv would suggest, and it will also be
rolled out in keg and can.
Halsey is confident that Purity will enjoy yet another year of success.
“2017 looks set to be another great year for craft beer as the
consumer demand shows no sign of slowing down and craft beer
continues to attract more mainstream consumers,” said Halsey.
“However, with more and more breweries opening and the number
of bars and especially micro pubs opening, the biggest challenge
is quality.
“As more breweries fight for a piece of the growing craft market
the danger is that choice increases but the quality suffers.
We use only the finest ingredients and work tirelessly at Purity to
ensure every pint delivers the award winning consistent quality that
our consumers expect and demand,” concluded Halsey.
Pure and Simple

SIBA Midlands Region Champions 2016
Standard Milds
Springhead

Drop o’ the Black Stuff

4.0%

This porter is ominously dark but not heavy, with the
lingering finish of roasted barley. It is beautifully
smooth and easy drinking.
www.springhead.co.uk

Standard Bitters
Purity Brewing

Pure Gold

3.8%

Pure Gold is a refreshing golden ale with a dry and
bitter finish. Combined with citrus hops, and grapefruit.
A fruity malt, with delicious bitter finish.
www.puritybrewing.com

Best Bitters
Great Oakley Brewery

Tiffield Thunderbolt

4.2 %

This is a clear gold ale with a beautiful amber colour.
It has a hoppy and citrus nose and fruity with a very
pleasant bitter finish.
www.greatoakleybrewery.co.uk

Premium Bitters
Derby Brewing

Drop it like it’s hop!

4.5%

Several types of west coast hops are packed into this
American Pale Ale. Creating a clean, fruity and
refreshing beer with citrusy and pink grapefruit notes.
www.derbybrewing.co.uk

Strong Bitters
Slater’s Ales

Haka

5.2%

The sweet taste is balanced by an abundance of hops
to give a generous spiciness. It has a ripe generous
fruitiness with deep hop notes and a rich malt flavour.
www.slatersales.co.uk

Premium Strong Beers
Castle Rock Brewery

Guns of Navarone

10.3%

This premium strong beer has big pineapple and
stone fruit aromas as well as a refreshing, assertive
bitterness and tropical fruit taste.
www.castlerockbrewery.co.uk

Porters, Strong Milds, Old Ales & Stouts
Brampton Brewery

Brampton Mild

4.9%

Full of delicious coffee, toffee, and warm caramel
tones. This mild is dark, and packed full of gorgeous
roasted flavours.
www.bramptonbrewery.co.uk

Speciality Beers
Backyard Brewhouse

Coaltown

5.0%

Coaltown from Backyard Brewhouse is dark brown
in colour with a cream head. A fabulous aroma of
chocolate and roast malts.
www.tbb.com
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Award Winning Beers Crafted with a Conscience
Purity Brewing Co

When Paul Halsey and James Minkin
started Purity Brewing Co over 10 years
ago their mission was simple: brew great
beer, without prejudice, with a conscience
and with a consistency and attention to
detail, which is second to none. After 10
years those principles still hold true.

Having worked in the hospitality sector for years, Paul
and James spent years watching the world of wine go
from strength to strength as it changed from being a
commodity to something which became part of an
engaging conversation. People were interested in the
provenance, terroir, food pairing and story behind the wine
makers. Wine spoke to people in a way that nothing in the drinks
industry had done before, and that’s when Paul and James
realised what it was they wanted to do.

“We wanted to democratise beer and make
it spark conversation, but more than
anything we wanted to make beer more
accessible and capture the imaginations
of a younger and more vibrant consumer”
Fast forward 10 years and now Purity have far more than just
aspirations to hang their hats on. In 2016 alone Purity won six
global awards for their iconic beers Pure UBU, Mad Goose, Pure
Gold, Saddle Black, Longhorn IPA and Lawless Lager to add to a

long list of accolades borne out of recognition for their dedication
to quality, sustainability and support for their local community.
Based on a working farm in the heart of the beautiful Warwickshire
countryside, Purity have put their money where their mouth is when
it comes to their commitment of brewing excellent beer with a
conscience. Purity’s brewery practices have been designed to be
both environmentally friendly and in some cases, such as their
wetland system, environmentally enriching.
As UK Sustainable Manufacturer of the Year (an award they are
rightly very proud of), Purity continually innovate to make their
brewing processes more efficient and support these efforts with
innovation around packaging and working practices both at the
Brewery and out on road. Purity do what they can to reduce their
waste with spent grain, hops and yeast all going to local farms for
feed and fertiliser, they naturally filter their wastewater through a
unique wetland system and use state of the art steam capture
technology to reduce the amount of water they use.

“We aren’t Eco-Warriors. We just want to brew
excellent beers, in a sustainable way. The
fact that we take our commitment to the
environment very seriously is merely a
reflection of our belief in doing things
right and brewing beer with heart and soul”
Alongside a dedication to sustainability has been an unflinching
dedication to quality. With its unique brewing team, led by French
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Head Brewer, Flo Vialan and American Quality Manager Aaron
Tuabman, the guiding principle has always been to brew
consistently great tasting and beautifully balanced beers that are
accessible to anyone and everyone.
Flo and his team use only the finest quality ingredients to
demonstrate an unflinching belief that “great beers shouldn’t cost,
they should pay”.

“Brewing great beers is relatively easy,
brewing consistently great beers is the
really hard part and that’s what we
excel at. We are proud of our beers,
proud of our awards and are equally proud
of the way we craft them with a conscience”
Although quality and sustainability were core to Paul and James’s
vision at the outset, so was elevating the status of beer as a great
accompaniment with food. Having worked closely with award
winning chefs in his days running the Milbank in Yorkshire, Paul
took his love of food into the world of beer.
Surmising that there were infinitely more beers that could be paired
with food than wine, he set about unlocking the secrets of food and
beer matching with Michelin Starred Chef, Andreas Antona. With
the hops in beer, being equated to the grapes in wine, Paul and
Andreas worked to map out the perfect combinations and lead the
field in Food and Beer pairing.
Today the pair still collaborate on their pairings at their successful
Purecraft Bars where beer and food have been paired to award
winning effect.

“Food and wine have become inextricably
linked and we thought,
why can’t we do that with beer!”
So with a business growing 40% year on year what does the future
hold? Quite a lot according to Paul, “Purity has seen fantastic
growth but with an increasingly competitive market we aren’t
resting on our laurels. We have invested heavily in our most
important asset recently, people, to ensure we are well positioned
for our next phase of growth.
We are expanding our geographical reach and have invested heavily
in the Brewery to increase capacity and capability, including the
installation of a new canning line.
We are also significantly upweighting our marketing investment,
including our sponsorship of Wasps Rugby Club and have a great
pipeline of innovation.
We have recently launched Pure Hopped Cider in partnership with
Westons and are shortly launching a new lower ABV, extra hopped
pale ale which has been getting fantastic feedback in recent trials.”
In the case of Purity, it seems life really is greener on the other side!

Paul Halsey and James Minkin
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Let there be Beer
Beer Hero

Rising from the ruins of a failed sports
pub, the Black Lion in Leighton Buzzard has
become a haven for lovers of great beer.
Ted Bruning finds out how the licensees
turned it into CAMRA’s Pub of the Year for
the area

Nikki Brodin had been assistant manager at the Merchants Inn in
Rugby for 10 years when the chain that owned it, Burlison Inns,
bought a pub in Leighton Buzzard. By that time Nikki and partner
Stev Stipanovich reckoned they were ready to run a place of their
own; and before long they were proud tenants of the Black Lion, a
failed sports bar on the Bedfordshire town’s high street.
So obviously the first thing they did was close it.
“It was Christmas. People thought we were mad,” says Nikki. “But
it’s only a small pub and trying to cram 10 giant TV screens and
countless speakers into it was mental. They didn’t really go with
the old oak beams and anyway, charging £2.50 a pint was
attracting the wrong sort. We had to tackle it head on.”
The truth is that the new landlord and landlady probably couldn’t
have run a sports bar even if they’d wanted to. And when the pub
reopened in January 2014 - January, as we all know, being the
best month imaginable for a grand reopening - the transformation
was so complete that somehow the timing didn’t matter.

The Beer is the Star
Nikki and Stev had decided to let the beer do the talking. They’d
stripped the place right back to its essential late 17th-century core.
The giant screens, the arrays of speakers, the pair of Sky TV satellite

dishes had all disappeared, of course; but so had everything else
that might interfere with human contact. Slot machines, canned
music, even food - all gone.
“It’s a community pub now and a very chatty one, because there’s
nothing else to do,” says Nikki.

“There’s a good early evening trade with pretty
sophisticated tastes. The later evening trade is
a really good mix, everyone from 18 to 80
just enjoying the beer and the conversation”
Instead of all the distractions, there was beer: eight handpumps
(Draught Bass, Nethergate Suffolk Best, Oakham Bishop’s Farewell,
and five guests); a selection of 80 bottled beers (since increased
to 110); and four draught lagers, three imports and Carling
(because beer civilians need at least one familiar sight to put them
at their ease).
“Gary Burlison (of Burlison inns) is a complete beer anorak which
means we get the most fantastic selection to choose from,” says
Nikki. At time of writing the Black Lion had served 1,600 beers.

Not only Here for the Beer
But although the Black Lion is the town’s leading beer pub by a
country mile, it’s not entirely about beer. Nikki and Stev keep
anything up to eight real ciders in bag-in-box (hoorah for bag-inbox!) and there’s also a range of artisan spirits including 15 gins.
“Leighton Buzzard is a commuter town, so there’s a good early
evening trade with pretty sophisticated tastes,” says Nikki.
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“The later evening trade is a really good mix, everyone from 18 to
80 just enjoying the beer and the conversation.
“We are THE beer pub here now; there’s a Wetherspoon, which is
popular with a different crowd, and since we started other pubs
have increased the number of pumps on their bars. But they’re all
tied and they can’t compete with us for choice, and because of
slow throughput their beer quality can be patchy. Our biggest
competitor has just two pumps - Abbot and a guest - which have
a good turnover and are always in superb condition.
“But we don’t have Guinness. There are other stouts, and Guinness
drinkers don’t complain.”

Bring Your Own
The pub also seems to have cracked the problem that has
challenged so many other town-centre bars: the lunchtime desert.
“We don’t do any food ourselves apart from snacks like pork pies
and sausage rolls from the fridge,” says Nikki. “I don’t think
there’s any money in food unless you’re prepared to do it properly,
and customers who might have less than an hour are wary of
slow service.
“Instead we let people bring their own food in at lunchtime,
which works really well for us especially in summer when the
garden fills up.”
The beer garden is actually the biggest in the town centre
and includes a barn, which is the venue for the Black Lion’s
regular festivals.

“Making the festivals fun attracts people who
aren’t necessarily great beer lovers but who
will come back if they’ve enjoyed themselves”

All the Fun of the Festival
“We do two beer festivals,” says Nikki. “February is a black beer
festival: in 2016 we had 30 firkins, all different, which sold out in
three days. The August bank holiday festival is always themed this year was Leighton Buzzard Farm when the whole garden was
turfed over and we had a tame bull people could ride; he was really
sweet! The year before was Leighton-on-Sea: we brought loads of
sand in and even had our own rock made for us in Blackpool.”
There’s also a cider festival in the barn in July with 80 ciders from
all over the country, including Virtual Orchard from Milton Keynes.
“Making the festivals fun attracts people who aren’t necessarily
great beer lovers but who will come back if they’ve enjoyed
themselves,” says Nikki.

Sign of Success
Soon after Nikki and Stev took over the Black Lion they acquired an
unwelcome notoriety following a joke that not everybody regarded
as harmless. They put up an A-board outside the pub offering a
radical solution to the problem of unruly children. The sign read:

“To avoid accident or injury to your child whilst the little darling is
running around this establishment... why not hand the little poppet
to a member of staff who will be happy to nail it to your table for
you.” The story was picked up by the national press, and the couple
found themselves the focus of entirely unwanted media attention.
“Since we started other pubs have increased
the number of pumps on their bars. But
they’re all tied and they can’t compete
with us for choice, and because of slow
throughput their beer quality can be patchy”
“It was hard for us at first,” says Nikki. “The media were on
the phone all the time asking if we abused our children. It was
very upsetting.
But Nikki and Stev had the last laugh. Once the furore had died
down everybody saw the joke for what it was. The offending Aboard was removed from the street to the garden where more
than two years later it remains. People even come and have
their pictures taken with it just as with Platform 9¾ at King’s
Cross. “It was unpleasant at the time, but it’s brought in custom
so we can’t complain,” says Nikki..
Nor, presumably, does she complain at two successive awards of
South Bedfordshire CAMRA Pub of the Year and real ale sales of
30-35 firkins a week.
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Be Wise after the Event
Beer Education

A recent article in a food magazine
reported there were 388 ‘food festivals’
held in the UK last year. They ranged from
sausage celebrations to cheese fayres,
oyster feasts to fruit festivals. Consumers
are inquisitive and excited about flavour,
they crave knowledge and know-how. They
are seeking out new experiences; there is
thirst for education and wisdom

No more so than in the beer world, which has undergone a
renaissance of colossal proportions in the last decade. We are
increasingly curious about this ancient, intoxicating liquid - the world’s
most imbibed alcoholic liquid. Consumers don’t just want to experience
different flavours - they want to know how they are created.
Pete Brown recently said that when he asked consumers what
ingredients went into beer, the most frequent response was hops.
Not malted barley, not water, not yeast, but hops.
But did these consumers know what hops added to beer? No. Hops
have become the achingly fashionable element of the beer
producing world, yet it’s the humble malt which provides the
fermentable sugar, body and backbone to beer.
So what do we do to address the age old issue of a little knowledge
being a ‘dangerous’ thing? People are thirsty for knowledge about
beer, and beer festivals don’t always provide education in the same
way that food festivals do.

Andrew Leman

Meet the Brewer
Meet the Brewer events in pubs and bars can be a perfect
showcase for getting consumers to understand the whole category.
Brewers are the celebrity chefs of this generation. Taking a few
simple ingredients, they can create a myriad of different flavours,
styles, strengths and formats with their skill and artistry.

“Brewers are the celebrity chefs of this
generation. Taking a few simple
ingredients, they can create a myriad
of different flavours, styles, strengths
and formats with their skill and artistry”
Andrew Leman, head brewer at Timothy Taylors, can hold a room
full of people captive talking through the four basic constituents of
Landlord whilst handing round Golden Promise malted barley and
baskets of whole hops.
He never assumes his audience already knows how beer is made,
he explains how heat, water, sanitation, skill and technology brings
the best out of the ingredients he works with to create a perfectly
balanced beer. He bows out to a hero’s round of applause and he’s
captured the imagination (and loyalty) of another bunch of drinkers.
This is a marketing dream…the creator explains his or her art to a
gathering of information hungry consumers who all become
disciples following the brand.
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Making a Meal of It
Food and beer matching events take this concept a stage further.
Early on, groups such as Dea Latis (the organisation formed to
change female perceptions of the way beer could taste) realised
that food and beer events were the perfect ‘gateway’ to changing
perceptions amongst non beer drinkers. They used their events to
show how food could complement the flavour of beer in a way that
wine couldn’t.

“People are thirsty for knowledge about beer,
and beer festivals don’t always provide
education in the same way that food festivals do”
The ‘There’s A Beer For That’ campaign has embraced the
versatility of beer with food, and launched some brilliant on line
forums and social media crusades to help educate consumers
about beer styles and the food they pair well with. This includes
their unique Twitter beer match service and live Beer Club events.

Fine Dining and Beer: The White Swan, Fence

The information to do all this is out there. Make your offering
different from the competition by following a few simple tips

Chef Tom Parker developed a menu designed to bring out
the flavours of the Timothy Taylors range of beers, assisted
by Beer Sommelier Annabel Smith.

Hire a Beer Sommelier to arrange and host a Beer and Food
evening (look at www.beeracademy.co.uk)

A five course meal matched with Timothy Taylor’s beers was
served to 50 guests at The White Swan at Fence

Involve food suppliers and use a Beer and Food event to launch a
new menu

Guests were welcomed with a glass of Ram Tam paired with
Walnut bread baked with the beer. There followed Pork
Canapés with Quince, and Lobster with Black Peas and
bergamot, both served with Golden Best.

Merchandise beer in the same way as wine - beer menus, beer
matches on the menu, staff recommendations. There’s a Beer
For That has useful beer style guides and Beer and Cheese
guide booklets

Multi award winning Landlord was served with Mallard
Duckling and clementine marmalade, followed by 2014
Champion Beer of Britain Boltmaker matched with Sticky
Beef cooked in Beer.

Speak to local brewers and organise a ‘tap takeover’ for an evening

The bottom line is this: every pub and bar has beer of some sort. It
might be mainstream, it might be niche. Virtually every pub and bar
has a food offering; it might be a Ploughman’s or gastro. With the
renewed fascination and interest in beer, the opportunity is there
to grasp. Launching a new menu? Give consumers an informed
choice between beer and wine with the dishes. Focused on
provenance and local produce? Work with local brewers and food
producers to create a really special menu to generate interest.
Finally, it’s not about cannibalising wine sales. It’s about offering
consumers a choice and discovering a whole new world of flavour.

The meal was rounded off with a Valahrona Chocolate
Pave and Ram Tam ice cream, served with Timothy
Taylor’s Ram Tam.
Annabel Smith, one of the UK’s first female Beer
Sommeliers, was on hand to guide the guests through the
flavour of the beers and explained why beer can be a
refreshing alternative to wine with food.
“Beer is a fantastically diverse drink with flavours ranging
from citrusy and fruity, to biscuity and malty. Tom really
understood the flavour aspects in each of the beers and
experimented with a number of different dishes before
coming up with the final menu. He hit the nail on the head
with every course.”
The White Swan is a Michelin Gourmand award winning
Timothy Taylor’s pub situated in the hills above Colne with
two AA Rosettes. Its reputation for outstanding food is well
known, and the Beer and Food evening was a sell out.
Tickets were priced at £55 per head.
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Champion Beers of Britain
Yorkshire Beer

Yorkshire has produced more CAMRA
champion beers than any other county so
we asked Annabel Smith, Beer Sommelier
and local lass, to find out what’s so special
about beer from her home county

The county of Yorkshire boasts a larger population than
the whole of Scotland, New Zealand or Ireland. It contains
three of the ten largest cities in the UK - Leeds, Sheffield
and Bradford, as well as a number of other major towns
and cities. It’s also the home (according to the latest CAMRA Good
Beer Guide) to an astonishing 144 breweries - probably more by
the time you’re reading this.

“It’s well known that Garrett Oliver of Brooklyn,
one of the drivers of the US craft ale revolution,
values Yorkshire beer ‘nous’ above any other”
Now, being Yorkshire born and bred, it may be that I have a
particular bias towards beers brewed in the region. As a Beer
Sommelier, I try to remain impartial to regional favouritism and
personal preference, but as I travel with work, I frequently get asked
the question: why do so many great beers come from Yorkshire?
And how they have stood the test of time?
I genuinely didn’t know the answer, other than to waffle vaguely
about the softness of the water. Researching this article, I felt quite
humbled by the responses from various brewers and became
acutely aware of how little I knew of my own county’s long
association with beer and why so many great brands have survived
well into the 21st century. What make Yorkshire beer so great?

Historic Reasons
First of all I needed a history lesson. Simon Theakston, Executive
Director at the beautifully picturesque T&R Theakston brewery in
Masham, North Yorkshire, eloquently explained the history of how
the brewing industry flourished in the county, along with a
geography tutorial.

“The history and geography of hop growing
in Britain meant that while southern beers
carried too much hop character and
Scottish beers carried very little
- just enough hops made it north to
Yorkshire, where the beers are just right”
“It has its roots in the history of the British Brewing Industry and
relates to the cost of production and the duty tax rates. The key to
it was the ability to source hops.
“Hops were first introduced into the UK from continental Europe in
the late middle ages, where ideal growing conditions for an
abundance of hops combined with the blandness of flavour created
from lager yeast meant that continental lagers had to contain a high
proportion of hops in order to have any character.
“British ale traditionally contained no hops and the incentive to brew
with hops was that by doing so a brewer would not need to brew
ale to a very high gravity because the hops provided an abundance
of flavour in addition to acting as an antioxidant. Thus, in the
absence of alcohol they provided an acceptable product at a lower
duty price - and were therefore more profitable.
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The highs and lows of the Landlord drinker

Landlord has the highest proportion
of drinkers who say it is their
favourite ale*

But the lowest proportion who
can ﬁnd it in their usual pub*

If you’d like to be the Landlord who serves drinkers
the beer they love, please call us on 01535 603139.

All for that taste of Taylor’s
*Incite Quantitative Consumer Pricing Study May 2015 (Over 2800 UK ale drinkers)
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Phil Saltonstall, owner and brewer at one of Yorkshire’s newer
breweries, Brass Castle in Malton, put this in its simplest terms:
“The history and geography of hop growing in Britain meant that
while southern beers carried too much hop character and Scottish
beers carried very little - just enough hops made it North to
Yorkshire, where the beers are just right”.
Simon Theakston continues, “Heavy industry in more recent
centuries ensured a demand for medium strength ale with a
sufficiently subtle hop characteristic to encourage significant
personal consumption of ale.
Overly hopped ale tires the taste buds too quickly. In the south there
were also other competing products for the same purpose, such
as wine from the continent, and cider from the West Country”

“This doesn’t happen by accident any more
than Australia being good at sports is an
accident. We compare what we do with
what others do. If it isn’t better we’re not
happy, so we do something about it until it is”
Tim Dewey, Chief Executive of the renowned Timothy Taylor’s
brewery, reinforces this theory.

North South Divide
“Beers in the south became noted for their very hoppy and flowery
content and typically a lower ABV of around 3.4% ABV. In contrast
however, in northern Britain, where hops were very much harder
to source, the only possible way of sustaining quality was by
brewing to a higher alcohol content, as alcohol acts as a
preservative. So plenty of Barley was required, and indeed grown.

“Yorkshire is an area that was formed on the traditional heavy
industries: industries such as mines, mills, and foundries. This was
thirst-inducing, relatively low paid work and thousands upon
thousands of workers needed their throats clearing, rehydrating
and a bit of ‘stress release’ before heading home.
Beer, as a nutritional salt replacing elixir fitted the bill perfectly, so
with these hard working souls creating the demand, the breweries
supplied in large volume, which led to the creation of so many
breweries. With the advent of so many breweries, came
competition, and competition forces quality”

Something in the Water
“It has its roots in the history of the British
Brewing Industry and relates to the cost
of production and the duty tax rates.
The key to it was the ability to source hops”
“Typically therefore, ale from the northern parts of Britain tended
to be more malty and alcoholic. If one were to assume that the
central belt of Scotland was the northern most limit of the most
populated parts of the UK and then draw a line half way across the
country between the central belt and the south coast of England,
one would have a line which today is nicely represented today by
the M62, the corridor from east to west of England straight through
the heartland of Yorkshire (and Lancashire).
“This is where historical beer production became the half-way
house in style to the north and the south, the perfect balance
between malted barley and hops”

So is it all about Yorkshire’s ‘millstone and grit’ background? Surely
other counties went through similar industrial upheaval and
produced equally great beers for the masses?
Well maybe Yorkshire is lucky in having a valuable resource right
on its doorstep: the water quality. Tom Fozard, from Rooster’s
Brewery in Harrogate told me:
“Soft water is ideal for brewing pale ales and we are fortunate that
the seven rivers that run east off the Pennines provide the county
with different water profiles, most of which is soft.
Famously known for producing bitters, more recently Yorkshire has
been producing some of the best pale ales in the world”.
Tim Dewey agrees: “If we turn to Timothy Taylor’s, where does it sit
in the brewing landscape? Right in the centre or sweet spot, where
the water and therefore the beer’s sweetness and balance push
everything towards fantastic beers”
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No Corners Cut
In a county of people renowned for being ‘tight’ with money, its
breweries have been adamantly reluctant to cut corners with
production techniques and cheaper ingredients. This is a badge of
honour for brewers in the county to ‘produce the best beer, not the
most beer’, comments Dewey.
So, there’s a grand heritage, great brewing liquor, attention to
quality ingredients, but it still doesn’t answer my question: Why
is Yorkshire beer world renowned to this day, in a highly
competitive industry? What differentiates its breweries from those
around the world?

The Competitive Edge
This is where things start getting interesting. A common thread
started emerging about the desire to create better beer than any
other county or country, a strong streak of competition.
Denzil Vallance (who always delights me with his maverick title of
Supreme Overlord of Great Heck Brewery in Selby) put it in no
uncertain terms when talking about how great Yorkshire is at
brewing beer.
“This doesn’t happen by accident any more than Australia being
good at sports is an accident. We compare what we do with what
others do. If it isn’t better we’re not happy, so we do something
about it until it is.
“A few years ago our Citra beer was very popular, it had just won
the Market Town Taverns beer award and everyone was always
telling me how great it was. One day I had a pint of a similar beer
from a North Eastern brewery and it was better than ours. I had a
second pint, subjecting it to analysis, then went back to the brewery
and re-did the recipe so that ours was better. The Aussies do
something similar on the rare occasions they get beaten at cricket”.

SIBA North East Region Champions 2016
Standard Milds
Rudgate Brewery

Ruby Mild

4.4%

A mild ale with a sweet, yet also slightly smoky
aroma of strawberries, giving a soft, rich, complex
flavour.
www.rudgatebrewery.co.uk

Standard Bitters
York Brewery

Blonde

3.9%

A pale, golden beer, creamy and fruity with hints of
citrus. Citra hops give the beer a light bitterness, with
hints of tropical fruit and citrus after taste.
www.york-brewery.co.uk

Best Bitters
Black Sheep Brewery

Special Ale

4.4 %

Black Sheep Special Ale is a powerfully flavoured pint
that packs a punch with rich fruit aromas and a
distinctively smooth, bittersweet taste.
www.blacksheepbrewery.com

Premium Bitters
Cullercoats Brewery

Pilot

4.8%

Pilot has aromas of lemon and spice, and it is also
known for its marmalade flavour. It has a wonderfully
refreshing, clean and crisp taste.
www.cullercoatsbrewery.co.uk

Strong Bitters
Daleside Brewery

Monkey Wrench

5.3%

A smooth strong ale to suit all tastes, mid brown to
ruby in hue with aromas of fruit hops malt and roast
malt together with some sweetness
www.dalesidebrewery.com

Coincidentally, and quite independently, Tom Fozard from Roosters,
used the cricket analogy as well…
“There is a genuine desire to improve on what already exists acknowledging tradition and heritage, but continuing to produce
the best beer we can, regardless of style. In cricket, they say that
if Yorkshire is strong, then England is strong. Perhaps the same can
be said for beer?”
So if it’s in Yorkshire’s genes to be better at brewing good quality
beers than anyone else, can this be passed on to future generations
and sustained? I’ll leave the last word to Phil from Brass Castle:
“True or not - the fame of Yorkshire beers has spread worldwide.
It’s well known that Garrett Oliver of Brooklyn, one of the drivers of
the US craft ale revolution, values Yorkshire beer ‘nous’ above any
other. He trained under Mark Witty (of Samuel Smiths) from
Harrogate, son of Bill Witty (of Big End and later Daleside breweries).
Plainly, Yorkshire was at the heart of the US beer renaissance”.
My lesson over, I’m far more well versed in explaining why
Yorkshire’s beers are world-renowned.

Premium Strong Beers
Harrogate Brewing Kursaal Imperial Stout

7.5%

Kursaal Imperial Stout is a rich bittersweet porter.
Giving you delicious espresso, liquorice and chocolate
flavours.
www.harrogatebrewery.co.uk

Porters, Strong Milds, Old Ales & Stouts
Great Newsome

Liquorice Lads Stout

4.3%

A black colour with a thin beige head. It has a rich milk
chocolate and liquorice flavour followed by a very
smooth, creamy, roasted finish.
www.greatnewsomebrewery.co.uk

Speciality Beers
Northern Monk

Northern Star

5.9%

The strong espresso aroma of Northern Star hits you
almost immediately. Milk chocolate and bitter coffee
are the focus of this full-flavoured mocha porter.
www.northernmonkbrewco.com
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Craft Brewing Since 1875
T&R Theakston

Once again there has been no shortage
of activity at Theakstons in 2016, and
2017 is shaping up to be yet another
busy and exciting year for the Masham
based brewers.

The growth in craft brewing has drawn huge interest to the
Theakston’s Masham brewery where the practice of craft brewing
continues as it has always done so since the ‘new’ brewery was
built in 1875.

The continuing growth in consumer interest in traditional
and now modern craft ales has fired a significant increase
in the number of new customers and new, modern craft
beers introduced during the twelve months, have proved to be very
popular indeed with consumers old and new to the sector.

A staff of eight under-brewers supported by a number two brewer &
Head Brewer Mark Slater continue to use the same brewing methods
as when the brewhouse was constructed over 140 years ago. All
done by hand, all of Theakston cask & now craft ales are brewed in
this way using some of the original brewing vessels, including the
famous Theakston Mash tun, a doughty vessel built to last!

Theakston’s brew the world famous
Old Peculier, one of only few
beers with genuine pulling power

The Standard Bearer
Theakstons have earned an enviable reputation over many
generations as the standard bearer for the best of English ale brewing
and it is the consistency of their approach that pays dividends. As
Executive Director Simon Theakston explained, “The feedback we get
from the trade suggests that increasing numbers of licensees and
consumers are reassured by the name of Theakston, combining as
it does both a reputation for quality and innovation. Theakston beers
can be relied upon to deliver a significant benefit to licensees;
instantly recognisable by the increasingly knowledgeable consumer
and reassuringly reliable in quality consistency and marketing support
for growing numbers of customers.”

Still Done By Hand

Theakston’s brew the world famous Old Peculier, one of only few
beers with genuine pulling power. Licensees all over the country
make a virtue of the fact that Old Peculier is on sale and willingly
testify to its consumer attraction. Other cask beers include Best
Bitter, the quintessential English Bitter and also Lightfoot, a beer
that appeals to those new to the cask category.

Modern Craft
The new modern craft portfolio includes Barista Stout, a delicious
coffee stout with a growing fan base. Additionally Theakston brew
a new-world Peculier IPA craft keg beer, which, at 5.1% punches
well above its weight. The latest addition to the portfolio is
Theakston Peculier Pale Ale, a beer based on an historic recipe but
with the addition of two US hops, El Dorado and Summit hops.
With more in the pipeline for 2017, Theakston is one very busy
craft brewer!
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Ale at the Junction
Cask Champion

It’s a pretty little town, is Otley, all grey
Yorkshire stone with its sett-paved
market square and even the odd properly
cobbled street
It’s the centre of some good walking country, too - flat
walks along the banks of the Wharfe, or something more
rugged amid the woods and crags of the Chevin. And with
Leeds no more than a dozen miles away, it’s a popular
destination for day-trippers.

What this means is that despite a population of no more than
16,000, Otley has 20 pubs - not the greatest number per capita in
the country, but given how compact the town centre is it’s a very
competitive environment. To make matters trickier there’s little
accommodation in the town; so although it might fill up on a nice
day, the 20 pubs have to rely on locals for their evening trade.
There are two ways to do well in a crowded trading environment:
do everything but do it all very well, or specialise. When Tony and
Melanie Grey and their son Robert took over the Junction Inn in the
town centre 11 years ago, they decided that the sensible option for
a one-room pub was to specialise. In beer.

More Beer Please
“We increased the number of handpumps from 4 to 11 soon after
taking over,” says Tony. “It was a very big jump and a fine balancing
act between variety and quality. But the pub was already selling a
lot of beer, and we were able to increase its trade by 50% pretty
quickly, so we knew the potential was there to turn over enough to
ensure its quality.”

Word of mouth quickly brought the town’s beer cognoscenti flocking
to the Junction: it went straight into the Good Beer Guide and has
remained there ever since. As Scottish & Newcastle tied lessees,
though, the Greys couldn’t offer the Aladdin’s cave of microbrewery
beers that free-of-tie ale specialists were able to entice their
customers with.

“We increased the number of handpumps
from 4 to 11 soon after taking over.
It was a very big jump and a fine
balancing act between variety and quality”
“At first we had a very tight range of beers we could stock,” says
Tony. “Then I accessed Waverley TSB’s guest list so we could offer
a wider range than the standard. But it wasn’t until Waverley TSB
(S&N’s distribution arm) went down that we got our current deal of
two free-of-tie brewer’s barrels a week, and it comes at a cost our rent is an eye-watering £1,000 for a one-room pub!”
The regulars from Heineken are Timothy Taylor’s Landlord,
Theakston Best and Old Peculier, and St Austell Proper Job. The
biggest seller, though, isn’t supplied by Heineken: it’s Timothy
Taylor’s Best, which Tony resolutely refuses to call “Boltmaker”.
“Proper Job is a bit of an anomaly because we prefer to stock local
beers and St Austell is about as far from Otley as you can get,”
says Tony.

Under Old Management
The Greys’ 11-year tenure at the Junction is so unusual that Tony
advertises the pub as “under old management”.
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The trading landscape in Otley has changed a bit since they arrived:
there’s a Wetherspoon; the Old Cock used to be a cafe; and Otley
Brewing has its own taproom. “The only brewery-tied house here
belongs to Thwaites, but the rest are mainly pubco leases with
reasonable guest-lists, so most other landlords can now offer as
wide a range as us if they want to,” says Tony. “What we try to do
is beat them on service.”

“Word of mouth quickly brought the town’s
beer cognoscenti flocking to the Junction:
it went straight into the Good Beer
Guide and has remained there ever since”
The pub’s food offering is a good illustrator of the Greys’
concentration on service. In theory there isn’t any food. Lunchtime
customers are welcome to bring in sandwiches from the bakery
next door, but that’s it. Except that most evenings (and Sunday
lunchtimes) Tony hands round platters of what he calls “Yorkshire
tapas” - snacks among which sausages, black pudding, and
Yorkshire cheeses figure heavily. The food is free, but for Tony the
chance to mix with the customers is well worth the expense.

The Personal Touch
“Handing round the platter is a great excuse to come out from
behind the bar, and by doing that I get to know them personally and
find out what their requirements are,” says Tony. “For instance, we
have some regulars who I discovered were coeliacs, so they get
gluten-free bread and crackers for their cheese and I keep some
gluten-free beer for them.
“The size of the operation makes it possible for me to buy in very
small quantities of special items: we’re very friendly here and we
can afford to spend time with people, and we have the discretion
to offer the little individual touches that employees in a big chain
can’t. And it’s all done with the greatest of good humour.”

“Tony hands round platters of what he calls
“Yorkshire tapas” - snacks among
which sausages, black pudding,
and Yorkshire cheeses figure heavily”
Alongside the great beer and free food, regular live music helps
boost the Junction’s evening trade, and a very enlightened attitude
to premium spirits helps pay that eye-watering rent. The pub stocks
40 malt whiskies, 25 new wave artisan gins, 10 Cognacs, and eight
rums. Spirits like this tend to be end-of-evening impulse buys, but
Tony keeps them moving by charging a reasonable price.

The Heart of the Community
The final ingredient in the Junction’s success is its high profile in
the community. The pub’s a great charity fundraiser, and its
spectacularly colourful hanging baskets have helped propel Otley
to a series of Yorkshire in Bloom medals. Tony spent his own money

and an awful lot of time dealing with council bureaucracy to make
sure the town looked its best when the 2014 Tour de France passed
through by getting a mural painted on a very prominent derelict
gable-end.
And then there’s the pub’s world toilet stardom. “Otley is short of
public toilets and people were always coming in and asking to use
ours,” says Tony. “Eventually we put up a sign saying our toilets
were open to the public. As a result I got interviewed by the local
radio, and then suddenly Radio 4, Channel 4, the Guardian, the
Telegraph, even the Western Australian Broadcasting Corporation
were on the phone doing stories about us!”
There isn’t much justice in the world, but if global fame isn’t a fitting
reward for good service then what is?
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Quality Matters at the Maltings
Beer Pioneer

Simon Jenkins visits York, where a once
disreputable pub is now firmly established
one of the stars of the local beer scene.
“I call this my greenhouse,” says Shaun Collinge, ducking
through a tiny door beside the bar and leading the way
down a narrow flight of stairs.

The cramped cellar is stacked with casks and kegs on either side,
some connected by a tangle of pipework to the handpulls and fonts
upstairs, others racked and ready awaiting their turn.
“This is my domain,” he says, and likens the care he takes over his
beers to a gardener nurturing prize plants. All this in a space where
he constantly stoops his six-foot frame to avoid banging his head
on the ceiling.
Shaun and wife Maxine have been at the Maltings for the past
24 years. “It used to be a bit of a dive,” says Shaun, who was
rather surprised when his “formidable mother-in-law” Anita
bought the place.

Over a Barrel
Having paid a deposit to the owners, Bass, Anita struggled to raise
the remainder. “The pub had a dreadful reputation - and no-one
would lend us the money,” says Shaun. Eventually they borrowed
from Bass themselves, a deal which meant they initially had to stock
Bass Light, Stones and Worthington.
It was at this point that serendipity played a little part in kickstarting the Maltings’ meteoric rise. “I always wanted a house beer,
a Yorkshire-brewed bitter with a good personality, something

reliable we could always fall back on.” After his plans to stock
classic Landlord were knocked back, the county’s newest brewery
came calling. “I was pretty desperate and I think Black Sheep were
pretty desperate too,” says Shaun. “They’d only just started
brewing and back then it was hard for new brewers to get a
foothold in the market.”
Shaun agreed to take a chance on this new beer in return for the
brewer paying for signage outside. Almost a quarter of a century
on, local favourite Black Sheep Bitter remains the house ale.

“We can do 30 or 40 different beers every
month. We always have at least
one mild, one stout and six still ciders”

Traditional Meets Modern
The Maltings retains its traditional tavern ambience, with tiled
floors, simple wooden furniture, and a fascinating array of
enamelled signs for products long forgotten. “We have no piped
music, no TV, no alcopops or high street brands, no two-for-ones
or happy hours. I didn’t want to trade to the 18-25s - and we
hardly have any trouble.”
Even so, the pub has taken the modern drinking culture to heart:
“Customers’ tastes have changed and the products available to us
have changed,” says Shaun.
Alongside Black Sheep, there are two permanent cask ales, both
sourced from close by. Guzzler (3.6%) is an entry-level pale ale
from York Brewery; Yorkshire Sparkle (4%) a clean tasting citrussy
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light golden ale from Treboom Brewery in nearby Shipton-byBeningbrough. Beers from Knaresborough’s Rooster’s Brewery
rotate on another pump.

crystal clear. I can have the best beer in the world but if I’m serving
it in a dirty vessel, what’s the point? You can cut these corners for
short-term gain, but this will lead to long-term loss.”

Shaun sources beers from across a wide area for his other four
handpumps and four keg lines and the turnover is such that the
choice changes regularly. “We can do 30 or 40 different beers every
month,” he says. “We always have at least one mild, one stout and
six still ciders.

“Little notes on the back of each pumpclip
and beside each beer font give them
useful information about each of
the beers on the ever-changing range”

“The ingredients which go into these beers
obviously have an effect on the cost - and
that impacts on the price at the bar.
If people like what we do they
don’t mind paying a bit more for quality.”

The Quality Issue
“The brewing scene has absolutely exploded. There are people
out there making some really extreme stuff and some customers
are gravitating towards something stronger - as long as the
quality is there.”
Quality crops up several times: “All I want from breweries is quality
and consistency - and some start-ups struggle with that.” When
pressed to name some of the best-performing newer breweries,
Shaun cites Tiny Rebel from South Wales, Huddersfield’s Magic
Rock, and new Leeds brewer Wild Child: “We’ve tried to embrace
the whole culture without spoiling what we’ve built up over 20
years,” he says.
And Shaun isn’t afraid to charge a premium price; Black Sheep is
£3.50 a pint, but for some of the really strong keg beers it can be
as high as £9. “The ingredients which go into these beers
obviously have an effect on the cost - and that impacts on the
price at the bar. If people like what we do they don’t mind paying
a bit more for quality.”

“I can have the best beer in the world but if
I’m serving it in a dirty vessel, what’s the
point? You can cut these corners for shortterm gain, but this will lead to long-term loss”

Getting the Glass Right
And he’s been at pains to find the appropriate glassware to serve
this smorgasbord of beers: “I wanted to be sure that nucleated
glasses, which are ideal for carbonated beers, aren’t detrimental
to real ale. The company which makes them is French, so they
were a bit puzzled by the question, but after a week they
confirmed it was fine. So now we serve virtually all our beers in
nucleated tulip glasses.
“When it’s busy you don’t want staff to be scrabbling around trying
to find the right glass for each specific beer.
“We also use Renovate with every wash to make sure they’re

Beer Knowledge
And Shaun’s long-serving staff further underpin the Maltings’
continued success. Little notes on the back of each pumpclip and
beside each beer font give them useful information about each of
the beers on the ever-changing range. “People want to know where
it’s from, is it dark or light, malty or bitter or suitable for vegans. If
you can answer those questions and give people information and
advice, it really makes you seem professional.
“We want customers to like what they’re drinking, so we’re always
happy to offer them a sample first. It does two things - it means
they have a good night, drinking a beer that they enjoy, but it also
means that they go away feeling that they’ve been looked after.”
Simon Jenkins is an award winning beer writer and beer correspondent
for the Yorkshire Evening Post @jenkolovesbeer
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Brewers Great and Small
North West Beer

Mark Briggs says there are a plethora of
outstanding breweries “oop north”
producing a miscellany of beer styles and
brewing methods that will keep the most
discerning of beer drinkers on the hop

A micro brewery of lesser proportions, is the Mad Hatter Brewing
Company. A Liverpool brewer, founded in 2013 by Gaz Matthews
and Sue Starling. Based in the Baltic Triangle area of the city. They
have a small, two and a half brewery barrel operation. However,
small is beautiful when you taste the quality of their bottled beers.

Not too long ago there wasn’t much demand for an
eclectic range of beer styles. However, in recent times,
due to the continuing popularity of cask conditioned beers,
our palates have become more diverse. Beer aficionados
are now seeking out more than the traditional styles, and
brewers - old and the not so old - are only too happy to satisfy the
growing demand.

Their range of beers are typical of the innovative and new wave
brewers we are now seeing nationally. Producing many that are
boozy, high abv beers, influenced no doubt in part, by the American
brewing revolution.

One such brewer responding to that demand is Lancaster Brewery.
They are now one of the largest micro breweries in the North West
of England. They moved to a swanky new brewery in 2011,
situated on the Lancaster Leisure Park, in order to cope with
demand - a far cry from the run-down old shed they brewed from
in the beginning.
The new development also boasts a Tap House watering hole. Here,
their range of tasty tipples are on offer. They include their best seller,
Lancaster Blonde. A malty and citrusy delight, with a long dry
aftertaste. However, the Lancaster Black is my personal favourite a classy, flavoursome stout. Chocolate, roasted malt and dark fruits
are all detected. Surprisingly refreshing too.

One example being their ‘Return To Madness’ IPA. An imperial
strength slurp, at a whopping 11%. The tropical fruit laden
flavours married perfectly with the hefty hop hit, it certainly has
the wow factor.

“The much acclaimed ‘Pendle Witches’
brewery continues to carve out a successful
path, both regionally and nationally”

More from Moorhouse’s
Meandering across the region, in an easterly direction,
Moorhouse’s, Lancashire’s largest independent brewer, is my next
beery destination. Their weekly production of 500 brewery
barrels(144,000 pints) is in stark contrast to the previous port of
call on Merseyside.
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The much acclaimed ‘Pendle Witches’ brewery continues to carve
out a successful path, both regionally and nationally. The Halloween
period was once again hectic to say the least. Head brewer, Dan
Casaru said: “Its gets busier year on year. In one five day period
prior to Halloween, we brewed over 230,000 pints.”

“Moorhouses have teamed up with Manchester’s
legendary indie rock icons, New Order,
to brew Stray Dog, a refreshing and
citrusy, premium strength golden ale”
Dan went on to add: “As well as the demand for our cask ales. We
have seen increasing popularity for our bottled beers. We have just
won national contracts with supermarkets, Aldi and Morrisons. The
latter will stock Blond Witch while Aldi will stock White Witch.
“The White Witch brand, now a core beer, goes from strength to
strength, both in cask and bottle. It recently won the gold medal at
the British Bottlers’ Institute awards, down in London. Pendle Witch
scooped a silver medal. And Blond Witch landed a diploma.”
Moorhouse’s also appear to have struck the right note with a
collaboration beer they launched nationally in September. They
teamed up with Manchester’s legendary indie rock icons, New
Order, to brew Stray Dog, a refreshing and citrusy, premium
strength golden ale, with a malty and soft tangy-bitter finish.

Little Big Clock
A few short miles away in Accrington, is another one of the
burgeoning microbreweries making its mark on the brewing
industry. The Big Clock brewery is situated just a short stroll from
the town centre and is housed within the confines of the awardwinning Grant’s Bar.
The man at the helm is owner and chief brewer, Justin Grant. His
bar, situated in front of the six brewery barrel kit, profiles all the Big
Clock beers.

SIBA North West Region Champions 2016
Standard Milds
Blackedge Brewing

Dark Mild

3.9%

Blackedge Brewing have produced velvety mild with
roasted barley flavours and rich undertones of
chocolate coffee and liquorice.
www.blackedgebrewery.co.uk

Standard Bitters
Borough Brewery

Pale

3.7%

A distinctive citrus flavour and crisp finish are
created by an epic hop combination of Chinook and
Cascade.
www.theboroughbrewery.co.uk

Best Bitters
Barngates Brewery

Tag Lag

4.4 %

A golden ale, with a fresh spicy hop aroma, fruity
bitterness which builds to a refreshingly dry finish.
Satisfying and moreish.
www.barngatesbrewery.co.uk

Premium Bitters
Blackedge Brewing

Blonde

4.5%

A full flavoured, full bodied Blonde Ale. It is well
hopped to give bold grapefruit flavour and citrus
essence.
www.blackedgebrewery.co.uk

Strong Bitters
Hooded Ram Brewing

Mosaic Single Hop

5.0%

A crisp light ale with rye malt to give a dry taste with
the most amazing hop ever. Flavours of passionfruit,
and green mango
www.hoodedram.com

Premium Strong Beers
Front Row Brewing

Obolensky

7.3%

Aroma of roasted malts, molasses, some dark fruits,
slight liquorice and subtle chocolate. Taste of dark
fruits like raisins and figs, and subtle chocolate
frontrowbrewing.wordpress.com

Porters, Strong Milds, Old Ales & Stouts
Brewsmith Beer

Oatmeal Stout

5.2%

A full bodied, richly textured stout. It has a well
balanced bitterness. There are coffee, liquorish,
blackcurrant and citrus aromas.
www.brewsmithbeer.co.uk

Speciality Beers
Blackedge Brewing

Ginger

4.5%

A deep golden colour brewed using British hops and
lots of fresh root ginger. Well balanced with orange
& ginger flavours and spicy ginger aroma.
www.blackedgebrewery.co.uk
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Justin’s innovative brewing skills produce an eclectic range of ales.
PALS at one end of the range, is the best seller, a lightly hopped,
fruity golden ale at 4%. At the top end of the brewing scale is
Ghost, an imperial stout at a stonking 7.5%. A near-black beer
with dark berries in the winey aroma, it leads to a melody of
flavours. Milky chocolate, blackcurrant, sultanas and subtle treacly
notes are all detected.
Making our way south we come to Manchester, a city that boasts
almost fifty micro breweries producing a slurpacious range of
diverse craft beers. The rise and rise of these artisan brewers
appears unstoppable as they continue to stamp their imprint on the
craft beer scene, both regionally and nationally.

Marble and Metal
One of the most established micro brewers is the Marble Brewery.
They started their brewing operation at the rear of the Marble Arch
pub on Rochdale Road, in 1997. However, due to the increased
demand and growing popularity of their beers, the brewery had to
expand. Relocating in 2009 to a twelve and a half-barrel capacity
operation, housed under a railway arch on Williamson Street, a short
distance away.
They brew some awesome beers, no argument. Their most popular
offerings include: Earl Grey IPA(6.8%); Lagonda IPA(5%) and
Chocolate(5.5%).
Head brewer, James Kemp, is the man at the helm. He came to
Marble with a rich pedigree, having previously been the head
brewer at Buxton Brewery. Prior to that, he had brewed at
Thornbridge and at Fullers.
James is currently brewing a range of more modern styles. They
include an American pale ale, Built to Fall, a West Coast style IPA,
Damage Plan and an imperial pilsner, Into the Void. The latter is
named after a Black Sabbath song. The trio form part of the
brewer’s ‘Metal Series’ - James is big heavy metal fan.

Cloudwater
Another vibrant and innovative brewer is the Cloudwater Brew
Company, who claim to specialise in modern, seasonal beer - and
they certainly do!
These are not just ‘seasonal’ beers, they are beers brewed
according to the changing seasons, using seasonal ingredients that
also reflect the change of mood and lifestyle that comes with each
new season.

“Not too long ago there wasn’t much demand
for an eclectic range of beer styles.
However, in recent times, due to the
continuing popularity of cask conditioned
beers, our palates have become more diverse”
The relatively new craft brewer was also involved in a landmark
moment on the Manchester beer scene earlier in the year when
they joined forces with one of the city’s oldest family brewers,
JW Lees.
This collaboration produced MCR Fold. A robust, spicy, well hopped
and citrus laden ale, it was the official beer of Manchester Beer
Week held in June, an event that was inspired by the vibrant family
of Manchester’s brewers as a way of encouraging traditional cask
ale drinkers to try the new wave of beers, and the new generation
of ‘hipster’ beer drinkers to discover the quality and heritage on
offer from the long-established independent family brewers

Real Troopers
From one of the newest to one of the oldest - we couldn’t look at
the North West brewing scene without checking in with one of the
region’s most traditional brewers. Robinsons has been based in
Stockport for almost two centuries. They were one of the family
brewers that wouldn’t be cowed by the ‘big six’ national brewers
in the seventies when they were intent on derailing the more
traditional beers and pushing cask conditioned ales into the sidings.
Thanks to CAMRA and the commitment of these family brewers,
this brewing method never hit the buffers and Robinsons today
continue to roll out quality ales.
One of their recent successes was the premium British ale, Trooper.
This collaboration beer with iconic rock band, Iron Maiden is a
malty, floral and citrus flavoured delight with a soft mouthfeel and
a pleasant, subtle, bitter hopped finish.
I hope this trek through the North West region has given some
sense of the importance, passion and skill of our respected
breweries. Traditional and new age, large and small, they represent
a cross section of the tremendous range of brewing styles available
to licensees that want to offer their customers a pint of what’s best
from the North West.
Mark Briggs, @realaleupnorth, is the beer correspondent for the
Lancashire Telegraph and blogs at realaleupnorth.co.uk
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A Sensation of the Seasons
If you’d asked me two years ago where I thought
Cloudwater would be in two years time I don’t think I’d have
had a clue what to say.

Cloudwater Brew Co

It’s hard to believe that Cloudwater is less
than 2 years old, and already their
contemporary, seasonal beers can be called
iconic. How did that happen? We asked
co-founder, Paul Jones

by the smartest decisions we could take, moment after moment,
day after day.
Criticism, for everything from being adequately financed to caring
about visual presentation, hasn’t kept our feet on the ground (we’re
already self critical, mature, and humble enough for that not to be
necessary), but it has driven us to disprove a handful of nay sayers
whilst we work hard to delight thousands that resonate with our
values and taste.

We were all flat out exhausted transforming a surprisingly
empty pair of warehouse units (with not even a single plug
socket or tap outside the office block) into a brewery fit for
brewing even better beer than we had initially hoped. Floors
were being scarified ready for epoxy resin and tiles, cables and
pipework installed, and specifications drawn up for our steam and
compressed air needs.

Future Evolution

Our first year continued at break neck speed, starting with a
national tour of seven of the best beer bars and pubs from Bristol
to Edinburgh, Manchester to London launching us to an
expectant crowd.

But there are mountains to overcome in our third year.

A combination of our professional connections, experiences, and
reputations, and to date the most open behind the scenes footage
and photos from our set up, built a buzz before we’d even mashed
in our first brew.
I don’t want to mislead you – ours is not a start up tale of
overcoming adversity (completed with hackneyed beer hero
myths), but a start up tale of vision and determination, propelled

As we near the two year anniversary since we started brewing,
which falls on the 14th of February 2017, we’re blown away to be
making friends with many of the people in the industry we’ve looked
up to for years, deeply proud that our steadfast focus on modern
seasonal beer and beer quality seems to be paying off.

The future holds many challenges before we turn the sort of
healthy profits that will help us strengthen our team and our
technical capability enough to keep up with our ambition and ever
higher goals.
With each passing season comes a chance for us to learn from
nature how to grow stronger – moving beyond acceptance of
conditions, moment by moment, we seek to be the best of what’s
right in front of us and within us, turning our vision and labour, the
hard work of hundreds of growers and farmers upstream, and
nature’s bounty, into the best beers we can produce.
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New Order

Moorhouse’s Hits The High Notes With Exciting New Brews
Moorhouse’s Brewery

Moorhouse’s – Lancashire’s leading
independent brewery- has ramped up
its national marketing with the roll out
of a collaboration brew with the iconic
New Order band.

a former seasonal. The year starts with Ice Witch (4.3%),
light, gold ale, single hopped with Citra for intense aromas of
tropical fruit, mango and pineapple. This is followed by
Moorhouse’s IPA (5.2%) in February, traditional British IPA style
beer with a modern twist.

Stray Dog (4.2%) was created at Moorhouse’s £5m stateof-the-art brewery by head brewer – and keen fan – Dan
Casaru after a series of tastings and named after a track
on the Manchester band’s new album, Music Complete.

“To support publicans, Dan’s brewing team
has also been busy crafting a raft of
exciting innovative seasonal ales for 2017
alongside the leading Lancashire
brewer’s six championship core ales”

Cask-conditioned ale, Stray Dog is brewed with three US
hop varieties for hints of citrus fruit and lychee, all
balanced by a subtle bitterness. It aims to appeal to both
craft and traditional ale categories along with New Order’s fan base
of both young people and loyal followers from their 1980s hey-day.
Following a successful launch with M&B pubs, the golden premium
ale is now available across the free trade nationally.

A Traditional Brewery
Moorhouse’s sales director Mark Boardman said: “Stray Dog is a
terrific addition to our award winning portfolio. It has been well
received with our own loyal followers, New Order fans, and in
today’s craft ale marketplace. We are a traditional brewery with a
very modern style, and Stray Dog has been developed by Dan
Casaru to champion this outlook. It demonstrates our real
determination to develop business with creative initiatives.”
To support publicans, Dan’s brewing team has also been busy
crafting a raft of exciting innovative seasonal ales for 2017
alongside the leading Lancashire brewer’s six championship core
ales - now including the terrifically popular White Witch (3.9%),

New brews include Moorhouse’s Irish Red Ale (4%) based on
the classic Irish red ale style and Azacca (3.8%), blond ale which
showcases the US Azacca hop, with hints of fruits and mango to
give a refreshing, big citrus, easy drinking beer.
In June Pendle Pilsner (4.1%) arrives brewed with Saaz,
Hallertauer, Mittelfrüh and Tettnanger hops with Bohemian Pilsner
malt and wheat malt based on the Bohemian Czech style lagers.
For Halloween we see the return of the ever popular premium
Ruby Witch (4.6%) while November welcomes the rollout of
Vanilla Cream Stout (4.5%) brewed with the New Zealand hop
Wakatu together with roasted barley, whole Madagascan vanilla
pods and crushed Sumatran coffee beans.
Supporting the brewing operation the sales team has been boosted
with the appointments of Stuart Thompson in Yorkshire and Stuart
Hayes for Cheshire, South Manchester and Liverpool.
Mark Boardman adds: “The two Stuarts further demonstrates our
commitment to developing our relations with publicans in our
northern heartland.”
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Moorhouse's - Boosting Trade

White Witch (3.9%abv) is now our fastest growing brand.
And it's boosting trade for publicans too.
Originally a seasonal ale, this moderate strength blonde beer is packed with flavour
to reflect our head brewer's skill - and deliver even more Moorhouse's magic on the bar.
Alongside our world acclaimed 'witches' brands, our talented brewers
consistently create innovative seasonal ales each month in a variety of styles.
Publicans can ring the guest beer changes in just one order.
All this backed with first class service, customer support - and that crucial
security of supply from Lancashire's leading independent brewer.

Contact sales on 01282 422864/416004
The Brewery, Moorhouse Street, Accrington Road,
Burnley, Lancashire, BB11 5EN
www.moorhouses.co.uk email:info@moorhouses.co.uk
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Bands & Brands & Rock n Roll

Bruce Dickinson

Rock Brands

Pete Brown life-long music fan, muses on
the natural affinity between rock bands,
beer and pubs

“It’s where all the counselling is done historically in the city centre,
and we’ve written an awful lot of songs connected with bar
culture,” lead singer Guy Garvey told me at the time.

Why do bands love launching beers so much?

“I get a lot of attention that I never used to get because of our
success over the last couple of years, but I drink regularly enough
in the same places that it’s not really that big of a deal to run into
me, even for a diehard Elbow fan.”

I’ve been a music fan all my life, far longer than I’ve been
interested in beer. As a teenager I wanted to grow up to
be a music writer. I failed. But now, so many bands are
launching beers it seems like I’ve been given a second chance.
Some observers around the music industry have quipped that
bands are now launching beers more often than they are
launching albums.
The first time this happened, it caused quite a stir. In 2011, Elbow
released a beer called ‘Build a Rocket Boys,’ the same name as
their fifth studio album, which it was designed to help promote. I
was lucky enough to interview the band about it for both the
mainstream and beer industry press.

Bands & Pubs
I found the band to be passionate on the subject of pubs. They
first met in a pub, and performed their first gigs in pubs. Despite
their now global fame, they still drink in the boozers around their
native Manchester.

“Our attitude to music-themed beers should
be positive rather than suspicious. They
create talking points on the bar, and bring a
certain audience to the pub a little more often”

Bands & Beer
Elbow weren’t exactly beer geeks, and I had the suspicion that their
involvement in the creation of the actual beer - a 3.8 per cent
golden ale brewed by Robinson’s, and fairly typical of the style in
the north west - was tokenistic.
But they did genuinely love their beer. Drummer Richard Jupp said
the one gig where they experimented without having beers to hand
“felt like there was a band member missing.”
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Since then Elbow have been followed by bands including Madness,
Status Quo, AC/DC, Super Furry Animals, Iron Maiden and most
recently New Order in launching new beers.
Take a look at that list, and a pattern emerges. These are all bands
that have been around for a while, whose core constituency is made
up of men of a certain age who were big fans in their youth and
still go to gigs, often with their kids these days. They also happen
to be the core audience of beer drinkers.

“At least the real ale bands turn up to the
brewery and put on hard hats for
photo shoots next to the mash tun...
It’s hard to imagine P Diddy at the
still, or Jagger trying out grape blends”

Brands & Beer
It’s good marketing to link music and beer. People who like one
often enjoy the other. And sometimes, the launch of a band beer
has more than a whiff of marketing expediency about it. (My stint
interviewing three clearly uninterested members of Madness - who
I adore - on stage for the launch of their first beer was one of the
most excruciating experiences of my career.)
Apart from the crossover of interest, pubs and music belong
together. Elbow are not the only band who were shaped by playing
in pubs, and a gig or festival is always enhanced by having a pint
in hand. It’s just a shame that the deals venues and promoters have
with big brands means you usually have to make a big compromise
on the beer you drink if you want to see your favourite band playing
live. And when music is now largely digital and an increasing
number of fans don’t see why they should pay for it, there’s an
argument that the band-designed beer bottle could become the
artefact a vinyl album sleeve once was.
It’s easy to be cynical. The middle-aged metal or indie band’s real
ale takes its place alongside Motörhead vodka and whisky,
countless hip hop vodka brands, and wines branded by Slayer, The
Police and the Rolling Stones. At least the real ale bands turn up to
the brewery and put on hard hats for photo shoots next to the mash
tun, and go through the motions of pretending they had some say
in the style of the beer. It’s hard to imagine P Diddy at the still, or
Jagger trying out grape blends.

taste blind, so he could ‘tell them what kind of thing he liked.’ He
did that, alright - and also correctly identified six of the ten beers
in front of him, something Robinson’s head brewer Martyn Weeks
says he could not have done himself. Dickinson then memorised
the script of the Robinson’s brewery tour so he could conduct show
journalists around the newly rebuilt brewery at the beer’s launch.
After speaking to him about the kinds of beers he likes, and then
tasting the beer, it was apparent to me that Trooper is far closer to
the kinds of beers Dickinson likes to drink than it is the beers
Robinson’s likes to brew.
Trooper went on to become the biggest beer in Robinson’s portfolio,
now sold in 55 countries worldwide. It’s succeeded precisely
because it was a genuine beer from the band rather than a
marketing gimmick. Dickinson understands what his fans want, and
doesn’t do anything at all unless he can do it well.
So it’s impossible to generalise about whether bands launching
beers is a good thing or a bad thing, a cynical promotional
exercise or a labour of love. There are examples of both, and of
points between.

“When music is now largely digital and an
increasing number of fans don’t see why they
should pay for it, there’s an argument that the
band-designed beer bottle could become
the artefact a vinyl album sleeve once was”
Overall, our attitude to music-themed beers should be positive
rather than suspicious. They create talking points on the bar, and
bring a certain audience to the pub a little more often.
But beyond that, they highlight a relationship that’s higher and more
meaningful than the commercial imperative that drives their
release. Beer and music both go back to the dawn of civilization.
Both help us define who we are, as individuals and as groups. Both
involve an element of ritual and of celebration. Both are present at
some of the greatest, most memorable moments of our lives. To
this particular middle-aged music fan and beer geek, music and
beer are the double A-side of the same coin.

“Beer and music both go back to the dawn of
civilization. Both help us define
who we are, as individuals and as groups”

Real Troopers
Some bands go much further than that. When Iron Maiden wanted
to launch Trooper, brewers Robinsons were concerned that it should
come across as more than just a gimmick. They tested lead singer
Bruce Dickinson with a flight of ten beers which they asked him to

Elbow
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What Are You Drinking?
Beer Ingredients

In the course of research for his new
book, Pete Brown travelled the world to
find out exactly what beer is made of, so
he could answer that all important
question, What Are You Drinking?

One of the greatest paradoxes I find in my life as a beer
writer is this: beer is the most popular alcoholic drink in
the world. Many people are increasingly interested in what
their food and drink is made of, and where it comes from.
Yet hardly anyone who drinks beer seems to be fully aware of
what’s gone into the brew in their glass.

“We’ve known that enzymes exist and
understood what they do for less than
200 years, but we mastered the process
of manipulating them over 10,000 years ago”
This first struck me years ago, when Carling ran a poster campaign
proclaiming that the lager was only made with the finest British
barley. I thought this was an interesting move on Carling’s part,
because it made me think slightly more of a beer I’d always
dismissed as cheap ‘cooking lager.’ But it seems I was in a minority.
Brand owners Molson Coors received complaints from Carling
drinkers that it didn’t taste as good now they’d started putting
barley in it. Apparently one disgruntled drinker said, “I don’t want
plants in my beer. Can’t you go back to making it out of chemicals
like you used to?”
(Carling has always been brewed with barley.)

More than Hops
The craft beer or real ale drinker is a little more discerning. They
probably know that beer is made from hops. They’re increasingly
likely to have favourite hop varieties. But ask them what else is in
their beer and they’ll often look startled. There’s something in there
as well as hops? Ask them to describe what a hop is or what it
does, and, unless they’re one of the growing but still relatively tiny
band of beer geeks, they’ll be equally confused.

“Get close to them and you fall under their
spell. It’s their precious essential
oils, concentrated in this plant
more than in any other, that pull you in”
Beer isn’t ‘made from’ hops at all. Hops are one of four core
ingredients, celebrated in 2016 by the 500-year anniversary of the
Reinheitsgebot, the German purity law that is no longer binding,
isn’t really 500 years old at all, has only ever been applied partially
and sporadically, and yet has still defined globally an idea of the
four core ingredients from which beer is made: malted barley, water,
hops and yeast.

A Voyage of Discovery
For me, the Reinheitsgebot celebrations in Munich last summer
formed the climax of a two-year journey exploring beer’s raw
materials. It took me to hop harvests on three continents, to
breweries around the globe, and behind the scenes of brewing, to
the farms, gardens, maltings and laboratories that form an amazing
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array of industries without which brewing couldn’t exist. I decided
from the off to forget all I thought I knew about brewing. It turned
out I was right to do so.
Let’s start at the beginning. If you want to make alcohol out of fruit,
it’s relatively easy: you let it soften and rot, and it will start to
ferment. Squeeze the juice from grapes or apples, wait a while, and
you get wine or cider.
Making booze from grain is much more difficult, because it’s
evolved complex defences to protect the natural sugars it’s carrying
from predators. Grain won’t ferment naturally. But thousands of
years ago, we figured out how to ‘modify’ the structure of grains,
particularly barley, to make beer.

The Miracle of Malt
Malting is one of the miracles of brewing. It’s all about the actions
of enzymes that convert long, complex starch molecules into
simpler sugars. We’ve known that enzymes exist and understood
what they do for less than 200 years, but we mastered the process
of manipulating them over 10,000 years ago.
You soak the grain several times, let it sprout, then dry it to halt the
germination, and you have little parcels of fermentable sugar ready
for brewing. It’s a complex and highly skilled process.
Dry it too aggressively and you kill the enzymes and caramelise the
sugars, meaning you won’t be able to get any fermentation from it.
But these cooked grains provide a variety of flavours and aromas.
This means that even a dark, rich stout will be brewed with around
90 per cent pale malt, so you can get a fermentation to happen,
but that extra ten per cent of speciality malts - toasted to give roast,
chocolate or coffee flavours - can completely change and define
the character of a beer.
Malt is massively overlooked in its contribution to beer. If beer is
‘made from’ any one ingredient, its malted barley rather than hops,
which are a relatively late addition.

“Water isn’t just the medium in which you mix
all the other ingredients together and let
beer happen: it’s a huge contributor to the
flavour and character of beer in its own right”

Don’t Forget the Water
But if malted barley is overlooked, water is usually ignored
completely, despite it making up 90 per cent of what’s in your glass.
Without water, you just have grains and weeds.
And water isn’t just the medium in which you mix all the other
ingredients together and let beer happen: it’s a huge contributor to
the flavour and character of beer in its own right.
Great beer styles such as stout in Dublin, Pilsner lager in the Czech
Republic and pale ale in Burton on Trent evolved because they
worked with the local water supply, and were suited to its pH,
hardness, and mix of dissolved minerals.

On the Hop
Hops are, of course, the glamour ingredient, the one people get
excited about. I set out to stick up for the other ingredients and
argue that hops weren’t as important as people think. But get close
to them and you fall under their spell. It’s their precious essential
oils, concentrated in this plant more than in any other, that pull you
in. Brewers, drinkers, and growers are always chasing the ultimate
freshness of hops, and that freshness is fleeting, fading from the
moment the hops are picked.

“Brewers often say ‘we just gather
the ingredients. It’s the
yeast that makes the beer.’”

Not Least the Yeast
Finally, yeast is the least understood of all the ingredients. Brewers
often say ‘we just gather the ingredients. It’s the yeast that makes
the beer.’ This microscopic fungi eats sugar and excretes alcohol
and carbon dioxide. But again, like water, it contributes flavour too.
And we’re really only beginning to understand how it works.
Beer is often dismissed as ‘just beer,’ something ordinary that
deserves to be taken for granted. In reality, it’s an extraordinarily
complex beverage that embodies a deep union between human
ingenuity and natural wonder. The first beer drinkers saw it is a gift
from the gods, its consumption as part of a sacred ritual. In many
ways, they had the right idea.
Pete Brown is one of the UK’s most respected beer writers. His book ‘What Are
You Drinking?’ is published in May 2017, but is available earlier to subscribers.
Subscribe at https://unbound.com/authors/pete-brown
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Strange Brew
Beer Ingredients

The licensee of my local is visibly
excited. She always keeps a few cask
ales on the bar but they are mostly,
shall we say, ‘conventional’. This week,
she’s got hold of a couple of firkins of
Titanic Plum Porter

Her enthusiasm for this exotic beer is rubbing off on
some of the regulars. Customers who generally opt for a
pint of the usual are prepared to give it a go and are
pleasantly surprised by the outcome. One of them, who
only ever drinks cider, expresses the view that he ‘could
down a few pints of that’. The perfumed, winey fruit notes have
clearly captured their imagination.
When I pop back the following week, the Plum Porter has gone.
Normality has returned but, for a few sweet, glorious days, the pub
was brimming with interest in beer and that was great to see. As a
flavour combination, a porter flavoured with plums works very well
and this beer is justly successful but, even more importantly - as I
witnessed - it causes a stir and becomes a focus of conversation
and that is always welcome in a pub.

The Spice Route
Recognising this, brewers are increasingly turning to unusual
ingredients to spice up their regular offering, hoping to catch the
eye of the adventurous licensee and their customers. These
brewers will stand or fall, of course, on the quality of their
day-to-day beers but, just like others might fire off a provocative

Tweet or controversial Facebook post, they sometimes need to
make a statement and be a little daring, and that’s where
unusual recipes come in.
As Pete Brown illustrates, the core ingredients that make up a beer
are hugely versatile in themselves. The flavours that experienced
brewers can conjure from water, barley malt, hops and yeast are
truly astonishing but the more innovative are now reaching into
other areas in the search for a striking product.

“I like the sound of Wild Beer’s chocolate and
salted caramel milk stout and Lost Industry’s
attempt to make a beer version of a Mojito
sour cocktail by adding lactose, lime and mint”

Added Ingredients
For a number of years, some have been adding coffee or chocolate
to their darker beers, working on the principle that these additions
will complement and enrich the natural coffee and chocolate notes
derived from roasted malt. When they hit the right balance, they
come up with a drink that attracts new customers without alienating
the beer traditionalist. The idea is now spreading to other
ingredients. CAMRA’s Champion Beer of Britain this year is Vanilla
Stout from Binghams, a brewery in Berkshire. The addition of vanilla
adds a creaminess to the dark ale and I can see why it wowed the
judges. For brewer Chris Bingham, however, vanilla is just one
exotic ingredient in a larder full of surprises. He has also produced
stouts laced with coffee, ginger and chilli.
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Getting Fruity with Hops
While dark ales, with their roasted grain and caramel notes, offer
obvious opportunities for flavour enhancement, this process can
also work with lighter beers.
Beers made predominantly with pale malt tend to provide excellent
showcases for hops. The lighter malt not only produces a pale
colour, it leaves less malt character in the beer, thus allowing the
hop flavours to shine through more vibrantly. The question now for
some brewers is how to take these hop flavours and, with a little
help from an ingredient outside the normal brewer’s box of tricks,
raise them to another level.
One answer has been to add fruit juice. Certain hops - particularly
those grown in the north-west of America - are famous for their
strident citrus notes. Varieties such as Cascade and Citra are
drenched in flavours such as grapefruit, lemon and orange. That’s
why we’re now seeing ‘grapefruit IPAs’, in which added grapefruit
juice complements the fruit flavours produced by the hops.

ale that includes blue-green algae or a Belgian beer featuring Cajun
spices, either.
And they keep on coming. In the last few weeks I have picked up
samples of a raspberry imperial milk stout, a salted liquorice porter
and a watermelon wheat. I know not all of them will hit the spot
but there will be some where the brewer’s magic has really worked
and something special has been created as a result.

“When they hit the right balance, they come
up with a drink that attracts new customers
without alienating the beer traditionalist”
Who knows where it will end? A pineapple and lemongrass pilsner?
Peanut butter and jelly mild? Strawberry shortbread ESB? Okay,
I’ve made those up but they may actually be out there somewhere,
turning drinkers’ heads and drawing them into pubs.
Plum Porter, although very good, seems rather tame by comparison.

In a similar vein, I was recently sent a beer called Juicebox by the
London brewery Fourpure. As well as featuring four varieties of
hops, it had been laced with fresh orange peel that boosted its zesty
aroma and bitter, pithy finish.

“The flavours that experienced brewers can
conjure from water, barley malt, hops and
yeast are truly astonishing but the more
innovative are now reaching into other
areas in the search for a striking product”

Tea Time
Another option for enhancing hop character has been to use tea. It
sounds a bit odd, I know, but when you consider that some hops
have a tea-like note and a tannin dryness, then that’s not out of
the question. If you use a tea such as Earl Grey, which is flavoured
with a variety of orange called bergamot, it’s obvious to see how
the citrus affinities can be accentuated, and breweries such as
Marble and Yeastie Boys have done just that.
It seems there is no limit to what can now be added to a beer in an
attempt to capture the attention of the drinking public. In the latest
edition of CAMRA’s Beer Knowledge, my book of beer facts and
feats, I incorporate a list of ‘strange brews’. It includes an avocado
ale from the USA, a rhubarb saison from Derbyshire and a carrot
beer from Australia.

Something Special
Some of the inventions are rather appealing. I like the sound of Wild
Beer’s chocolate and salted caramel milk stout and Lost Industry’s
attempt to make a beer version of a Mojito sour cocktail by adding
lactose, lime and mint. Definitely not on my target list, however, are
the beers that include squid ink, goats’ brains and bulls’ testicles.
I’m not too sure about the Coconut Curry Hefeweizen, an American

Jeff Evans is the author of So You Want to Be a Beer Expert?, the
Good Bottled Beer Guide and CAMRA’s Beer Knowledge. More of
his writing can be found at www.insidebeer.com.
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Well Crafted
Creating a Beer List

Choosing to have a craft beer list is an
easy decision for pub and bar operators to
make. Which beers to put on the list is not
so easy, Nigel Huddleston asks the experts
for their advice
One thing everyone seems to agree on is that the style of
outlet and the customer demographics are the prime
consideration.

Graham Archibald, sales director of craft beer importer
Morgenrot says: “It’s difficult to provide a blueprint for what
makes a good beer list as it will depend on the venue, its size, the
season, food offering and its customers.
“Having a varied selection is always beneficial, as consumers have
developed an appetite for diverse styles and are looking for
products which taste fantastic and have exciting back-stories.”

“No good beer list is without a fresh,
modern American or British IPA
and a session strength hoppy ale”
Finding a variety of beers isn’t an issue. But variety for variety’s
sake isn’t the same as compiling a good list, a mission which
requires a lot of thought rather than a scattergun approach.
Beers that tick boxes for trends but prove uncommercial because
they’re either too expensive or don’t come up to scratch on quality
are bad for business.

Finding a Balance
Jonny Garrett, marketing manager at specialist beer wholesaler
Cave Direct says “a good list is all about balance”, and suggests a
top quality, established German or Czech lager to anchor any range.
“Beers like Paulaner can offer a great price point to hit GPs but are
a world away from the poorly-made macro stuff that dominates the
area,” he says.
“You can then balance that across the bar, taking smaller profit
from more exciting breweries. This way you can offer lots of choice
while maintaining overall margins.
“We’ve built our list of breweries specifically to support this
approach, having a core set that we work with direct and get great
pricing on, and supporting that with fringe breweries and specials
we buy in on a weekly basis.”
Non-lager styles are a given for any pub that wants to be seen to
be taking beer seriously, he adds.
“No good beer list is without a fresh, modern American or British
IPA and a session strength hoppy ale,” Garrett says.
“While volumes are lower, not having them on a list will damage
your reputation as a serious beer location and lose you customers
as time goes on.
“Always have one dark beer or stout/porter and some craft beers
of varying strengths. We’d always recommend having a Belgian
beer on tap, something like Brugse Zot or similar, as they are great
food beers and have a loyal following.”

101

Gateway Beers
Mitchells & Butlers takes a horses-for-courses approach in is
different retail brands.
Procurement manager Ben Lockwood says: “In Harvester and Toby
Carvery we’re introducing craft beer to guests potentially for the
first time, so we’ve gone with more established brands such as
Brewdog or Camden that they’re more likely to recognise. They act
as a good gateway in to craft beer.

“In fridges is where you can really let loose
with some bigger ABVs and slower
turnover beers that will impress
customers even if they don’t fly out the door”
“Where our guests are more educated on craft beer we work with
breweries such as Siren to give them a real premium experience.
“Then in pubs or brands where we have explorer type guests
looking to be introduced to beers and styles they don’t see very
often or don’t know, we go and find the best liquids we can from
the UK, Europe, US and rest of the World, but always ensure they’re
accessible to the style.
A prime example is Sierra Nevada Otra Vez which was our first ever
gose style beer on draught in 115 of our pubs.”
Carlsberg’s Crafted portfolio allows the wary operator to take
sensible steps into their market through a portfolio of 70 beers,
featuring familiar names like Meantime and Sierra Nevada and
some less well known ones.
“The focus is on the UK because that’s where the interest is in the
market but we also have a lot of beers from the US because they’re
hugely popular too,” says Adrian Rigby, marketing manger for beer
and cider.
“Some specialist craft beer pubs have a constant stream of new
stuff because the whole ethos is about that. For them, brands like
Sierra Nevada or Brewdog might be considered to be relatively well
known but for others they still fall into the craft market.”

A Solid Base
David Jackson, chief executive of online beer wholesaler Eebria,
concurs. “You need to have a good blend which includes some wellknown brands that people feel comfortable with.
“Local beer is always very popular so a good range is important
there, and then you can move out from that with a rotational range
of seasonals and one-off specials.”
Martyn Railton, director of importer Euroboozer, which recently
added a range from Colorado’s Ska Brewing to its portfolio, says
pubs need to get a solid base on which to bolt on the more outthere stuff.
“The beers you’re going to sell most of are lagers, keg pale ale at
about 4.5% abv and pale and amber cask lines,” he says.

Keeping it Fresh
“Negotiate the hardest on these as they’re your margin makers and
sell them for a higher than average GP.
“This should give you a healthy overall GP while allowing you to sell
specials for a decent price, giving you a quick rate of sale to keep
the beer tasting as good as possible.”
Having designed a range, the next conundrum is whether, when or
how frequently to rotate draught lines.

“A good list navigates customers through a
range of slightly different styles and gives
people an idea of what things taste like.
The good operators do that really well”
“It’s really pointless striving for constant change and rotation,”
Railton argues.
“If you go into a decent bar with a good reputation, order a beer
from a brewery you’ve never heard of before, try it and it’s no good,
it decreases the level of trust you have in the bar.
“Nothing annoys me more than seeing beers in so called beer bars
where you know the quality is substandard but they are selling it
because it’s new or different.”
He suggests a balance between “quality big hitters” with
established reputations and “three or four rotating lines”.
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The Beer Academy is a major supplier of beer education to the
on-trade all the away up to the high flyers’ Beer Sommelier
accreditation.
Increasing numbers of operators are investing in staff education as
a means to sell more beer, while good suppliers are also feeding in
to the knowledge bank with courses of their own.
Graham Archibald, sales director at Morgenrot says: “Staff
members should be able to talk confidently about new arrivals and
have the knowledge to recommend food options to pair with.”

“A varied selection is always beneficial, as
consumers have developed an appetite for
diverse styles and are looking for products which
taste fantastic and have exciting back-stories”
Martyn Railton at Euroboozer agrees but says “keep it friendly”,
pleading: “No craft beer arrogance please.”
Lockwood at M&B says he asks listed brewers to provide a spec
sheet and a short, simple tasting video.

The Package
Garrett at Cave Direct suggests that packaged beer is really the
place to go for surprise and excitement.

He adds: “Nothing flash or War & Peace, but something simple that
covers the basics and also gets the personality of the brewery over
to the team members.

“In fridges is where you can really let loose with some bigger ABVs
and slower turnover beers that will impress customers even if they
don’t fly out the door,” he says.

“We upload these to You Tube channels and internal training
libraries. It all helps give the teams confidence to talk about the
beers they’re serving and is a more engaging way to learn.”

“Always have one dark beer or stout/porter
and some craft beers of varying
strengths. We’d always recommend
having a Belgian beer on tap”
Archibald at Morgenrot agrees. “Bottles and cans are obviously a
lot easier to rotate and store, so stocking an eye-catching selection
is a fantastic tool to draw in customers.”
Rigby at Carlsberg says it has seen an upsurge in popularity for
cans in its Crafted range.
“It’s a remarkable transformation,” he says. “As little as two years
ago people thought they were cheap and less premium and now
we’re constantly getting asked for more beers in cans.
“Some are in cases of 12, so if an operator isn’t sure about a
particular beer they can give it a try without investing huge amounts
of money in stock.”

Engaging the Staff
Not so long ago conversation between staff and customers about
beer would have been confined to a choice of jug or straight, and
a heads-up on when a new barrel was coming on.
But times have changed and the flow of information about
breweries, brands, ingredients and flavours is an important tool in
promoting a top quality craft beer list.

Informing the Customer
Rigby at Carlsberg says written information for customers is
important too. “A good list navigates customers through a range of
slightly different styles and gives people an idea of what things taste
like. The good operators do that really well,” he says.
Facebook, Twitter and Instagram have played a big role in craft
beer’s popularity. “Using social media to let everyone know about
what beers you stock is beneficial and not only helps sell more but
also helps to promote the venue and enhance the reputation of the
outlet,” adds Archibald.
Garret at Cave Direct adds: “Facebook groups and Twitter
networks are loaded with potential customers and promoters so
always get involved in those discussions. Instagram is another
great way to promote your range visually - and the images can
go across other platforms.”
Railton offers further advice to promote a list. “Hold events which
you can promote on social media to keep the feeds fresh and entice
new customers in.
“Keep the events as innovative as possible and maybe collaborate
with some street food vendors if you can.”
Jackson at Eebria says: “Meet the brewer events and tap takeovers
add extra credibility for venues, and offering a taste to customers
so they can try before they buy is very important.”
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Get the Knowledge
It’s increasingly important for those behind the bar to be
able to talk the beer talk with their customers, to share
their knowledge about beer styles and the different beers
they are selling.

Know Beer

Beer drinkers are a thirsty lot. And not
just for beer, they are thirsty for
knowledge about what they are
drinking, where it’s from, how it’s
made, and who by.

Most suppliers will offer a degree of staff training and information
around the beers they offer, but with the launch of the Beer
Professional Education & Training course, Pioneer Brewing
Company, AB InBev’s craft and speciality beers division, are going
several steps further.
The two-level course has been designed by Pioneer’s Mirella Amato
and Johnny Tyson and consultant Richie Higgins. Amato and
Higgins have both been through the US-based Cicierone training
programme and are among the 11 specialists in the world to have
achieved its top qualification, and they have designed the BPE&T
course to prepare students for Cicerone Certification. Tyson is
Pioneer’s beer knowledge & training manager.
“The number of breweries and the range of beers available in the
UK have never been more exciting,” says Tyson. “Consumers need
help from a server who really understands beer flavours, style, and
service to help them navigate the vast choice available.”
The course is also designed to help bartenders, servers, and
sommeliers develop their careers and equip them with in-depth

knowledge that will enhance the customer experience, drive sales,
and increase profits, he says.
Spring 2017 will see the Pro Beer Sommelier Course Level 1 launch
in London and Leeds through a exclusive partnership with the Local
Wine School, the UK’s largest consumer wine education company.
Local Wine School network founder Chris Powell says: “Speciality
and craft beer is a global trend, with beer now welcomed in a place
once only reserved for wine.
“This programme is suitable for wine experts to expand their
knowledge into the growing beer market.”
The BPE&T’s two levels of qualification are:
u

Pro Beer Sommelier Course Level 1 – A full two-day, 16hour, tutored starter course intended to help prepare for the
Cicerone Certified Beer Server Exam, that will provide students
with a point of difference when applying for jobs involving craft
beers, including a thorough understanding of the myriad of
different beer styles, their tastes & aromas.

u

Pro Beer Sommelier Course Level 2 – A five-day, 40-hour
fully tutored course designed to give the best possible
preparation for the Certified Cicerone Program, which will help
build expertise in five areas including beer styles, keeping &
serving beer, beer flavour & evaluation, beer ingredients and
brewing process, and pairing beer with food.

Classes in Leeds (www.Yorkshirewineschool.com) and London
(www.Westlondonwineschool.com) can be booked now, with
Edinburgh, Manchester and further cities to follow in 2017.
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Kings of Cask and Keg
Good Beer

It’s been a very busy year for Tiny Rebel.
Winning Champion Beer of Britain in August
2015 and British Brewer of the Year at the
International Beer Challenge a year later
accelerated the business’ plans for the
future, and now the company is preparing
to move to a bespoke new brewing premises,
launch their beers in cans and plan to expand
their bar estate.

It’s paid dividends for the company from the very start. In the first
year they were eligible, Tiny Rebel took a clean sweep of Gold, Silver
and Bronze awards at the Champion Beer of Wales competition in
2013 - the first brewery ever to do so. The following year, they
defended their championship - again, the first brewery ever to do
so. And the year following that, they won another championship this time the Champion Beer of Britain award at the Great British
Beer Festival - the youngest brewery to be given the award as well
as the first from Wales.

So how did two homebrewers go from 50 litres in a garage to 9
million pints in a state-of-the-art brewery?

“We started brewing because it was fun
and now it’s our profession it would
be such a shame to lose that
element - it inspires everything we do.”

Lowdown
“Gareth learned to homebrew with his Grandfather,” explains
Commercial Director Bradley Cumming. Gareth Williams,
Bradley’s brother-in-law, got him interested in the hobby too, and
the pair began brewing in a garage in Newport. “Back then, it
wasn’t a grand plan for a business, it wasn’t meant to be
practice for running a commercial brewery, it was just something
to do on the weekends. It was just messing around and trying to
brew beer we liked.”
The experimentation of homebrewing is something Tiny Rebel still
holds as a core value, with more than 60 beers released since
opening in 2012, with 30 of those in 2016 alone. “It’s all about fun
and trying something new,” says Gareth.

Bradley and Gareth are still in awe in awe at their huge success in
the past few years. Gareth remembers what it was like in the early
days, and compares it to their commercial success. “A few years
ago, we were so excited when friends would come back to us after
we’d given them some of our homebrew and they’d say ‘That was
great! Is there any more? When can I get another bottle?’ We were
giving it away and after we realised people were actually wanting
more, we realised we might be onto something. But to go from that
to Champion Beer of Britain within four years is insane. How quickly
we’ve gained fans and loyal drinkers is tremendous, and the
excitement they have for our beers really drives us.”
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Future

Bars

That drive is taking them in a new direction in 2017. The
brewery will be moving to a bespoke new premises in January,
taking capacity from just under 1 million litres annually to more
than 5 million.

With so much more beer to sell, it isn’t just export and wholesale
trade being targeted for growth. Tiny Rebel own two direct retail
venues - one in the heart of the Welsh capital, Cardiff, and another
in their hometown of Newport.

“We’ve been brewing at capacity since before we won Champion
Beer of Britain,” explains Bradley. “We could really have done
with expanding 18 months ago to supply the huge demand the
award created, but these things do take time and they need to
be done right.

Both have a focus on excellent beer and food, explains Gareth.
“From the full range of Tiny Rebel products to guest ales from the
very best independent brewers the UK has to offer”, and a “no
calorie counting” approach to their food offering.

Thankfully we’re nearly at the end of that road and from January
we’ll have a new home and plenty more beer to go around!”

“Tiny Rebel took a clean sweep of Gold,
Silver and Bronze awards at the
Champion Beer of Wales competition
in 2013 - the first brewery ever to do so”
Both Bradley and Gareth are keen that the new brewery, only ten
minutes away from Tiny Rebel’s current site, is not just a production
facility. An on-site bar and kitchen will enable Tiny Rebel to cater
for visitors and events at their new Newport base, with a mini
basketball court, ping-pong tables and a large space designated
for events overlooking the main brewhouse that, according to
Bradley, reflects the relaxed nature of the company and the staff.
“It’s not just going to be a brewing facility, it’s going to be a place
where we can welcome people into the Tiny Rebel world.”
Unlike the current brewery, the new site will have much more than
just brewing functions. There will be a fully-operational bar and
kitchen, and a flexible events space capable of hosting 150 guests
for beer festivals, private functions or community events. “It won’t
have the same regular opening hours as our bars in Newport and
Cardiff,” says Bradley, “but it will be the perfect events space and
a base for our planned regular brewery open days.”

“The experimentation of homebrewing is
something Tiny Rebel still holds as
a core value, with more than 60
beers released since opening in
2012, with 30 of those in 2016 alone”
The £2.6million investment sees the brewery retain
experimentation at its core. “It’s a dual stream brewhouse,”
Gareth says, “which will give us loads of flexibility. We’re
commissioning a bottling and canning line which will enable us
to package our beer however we like and improve our offering
massively.” The much-increased capacity will enable the
company to increase their presence nationally as well as grow
Tiny Rebel’s already substantial export portfolio. “We currently
export to around 20 countries, but the new brewery will allow us
to offer far more beer to existing and new importers.”

Pressed for a specific date and location of the next bar opening,
Bradley can only chuckle. “We’re not there yet, but it’s certainly
next on the to do list once our big move is complete.”

New Product Range
In the more immediate future, the company has an updated core
range to show off. The commissioning of an US manufactured
canning machine means a new line of packaged beers coming out,
but the cask, keg and bottle offerings have been given facelifts too.

“The £2.6million investment sees the brewery
retain experimentation at its core.
“It’s a dual stream brewhouse,” Gareth
says, “which will give us loads of flexibility”
Cwtch leads the cask selection, alongside FUBAR - the 4.4% pale
ale that has a Champion Beer of Wales trophy to its name. With
these are two beers previously on offer from Tiny Rebel as
seasonals - the 4% golden ale Hank and 4.4% APA Beat Box. And
in addition to those are a British hopped pale called Fugg Life and
a tropical golden ale called Juicy, launched at 2016’s Great British
Beer Festival.
The keg line-up sees Cwtch, FUBAR, Cali and Hadouken return, but
there are two new additions. “The sales of these two beers were
incredible. They would both sell out before we’d brewed them, and
we found ourselves brewing them far more than we’d anticipated,”
explains Bradley.
“We already knew the answer based on that, but we decided to
ask our followers on social media what beers they’d like to see in
our core range, and the two most overwhelmingly popular answers
were Clwb Tropicana and Stay Puft.”
And in addition to all of that, there will be four sour beers and four
European-inspired brews available in seasonal rotations. Gareth
explains that Tiny Rebel’s love of experiments led to the idea of a
rotating core beer. “A sour will be permanently available, but it won’t
be the same sour in every season.”
All of that leaves Tiny Rebel with a very busy year ahead, but their
past success has surely prepared them for it. Asked if they can sum
up how they’re feeling about the year to come, Bradley responds
immediately, as if he’s been asked the question a million times “Bring it on!”
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The Pulling Power of Kegs
Keg Beer

Keg is no longer a dirty word when it
comes to enjoying a classy glass of your
favourite beer, says Adrian Tierney Jones

Tried-and-tested techniques at the bar, such as correct
cooling and service, bolder flavoured beers and a
recognition that some beer styles benefit from being
served in keg form is giving drinkers even more choice as the
British beer revolution continues its way along our bar-tops.
Fuller’s has long been famous for its cask beers, but many of their
beers - such as Wild River, Montana Red, Black Cab, London Pride
and Frontier - work just as well in keg.
As head brewer John Keeling explains: “Keg is good for beer in that
it helps to give variety and lasts longer on tap than cask. I also think
good lagers that start above 5% suit the extra fizz as well as some
hoppy beers. Stronger beers also last longer on keg than cask.”

The Easy Option?
When the new wave of keg beers started arriving, from personal
experience I came across some pubs that thought that it was a
dispensation method that didn’t need the care and attention that
cask benefits from. The results were beers that were Arctic-like in
their coldness, as flat as Norfolk and often suffering from an excess
of diacetyl (butterscotch flavours, which are ok in small doses in
Czech lagers but a no-no elsewhere).

“The benefit of keg is that it opens up the
doors to play around with a wider range of
beer styles - in the past few years we have
been able to expand into a vast array of
European-style beers and new yeast strains”

His views on keg are echoed at South Wales’ award-winning Tiny
Rebel, according to brewery co-founder Brad Cummings.

This need for care and attention is a point that cannot be
emphasised strongly enough by Graham Coull-Toze, Bar Team
Leader at the St Austell owned Samuel Jones in Exeter.

“The benefit of keg is that it opens up the doors to play around with
a wider range of beer styles - in the past few years we have been
able to expand into a vast array of European-style beers and new
yeast strains.”

“Don’t move kegs too much otherwise they’ll be like a can of coke,
treat them nicely,” he told me over a glass of Korev. “Get the correct
temperature and every morning pull it through first. Cleaning the
lines is also essential.”
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Will Keg Kill Cask?

Time and Space

Another fear amongst some beer-lovers, especially those who are
passionate about cask, is whether keg might dominate the bar,
especially as the amount of breweries that are solely producing keg
beers continues to grow.

Tiny Rebel’s Brad Cummings also makes another point that
licensees might like to consider when thinking of keg: “Ideally, a
cask should be sold within three to four days to ensure a consistent
and quality product. It also needs to rest for at least 24 hours, which
means a whole day where it is taking up space in the cellar without
any sales.

However, over at Purity, there’s a sense of keep calm and drink all
kinds of beer, as brewery founder and Managing Director Paul
Halsey argues that keg vs cask isn’t an either/or option.
“Both formats have their benefits and both formats suit different
styles of beer,” he says. “Our argument would be less about why a
landlord should sell keg or cask but rather focus around the quality
of the beer they sell. Keg in many respects was tainted by the beers
of the 1980’s and 1990’s, however, things have changed and the
reality now is that brewers use keg more wisely and in many
respects they allow brewers to create vastly more wide ranging
beers as well as those which are much more stylistic.”

“Any pub that is willing to talk to their
customers and offer tasters can
make it work for them. Educated,
interested staff are key to making it work”

Stability and Quality
One of Purity’s standout keg beers is its unfiltered rye IPA Longhorn,
about which Halsey says, “As an unfiltered beer, it benefits from
the stability a keg provides.
As a pressurised container, the keg helps Longhorn to retain its
flavour for longer and as an unfiltered beer it means it is less
susceptible to changes in its surrounding conditions.”
“Longhorn IPA is also a 5% beer. Within our portfolio 5% is at the
higher end of what we produce. Higher ABV beers tend to be viewed
as being less sessionable and therefore tend to sell through a little
more slowly than cask beers. Kegs are a great option for beers of
this nature as it maintains quality for longer.”

“The dark days of keg are long gone and
new wave keg is here to stay, a brighter
and bolder option at the bar-top than before”

A Suitable Bar
As well as quality, another debate about keg beer is what sort of
pub or bar it will sell well in. According to Adnams’ head brewer
Fergus Fitzgerald, “Any pub that is willing to talk to their customers
and offer tasters can make it work for them. Educated, interested
staff are key to making it work”
He is joined in his views by Fuller’s John Keeling, “The sorts of pubs
that it goes well in are those that use beers to drive interest. It can
also work in pubs that do good food because they can offer more
food/beer combinations.”

“Keg, however, enables operators to offer customers a wider range
of brands and beer styles which generally complement their cask
ale offering. If an operator is introducing keg beer alongside a few
select cask beers this can reduce risk whilst growing their offering.”
The dark days of keg are long gone and new wave keg is here to
stay, a brighter and bolder option at the bar-top than before. With
good handling and taking care to know what your customers want,
then it’s an ideal choice to complement your real ale offer and
increase your profits.
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Great Collaborations
Beer Pioneers

The old adage that two heads are better
than one has never been more apt than
on the modern craft beer scene, says
Nigel Huddleston
While collaborations between breweries and bands have
rocked the headlines, brews that represent a meeting of
minds between two or more professional brewers are both
greater in number and, for the beer purist, far more
interesting.

Brewers have also called on other, ahem, beer experts such as beer
writers to collaborate, most notably Cardiff-based Brains with a
series of hook-ups with various scribes, and there have also been
beer and food crossover collaborations such as that between Isle
of Skye Brewing and chef Tom Kitchin on Yer Ben.
Brewers have also crossed drinks category boundaries with the
likes of the tie-up between Perthshire-based Inveralmond and local
distiller Glenturret on Ooskabeer, a bottled Scotch ale aged in the
distillery’s whisky barrels.

Thornbridge and Brooklyn

Brooklyn’s Garrett Oliver and Rob Lovatt of Thornbridge Brewery

Thornbridge marketing manager Alex Buchanan says: “We hope and see no reason why not - our partnership with Brooklyn will be
a continuing one.
“Serpent was the second collaboration we did with Brooklyn. The
first was a barley wine called Alliance back in around 2007/8 so it
has been an enduring friendship.
“We consider ourselves lucky to work in such a friendly business,
where we can speak to almost any brewery and will always get a
positive response - many friendships have developed.
“Two recent beers we brewed - an American wheat with ’t IJ of
Amsterdam and an alt beer called Exalted with Magic Rock are
good examples. Two good beers came from these.”

“They work a bit like fantasy football where people
choose 10 players and make your own team…if
you put two brewers together you’re going
to end up with more than the sum of the parts”

Collaboration in Cornwall

Derbyshire’s Thornbridge brewery and New York’s Brooklyn turned
collaboration into a three-way affair in 2016 by bringing in Hereford
cider maker Oliver’s to help make Serpent.

Thornbridge also worked on Eureka, an ale made with a new hop
variety of the same name, with Cornish brewer St Austell, whose
previous collaborations included Celtic Cross - a joint effort between
head brewers from Scotland, Wales, Ireland and Brittany.

The beer is a 10% Belgian-style beer made at Thornbridge that is
refermented for 18 months in bourbon barrels containing the lees
- the residual yeast deposits left after fermentation - from Oliver’s
cider and perry production.

St Austell is also one of several breweries - among them Butcombe,
Arbour Ales and Bristol Beer Factory - who’ve visited the
microbrewery at the Salutation pub in Ham in Gloucestershire to
put tweaks on their own recipes.
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St Austell head brewer Roger Ryman says a tie-up with Harpoon of
Boston in the US is on the cards for next spring.
“Brewers are always happy to share their knowledge and
experience and we normally end up knowing more than when we
started,” says Ryman.
“It’s a sociable industry and collaborations are a natural extension
of that
“They do tend to be brewer-led rather than marketing-led so
you have to be a bit canny about how you do it. You don’t want
to just suddenly drop one into the seasonal ale programme out
of nowhere.
“I think in the slightly beer geeky world they work a bit like fantasy
football where people choose 10 players and make your own team.
There’s the perception that if you put two brewers together you’re
going to end up with more than the sum of the parts.
“If you like Thornbridge’s Jaipur and our own Proper Job, then as
a drinker you’re going to think a collaboration between the two is
even better.”

The Rainbow Project
Perhaps the most ambitious collaboration programme on the go is
the annual Rainbow Project. Seven UK brewers are each teamed
up with one of seven breweries from a chosen country each year
and asked to create a brew inspired by a colour of the rainbow.
Both the partnerships and colours are drawn out of a hat and this
year’s line up included tie-ups between Beavertown, Burning Sky
Magic Rock and Siren of the UK with Parrot Dog, Liberty and Fork
of New Zealand.

The Great and the Good
But for the most part, the collaborations that tend to spark most
interest are those between two breweries of contrasting size,
heritage and aesthetic.
Charles Well arguably forged the template in 2013 when it got
together with American craft brewer Dogfish Head to create DNA
New World IPA.

Learning Something New
Adnams had a one-off collaboration with Camden Town on South
Town in 2014 and is another to have teamed up with Huddersfieldbased Magic Rock, on 2015’s The Herbalist, a hoppy saison
containing lemon verbena, pineapple sage and other herbs.
That was followed by an imperial stout made with Aberdeen’s
Six Degrees North and a release with Norwegian brewer Aegir is
in the pipeline.

“It works well with the people we’ve worked
with because you have the appeal of a
brewer like us with over 100 years of history
and someone modern with a fresh take”
Adnams head brewer Fergus Fitzgerald says: “Collaborations are
interesting things to do because you always learn something new.
The basics of brewing beer are the same whoever you are but
everyone has their own slightly different way of doing things.
“From a consumer and trade point-of-view they work because you
get the benefits of two breweries coming together. It works well
with the people we’ve worked with because you have the appeal
of a brewer like us with over 100 years of history and someone
modern with a fresh take.”
Fitzgerald says Adnams’ links have tended to emerge through
informal networking at competitions, festivals and other industry
events. “It doesn’t always follow the same pattern,” he adds, “but
the common thing is a mutual desire to do something really
interesting. Obviously we both want to sell beer and make money
out of it but that’s not the first consideration.
“With the Magic Rock beer, for example, with the way we used
herbs, a collaboration can take you to a different place that you
wouldn’t normally go because people have certain expectations of
you. It gives you freedom to express yourself and change people’s
perceptions of you a little bit.”

Other big names have since dipped their toes in the water. Greene
King’s 2016 seasonal ale programme included collaborations with
Penpont of Cornwall, Essex’s Brentwood Brewing, Black Hole of
Burton upon Trent and Wold Top of Yorkshire, with more planned
for 2017.
Fuller’s collaborated on two summer ales in 2016, one with Yeastie
Boys of New Zealand and the other with a trio of smaller London
brewers - Beavertown, Fourpure and Five Points.
Yeastie Boys director Stu McKinley says the experience was “the
equivalent of a band sharing the stage with their most influential
heroes and, one step better, actually liking them”.
Manchester’s JW Lees teamed up with local micro Cloudwater one of this year’s hottest properties on the craft beer scene - to
create MCR Fold for Manchester Beer Week in June.
Rainbow Project 2016 draw
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Back to the Barrel
Beers in the Wood

Roger Protz celebrates a welcome return
to a world of beers in the wood
Wood you believe it? Pardon the pun, but a method of
storing beer that was confined to the history books a
century ago is now back in vogue. In just about every
brewery I visit - in the UK, US, Belgium, Italy and Australia,
to name just a few countries - I find beer quietly maturing
in oak casks.

In London, two ultra-modern craft breweries, Beavertown
in Tottenham and Five Points in Hackney, are both ageing
some of their beer in oak. And the latest trend on both sides of the
Pond is “sour beer” based on the lambic and gueuze styles in
Belgium that are stored and aged in wood for a year or more gueuze is a blend of old and fresh lambics.

Synchronicity
The return to wood began in Chicago and Edinburgh. Unaware of
one another, Goose Island and Innis & Gunn launched Bourbon
County Stout in the US and Oak Aged Beer in Scotland. Both beers
are aged in casks obtained from the American whiskey industry
and when other brewers sampled the beers and appreciated the
new depths of aroma and flavour created by wood they rushed to
follow the two pioneers.
Until the 1920s and the development of metal casks, beer
everywhere was served from oak casks. And not just served. The
likes of porter, stout, audit and stock ales were aged for a year or
more in wood while the original India Pale Ales spent three months
or more in wood on their turbulent voyages from England to the
sub-continent.

Those Pesky Yeasts
The major difference between today and the 19th and early 20th
centuries is that brewers back then did everything they could to
remove woody character from their ales. But however much they
scrubbed, steamed and screamed, they couldn’t get risk of pesky
wild yeasts and bacteria hidden deep in the wood. The result was
beer with a funky character brewers call “horse blanket”. The major
contributor to that character is a wild yeast called Brettanomyces,
which means British fungus and is known as Brett for short. When
metal came in, Brett went out in Britain. Until recently, it was best
known as one of the many wild yeasts that help create lambic and
gueuze in Belgium. Brett may mean British fungus, but it can cross
the Channel without a passport.

“However much they scrubbed, steamed and
screamed, they couldn’t get risk of pesky wild
yeasts and bacteria hidden deep in the wood”

Whiskies & Sours
The two main styles of beers aged in wood today are those,
following Goose Island and Innis & Gunn, which mature in casks
that have been bought from whisky, wine and cider makers, and a
second style known as sour. The most startling beer I tasted in 2016
was Serpent, a collaborative brew between Brooklyn in New York
City and Thornbridge in Derbyshire. It’s 10 per cent ABV, based on
the strong Belgian golden style called Tripel. It was aged for more
than a year in Bourbon barrels from Kentucky and fermented with
Champagne yeast. And finally each cask had the addition of lees sediment - sent by cider maker Tom Oliver in the West Country.
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Thornbridge head brewer Rob Lovatt said the cider lees were
heaving with wild yeasts and bacteria that imparted a sour apple
character to the finished beer.
Not all oak-aged beers are that complex. But those aged in whisky
or Bourbon barrels do pick up rich aromas and flavours of vanilla and
whisky - vanilla coming from a compound called vanillin in the wood.

The trays, known as cool ships, are a crucial part of lambic brewing
but Elgood’s phased them out when refrigeration arrived in the late
19th century.

“Belgian and EU law forbids them from
using the terms lambic and gueuze,
which are protected like a wine appellation”

The Cult of Sour
Serpent segues into a style that has become something of a cult in
the United States and, to a lesser extent, in the UK. It’s called sour
beer and takes it lead from lambic and geueze in Belgium. Lambic
is the world’s oldest type of beer and was made long before
brewers knew how to cultivate pure strains of yeast.
In lambic brewing, a mash of barley malt and wheat is boiled with
hops and then the liquid - wort - is transferred to shallow vessels
in the attics of the breweries. Windows are opened and wild yeasts
in the atmosphere float in and attack the malt sugars in the wort.
Once fermentation is under way, the wort is moved to giant oak
casks bought from the port, wine and cognac industries and left to
age for a year or more. During that ageing period, more wild yeasts
- including Brettanomyces - and other friendly bacteria join in the
fermenting and ageing process.

I was present at the first brewing of Elgood’s Cool Ship - now widely
available in bottle - and it was a wondrous site as hopped wort from
the copper gushed, steamed and eddied into the trays. When the
trays were full, Pateman’s last instruction to his colleagues was:
“Make sure you open all the windows when you leave for the day.”
As Elgood’s site includes large gardens and the Fens are fertile
ground for fruit, there’s no shortage of wild spores to hungrily enter
the brewery. Once fermentation is complete, the beer is aged in
French wine casks that add another layer of complexity to the beer.
Wood is back and the range of fascinating flavours it offers is
helping brewers to reach out to a new audience of drinkers.
Roger Protz is the UK’s leading beer writer and editor of CAMRA’s Good
Beer Guide www.protzonbeer.com

“Lambic is the world’s oldest type of beer
and was made long before brewers
knew how to cultivate pure strains of yeast”

What’s in a Name
Lambic brewers don’t like the term sour. Frank Boon, one of the
most respected Belgian lambic brewers in the village of Lembeek,
which gives its name to the style, says his beers are acidic, not
sour. He draws a comparison with Brut Champagne, the driest type
of the wine that is too challenging for many drinkers as a result of
its acidity.
Brewers who have taken to making lambic in the US and UK know
there wouldn’t be much demand for a beer style called acidic,
hence the use of sour instead. And both Belgian and EU law forbids
them from using the terms lambic and gueuze, which are protected
like a wine appellation.
Wild Beer in Somerset wears its brewing heart on its sleeve. Its
range of beers includes one called BrettBrett IPA, which suggests
more than a passing acquaintance with British fungus. Surrounded
by apple orchards in cider country, there’s no shortage of hungry
little spores to attack the malt sugars in its beers.

Cool Ships are Back
The most authentic lambic-style beers brewed in the UK come from
- fittingly - one of the oldest breweries: Elgood’s Georgian brewery
in Wisbech in the Cambridge Fens. Head brewer Alan Pateman,
following a trip to Belgium, decided to bring back into use two
redundant large trays where wort was cooled prior to fermentation.

Elgood’s cool ships
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This Craft Can
Getting Canned

Will Hawkes has seen the future, and
it’s canned

The shelves at Caps and Taps, an excellent bottle shop in
Kentish Town, London, heave with high-quality beer. There
are bottles in a variety of shapes and sizes - and lots and
lots of cans. “About 20 per cent of our stock is now cans,”
says owner Phill Palgrave-Elliott. “A lot of the best British
breweries are canning now, so that’s made a huge difference.”
It’s easy to forget that cans are relatively new in the world of British
craft beer. Brewdog were the pioneers in 2011, with Camden Town
following in 2013 and Fourpure in 2014. The reaction, which
extended to articles in the national press and more blog posts than
was strictly necessary, was surprisingly frenzied.

“Cans’ downmarket reputation combined
with packaging problems meant initial
industry reaction was mixed, but craft
beer’s youthful customer base loved them”
Cans’ downmarket reputation combined with packaging problems
- it’s far harder to keep oxygen, the enemy of fresh beer, out of a
can than a bottle - meant initial industry reaction was mixed, but
craft beer’s youthful customer base loved them. Now any number
of British breweries can their beer, including Beavertown, Magic
Rock and Vocation.

Improved Quality
A lot of the problems identified two years ago appear to have been
ironed out. “We weren’t doing anything wrong back then but we
have so many more tools at our disposal now,” says Fourpure’s
head brewer, John Driebergen. “We are much better in terms of
quality and consistency.”

“The problem with a can is that you can
open it and finish it with two sips!
I have to stop myself and put
it in a glass or I’m asleep by 8pm”
Fourpure have upgraded their equipment since their first cans came
out in May 2014: they now use a CFT Master Cantronic, an Italian
machine which allows them to produce 13,000 cans an hour in
two sizes, 330ml and 500ml.
Such is the quality of the equipment that they’re even dipping their
toes into canning for other breweries.
Not all breweries have the money or space for that kind of
equipment. Manchester’s Marble Brewery has recently started
using Them That Can, a mobile canning service, to package some
(but not all) of their beers. The head brewer at Marble is James
Kemp, a New Zealander who is renowned as one of the most
quality-focused brewers around. What does he make of the job that
TTC have done with his beer?
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A Can Do Attitude
“It has been very good,” he says. “The key [to getting a good end
result] is to look at the technology they [the mobile canners] have,
do some research and talk to people who’ve used them, get some
cans they’ve done before. I knew someone that had used them
before. If you do your research you’re ok.”
One benefit of cans is that they’re easier to carry, open and drink
than bottles, says Kemp. “The problem with a can is that you can
open it and finish it with two sips! I have to stop myself and put it
in a glass or I’m asleep by 8pm,” he says, laughing.
“But it suits me when I go to a BBQ or party. You don’t have to
have a glass, it’s easier.”

“It’s easy to forget that cans are relatively new
in the world of British craft beer. Brewdog
were the pioneers in 2011, with Camden Town
following in 2013 and Fourpure in 2014”

Not For Everyone
Not everyone is convinced, according to Palgrave-Elliott.
“Most people are intrigued, but there are some people who just
don’t want them,” he says.
“A lot of older people will say straight out - I don’t want cans! And
when people are buying a gift, they tend to want six bottles rather
than six cans. There’s still a perceived premium with bottles; some
people see cans as cheap.”
Nonetheless, cans are in such demand that Taps and Caps offers
the most popular in ready-made six packs: Beavertown Gamma
Ray, an American-style pale ale that has done more than most to
popularise cans in the capital, will set you back £15.60 for six.
“We shift loads of Gamma Ray, it’s our most popular beer,” says
Palgrave-Elliott. “Neck Oil [another Beavertown beer] is catching
up. People who are going to parties or don’t want to think about it
tend to go for the six-pack.”

The Oxygen Issue
But what about oxygen? It’s still easier to remove all oxygen from
a bottle than from a can, a drawback that has led Thornbridge,
among others, to stick with bottles.
“I know that you can achieve a lower dissolved oxygen content in
bottles than cans, and that’s great for beer,” says Kemp.
“But the way that cans sell over bottles, if I stick beer in a can, it
will reach the consumer quicker and so will have less time for that
oxygen content to have an impact. So I’m leaning towards cans.
“Our last canning run sold out in two days, and people are back on
the phone quickly! That suggests to me that this beer is getting to
the customer really quickly, and that’s the main thing.”

Will Hawkes is the author of Liquid Education: Beer and the man
behind www.craftbeerlondon.com and www.londonbeercity.com

Outstanding Cans
One of the advantages of cans is that they look great.
Here are five of the best:
Beavertown Lupuloid

IPA

6.7%, 330ml

This is Beavertown’s new IPA, and the can is pink
- and not just on the sides, either. The top is pink
too, with a green ring-pull. “This really catches
people’s eyes,” says Palgrave-Elliott. “The flavour
is great too: it’s a hop monster.”
Camden Town IHL

Hoppy lager

6.2%, 330ml

The Camden team were so pleased with this
when it first came out in late 2014 they held a
week-long party at a bar in Camden. The design
has recently changed: it’s now all black except
for the vital details, including big block, pinkorange-and-white letters spelling out IHL. Sleek.
Fourpure Juicebox

Citrus IPA

5.9%, 500ml

This ‘tallboy’ was the smash-hit of the
summer in London. The huge pile of
hopped-up oranges on the can give you a
pretty good idea of what you’re getting
flavour-wise. Juicy.
Magic Rock High Wire

Pale Ale

5.5%, 330ml

Pale blue, just like Magic Rock owner Rich
Burhouse’s beloved Huddersfield Town FC’s kit.
Magic Rock have led the way on design for a
while now: the little characters on this can are a
circussy delight.
Marble Te Arai

New Zealand Pilsner

5.0%, 330ml

‘Marble Canned Beer Produced to JK’s
standards’, it reads on the side. The bold
branding - white name on black background reflects the dry, hoppy delight inside

Real Ale in a Can
2016 was a big year for cans, hitting the beer world’s headlines
when CAMRA announced that Moor Beer’s ‘micro canned’ range
was classed as Real Ale, since the beer contained live yeast and
its carbonation was created by a natural secondary fermentation
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The Modern Beer Festival
New Wave Beer

What can we learn from the new
wave of beer festivals that are taking
the industry by storm? Plenty, says
Matthew Curtis
The advent of what many of us call craft beer has
triggered a positive evolution within every link of the beer
industry’s chain. These changes are as varied as the rapid
growth of independent specialist beer retailers, through
to farmers producing ever more specialist varieties of
hops and barley.

One of the more boisterous changes has been the emergence of
an antithesis to the traditional beer festival.

Beer Festivals Reinvented
Beer Consultant Matt Gorecki is one part of the crack team that
puts IndyManBeerCon together.
“It was a statement of intent for the whole industry and came at a
time when something was really needed to highlight the direction
in which beer was going.” Gorecki says.
“It’s meant that festivals have had to try a bit harder and think about
what people are getting experience wise rather that just throwing
out pints left, right and centre.”

“This new wave of beer festivals, which
showcase great beer regardless of
dispense, are not taking anything away from
the existing festival scene, but adding to it”

When it launched in 2012 The Independent Manchester Beer
Convention, or IndyManBeerCon for short, laid down what is seen
as the blueprint for a more modern iteration of the beer festival. Its
aim was to appeal to the increasingly young and affluent crowd
that was discovering a new favourite beverage thanks to the rise
of craft beer.

The UK has a rich history of beer festivals, with CAMRA
branches running them year round across the length and
breadth of the country.

But this new wave of festivals, which amongst others includes the
London Craft Beer Festival, Belfast’s ABV Festival and Newcastle’s
Craft Beer Calling, were not here to disrupt the status quo. Instead,
these new festivals are attempting to bring beer to a wider
demographic of drinkers, in turn complementing the existing beer
festival scene.

These culminate in the Great British Beer Festival (GBBF), the
UK’s largest, which takes place in London annually in August.
The festival showcases more beer than any other festival in
the UK but with CAMRA’s focus being on “real ale” served from
the cask it can sometimes overlook some of the UK’s younger
crop of brewers.
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Bringing Beer to a New Audience

Leeds Bridging the Gap

Many of CAMRA’s regional festivals often fail to reach outside the
demographic of its membership, which is dominated by older
males. This is not to say that people outside of this demographic
don’t attend these festivals, but in some cases little is being done
to encourage their attendance. Reaching a varied demographic is
something this new wave of festivals has excelled at and many
CAMRA branches could learn from this example.

Some festivals are managing to bridge the gap between traditional
and modern, such as the Leeds International Beer Festival. My
experience of the festival this year was that it appealed to all
corners of the beer world. Whether you wanted a night on the town
with your friends, or to spend a day sipping samples of complex
and innovative beers, that experience was there to be enjoyed.
Striking and maintaining this balance could be crucial to the
continued success of beer festivals in the UK.

“As an experience a CAMRA festival often
feels like the gift shop at the end of a
National Trust property. I love
that world… but it’s not one we live in”
The London Craft Beer Festival, which has proved to be so popular
it now has a sister event in Bristol, runs during the same week as
GBBF. It has perhaps one of the youngest and most varied
demographics of all UK beer festivals, in part due to its location in
Bethnal Green, East London.
Many of the brewers that showcase beer at this festival choose to
do so via keg, something that would not be allowed at many CAMRA
festivals. However it still showcases a wide range of cask ale,
demonstrating that cask still has relevance, even among a younger
audience. Dispense is not the only point of difference though, with
the offer also including live music, DJ’s and selection of vibrant and
varied food vendors.

A Fresh Approach
Greg Wells is one half of the duo that organises the London and
Bristol Craft Beer Festivals.
“For us, it’s all about quality, honest beer made by great breweries.
We invite a select few and they come and enjoy the party with us.”
Wells says. “As an experience a CAMRA festival often feels like the
gift shop at the end of a National Trust property. I love that world…
but it’s not one we live in.”

“IndyManBeerCon for short, laid down
what is seen as the blueprint for a
more modern iteration of the beer festival”
Ian Garrett, who has long been a CAMRA volunteer and has helped
pioneer GBBF’s Bières Sans Frontières foreign beer bar, shares
some of Wells’ sentiments.
“I hope it isn’t too late [for CAMRA festivals]. Go to any CAMRA
Beer Festival and chances are that the people organising it are the
same as 10 - 15 years ago, and the volunteer staff have been doing
it for 20+ years.” Garrett says.
“I can foresee a rationalisation of CAMRA Festivals, maybe fewer
and taking a thematic approach. But as for attracting a younger
audience, I think that needs younger people to get involved and
be persistent.”

This new wave of beer festivals, which showcase great beer
regardless of dispense, are not taking anything away from the
existing festival scene, but adding to it. The importance of this is
that they are reaching out beyond the traditional beer demographic
mentioned earlier, and this is crucial, as good beer is meant to be
enjoyed by all.
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It’s a Tap Takeover
Know Beer

Matt Gorecki, beer consultant and
erstwhile manager of the pioneering
North Bar group, says pub and bar
operators should connect with their
suppliers to hold events. Dedicating some
or all of your lines to one single brewery
drives customers in for a memorable
experience - and a boost to profits

The tap takeover is one of the finest weapons in a bar manager’s
arsenal - it can create engagement, credibility and sales.
Properly planned and executed this type of event is a massive
boon to trade and reputation...but badly done and you’re left
holding the proverbial in front of embarrassed guests as the
tumbleweeds roll by.
Luckily I’ve done a few over the years - good and bad - and I spoke
to Port Street Beer house supremo James Moffat to gather some
wise words to see you right and make sure that the key decisions
are the right ones.

Preparation
First things first - think about your timeline, I’d recommend 6-8
weeks planning, this gives you time to get things in place, dither
about a bit, commission artwork, get creative, do your normal day
to day job, promote like hell, dither some more and still get your

event into people’s diaries. In particular you should think about
those low on time, people who need to book babysitters or indeed
the next day off work to recover!. Port Street Beer House hold tap
takeovers on a roughly monthly basis, there’s an advantage to this
as people become familiar with the format, timing and know a little
of what to expect. If you get your promotional materials out in the
world 4 weeks before the event then you give yourself every chance
to succeed.

“Think about what’s going on locally that
might compete or indeed add
to the walk-in trade for the evening”

Communication
Communication is utterly important, think about your target market
and how and when to engage them. Beer nerds are great; there
are some in every town (surely?) - They talk about beer on social
media; they like a tipple of course and they’ll often turn up to the
opening of a letter. The crucial aspect here is to engage with people
and get them to help with the promotion indirectly by striking up
conversations in the bar as well as on twitter and instagram. James
Moffat sees staff briefing as the key to ensuring good
communication about events; people are much more likely to attend
an event recommended by someone in the know, whether an
enthusiast or a respected member of staff.
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Port Street Beer House use a combination of Social Media (the
company have staff dedicated to this), eye-catching posters with
high quality artwork and face to face engagement with regular
customers. James Moffat recommends engaging with the
breweries to help them push the event, conversations should be
had about cross promotion and marketing - they may have a much
greater reach than you and of course their help lends your event
significantly more credibility. Making sure you have great artwork
to share will help - as the brewery’s on show as well they’re much
more likely to promote something that fits with their brand and looks
super cool.

Temptation
Remember - you’re already in your own pub, you’re there almost
all the time most likely, but what would it take to drag you in if you
didn’t work there? How about on a grotty November night…
midweek? Put yourself in the punters’ shoes and try and make
things as interesting as possible. Moffat always looks for an angle,
whether it’s a new beer to promote, a new brewery opening or an
established one on particularly good form. Port Street’s status
means they get approached by breweries as well - think about your
contacts and visit some of the better festivals like Indy Man Beer
Con and you’ll get to meet the brewers, strike up a relationship and
you can work that connection towards a tap takeover.

“Beer nerds are great; there are some in every
town (surely?) - They talk about beer on
social media; they like a tipple of course and
they’ll often turn up to the opening of a letter”

Organisation
On from that you need to balance when the impact will be greatest,
sure you want loads of people in but if you do have busy weekends
it makes sense to try and build midweek. Who you choose to
takeover is critical - a local brewery has great advantages but do
they have a following? Will they bring enough people down to create
a decent atmosphere? If you’re not so sure then it’s worth adding
some creative aspects to your takeover - Port Street put beer front
and centre but bring in food traders, matching beers to dishes adds
another pull.
Another nice idea is to get the brewery to put together a special
playlist, run an associated competition or in the case of Port Street’s
sister bar pull together an entire brewery art exhibition to adorn the
walls of the bar. The key here is getting a little extra coverage, more
to market means potentially widening the audience. Moffat looks
to bring in a mix of people from beer enthusiasts to those just out
for a good night.

Reputation
Make a great job of it and you’ll be a hero. Do it consistently and
this will roll over to other events, adding to your reputation.
Breweries will recognise the effort and that will add to your

relationship. Handled correctly it will give you an edge on your
competitors. Make sure details are finely tuned and pricing is
accessible - you’ll still get people coming in (hopefully) that aren’t
aware of the event. Give everyone a way in by selling tasting flights
of 1/3rd pints and advertise this with nice clear signage. It’s
sometimes worth taking a little hit on your usual margin to get
people in the mood to try something different - it’s worth asking
the brewery as they might help you cover this with a discount or
some free stock.

“Make a great job of it and you’ll be a hero. Do
it consistently and this will roll over
to other events, adding to your reputation”
The main thing is to make sure you have fun, make it fun for
yourself and your staff and you’ll pass this on to the customer. It’s
a great opportunity to be creative and focus minds on what you
really want to share with them - by dedicating your taps to a
brewery you can generate plenty to talk about both online and in
real life. Get it up and running at the right time in the right way then
you’ve given people a good excuse to come out and have a few
beers, get to know a brewery and ensure that those products will
gain a place in peoples hearts as a result of the memorable
experience that you created.

Matt Gorecki
Craft Beer Consultant - Beer Press
@briggatebeer
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The Truth about India Pale Ale
Know Beer

Martyn Cornell, Britain’s leading historian
of beer and beer styles, tells the story of
IPA, the iconic beer style that inspires
myths and legends, as well as many of the
world’s best brewers

IPA - India Pale Ale - is, today, one of the most popular
beer styles on the bartop. But newcomers to beer must
be confused when they drink, say, Greene King IPA and then, say,
BrewDog’s Punk IPA. How can two such very different beers both
be called an IPA?
In fact both are perfectly entitled to consider themselves part of the
IPA family, both descended from a type of beer brewed back in the
18th century but having arrived where they are today via very
different routes.

Passage to India
India Pale Ale has its origins in the homesickness experienced by
the many British expats who worked for the East India Company,
the great trading concern that eventually ended up running great
swaths of the sub-continent, until the Indian Mutiny of 1857.
The East India Company had a fleet of armed merchant ships called
East Indiamen that brought back to Britain goods from the east
including cotton, silk, tea and indigo. On the way out, the East
Indiamen captains carried goods from home to sell to their fellow
Britons living and working in India, including clothing, furniture,
china and glass, hams, cheese, cider, wine - and beer.
As early as 1742 the Fox brewhouse off Ratcliff Highway in the
East End of London, close to the docks at Wapping, was advertising

“Superfine Pale Ale in Casks or Bottles, fit for Gentlemen’s
Families, Merchants or Captains to take abroad, to the East or
West Indies”. This is the earliest known reference to pale ale for
India. That it was described as “fit” for export suggests that the
beer was more heavily hopped than versions sold in the domestic
market, in order to survive the four to six-month journey from
Britain to India, crossing the equator twice. Certainly brewers knew
by 1768, and the publication of a book called Every Man his Own
Brewer, that it was “absolutely necessary” to add at least a third
more hops than normal if a beer was to be sent to a warm climate.
(Later writers recommended using double the normal amount of
hops for beer sailing east.)

“What nobody knew at the time was that Burton
brewers, because their local well water
contained gypsum, calcium sulphate,
could make much better, clearer, tastier,
more sparkling pale ales than London brewers”

Hodgson’s Choice
Eventually, by the 1790s, much of the (comparatively small) trade
in pale ale to India was in the hands of one man, George Hodgson
of the Old Bow Brewery, on the Middlesex-Essex border a few miles
east of the City of London. This was less because Hodgson was a
good brewer - he was considerably smaller than many of his rivals
- and more because his brewery was just up the River Lea from
Blackwall on the Thames, where the East Indiamen docked, and it
was thus easy to get his beer down by barge to be loaded on board
the big ships. In addition, Hodgson gave the East Indiamen ships’
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captains lengthy credit terms, so that they did not have to pay up
front for beer they would not be able to sell for months.
Hodgson’s beer became by far the best known in the India market,
and around 1821 Hodgson’s grandsons decided they would cut the
East Indiamen ships’ captains out of the equation and sell the beer
directly in India themselves, thus reaping more of the profit. This
annoyed the East India Company so much that in 1822 it invited a
brewer from Burton upon Trent, Samuel Allsopp, to start supplying
pale ale to India. What nobody knew at the time was that Burton
brewers, because their local well water contained gypsum, calcium
sulphate, could make much better, clearer, tastier, more sparkling
pale ales than London brewers, whose chalky water was more
suited to dark beers. Eventually Allsopp and his fellow Burton
brewers, including Bass and Worthington, pushed Hodgson out of
the market for sending pale ales to India.
Curiously, these beers weren’t known as “India Pale Ale”, but
lengthy circumlocutions such as “Pale Ale brewed expressly for the
India market” and the like. It was not until 1829, and in a
newspaper in Australia, that the expression “East India Pale Ale”
first appears, and the first use of the term India Pale Ale in Britain
does not seem to occur until 1835.

“They did occasionally use American hops, when
English ones were in short supply, but British
brewers in the 19th century did not like the
flavours of American hops, describing them
as unpleasantly catty, piney or blackcurranty”

Across the Atlantic
Meanwhile in the United States a brewer called Ballantine’s in
Newark, New Jersey, had continued making a strong, bitter, wellhopped, aged, 19th century-style IPA even after Prohibition.
One fan of Ballantine’s IPA was Ken Grossman of Sierra Nevada
Brewing Company in California, who made a beer in 1981 called
Celebration, using large quantities of the American hop variety
Cascade, that was his attempt to brew something like Ballantine’s.

“Ironically, these “new” American-style IPAs,
though ultimately inspired by a “traditional”
aged IPA, demand to be drunk quickly,
before they lose the floral, tropical
fruit flavours drinkers love so much”
Celebration and similar beers inspired thousands of American craft
brewers to start making well-hopped IPAs using American hops,
and eventually thousands of other brewers around the world including BrewDog - followed suit.
Ironically, these “new” American-style IPAs, though ultimately
inspired by a “traditional” aged IPA, demand to be drunk quickly,
before they lose the floral, tropical fruit flavours drinkers love so
much: a four-month journey in a wooden ship round the Cape of
Good Hope would do them no good at all.

Back in Blighty
Nor were India Pale Ales particularly big sellers back home in Britain
until the start of the 1840s. One event is traditionally said to have
helped make IPA popular in the North West of England: in January
1839 an East Indiaman called the Crusader on its way from
Liverpool to Bombay with a cargo that included “India Ale” brewed
by Bass and Allsopp in Burton was wrecked off Blackpool after a
terrible storm in the Irish Sea. Hogsheads of the India Ale were
rescued and auctioned in Liverpool, where local pubs bought them.
Supposedly they proved extremely popular with customers, who
demanded more of the same.
Eventually most, if not all brewers in Britain began brewing an IPA,
normally with a strength of around 6 or 6.5 per cent ABV, often
aged for a year or more before serving, and with a good strong
bitter flavour, most often from Goldings hops from Kent.
They did occasionally use American hops, when English ones were
in short supply, but British brewers in the 19th century did not like
the flavours of American hops, describing them as unpleasantly catty,
piney or blackcurranty. The high taxes that arrived with the First World
War meant brewers lowered the strength of their beers to try to keep
them affordable, and IPAs from companies like Greene King dropped
down to, often, less than four per cent abv, at which level, and with
dialled back bitterness and hoppiness too, they stayed.

Martyn Cornell is the author of several acclaimed books on beer styles
and beer history
To find out more visit http://zythophile.co.uk/
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Go Low
NLA Beer

A growing number of people are avoiding
alcohol some or all of the time. Whether
for diet or lifestyle reasons this is
creating a demand for low alcohol and
alcohol free beer - but are there any
that actually taste good? Ted Bruning
investigates

Drinking low-alcohol beers used to be rather like doing the
housework - nobody does it because they want to and nobody really
enjoys doing it, but it’s still got to be done. Lawrie McMenemy could
tell the public that Barbican was “great, man” till he was blue in
the face: it wasn’t. People drank it because they were driving or
dieting and couldn’t face another orange juice.
Heavyweight attempts at building national brands eventually
foundered on the rock of poor quality, and one by one even the
regional breweries’ brands, with a handful of exceptions, fell by the
wayside. The market was left almost entirely to imported no or
low-alcohol lagers.

Rising Demand
Recently, though, the category has returned to growth. According
to one of the major players, Dutch family brewer Bavaria NV, it grew
by 48% in volume and 79% in value between 2010-15 in the
off-trade and the trend is continuing.

So it’s an important market that can only become more so: Scotland
has just reduced its drink-drive limit to (effectively) zero, and where
Scotland leads the rest of the UK usually follows. And as the obesity
epidemic creates demand for low-calorie, low-carb drinks that
diabetics and dieters can enjoy, so the fitness boom creates
demand for similar drinks that athletes and gym junkies can enjoy.

“Pubs and bars are crying out for an excellent
quality, full-bodied alcohol-free
beer that drinkers will take seriously”
But while a new market for NLA beers has been emerging, the
challenge brewers faced was to create a malt-based alternative to
fruit-based soft drinks - which to beer drinkers signify either dessert
or confectionery. And in very broad terms their answer has been to
move away from hi-tech solutions and look to more traditional skills
such as knowledge of ingredients and expertise in fermentation.
Again in very broad terms there are two methods of making NLA
beers, although there are as many variants as there are brewers.
The first is to brew beer then to separate out the alcohol by dialysis,
reverse osmosis, or distillation. The second is to halt the
fermentation before it’s complete. Both systems have their
advocates, but although the bulk of the £50m-a-year UK NLA beer
market is still made up of de-alcoholised pilsners such as Beck’s
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Blue, Kaliber and Bitburger Drive, the pendulum seems to be
swinging towards part-brewed beers.

A Matter of Taste
One way of getting a part-brewed beer to taste of more than
barleywater is to use flavoursome grains such as darker malts and
wheat, and most German brewers already have a wheat beer in
their portfolio which they can simply part-brew. Erdinger’s alcoholfree weizenbier at 0.4% abv is one of them, and UK sales agent
Rob Hole insists that product quality is essential for the brand - and
the sector - to succeed.

The Quality Issue
Krombacher, which also brews an alcohol-free weizenbier as well
as Germany’s best selling non-alcoholic Pils, uses both methods,
and is adamant that taste is the only benchmark in the production
of all their beers, whichever method is used.

“Erdinger’s alcohol-free weizenbier at 0.4%
abv has 25 calories per 100ml or 125 per
500ml bottle, so it’s considerably less
calorific than fruit juice or alcoholic beer”

“The whole sector declined because the beers were so bad, so we
had to start all over again and now we are taking soft drinks back,”
he says. “The wheat beer has 25 calories per 100ml or 125 per
500ml bottle, so it’s considerably less calorific than fruit juice or
alcoholic beer. The carb content is 5.3g per 100ml, it has 25g of
folic acid per 500ml, and there’s B12 and polyphenols too. And no
artificial ingredients!

Like Erdinger, their alcohol-free weizenbier is brewed from the same
grist as the 5.3% abv full-strength version and David O’Neill,
marketing manager of UK agent Morgenrot, says: “The important
thing from our point of view is the quality - that’s what counts. It’s
the leading brand in Germany and has won quite a few awards. It’s
very difficult to distinguish the weizens - they are brewed to the
same recipe.”

“All this and it tastes good too! It’s brewed as a standalone, not
de-alcoholised, and that means a fuller flavour. The feedback from
consumers is that they can drink it all night. We’re distributed by
Carlsberg UK and Molson-Coors and we’re stocked in JD
Wetherspoon, and sales are in double-digit growth.”

The emphasis on flavour and quality seems to have put a spring in
the step of the industry, which is actively seeking to spread a
positive message about NLAs by associating them with sports and
fitness and making an alcohol-free beer a first choice rather than
a distress purchase. But there’s a lot of catching up to do.
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Erdinger is positively promoted as a sports drink in its native
Germany, and its UK division is following the same path.
“We are already promoting our product as isotonic* and
regenerative,” says Rob Hole. “We sponsor 45-50 major sporting
events a year including the Manchester Marathon and some very
high-profile cycling events, which give us a huge boost - in fact we
have a whole team which works on nothing but these events.
“We have found our way out of the driving/dieting cul-de-sac. We
are not just a non-alcoholic beer, we are a sports and fitness drink,
which is how we are seen in Germany.”

What about Ale?
That’s all well and good for lager drinkers, who can now rehydrate
after their evening game of squash from a whole range of tasty
high-quality alternatives to their usual tipple. But how about the
poor old ale-drinker? Whitbread White Label, once nationally
distributed, is now scarcely a memory; Greene King’s Lowes was
rather better product but has also now vanished. One or two
regional brewers, notably Harvey’s, still produce part-brewed
versions of their beer; but apart from BrewDog Nanny State, which
has only a negligible presence in the on-trade, there are no
nationally-distributed NLA ales.

“One way of getting a part-brewed beer
to taste of more than barleywater
is to use flavoursome grains
such as darker malts and wheat”
Step forward St Peter’s, the Suffolk craft brewery founded by
international branding guru John Murphy. The brewery has spent
three years formulating and testing an alcohol-free bitter, cunningly
dubbed Without, which it says is the only product of its type
available on draught.

Room for Growth

Positive Feedback

“The NLA market is far bigger in Europe than it is here,” says Liz
Cobbold of Adnams, which distributes Bitburger Drive in the UK.
“The Germans have developed products which have inherent value,
and consumers there seem to be well set up for it.

It’s currently being trialled by Wetherspoon’s; Elgoods has it in some
of its pubs; and St Peter’s own pub, the Jerusalem Tavern in
London, is getting through a cask a week.

“It’s an important market that can only
become more so: Scotland has just
reduced its drink-drive limit to
(effectively) zero, and where Scotland
leads the rest of the UK usually follows”
“A lot more people are cycling and running, and that kind of activity
doesn’t go hand-in-hand with alcohol. Younger people in particular
are drinking less alcohol when they go out: calories are very
important to them. So there’s been a change in how people see
alcohol in their lifestyles. Sales have been stagnant for years, thanks
in part to competition from coffee and soft drinks. “

“Pubs and bars are crying out for an excellent quality, full-bodied
alcohol-free beer that drinkers will take seriously,” says St Peter’s
CEO Steve Magnall. Consumer feedback is very positive - we’ve
got testimonials from people waxing lyrical about it and it really
tastes as good as the real thing.”
Naturally Steve won’t say much about the brewing process behind
Without beyond the fact that the grist includes a touch of rye. But
he believes it’s a strategically vital move for St Peter’s.
“We want to be at the forefront of this growing sector, which we
believe will form 10% of the UK beer market within 10 years,”
he says.
* An isotonic drink is taken up by the body as quickly as water. Highly popular with
athletes as they quench thirst and provide energy to the body
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Lager Goes Large
British Lager

Craft lager, real lager, indie lager whatever you call it, Adrian Tierney Jones
says there’s never been a better choice
of the world’s favourite beer style
brewed right here in Britain
The likes of BrewDog, Camden, Freedom, Purity, West
and even cask crusaders Adnam’s, Fuller’s, Shepherd
Neame and St Austell, all produce distinctive lagers
brimming with flavour and character.

Smaller breweries are also in on the act - as beers from Bedlam,
Andwell and Signal have demonstrated.
‘Lager is nice,’ says Stuart Howe, head brewer at Harbour, whose
Pilsner is one of the company’s bestsellers. ‘It’s the most popular
kind of beer for that reason. Large brewers and brewers with
heritage in lager tend to stay within the safe limits of the styles.
New wave beers tend to push lager past these limits. If they do this
and stay pleasant to drink they can add to the joy lager brings to
the world and perhaps change the minds of lager-sceptics.’

Beyond the Pils
So what are brewers doing to push past these limits? Some, like
Adnams, are dry-hopping their lagers which results in a clean
refreshing taste allied with a fragrant aromatic nose. Then there’s
Camden’s IHL, which is described as an IPA resurrected as lager:
this has a delicate fruitiness (think a sweet, sun-stroked bowl of
tropical fruit), smooth mouth feel and Sahara-like dry finish.
However, one trend we could start to see more of would be lagers
that travel beyond the ubiquitous Pils(e)ner (Germany uses the
extra e) and Helles.

“As consumers start to look for diversity more
flavoursome lager styles offer the obvious
gateway from Helles to more challenging styles”
The family of lager is as varied in its membership as any human
family. Besides the aforementioned two styles, in Germany,
especially in Bavaria, we also have Dortmunder, Bock, Doppelbock,
Hellerbock, Maibock, Dunkel, Schwarzbier, Kellerbier, Zoigl
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A Taste of Freedom
2017 looks set to be an exciting time for Freedom Brewery.
Originally established in London in 1995, the brewery and its range
of beers are now being rebranded to reflect the way it has evolved.
It wasn’t long before the brewers wanted to escape the London rat
race. And where better to settle than Burton-on-Trent? The world
famous home of the hard water that most people agree is the best
for brewing beer.
Freedom isn’t just the name it’s the way they do things. It’s the
Freedom to source the best ingredients, the Freedom to be
sustainable and the Freedom to choose a process that doesn’t cut
corners. The name Freedom also being inspired by the sense of
escape from the old and a big leap into a new beginning. They
wanted to share their beers with everyone; being settled in the
Midlands made that ambition possible, but they are now ready to
reach out further and wider.
Craft brewers long before craft brewing was a thing, the company
has developed in many ways over the last 20 years, but
sustainability remains at the heart of everything they do. They are
continually looking for ways to be more effective and productive,
without draining resources and giving nothing back. An example of
this is the huge reed bed system that was built in 2014 to clean
waste water through a natural, anaerobic digestion treatment
system. This enables them to filter cleaned water back into the local
watershed without damaging the environment or putting it back
into the mains water system for cleaning chemically. Awarded SIBA
Green Brewery of the Year.
The brewery’s spent grain is used for animal feed, they recycle their
paper through the shredder which is used for animal bedding - they
even have an apprentice Bee Keeper who has established a bee
colony. And they take great pride in being one of the few brewers with
vegan society certification; in fact, the whole range is vegan friendly.
Freedom Organic 4.8% ABV– A Helles lager made with organic
ingredients. The authentic German hops gives this beer a wellbalanced and crisp finish.
Freedom Four 4% ABV - A four-week matured smooth session
beer. A full-bodied lager made from British grown hops.
Freedom Pils 4.4% ABV – A British Pilsner offering a spicy and
dry amber lager balanced with the addition of rye, to create a
deeper, hop- forward beer that can cut through smoky flavours
Freedom Pale 4.2% ABV - Fruity New World influenced pale ale. Full
of character but surprisingly drinkable. US and New Zealand hops.
Freedom Amber 4.7% ABV - Grapefruit and pine-needle
bitterness balanced with a full hop body. Heavily hopped, full of
character, and surprisingly drinkable
Freedom IPA 5.2% ABV - Fresh, citrus nose with a balanced hop
flavour, very subtle malt and a complex hop finish. Full-bodied and
rounded in character.

(and Zwickel), Rauchbier, Märzen, Oktoberfest and Vienna, while
over the border in Bohemia there is pale lager (or Pilsner), yeastbeer, dark and amber. And some also argue the difference
between Pilsner and Budweis beers!

It’s Lager, But Not as We Know It
Then there are Kölsch and Alt, the beers of Cologne and
Düsseldorf, which are produced with top-fermenting yeast but
then matured in the style of lager - they are not lagers but for
ease of communication many brewers include them in their
lager portfolio
Fuller’s Frontier for instance, designated as the company’s ‘craft
lager’ uses top fermenting yeast, which according to head brewer
John Keeling, ‘It is not a traditional lager, it is our own
interpretation of a lager, using US hops and ale yeast and being
lagered for a decent time.
We did all this for flavour rather than any other reason. We also
wanted to add a modern tweak to it as well and therefore used
US hops and because we wanted to really mature (or lager) it,
we lagered for six weeks. With Frontier I wanted to make a beer
that everyone can drink.’

“New wave beers tend to push lager past
these limits. If they do this and stay
pleasant to drink they can add
to the joy lager brings to the world”

Diversity beckons
This multiplicity of flavours is slowly starting to be seen in the
lagers that independent British brewers are producing, such as
the ones St Austell’s head brewer Roger Ryman has been
working on.
“The golden lager styles provide the obvious cross-over point
from big brands to craft beers,” he says, “and as such in terms
of sheer volume and market accessibility it is likely that these
styles will always dominate.
However, as consumers start to look for diversity as they explore
the craft beer journey, more flavoursome lager styles offer the
obvious gateway from Helles to more challenging styles.
Some years ago we produced Cornish Bock, which was perhaps
ahead of its time, but on the back of Korev’s success we intend
to re-introduce this as a limited edition Small Batch Beer.”
As if as a declaration of Ryman’s intent, St Austell recently
produced Kaffee Lager under its Small Batch brand, which as
the label suggests was a lager flavoured with coffee.
Dark chestnut in colour, it was a triumph of chocolate-coated
coffee beans and hints of vanilla alongside a smooth mouth feel.
It might not have its roots in a small village in the Bavarian or
Bohemian countryside but it was still very delicious.
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recognised as lagers but this is not necessarily the case in the
wider market. With time and understanding a broader range of
lagers can be appreciated. Our original dark lager always
created significant interest at tastings but failed to sell in any
volume. Not all of the lager styles in the lager family will satisfy
the underlying trends in UK drinking preferences.”

“Pilsners and Helles are the starting blocks
with lager, like pale ales and IPAs are in craft
beer. And then the Bocks, Dunkels, Kölsch and
Alts are the ones that consumers move on to”
“Step one is to drive understanding of lager quality hinged around
products that are still recognised as lagers before moving on to
more challenging products. Darker, stronger and less familiar styles
will happily feature in true craft beer outlets but may struggle
elsewhere. Distinctive pale beers that are sessionable will have
greatest chance of success.”

Freedom Range
The brewery’s bestseller is the crisp and lemony Freedom Four, but
it also produces the citrusy Liberty Pils, East India Pale (styled as
an India Pale Lager) and Boston Beech, which is the brewery’s take
on an American Red Lager (yet another variation) with vanilla,
smoke, rye spiciness and caramel on the palate, alongside a
refreshing and juicy mouth feel, followed by a dry bitter finish. Sadly
the brewery’s dark lager was discontinued, but who knows what
the future holds?

Pure Choice
Over at Purity, whose award-winning Lawless Lager is popular with
both traditional lager drinkers and those who enjoy cask beer, the
company’s Managing Director Paul Halsey argues that “Pilsners and
Helles are the starting blocks with lager, like pale ales and IPAs are
in craft beer. And then the Bocks, Dunkels, Kölsch and Alts are the
ones that consumers move on to. Often the Dunkels and Bocks have
more flavour and consumers who are looking for something different
will seek those out. More and more we are seeing these different
styles of lagers being brewed in the UK and it is exciting times ahead.”

Craft before Craft was a Thing
Since it was founded in London in 1995 (it is now based in
Staffordshire), Freedom has been a lager brewery. However, MD
Matthew Willson sounds a slightly cautionary remark when asked
about moving beyond Pilsner and Helles.
“We have applied our lagering process to varying combinations
of materials to produce beers of distinction and interest,” he
says, “and in a knowledgeable outlet these products are

“Then there’s Camden’s IHL, which is
described as an IPA resurrected as lager:
this has a delicate fruitiness (think a sweet,
sun-stroked bowl of tropical fruit),
smooth mouth feel and Sahara-like dry finish”

Endless Possibilities
Last word goes to Purity’s Paul Halsey; who is very much looking
forward to what British lager brewers can come up with in the
next 12 months.
“The beauty of beer is that there are endless possibilities,” he says.
“Such as the ingredients used, like our Lawless using El Dorado
hops from America, or to the malt bill to create dark lagers, and
then there is the length of fermentation to even barrel aging. The
great thing is you have the likes of the larger, well established craft
brewers in the UK such as Thornbridge and BrewDog who are
experimenting with new lagers, and then the guys new to the
market such as Lost and Grounded in Bristol who are brewing
some really exciting lagers.”
Lager. The family is getting larger all the time.
Adrian Tierney-Jones is the author of many books about beer. He blogs at
http://maltworms.blogspot.co.uk/
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What the Hells is going on?
But they won’t stop there - with an increasing demand
for more, Camden are going to be opening a new
57,000 sq ft brewery in Enfield allowing them to keep
making more great beer.
Camden Town Brewery was founded by Jasper
Cuppaidge, who started out brewing at The Horseshoe
in Hampstead, recreating a recipe in the pubs cellar that
his grandfather had made back home in Australia, he
decided to make his own.

Camden Town Brewery

Big things are happening at Camden Town
Brewery. Founded just six years ago
Camden have taken off, and are now
producing well over 40,000 kegs a year
and pouring beers in more than 1,000
pubs, bottle shops and bars across the
UK and further afield.

A lager-drinker himself, he wanted to make the beers he really
loved, and realised there was a gap in the beer market for lagers
brewed in London. So, in 2010 he took to 8 big railway arches in
Camden Town to build a brewery – and launched Camden Hells
Lager that same year.
A brewery that makes beer for everyone. Consistent and accessible,
it’s the beers you want to drink. The best quality ingredients sourced
each year from the hop harvests of the USA to the malt houses of
Germany. All their beer is unpasteurised, unfiltered or naturally
filtered. All in keg, bottles, or cans, which allows for a longer shelflife, less waste, and no loss of flavour.

The beer that started it all: Hells Lager. Their flagship 4.6% session
lager brewed with their in house Pilsner malt and German hops.
Crisp, clean and unpasteurised, and also available unfiltered. Their
Pale Ale is a 4% hoppy and fruity – a mix of Pilsner, Wheat, Crystal,
and Munich malts, with German Perle and American Simcoe and
Citra hops.
Camden brew 7 beers all year round, such as their Gentleman’s
Wit, a Belgian-style white beer flavoured with bergamot and lemon
zest. There’s Pils, an American hopped unfiltered lager, and IHL,
which is like an IPA, but a lager. Big, bold and juicy, packed full of
hops at a strong 6.2%. On top of their core range of beers there’s
single batch, collaboration and seasonal beer releases such as their
Strawberry Hells Forever – like their Hells lager, packed full of hand
picked strawberries. Like Summer in a glass.
A couple of years in, Camden ran out of brewing capacity so
decided to take some its production outside of Camden to that
they could keep making enough beer for their customers. They
began looking for a new brewery with enough room to make beer
for everyone, but finding the right place takes time, so until then
started brewing a proportion of their beer at a Belgian family
brewer with a huge and well-earned reputation. The opening of
the Enfield brewery, or ‘HQ2’, will bring all production back home
to North London.
“Opportunities like this come rarely. We have the ambition to grab
this opportunity and turn Camden Town Brewery and the quality it
stands for from an outstanding London brewer to a world-famous
one,” says Jasper.
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Great British Lager
Andwells Pilsner Hop

4.8%

Andwell’s full bodied regular pilsner - now available on
draught- is fermented slowly and conditioned for at least 6
weeks to produce a well balanced beer, then dry hopped with
the Japanese hop Sorachi Ace for a blast of soft citrus aroma.
Andwells 01256 761044

Bearface Pils

www.andwells.com

4.4%

An award winning lager from Glasgow’s award winning
fledgling brewer - “brewed fearlessly”. Heavy on the hops, light
on the tongue, with clean and crisp citrus hints.
Drygate 0141 212 8815

Bedlam Pils

www.drygate.com

4.4%

Classic pilsner-style lager brewed with Saaz hops to give a
refreshing citrus aroma and flavour. With soft vanilla notes,
gently toasted graininess and a dry and briskly bitter finish.
Bedlam 01273 978015

Calvors Lagers

www.bedlambrewery.co.uk

3.8-5%

Camden Town

4.6-6.2%

Highly regarded range of lagers from the brewery that
introduced Londoners to the joy of craft lager. Beers include
the renowned Hells, the lager that started it all, an unfiltered
hazy version - Unfiltered Hells - that is smoother and more
full-bodied thanks to the remaining yeast. PIls lager, fresh,
piney and aromatic, this is the true beer of summer and last
but definitely not least, IHL, an IPA resurrected as lager.
Camden Town 020 7485 1671

Cotswold

www.camdentownbrewery.com

3.8-5.5%

A range of unpasteurised styles from one of the earliest
brewers of British craft lager. Created in the traditions of
Bohemia & Bavaria, including the sessionable Haus, rhe malty
Premium and a luscious draught Dark lager that has a subtle
chocolate and toffee flavour that makes it very moreish.
Cotswold Brewing 01451 824488 www.cotswoldbrewingcompany.co.uk

Curious Brew

4.7%

Brewed in small batches on a family farm in Suffolk, there
are four varieties, 3Point8, Premium, Amber and Dark, all
available on draught.

Produced by Chapel Down winery, it is re-fermented using
Champagne yeast before adding a "dosage" of the rare and
fragrant Nelson Sauvin hop. Cold filtered and unpasturised.
Gold medal winner at the International Beer Challenge 2012.

Calvors Brewery 01449 711055

Chapel Down 01580 763033

www.calvors.co.uk

www.chapeldown.com
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Fourpure Pils

4.7%

The exciting Bermondsey brewers take on a traditional
German Pilsner. Generously hopped with a blend of Hallertauer
and Saaz and fermented with a classic Bavarian yeast.
Fourpure 020 3744 2141

Freedom

www.fourpure.com

4-5.5%

The pioneering British craft brewer’s range of vegan friendly
lagers includes the award winning Organic, a Helles lager
made with organic ingredients, the full bodied, 4%, 4 week
matured Four, and the dry spicy, hop-forward Pils.
Freedom Brewery 01283 840721

Frontier

www.freedombrewery.com

4.5%

Crafted for 42 days, a unique combination of new-world hops
and old-world brewing techniques produces a beer that pours
a bright golden colour and immediately offers up delicious fruit
flavours - delivering distinctive notes of citrus, passion fruit
and melon.
Fullers Brewery 020 8996 2000

Jack Brand’s Dry Hopped

www.fullers.co.uk

4.2%

Part of Fergus Fitzgerald's line-up of innovative beers, this
is a dry hopped lager made with with Australian Galaxy hops,
which gives a more intense hop flavour and aroma. A light,
golden beer with refreshing citrus and tropical fruit notes.
Adnams Brewery 01502 727200

Korev

www.adnams.co.uk

4.8%

Pronounced Kor-eff, this is the traditional Cornish word for
beer. It took St Austell nearly 160 years to create a lager, and
they wanted to make sure it was uniquely Cornish. Crafted by
Roger Ryman using the finest lager malt from barley grown in
Cornwall, and a trio of hops including Saaz, Korev has a
wonderful pale colour, a clean, crisp taste and a delicate,
almost honeyed aroma.
St. Austell Brewery 0345 2411122

Lawless

www.staustellbrewery.co.uk

4.5%

This maverick brew follows the 500 year-old Bavarian
brewing law to achieve traditional purity using only four
ingredients, but adding Purity's own idiosyncratic twist by
using a blend of Pilgrim, El Dorado and Styrian Goldings hops.
Coolly lagered for 40 days, and a dash of hops, for a sharp,
citrusy kick.

Republika

4.8%

Brewed with Pilsner malt and Saaz hops and fermented for
3 weeks using yeast brought over from Prague. It is then
‘lagered’ (stored at below 2C) for a full 6 weeks. The resulting
beer is a well-balanced Pilsner style lager with a fresh, clean,
crisp, full flavour.
Windsor & Eton Brewery 01753 854075

Revisionist

www.webrew.co.uk

4.0%

Crafted with Lager Malt and a hop blend of German Hallertau
Magnum & Tradition, Slovenian Styrian & then dry hopped with
British Admiral & Boadicea varieties to release more aroma
and flavour.
Marstons 01902 711811

Sharp’s Cornish Pilsner

www.marstons.co.uk

5.2%

Fermented with a genuine Czech yeast & lagered on a bed
of Saaz hops to create stunning, zesty herbal notes & a
delicious clean, citrus flavour. Clear, refreshing & satisfying, a
pale straw colour with a herbal lemon aroma.
Sharps Brewing 01208 862121

Signal

www.sharpsbrewery.co.uk

4.8%

Brewed in London without substitutes, preservatives or
additives, conditioned over 5 weeks, then gently carbonated
before kegging. Unpasteurised, unfiltered and unfined to retain
freshness, flavour and finish.
Signal Brewery 0208 684 6111

This.Is.Lager

www.signallager.com

4.7%

Brewed with 100% malt and 10x the hops of most industrial
lagers. Aged for 5 weeks before bottling like a real lager should
be, and fermented with a genuine German lager yeast.
BrewDog plc 01358 724 924

Thornbridge

www.brewdog.com

4.8-5%

The award winning brewer of ales has also produced some
stunning lagers, like the Vienna style malty "Kill Your Darlings";
Tzara, which is a hybrid Koln style beer, fermented like an ale
but matured like a lager; Bayern, a classic Bavarian Pilsner
with a distinct noble hop aroma lagered for 10 weeks.
Thornbridge Brewery 01629 815 999

West

www.thornbridgebrewery.co.uk

4-4.9%

A highly drinkable biscuit-coloured Vienna lager, that breaks
the style rulebook by using Nelson Sauvin hops to produce a
ravishing amber-toned bittersweet, biscuity beer.

A range of German style lagers brewed to German Purity
laws, by a German woman...in Glasgow! A core range,
comprising West 4, a premium session lager, and St Mungo,
Munich Red and Dunkel all at 4.9%, as well as Wild West, the
full bodied, hazy unfiltered twin of St Mungo and the 4.6% dry,
fruity Pilsner, Feierabend.

Little Beer Company 01483 497201

West Brewing Company 01415 500 135

Purity Brewing 01789 488007

Little Vienna

www.puritybrewing.com

5.0%

www.littlebeer.co.uk

www.westbeer.com
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Budweiser Budvar at The Viking West Kirby

The Theatre of Beer
Getting Tanked

Pete Brown welcomes the latest trend for
getting tanked in pubs

contributors to this is the idea of serving beer from tanks in the bar
that have been supplied with brewery-fresh beer.

Iconic beer brands, and the best beer experiences, often
have one thing in common: an element of ritual or theatre.
Think of the Guinness two-part pour, the universal clinking
of glasses in a toast, the attention to detail when a Belgian
beer is poured into its special, branded stemmed glass and
placed in front of you on a bespoke beer mat, the label facing the
drinker. They all elevate beer drinking to a higher plane.

Most beer is pasteurised and filtered when it’s packaged into kegs,
cans and bottles. This is known as ‘brewery conditioning.’ If you’re
a big commercial brand, this is necessary for the beer to survive
long distribution lines and to remain fresh and stable on the shelf.
Beer is a natural, living product. Like fresh milk or freshly squeezed
orange juice, it’ll go off quickly if it’s not pasteurised.

“Because of its freshness, the delivery
and brewed in dates are an
important feature. Because of its
fragility, it isn’t available just anywhere”
Sometimes - naming no names - big beer brands try to invent
rituals that just don’t work, because they’re products of the
marketing department that don’t really mean anything, and even a
relatively unsophisticated drinker can smell that something isn’t
quite right, even if they can’t put their finger on what. An authentic
ritual or bit of theatre around the presentation isn’t just for show: it
has its roots in a tangible benefit to the quality of the beer, or the
experience of drinking it.

Czechs Lead the Way
The Czech Republic drinks more beer per capita than anyone else
in the world. There are many reasons why. One of them is the
incredibly high quality of the beer they are served. And one of the

“The tank bars or tankovnas of the Czech
Republic allow pilsner lager to be served
in the pub unpasteurised and unfiltered,
and the difference in flavour is just
as dramatic as in other fresh products”

The Problem of Pasteurisation
The problem is that pasteurisation is a form of gentle cooking, and
the heat destroys the more delicate flavour compounds. If you’ve
ever tasted freshly squeezed orange juice next to something out of
a cardboard brick that’s happy to sit on an ambient shelf for a year,
you’ll know the difference pasteurisation can make. For the
Campaign for Real Ale, pasteurisation is one of the big no-nos that
disqualifies a beer or cider from being ‘real.’
Until recently, it’s been widely assumed in the UK that lager must
always be inferior to real ale because it is always pasteurised, but
this is not true. The tank bars or tankovnas of the Czech Republic
allow pilsner lager to be served in the pub unpasteurised and
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unfiltered, and the difference in flavour is just as dramatic as in
other fresh products.
Short delivery lines are an important aspect of tank beer, as is
hygiene: inside the tanks, the beer is packaged in large bags that
are completely sterile. As the beer is poured, the bags compress,
so no extraneous air or foreign bodies can get into the beer before
it’s in the glass.

“While it’s unavoidable that the tanks
take up space, the Budvar team
are careful to customise the set-up
and incorporate it into the fabric and
design of each individual bar they go into”

The Original Pilsner
The first brand to launch tank beer into the UK was Pilsner Urquell,
the original Pilsner lager. Because of its freshness, the delivery and
brewed in dates are an important feature. Because of its fragility, it
isn’t available just anywhere. It tends to stick to big cities, where
the volume of demand means the tank will be emptied while the
beer is still fresh.
In a typical Pilsner Urquell tank pub the tanks themselves dominate.
You might think you have no room in a tight cellar for a copper tank
that’s about three feet high and ten feet long held on its side in a
metal framework. But if the bar is big enough, the tanks are turned
into a positive feature, out in the bar space, where drinkers can
examine them at close quarters.

Built by Budvar
This is fine if you’re building a tank bar from scratch, or have acres
of space to play with. But does that mean tank beer is out of reach
to a more typical pub?
Not necessarily. Budweiser Budvar has now also launched tank beer
in the UK. And while it’s unavoidable that the tanks take up space,
the Budvar team are careful to customise the set-up and
incorporate it into the fabric and design of each individual bar they
go into. In Hoxton’s Ziegfried von Underbelly, they’re sitting in the
bar where drinkers can examine them. At Islington’s Meat Liquor,
there are four tanks above the back bar, tucked out of the way, but
still very much on show, and they have been finished to fit in with
the overall design and feel of the space.

The Halo Effect
Tank beer isn’t right for every establishment. And as it grows in
popularity, it’s threatened by the emergence of ‘fake’ tank beers
that use a similar set up to pump ordinary pasteurised beer,
destroying the product message behind the spectacle.
But an authentic tank beer has a tangible flavour difference,
elevates both the theatre and the tangible quality of the beer,
and casts a positive halo over the wider brand - and the outlet
that stocks it.

This has the added advantage of authenticity - there’s no question
that the bar might just be serving normal Pilsner Urquell and
claiming that it’s tank beer. Pilsner Urquell has struggled for years
to tell its story to British drinkers, to establish its place as a quality,
super-premium beer, and tank beer seems to be the key that’s
finally unlocked the problem.

Meantime, in London

Brewpubs have the potential to take this to its logical conclusion in
stunning ways. Howling Hops began as a tiny brewery in the cellar
of the Cock Tavern in Hackney, East London.
The beers became so popular that the brewery eventually moved
to a new self-titled home in Hackney Wick. Here, the brewery
occupies the rear of a big former industrial space.
The finished beer runs from conditioning vessels straight into a wall
of upright tanks, which on the other side form a dramatic back bar,
each tank labelled with a number and some artwork describing the
beer that’s in it. The beer is served straight from the tanks, having
travelled mere feet from where it was brewed.

Budweiser Budvar at Islington’s Meat Liquor

The idea is quickly spreading to British brewers. Meantime Brewing
introduced tank beer to a number of selected London pubs in 2013,
again with the tank forming an interesting feature to talk about, and
a wonderful branding opportunity for the brewer.

Pete Brown is a multi award winning writer and broadcaster who
specialises in making people thirsty. Read his blog at
http://petebrown.blogspot.co.uk/
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Bohemian Rhapsody
Czech Beer

We may think of brewing as one of Britain’s
great old traditional industries – but it’s a
mere stripling compared to its Czech
counterpart. Simon Jenkins discovers how
history, geography, science and nature
combined to make this landlocked state the
spiritual home of lager.

Britain was still fighting off Vikings when Central European farmers
began cultivating hops. Wealthy households brewed their beer for
their own families and to sell to their neighbours.
By the time the Normans were laying waste to our green and pleasant
land, many Bohemian towns had established their own publiclyowned breweries, its quality a source of local rivalry and pride.
A map of the modern day Czech Republic shows how this pattern
persists, with around 150 breweries evenly dispersed across this
ancient land. While many have only come to market since the Velvet
Revolution saw Czechoslovakia escape the clutches of Moscow,
around 40 are much older, including Prague’s famous 15th century
brewpubs U Fleku and U Medvidku which compete for the tourist trade.
The Czechs are still among the world’s thirstiest citizens, consuming
around 30 gallons each every year, the overwhelming majority of
which is pale golden lager. Whether you’re drinking a German
Pilsner, Canadian Michelob or American Budweiser, your beer derives
its name from towns in the Czech Republic and neighbouring
Slovakia. And British drinkers are increasingly aware that Czech
beers can be relied on to deliver the kind of substance, significant
taste and bitterness which some of their big-brand rivals cannot.

In 1265 Bohemian King Ottakar II granted brewing rights to the city
of Ceske Budejovice. Over the years, breweries came and went –
Budejovice had almost 50 at one time. Its reputation for great beer
was such that when German emigrants Anheuser and Busch
established their brewery in St Louis in 1875, their beer was named
after the German name for the city, Budweis.

“Budvar clings to its principle of storing its
beer for about three months before it gets
within sniffing distance of a customer.
For every extra litre of beer they add
to daily production, Budvar must
add an extra 90 litres of storage capacity”
Whatever fine intentions they had, American Budweiser is no longer
comparable to that produced in the Czech Republic, the recipe
corrupted by the addition of rice and the total anonymity of its hop
content. In blind tastings, drinkers invariably prefer the Czech. Even
hardened drinkers of American Budweiser are often surprised by
how much they like the original.

Quality Czechs
So what makes Budweiser Budvar (5% ABV) so good? Well, there’s
its strict adherence to German beer purity laws; its soft water drawn
from an ancient well below the brewery; the use of local Moravian
malt and full-flower Zatec hops, rather than pellets. Then you come
to its lagering time. Lager simply means ‘storage’ – it has the same
derivation as our own word ‘larder’. Unlike real ales which can be
brewed, put in casks and shipped out to pubs in just a few days,
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lagers are stored in giant vessels for weeks after brewing, a process
which allows them to mature and develop. The length of lagering
can be critical to the end result.
Budvar clings to its principle of storing its beer for about three
months before it gets within sniffing distance of a customer. For
every extra litre of beer they add to daily production, Budvar must
add an extra 90 litres of storage capacity. Given that production is
now pushing a staggering 250 million pints a year, the brewery has
devised innovative architectural and engineering solutions to stack
rows of vast cylindrical steel lagering tanks where the beer
undergoes a long maturation process during which it gains a
beautiful smoothness to offset its sharpest, bitterest edge.
From here, it’s decanted into keg and bottle – and for the local
market despatched by road tanker to be pumped into copper tanks
and served fresh in the region’s best bars and restaurants.

“British drinkers are increasingly aware that
Czech beers can be relied on to deliver the kind
of substance, significant taste and bitterness
which some of their big-brand rivals cannot”

The Original Pils
Just as all Budweiser should come from Ceske Budejovice, so all
Pilsners should really be brewed in Plzen, west of Prague, where
the first true golden lager was brewed. For many years the locals
were unhappy with the beer served up by their local brewery. It was
often sour and cloudy compared to those across the border in
Germany. It culminated in a small revolution in 1838 when a huge
batch of local beer was sour – and the townsfolk organised a
sombre public ceremony to pour it down the drains.
They then got together to create the new Citizens’ Brewery, bringing
in Bavarian brewer Josef Groll and equipment from England of all
places – and perfected a new style of brewing. The soft water of
Pilsen, Bavarian malt and Czech hops combined to create a crystal
clear golden beer with a big white head. It was first served at the
Feast of St Martin in November 1842 and was a crisp, golden,
bottom-fermented revelation, so much so that the good folk of
Pilzen were too permanently inebriated to remember to trademark
the name.
It was the world’s first golden lager, and remains undisputed King
of the Pilsners.

A Welcome Sight
With its 40 units of bitterness, Pilsner Urquell (4.4% ABV) was
always one of the more bitter beers on the market. Mind you, that
was before ultra-competitive American brewers began hopping their
IPAs to so great an extent that the figures went off the scale. Yet
despite its lagering time being reduced, and the brewery coming
under the control of multinational SABMiller, PU remains a
wonderful beer, remarkably bitter and refreshing, and a welcome
sight for a knowledgeable lager drinker in any pub.

Pilsner Urquell also owns Radegast from Nosovice. Founded in
1970, this relative newcomer offers Original (4%) and Premium
(5%) brands. Other Czech beers in the SABMiller stable include the
slightly sweet-tasting and largely undistinguished Gambrinus
(4.3%), named after a legendary brewer and King of Flanders, and
big-selling Kozel (4.8%) from Velke Popovice.

A King’s Beer
Though less well known than some, Krusovice (5%) is well worth a
try. Eccentric art lover, armourist, occultist and gastronome King
Rudolph II bought the Krusovice Brewery, hop and barley farms and
all, in 1581. Quite how close an interest he took in its affairs is
questionable; he may have been somewhat pre-occupied with
being King of Hungary, Croatia and Bohemia, Archduke of Austria
and Holy Roman Emperor.
No matter. His legacy is a fine golden lager, easy on the eye, gentle
on the nose, and soothing, faintly honeyed, on the palate. Though
the beer is now owned by global giant Heineken, it is still brewed
in Krusovice’s Royal Brewery, west of Prague, and has a soft
lathering texture in contrast to some of that conglomerate’s bigger,
less characterful brands.

“It culminated in a small revolution in 1838
when a huge batch of local beer was sour –
and the townsfolk organised a sombre
public ceremony to pour it down the drains”

Star Players
The second biggest brewer in the Czech Republic is Staropramen
(3.5%), now owned by Molson Coors. Smooth and full-bodied, yet
with a crisp bite as it hits the palate, Staro is another big-hitter in
Britain, where it is distributed by Carlsberg.
Carlsberg is also the driving force behind Zatecky Pivovar, housed
in the castle walls of the town of Zatec in the north of the country
– a region well known for hop growing. Zatec lager is already a
familiar sight in British pubs, but sister beer Celia has recently been
introduced to the UK market, tapping into a growing demand for
gluten-free products.
Celia Organic (4.5%) is made with Czech hops, Moravian malt
and sand-filtered water from the Zatec foothills. The stronger
Celia Dark (5.7%) gains extra colour and substance from Bavarian
toffee malts.
Bernard (4.5%) from Humpolec is another pale Czech lager, now
under the ownership of Belgian giant Duvel Moortgat; the
brewery at Stasek, established in 1379, produces a range of
beers under the Bohemia Regent name, each lagered for 80
days. Its slightly sweet, malty, coffeeish dark lager provides an
interesting further diversion.
Nazdrave
Simon Jenkins is an award winning beer writer and beer correspondent
for the Yorkshire Evening Post @jenkolovesbeer
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The Original Craft Lager

Budweiser Budvar

Budweiser Budvar are undoubtedly experts
in the brewing process and recently
celebrated 121 years since the first batch
was brewed at the Czech Joint Stock
brewery on 7th October 1895.

Fast forward to today and much of the investment into
making the beer taste exquisite remains the same.
Remaining the same isn’t easy; a brewer has to say no to
all shortcuts - something only a brewery run by brewers
(and not accountants) like Budweiser Budvar can do. The first-class
cones from locally grown Saaz hops, natural soft water from ice
age lakes underneath the brewery and carefully selected grains of
unique Moravian barley are just some examples of the no shortcuts
attitude to brewing. The extra magic lies in the 102-day brewing
process, which is around 7 times longer than most beers. It’s the
only way to preserve the unique and unmatchable taste of our beer.
And Here’s Our Beers:
u

Budweiser Budvar B:ORIGINAL (5%)
102 days in the making and no shortcuts taken. Savour the
perfectly synchronised sweet and bitter equation.

u

Budweiser Budvar B:DARK (4.7%)
Full flavoured Bohemian black lager united with roasted coffee
and chocolate tones.

u

Budweiser Budvar B: KRÄUSENED (4%)
Unfiltered, unpasteurised and secondary fermented. Beer as
it should be.

u

Budweiser Budvar CZECH IMPERIAL LAGER (7.5%)
Bigger, bolder, stronger. A beer brewed out of tradition and
matured for 200 days.

u

Budweiser Budvar B:CHERRY – (4.4%)
A fusion of dark lager and local cherry juice.

u

Budweiser Budvar B:FREE (Max 0.5%)
A golden pour and thick head made with Moravian barley and
Saaz hops, minus the alcohol.

Budweiser Budvar Tankové Pivo
Budweiser Budvar Tankové Pivo brings the brewery cellar to you
and we take bringing it to you as seriously as we do brewing it. To
experience the exquisite taste of Budweiser Budvar in its most
amplified form is to taste it from the brewery cellars. The
flavours are louder because it is unpasteurised and it remains fresh
because it is delivered in temperature-controlled tanks. In fact, the
only thing that’s missing is the smell of the Moravian malt from the
Brewhouse, but you don’t even have to leave the bar to taste it.
Sample brewing at its finest, just as the master brewer intended.
The first Budweiser Budvar Tankové Pivo site was launched in
November 2014 at Zigfrid von Underbelly of Hoxton Square. Other
sites include: MeatLiquor N1 in London, The Oast House in
Spinningfields, Manchester, The Viking on the Wirral and, more
recently, The Botanist in Sheffield.

Czech Stories
Stories around food, travel, nature and culture are aspects of Czech
heritage that often remain untold here in the UK. More consumers
than ever are seeking unique and authentic experiences that bear
the heart and soul of a country, so that they can retell them to
friends and family. Budweiser Budvar launched a new website
(www.czechstories.com) at the end of 2016 to share the real,
unfiltered guide to the Czech Republic.
The website introduces new people to Budweiser Budvar and the
Czech Republic by unpacking historic and dynamic tales from the
region, akin to the craftsmanship of making the beer and the
brewery’s heritage.
Keep up to date with all the latest news:
www.budweiserbudvar.co.uk
www.czechstories.com
Twitter.com/BudvarUK
Facebook.com/BudvarUK
Instagram.com/budvaruk
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Czech List
Bernard

Bottle/Keg 0.5 - 5.8%

Budweiser Budvar B:Dark

Bottle/Keg

4.7%

One of the most respected breweries in the Czech
Republic, all of the beers are unpasteurised. Most are brewed
for consumption in the Czech market but 5 draught varieties
are imported into the UK: Pilsner 4.7%, Light or Svetle 3.8%,
Dark or Cerne 5.1%, the extremely rare Unfiltered
(Nefiltravano) 5.1% and even rarer Special OX at 5.8%.
Several versions are also available in bottles, including the
alcohol free Amber.

A complex dark lager beer with roasted malt character
balanced by good hop bitterness, brewed in Budweis by the
legendary Budvar company. Reproducing, as closely as
possible, Bohemian and Bavarian lagers until the 19th century,
it is fermented for at least 90 days. The delicious roasted
flavour comes from the use of three types of malt: Munich,
caramel and roast. It didn’t win World’s Best Dark Lager for
being average.

Pivovar UK 01904 607197

Budweiser Budvar UK 020 7554 8810

Bohemia Regent

www.pivovarorders.co.uk

Keg

5.0%

Budweiser Budvar B:Original

www.budweiserbudvar.co.uk

Bottle/Keg

5.0%

Bohemia is well known for its brewing tradition and the
Regent brewery in Trebon is the oldest in the Czech Republic,
established in 1379, and is still part of the ancient heart of the
town. Now owned and managed by the Stasek family, the
brewery’s range is broad, however, it is their flagship Premium
5% lager that JW Lees brings across. A premium beer with a
hoppy taste and medium bitterness.

The number one imported Czech lager and one of the UK’s
best selling premium brands. A perfect blend of magnificent
local ingredients combined with a fermentation period of not
less than 90 days gives this beer its soft malty nose,
bittersweet palate and fruity finish. Only ever brewed in
Budweis using natural ingredients, this beer is a legend among
lovers of fine beer.

JW Lees 0161 643 2487

Budweiser Budvar UK 020 7554 8810
Matthew Clark 01275 891400

Budweiser Budvar B:Cherry

www.jwlees.co.uk

Bottle

4.0%

Budweiser Budvar B:Krausened

www.budweiserbudvar.co.k
www.matthewclark.co.uk

Keg

4.0%

It’s our dark lager but with a twist. Brewed from the base of
Budweiser Budvar Dark and blended with juice from local
cherries. Born from an expert understanding of bringing
complex flavours and ingredients together with expert brewing
and an artisan eye for detail. An easy drinking bitter dark
chocolate palate wedded to a distinct cherry profile that gives
you a sharp yet decadent finish.

Pronounced Kroy-Zened, the unpasteurised version of
Original it is brewed in exactly the same way using the same
top notch local ingredients in a 100 day brewing cycle. Extra
yeast cells are added by hand at the last stage of the brewing
process to produce a brew of almost other worldly freshness
and purity.

Budweiser Budvar UK 020 7554 8810

Budweiser Budvar UK 020 7554 8810

www.budweiserbudvar.co.uk

www.budweiserbudvar.co.uk
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Budweiser Budvar B: Strong

Bottle

7.5%

Taking the world class original lager, this is a revival of the
age old tradition of brewing a special batch of lager at the
onset of winter ready to celebrate the start of spring. This
Czech Imperial Lager is matured for a minimum of 200 days
which allows the beer to evolve into a striking, honeyed, spiced
and more effervescent lager with a snappy palate and dry
finish. This is why it won world’s best strong lager in the 2013
World Beer Awards.
Budweiser Budvar UK 020 7554 8810

Budweiser Budvar Free

www.budweiserbudvar.co.uk

Bottle

0.5%

We say no when it comes to compromise. No alcohol doesn’t
mean we have to leave flavour at the brewery gates. We
continue to use celebrated Moravian barley for the decadently
toasted sweet malt palate and season the beer with the
legendary Saaz hops for an earthy spiced aroma and hint of
bitterness. We take nothing away from the beautifully
synchronised sweet-bitter equation except the alcohol.
Budweiser Budvar UK 020 7554 8810

Celia Gluten Free

www.budweiserbudvar.co.uk

Bottle

4.5%

Award winning gluten free beer which still packs the punch
of a world class Czech lager, boasting such beautiful
characteristics as its golden color, pleasant malty aroma,
flavour harmony and refreshing consistency.
Carlsberg UK 01604 668866

Hobo

www.celialager.co.uk

Can

5.1%

A crisp and classic golden Bohemian Pilsner brewed with
patience and principles. Laid on a bed of biscuity Moravian
malt and spiced with citrusy Saaz hops, it’s floral, brisk in
bitterness with a gentle rounded sweetness. Deftly balanced;
characterful yet quenching.
CASK Liquid Marketing

Kozel

www.hobobeerandco.co.uk

Keg

4.0%

Brewed in the small Czech village of Velke Popovice
(pronounced Velce-pope-viche) since 1874. It is an easy to
drink, flavoursome beer with low bitterness, full body and
creamy head. The most widely exported Czech lager and is
now available in the UK, exclusive to the ontrade on draught.
Asahi UK 01483 718 100
Matthew Clark 01275 891400

Krušovice Imperial

www.asahibeer.co.uk
www.matthewclark.co.uk

Bottle/Keg

5.0%

Krušovice Cerné

Bottle/Keg

3.8%

Pronounced kru-sho-vi-tse chair-knee. Although a lower abv,
Cerné does not compromise on quality, offering an accessible
beer with a smooth, full-flavour, and a slight caramel
sweetness balanced by a delicate hop bitterness.
Marstons 01902 711811

Matuska

www.marstons.co.uk

Bottle 5.1-6.9%

Microbrewery founded 2013, brewing a wide range of
unfiltered, unpasteurised beer keeping their fresh character,
as if they were tapped straight from the lagering cellar. Both
bottom and top fermented beers are brewed, each one using
a different strain of yeast.
Pivovar UK 01904 607197

Pilsner Urquell

www.pivovarorders.co.uk

Bottle/Keg

4.4%

In 1842, revolutionary brewmaster Josef Groll created the
world’s first golden beer, Pilsner Urquell, in the town of Pilsen
in Czech Republic. The beer is still brewed in Pilsen using the
same brewing process and ingredients: finest Saaz hops,
barley and soft local water as it did when it was first created.
Intensely hoppy with a balance of subtle sweetness and velvety
bitterness, wrapped in a gloriously crisp body.
Asahi UK 01483 718 100
Matthew Clark 01275 891400

Pardubický Porter

www.asahibeer.co.uk
www.matthewclark.co.uk

Bottle

8%

Mixing 4 carefully chosen types of malts, using a maturation
period three times longer than in conventional lagers, and
other special production processes in manufacturing result in
this Porter with its characteristic dark, almost black, thick foam
and distinguished by a very delicate, sweet malt taste. Beer
connoisseurs will appreciate the chocolate and caramel tones
with a subtle touch of cherry.
Porter Beers

Primator

www.czechbeer.co.uk

Bottle/Keg

4-10.5%

Award winning brewery with an international reputation for
both top and bottom fermented brews, including a stout, an
English Pale Ale, an IPA and most notably the 4.8% Weizenbier,
a pale unfiltered wheat beer with pleasant clove-like aroma
and a strong intense flavor of zesty wheat with hints of banana.
Pivovar UK 01904 607197

Staropramen

www.pivovarorders.co.uk

Bottle/Keg

5.0%

Pronounced kru-sho-vi-tse. An award winning premium golden
beer brewed in the same location in the Czech Republic since
1581. A pale gold lager brewed with Bohemian malt, Czech Saaz
hops, and spring water it is more full-bodied, more refreshing
and has a smoother, crisper after taste than competitors.

The name means ‘Old Spring’ and this Czech lager, first
brewed in Prague in 1869, is best served with a 'Prague head'
which is created using the bespoke tap on the Staropramen
tap font. This gives a tight foam head designed to maintain
flavour and carbonation all the way to the bottom of the glass.

Marstons 01902 711811
Matthew Clark 01275 891400

Carlsberg UK 0845 6013 432
Matthew Clark 01275 891400

www.marstons.co.uk
www.matthewclark.co.uk

www.carlsberg.co.uk
www.matthewclark.co.uk
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Pure Class in a Glass
Genuine Germans

With the advent of the craft beer
revolution, there’s been a lot of noise
about the purity and heritage of
German brewing, and it’s not just
coming from thigh slapping oompah
bands. Michelle Perrett toasts the
quality of Germany’s finest beers
Some people still think of oompah bands, foaming beer
steins and sausages whenever German beer is
mentioned, but while these stereotypes may have an
element of truth, German brewing has a lot more to offer
the discerning drinker these days.

“Today’s consumers are demanding more
from their beers and the heritage of
German brewing is being re-discovered”
And as the British become more adventurous with their beer
choices, they are keen to explore the world of German beer,
confident in the knowledge that quality and purity are at the heart
of everything the country brews.
The craft beer revolution has opened up the market, with
consumers eager to try new beers and new styles. Many German
brewers see this as an opportunity to extend their reach into the
UK market and are already reporting increased sales volumes.

Heritage and Authenticity
Des Gallagher, Category Controller at Marston’s, importers of
Warsteiner, Kaltenburg and König Ludwig beers, says that today’s
consumers are demanding more from their beers and is pleased
that the heritage of German brewing is being re-discovered.
The 500th anniversary of the Reinheitsgebot brought the unique
purity law to the attention of beer drinkers, highlighting the country’s
long brewing history and generating increased interest in both well
established and relatively new brands.
According to Gallagher, the premiumisation of the entire beer
category is behind this interest, and he pinpoints three key trends
- authenticity, contemporary and style - where he believes German
beer scores highly.
Kofler at Krombacher agrees, saying “Traditional values - like
history, heritage, the purity law and family-owned - are important
and work extremely well.”

Presentation is Key
To take full advantage of the premium trend, bars need to treat the
beers with a degree of respect, if not reverence, using clean, cool,
branded glassware and pouring them according to the brand
owner’s recommendation.
When beer is served in Germany, the theatre of dispense is part of
the overall experience, and bars in Britain that replicate the practise
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are not just selling more, they are able to charge a significantly
higher premium, which increases their profitability even further.
“We are moving much more towards care in presentation and
dispense which has a major influence on sales,” says Gallagher.
“There is still the need for fast speed of service but when people
go out now they are looking for care and attention.
People are prepared to wait for a coffee and for a gin and tonic
so surely the same care and attention can be given to the
dispense of lagers.”

“If you go to Germany they’re drinking three
of four pints but they’re having it with
food and it’s a family occasion. We
want people to associate German
lager with a more light-hearted approach”
Care and dispense will be a key focus for Krombacher too.

Marketing Matters
Gallagher says that marketing, events and sponsorships have been
successful in helping to introduce consumers to Marston’s brands.
Experiential events are also a strong driver, such as engaging
consumers with a Warsteiner sommelier and running Oktoberfest
events featuring the Bavarian beers, Kaltenberg and König Ludwig.
“We are looking at very exciting initiatives involving brands
presentation. That will involve continuing some of the sponsorships
we have had over the last year or two, including one with the British
Fashion Council,” he says. “We will also be rolling out more
experiential marketing around key cities.”

Oktoberfest
Events are also helping to change the perception of German beer
and drive sales for Cave Direct, which counts Paulaner and HackerPschorr in its portfolio of craft beers.

Kofler highlights the possible problems for UK pubs and the lack of
cellar space and the brewer is looking at technology for the UK
market to ensure that its beers are served and poured correctly.

Jonny Garrett the company’s Marketing Manager and founder of
the Craft Beer Channel, says that the brands are growing by volume
at 30% year-on-year in the UK. The brewer smashed its target of
selling 10,000 hectolitres and is now aiming for 15,000.

“We know that Krombacher beer tastes the best when it’s freshly
poured at the right temperature,” he says “In Germany they use
cool storage and it is stored in almost hermetically sealed room
which is set at level of 13 degrees”

Cave Direct has agreed a deal to launch its own Oktoberfest in East
London, which will run for three years - not to be confused with the
2015 Oktoberfest London event, which was cancelled after one
night due to excessive demand and inadequate organisation!
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For the successful 2016 event the company teamed up with the
Art of Dining, and Garrett says they aim to change the perception
of drinking, highlighting the positive lifestyle of drinking German
beer.
“This country has a fairly unhealthy and unpartisan relationship with
lager. If you go to Germany they’re drinking three of four pints but
they’re having it with food and it’s a family occasion. We want
people to associate German lager with a more light-hearted
approach,” says Garrett.

“People are prepared to wait for a coffee
and for a gin and tonic so surely
the same care and attention can
be given to the dispense of lagers”
During 2016 the Oktoberfest seasonal trend has “been crazy” and
he expects this to have a knock on effect over the next year.

Still Taking the Pils
Much of the activity has centred on pilsners, which are still by far
the most popular style of German beer drunk both in the UK and in
Germany itself
Kofler says that Krombacher is seeing positive volumes, with almost
two-thirds of its product sales now in draught beer.
“We are on track to double volumes. In the last three years we have
doubled UK sales volume and increased the percentage of draught
vs packaged. But it is more about quality of distribution for the beers
than the quantity.”
The brewery is also known for other styles of beer, but as Kofler
says “Pils lager is still our undisputed No1 seller and will stay that
way. Pils is our passion and that is what we do”

German Styles

“2017 is going to be a great year for German lager and German
beer in general,” he predicts.

But it’s not all Pils. Several more specialist styles such as Weissbier
(wheat beer), Dunkel, (dark or black lagers) and Hell (malty lager)
are also growing in popularity.

He feels that the growing demand for craft beer has had a positive
impact especially in larger cities such as London, Manchester and
Bristol.

Steve Holt, managing director at Vertical Drinks, which is the UK
agent for Veltins, believes the market will continue to grow for
German beers.

“Consumers are looking for new experiences and we’re finding that
a lot of accounts that take on Paulaner are having huge success
from it,” he says.

He says: “Consumers are demanding greater choice and gone are
the days when there’s just a bitter and a mild on the bar. There is
now a whole range of beer styles available.”

While pilsner is the main seller in the UK market, other more
specialist beers such as Paulaner Salvator - the original strong Bok
lager at 8% abv - also have potential, he believes.

Holt insists that while there has been a change in the on-trade
market, with pub numbers in decline, this doesn’t mean there aren’t
enough distribution opportunities.
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4.8% ABV

Brewed in accordance with the German Purity
Law, Bitburger uses only the best hops, including
an award-winning hop cultivated exclusively for
Bitburger, together with crystal clear water from
the Bitburger Triassic trough and a strain of yeast
pilsner with a bright golden-blonde colour and
a rich, frothy head. Bitburger has delicate herbal
aromas, a nutty, honey-like character and the
perfect balance of bitter and sweet.
In a crowded UK lager market, consumers are

TO FIND OUT MORE ABOUT BITBURGER OR TO ENQUIRE ABOUT STOCKING
PLEASE CALL 01502 727272 OR EMAIL INFO@ADNAMS.CO.UK
@BitburgerUK
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A Big Year for Bitburger
Hot on the heels of 2016’s Reinheitsgebot celebrations, another
event will be showcasing German beer in 2017.
It is the 200th anniversary of Bitburg’s famous brewery, and
importer Adnams will focus the year ahead on this milestone. Sales
Director Max Bond sees it as a great opportunity to get consumers
to celebrate the beer.
“The UK craft scene is superb and there are more and more
people willing to try interesting beers from around the world.
Operators are getting savvy to some of the mainstream beers and
are looking to experiment and put on different beers with different
flavours,” he says.
“2017 is going to be a big year for Bitburger, we have big plans to
celebrate, and we’ll support core stockists to say thank you.”
The celebration will be global one, which will give Bitburger a new
push in all major markets.
“We might produce a limited edition celebration beer,” he says.
“We’re also working on social media plans to generate loyalty and
increase the fan base.”

More than a Bit
“The market for premium and craft beer is increasing and is
perhaps the only real growth sector,” he says. “The bigger brands
are all finding the market difficult and the companies are now
investing in brands that have greater authenticity and more craft
credentials.”
He also points out that regular range reviews from the bigger
retailers and more guest beer opportunities has increased the
space on the bar for German brews.

Independent Opportunity

As well as distributing Bitburger Premium Pils, other specialist beers
from the Bitburger stable, such as König Pilsener, Benediktiner
Weissbier and also Benediktiner Hell and Köstritzer, are performing
well in the on-trade.
“People are seeing a cooler side to Germany. There’s been an
increase in sales of König in particular and Bitburger is doing
really well in the on-trade. I think if people present the beer well
and really give the staff the brand knowledge then there is a
huge opportunity.”
The brewer is also looking to bring in another range from Germany,
which is isotonic and will capitalise on the health trend.

Holt cites independent pubs and venues as a great potential market.
“We market Veltins as being something authentic and it appeals to
a lot of retailers who don’t want to be tied into the big brand owners.
The other great thing about Veltins is it can move into the craft
sector,” he says.
“What is essential in the market now is brand image and
brand reputation.”
Vertical Drinks operates partnerships, which include working with
Fuller’s, Robinson’s and Purity. It also distributes through retail
groups such as Mitchells & Butlers and pitches the Veltins Pilsner
as a rival to Peroni and Estrella Damm.

“Consumers are demanding greater choice
and gone are the days when there’s just
a bitter and a mild on the bar. There is
now a whole range of beer styles available”

Alcohol Free
Bitburger Drive, the alcohol-free version, is seeing a rise in interest
from both consumers and pubs, especially in Scotland in response
to the drop in the drink-drive limit.

Future plans include setting up distribution in Scotland as well as
working closer with small independent pub groups, Holt reveals.

“We have trialled it in draught in 230 litre kegs in Scotland. We are
seeing growth in Scotland and growth in 330ml Drive is also
working well in the on-trade,” says Bond.

“The challenge for us is to get consumers to try Veltins,” he
adds. “We want to encourage loyalty through trial and we do
some sponsorship of events with local partners and try to link
in with them.”

The growth in non-alcoholic beer has been another boost to
German beers, who have been pioneers in the sector, producing
flavoursome alternatives for those wanting to avoid alcohol, whether
for dietary or lifestyle reasons.
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Rob Hole, UK sales agent for the Erdinger range of wheat beers,
has seen an increase in sales of the alcohol-free variant,
Erdinger Alkoholfrei, which is isotonic, making it a popular choice
for athletes.
“We also found that it was growing north of the border in particular,
because of the new drink drive laws,” he confirms.
Whether or not the rest of the UK lowers the drink-drive limit, the
trend for alcohol free beers is set to continue, and Bitburger and
Erdinger are not the only German brewers to see the potential for
this market.
Other top quality alcohol free German beers include Krombacher
(both a Pils and Wheat version), Maisels Weisse, Schneider, Veltins
and Warsteiner Fresh, which picked up a silver medal in the
speciality beer category at the prestigious International Beer
Challenge in 2016.

Radlers on a Roll
Radlers, popular in Germany, are also gaining traction here in the
UK; despite being a combination of beer and lemonade Radlers are
somehow so much cooler than shandies! Perhaps not surprising
since Radler means cyclist in German, and interest in cycling is at
an all time high, especially in the UK.
Several mass-produced brands have quickly spotted the
opportunity, but not all Radlers are created equal, and the quality
of the Radler depends on the quality of the ingredients
At 2.5% abv, Germany’s number-one selling Radler is made from
50% original Krombacher Pils and 50% top quality lemonade.
Krombacher Radler launched in the UK market in 2016 and
Stephan Kofler, the brewery’s Director of Sales and Marketing for
the UK and Italy, says that it has been well received in year one
and will receive a push in 2017 with an advertising, social media
and on-trade sampling campaign.

German Style
With pubs and pub groups showing an increasing interest in quality,
and drinkers becoming more knowledgeable, German brewers are
predicting even more interest in their beers as consumers continue
to demand more interesting lagers and ales.
As Marston’s Des Gallagher says “People have been conditioned
into standard lager but one of the great benefits of the craft beer
explosion is that people are trying different types of beer.”
And while the craft craze has led to beers being made with anything
from peanut butter to chilli powder (not to mention cat poop and
bull’s balls) German brewers have steered clear of gimmicks,
remaining focused on the core ingredients.

What about Wheat

“Operators are getting savvy to some of
the mainstream beers and are looking
to experiment and put on
different beers with different flavours”

Meanwhile, Hole says the market for German wheat beer in the UK
market continues to be pretty strong as it offers something quite
different from pils.
“Erdinger is showing good growth in the UK and outgrowing the
sector,” he says.
“We are seeing a lot more interest in variations and people are
looking at dunkel, urweisse, (Bavarian wheat ale) and also
seasonals.”
The brewer now produces an Oktoberfest beer, a snow beer for the
Christmas period and a Summer Weissbier is set to launch in 2017.
“We launched this in Germany in 2016 and it will launch in the UK
in 2017,” he says.
“It is a 4.6% abv beer, and has a slightly higher hop rate - initial
results in Germany have been positive. We are trying to develop
seasonal beers and we will also be looking for a spring beer.”

“The brewing skills and knowledge necessary to produce such a
wide variety of styles - from Dunkel to Weissbier, from Pils to a more
Bavarian style Hell lager - shows how wonderful the difference can
be” says Gallagher.
He sums up the potential for German beers in the UK market: “The
world beer category is still showing very strong growth, and its size
and importance is very influential in driving the on-trade
performance of German beers.”
So whether your customers are looking for a premium Pils, or they
fancy a taste of Hell - or a Bock, a Kölsch, a Rauch or a Weiss German brewers have a beer that will satisfy their thirst.
Prost!
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Raise a Glass to the Reinheitsgebot
What?
The Reinheitsgebot, known as the German purity law, stipulated
that only the purest ingredients could be used in the production of
beer: water, barley and hops, although yeast was added later when
its role was recognized in the brewing process.
This law is the foundation of German brewing and the reason that
the country’s beers have long been recognised as the benchmark
for quality and purity.

Why?
Some say the law was introduced to protect the supply of wheat
and rye for bread making. However, before the Reinheitsgebot many
weird and not-so-wonderful ingredients were regularly mixed into
beer, such as nightshade, thorn-apple, wood shavings and roots.
The law was introduced to maintain the quality of beers and to
prevent the use of such plants and ingredients - some of which
could cause serious illness.

Who?
The decree was issued by the Bavarian Duke Wilhelm IV and his
brother Duke Ludwig X, and covered the price and ingredients of
beer production.

Genuine Germans

German beer received a massive boost in
2016, when the 500th anniversary of the
Reinheitsgebot gave brewers and drinkers
an excuse to celebrate five centuries of
commitment to purity and quality
Germans have a reputation for being strict, and their strict
observance of the world’s oldest, currently valid, consumer
protection law has also given their beers a reputation for
being the best in the world.

“There’s a growing understanding by the consumer about the
importance of the German purity law” says Des Gallagher, Category
Controller at Marston’s, the UK importer of Warsteiner, Kaltenburg
and Konig Ludwig beers. He says the 500th anniversary gave
German brewers the chance to reinforce the provenance and
heritage of German brewing, as well as the quality of the beer itself.
Stephan Kofler, Krombacher’s Sales and Marketing Director for the
UK and Italy, agrees “Traditional values and the purity law are
important to showcase the quality of German beers.” He went on
to say that consumers are keen to hear about the exact brewing
techniques, where the barley comes from, the quality of the water
and all that underpins the Reinheitsgebot.
So what exactly is the story behind the Reinheitsgebot?

One of the descendants of Duke Wilhelm IV is HRH Prinz Luitpold,
great-grandson of the last king of Bavaria and CEO of the
Kaltenberg brewery, which continues the tradition of brewing today
at Schloss Kaltenberg in Upper Bavaria.
Prinz Luitpold’s family’s association with brewing reaches all the
way back to 1260, when Duke Ludwig the Severe established the
first brewery in Munich’s Old Court.
The family’s history is closely entwined with the history of Bavarian
beer, and in 1810 a presumably less severe Ludwig celebrated his
wedding with what was to become the world famous Oktoberfest

When & Where?
The decree was originally issued on April 23, 1516 in the city of
Ingolstadt in Bavaria
According to the German Brewers’ Association the Reinheitsgebot
represented the culmination of decades of legal development.
“Protecting the citizenry against toxic ingredients or those otherwise
detrimental to their health was a central theme which had already
appeared in older, provincial laws governing production”
The earliest was recorded as far back as 1156 in the Swabian city
of Augsburg, once a Free Imperial city, but now part of Bavaria
Combine this heritage and commitment to purity with the boom in
craft beers and the future looks pretty positive for German beer in
the UK

Our answer to craft beers:
ERDINGER Dunkel
A world-famous private brewery

The craft beer movement is currently attracting the interest of beer connoisseurs around the world.
With their expressive and innovative beers, craft brewers have enriched the market and demonstrated
how traditional brewing skills can produce such tremendous variety. Among the ranks of these special
beers is one ERDINGER specialty which has long combined all the characteristics of a true craft beer:
ERDINGER Dunkel.
Carefully chosen dark malts with delicate
roasting aromas give ERDINGER Dunkel its
full-bodied flavor and strong character. The
first sip reveals a harmonious symphony of
selected wheat and barley malts with exquisite
Hallertau aroma hops. The finest raw materials
ensure its excellent quality, perfected using
the traditional bottle fermentation method.
ERDINGER Dunkel is authentic and complex –
savored slowly, the whole intensity of its
flavor gradually unfolds. This specialty for
connoisseurs is our answer to craft beer – and
has been since 1990!

It owes its special and distinctive character to
the passion with which our brewmasters
pursued the idea for such a unique beer. After
all, it was originally conceived by ERDINGER’s
master brewers as a special present for the
50th birthday of owner Werner Brombach. And
they certainly pulled out all the stops for their
“boss” in 1989. It had to be an aromatic wheat
beer with great depth – a mature specialty
worthy of such a passionate brewer as Werner
Brombach. The recipient was thrilled by this
masterpiece of Bavarian brewing skills and
decided to put it on the market in the following

year. Today, ERDINGER Dunkel is available as a
genuine craft beer around the world and sets a
typical top-fermenting Bavarian accent in the
international market for “special” beers.
Since December 2015, ERDINGER Dunkel has
also been available in our 0.33 liter longneck
bottle at retail stores around the world. Its own
key visual underlines the beer’s craft character.
Experience the taste: Dark but not bitter – it’s
not a stout!

Proﬁle
• Head: ivory-colored, creamy
• Color: lustruous, deep dark-brown
with ﬁne yeast clouding
• Aroma: top-fermenting fruity
• Mouthfeel and body: full-bodied,
rounded malty
• Flavor: fruity aromas with hints of
caramel, nuts and fresh bread
• elegant hop bitterness in the ﬁnish
• Alcohol 5.3 % vol. | original wort
12.8°P | kcal/kJ per 100 ml 48/200
Food pairing
The strength of this deliciously spicy wheat
beer lies in the well-balanced interplay of
its powerful aromas. This makes it ideal
for savory meals, such as Bavarian snacks
with hearty cheese or smoked ham.
ERDINGER Dunkel also teams up well with
game dishes, roasts or even spicy meals.

The World’s Most Popular Wheat Beer

UK Sales Agent - Rob Hole. UK Customer Service Tel: 0292 125 1222, e-mail: erdingeragentuk@gmail.com
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Genuine Germans
Augustiner

Munich Helles

5.2%

The last remaining independent brewer in Munich,
Augustiner beer has been brewed within the monastery of the
Augustinian Brotherhood since 1328. The Helles is the classic
Munich beer, a light lager style beer, very crisp and soft with
notes of citrus and hops with a slightly sweet finish.
James Clay 01422 377560

Bayerischer Bahnhof

www.jamesclay.co.uk

Gose

4.6%

A regional specialty beer, Leipziger Gose is characterised by
its refreshing, slightly sour taste and is an excellent thirst
quencher. It is a top-fermented beer brewed with the addition
of lactic acid, coriander and salt.
James Clay 01422 377560

Benediktiner

www.jamesclay.co.uk

Wheat Beer

5.4%

Berliner

Wheat Beer/Pilsner

3-5.0%

Berliner Kindl Weisse, a very pale top-fermenting wheat beer
with a subtle fruity aroma; a thin, dry effervescent palate.
Berliner Pilsner has been a stalwart of Berlin culture since its
introduction to the German Democratic Republic in 1963.
James Clay 01422 377560

Bitburger

www.jamesclay.co.uk

Pilsner

4.8%

Germany's number one draught lager, brewed exclusively in
the German town of Bitburg, in accordance with Germany's
ancient beer purity laws, using only four ingredients; barley,
finest, dry Bavarian hops, pure, clean Eifel mountain water and
yeast from their own pure culture sources.
Adnams 01502 727200
Matthew Clark 01275 891400

Braufactum

www.adnams.co.uk
www.matthewclark.co.uk

Bitter/Pale Ale 5.2-5.5%

The pot-pourri of aromas combines strong caramel notes,
with hints of honey and fruits, chief among them bananas and
raisins. A full body, with a harmonious balance of sweet and a
discrete bitterness in the background, creates a smooth,
creamy mouthfeel.

Brewed in true Rhenish style, Colonia boasts a
characteristically pleasant hoppy aroma attributed to large
helpings of hops in both the brew house and the storage tanks.
Vanilla-coloured Palor uses the unique Polaris variety of hop.

Adnams 01502 727200

James Clay 01422 377560

www.adnams.co.uk

www.jamesclay.co.uk
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DAB

Dortmunder Lager

5.0%

A full flavoured, smooth Dortmunder lager with a firm,
rounded palate. Winner in World Beer Awards 2007. Exported
to over 50 countries worldwide.
James Clay 01422 377560

www.jamesclay.co.uk

Dortmunder Union

Pilsner

5.0%

Pronounced "dort-moon-der", this was first brewed in 1873,
in the city of Dortmund in Germany's industrial Ruhr Valley,
this is a pale golden Pils style lager.
LWC Drinks 0845 402 5125

www.dortmunder.co.uk

Erdinger Weiss

Wheat Beer 5.3-7.3%

The world’s biggest wheat beer brewer only brews
wheat beers. A wide range of variants available in the
U.K.- Hefe (5.3%) Draught & Packaged, Dunkel (5.3%)
Draught & Packaged, Urweisse (4.9%) Draught &
Packaged, Kristall (5.3%) Packaged, Pikantus (7.3%)
Packaged, Alkohol-Frei (0.4%) Packaged, also imported
are seasonal beers Oktoberfest, Schneeweisse,
Sommerweisse (4.6%) and Bavarian Speciality - Fischer’s
Helles Bier (5.5%) draught.
James Clay & Sons 01422 377560
Charles Wells 01234 272766
Nectar Imports 01747 840100
Matthew Clark 01275 891 400

Flensburger

www.jamesclay.co.uk
www.charleswells.co.uk
www.nectar.net
www.matthewclark.co.uk

Gold/Lager/Pilsner

4-4.8%

Germany's most northerly brewery, located on the shores of
the Baltic near the Danish border. The world's biggest user of
flip top bottles, their advertising strap line is‘Plop'. The 4%
draught Lager is produced solely for export.
James Clay 01422 377560

Franziskaner

www.jamesclay.co.uk

Weissbier

5.0%

A monastic brewery in the 14th century, but today makes
some of the world’s most popular traditional Bavarian wheat
beers. The Weissbier is a beautifully aromatic unfiltered wheat
beer with a fruity flavor and a refreshing subtly spiced finish.
AB InBev: 01582 391166

Fruh

www.ab-inbev.co.uk

Kölsch

4.8%

A dangerously drinkable beer with an unsurpassed balance
of malt and soft delicate hops. Pale gold in colour with a good
lasting head, the hoppy, dry finish is from using Hallertau and
Tettnang hops.
James Clay 01422 377560

Furstenberg

www.jamesclay.co.uk

Helles

5.%

Brewed in the Black Forest, this is a deep gold in colour with
hints of fruit in a big malty body and with a crisp, dry finish.
Matthew Clark 01275 891 400

www.matthewclark.co.uk

Hacker-Pschorr

Various 5.5-5.8%

Hacker-Pschorr’s Hell is recognized as the benchmark of the
lager style and the brewery is known as Bavaria’s Heaven. Gold
is a true Munich Lager, a taste sensation for any beer
connoisseur. Hefeweizen and Sternweisse are fines examples
of German gold and dark wheat beers while the unfiltered
Kellerbier is truly one of the best lagers in the world.
Cave Direct 01622 710339

Hofbräu

www.cavedirect.com

Dunkel/Helles 5.1-5.5%

Dunkel was the original beer brewed at Hofbrau, although it
is the refreshing, bitter flavour of the Helles that has become
famous worldwide.
James Clay 01422 377560

Hopf

www.jamesclay.co.uk

Wheat Beer

5.3%

A concentrated Wheat Bock Beer with sweet, fruit
flavours of pineapple and coconut and a slightly spicy
coriander essence.
Cave Direct 01622 710339

Jever

www.cavedirect.com

Pilsner

4.9%

One of the most bitter, hoppy beers in the world, this classic
extra dry pilsener is lagered for 90 days. The small brewery
was founded in the 1840’s, and the very dry style is typical of
beers from Friesland. Available on draught and in bottles.
James Clay 01422 377560

Kaltenberg

www.jamesclay.co.uk

Hell

4.1%

Brewed using only the finest ingredients: 2 row summer
barley, the finest hop varieties and Kaltenberg’s own pure
culture yeast strain. The result is literally a beer ‘fit for a King’
- the brewery is still owned by Prinz Luitpold of the Royal family
of Bavaria whose ancestor, Duke Wilhem IV decreed the
Reinheitsgebot in 1516.
Marstons 01902 711811

www.marstons.co.uk

König

Pilsner

4.9%

König is German for ‘King’, and this is one of Germany’s most
popular pilseners, and is also one of its oldest. Pale gold in
colour, it has a light, refreshing taste and distinctive hop aroma.
Adnams plc 01502 727200

Köstritzer

www.adnams.co.uk

Kellerbier/Schwarzbier 4.8-5.4%

Unfiltered and cellar-aged beer from one of Germany’s oldest
breweries in Bad Köstritz, which dates back to 1543 Traditionally
brewed using only the highest quality roasted malts, then aged
to create a full-bodied beer with a light spicy flavour. Schwarbier
is interesting, unique and much more complex than a standard
lager, with subtle tones of malt and chocolate.
Adnams 01502 727200
James Clay 01422 377560

www.adnams.co.uk
www.jamesclay.co.uk
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Krombacher Weizen

Wheat Beer

5.3%

From the Siegerland Hills surrounding the small town of
Krombach, emerges Germany’s most exciting wheat beer. It
delivers a full bodied texture with tangy and fruity flavours and
superb grassy aromas.
Morgenrot Group 0845 070 4310
Oakham Ales 01733 370500

Licher Weizen

www.morgenrot.co.uk
www.oakhamales.com

Wheat Beer

5.4%

Pronounced “Lee-sher-Vit-tsen”, this distinctive golden
wheat beer with a bittersweet taste is made from the Licher
brewery. Founded in 1854 and based in central Germany.
Adnams 01502 727200

Lowenbrau

www.adnams.co.uk

Munich Helles

5.0%

Brewed since 1383, and still produced in Munich according
to the Reinheitsgebot. A genuine import available exclusively
on draught in the UK. A refreshing yet characteristic beer,
slightly dry, spicy, with a trace of malt and delicately bitter.
AB InBev 01582 391166
Matthew Clark 01275 891 400

Maisel’s
Krombacher Dark

Dark Lager

4.7%

From the largest privately owned brewery in Germany,
Krombacher Dark is deeply coloured and full bodied with a
moderate bitterness and rich high roasted malt.
Morgenrot Group 0845 070 4310

Krombacher Hell

www.morgenrot.co.uk

Helles

5.0%

The new golden Krombacher Hell is ideal for those preferring
a full-bodied beer. It’s the subtle touch of hops and the special
malt varieties that make Krombacher Hell so special and
ensure that it is less bitter and has a pleasant maltiness.
Morgenrot Group 0845 070 4310

Krombacher Pils

www.morgenrot.co.uk

Pils

4.8%

Germany’s best selling pilsener from the Krombacher
Brauerei founded in 1803. Traditionally brewed using Hallertau
hops and summer barley malts, it is well balanced with a slight
bitterness and a wonderful crisp finish.
Matthew Clark 01275 891 400
Morgenrot Group 0845 070 4310
Oakham Ales 01733 370500
Nectar Imports 01747 827030

Krombacher Radler

www.matthewclark.co.uk
www.morgenrot.co.uk
www.oakhamales.com
www.nectar.net

2.5%

Radler is the most popular beer mix in Germany. Made with
a lemonade developed by Krombacher and mixed in equal
parts with the Pils beer this great product has a very refreshing
taste and full-flavoured aroma.
Morgenrot Group 0845 070 4310
Oakham Ales 01733 370500

www.morgenrot.co.uk
www.oakhamales.com

www.ab-inbev.com
www.matthewclark.co.uk

Wheat Beer

5.2%

Ranked among the best of the Bavarian Wheat beers, and
available in both Hell and Dunkel varieties.
Vertical Drinks 0113 345 8835
James Clay 01422 377560

Paulaner Hefe Weiss

www.verticalbrands.co.uk
www.jamesclay.co.uk

Wheat Beer

5.5%

Unfiltered, cloudy wheat beer in both golden and Dunkel
variants. Full of typical weiss beer fruit flavours, the classic
cold fermentation method & long maturation in the world’s
deepest beer cellar guarantees the beer quality & character.
Available in 33/50cl bottles & 30-l kegs.
Cave Direct 01622 710339
James Clay 01422 377560

Paulaner Münchner Dunkel

www.cavedirect.com
www.jamesclay.co.uk

Dark Lager

4.9%

Despite what you may think, this was the original Bavarian
lager, and until the 1930s this was Bavaria’s only beer.
Mahogany brown, with a gorgeous roasted malt aroma and a
hint of dark cocoa, followed by sweet hints of chocolate and
liquorice before a lighter, crisp finish. Up until the end of the
19th century, the Dunkel was considered to be the most noble
beer of all. And, being experts on the subject, the people of
Munich drank no other.
Cave Direct 01622 710339

Paulaner Original

www.cavedirect.com

Munich Helles

4.9%

The true symbol of Munich. A true classic and an essential
part of Munich culture. Clear and bright gold in the glass,
crowned by a pure white head, it is combines mild, elegant
malts with a hint of sweetness and a soft lemony hops in the
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background. Despite being one of the world’s first helles
lagers, its recipe for success remains the same - local, quality
ingredients used to create a perfect balance of malty character
and the light bitterness of the hops.
Cave Direct 01622 710339

Paulaner Salvator

www.cavedirect.com

Doppelbock

7.9%

Paulaner’s brewing history begins with this beer and the
Paulaner monks, who invented this bottom-fermenting double
bock to keep them “healthy” during the Lent fast. They have
been brewing the Salvator for over 375 years - always
according to the original recipe. Chestnut brown in colour it
has a sweet, nutty aroma with hints of caramel, chocolate and
alcohol that follows through to the taste to make for an intense
and complex beer.
Cave Direct 01622 710339

Schlenkerla

www.cavedirect.com

Rauchbier

5.1%

This classic smoked beer from Bamberg has a distinct aroma
through its palate to a clean, dry finish - a very unusual beer
that goes exceptionally well with barbequed meats. Three
varieties are available in the UK, a Martzen, a Wheat, and a lager.
James Clay 01422 377560

Schlosser Alt

www.jamesclay.co.uk

Altbier

4.8%

Altbier, often just called the "Old", is an amber, Rhineland
specialty. Traditional, top-fermenting brewing process remains
faithful as ever - pure brewing water, fine aroma hops and
mildly kilned malt.
James Clay 01422 377560

Schneider Weisse

www.jamesclay.co.uk

Wheat Beer 5.2-8.0%

Schneider Blondes at 5.2% (renamed from Weizenhell) has
a light honey-colouring and a clove-like aroma, and is available
on draught. The Original Weisse is 5.4%, while the more
exclusive Aventinus at 8% is sweeter with a taste of chocolate.

Schöfferhofer

www.jamesclay.co.uk

Hefeweizen Wheat Beer 5.0% ABV

The biggest-selling wheat beer in Germany outside Bavaria
and known as the “champagne among wheat beers” due to
its sleek appearance, elegant character and smooth
palatability. Amber in colour with a distinct wheat malt flavour
and a strong hint of cloves & lemon making it more sessionable & differentiating it from the typical Bavarian wheat beers.
World Beers 01279 600044
James Clay 01422 377560

Sion

www.world-beers.co.uk
www.jamesclay.co.uk

Kölsch 4.8% ABV

Typical of the Kölsch style from Cologne, a delicate golden
colour with a lovely white head and a honeyed hoppy aroma.
James Clay 01422 377560

www.jamesclay.co.uk

Helles

5.1%

With roots that date back to 1397, Spaten created the first
pale gold lager (a Helles) to be brewed in Munich in the 1890s.
They continue to brew a fantastic range of traditional Bavarian
beers including their world-famous Oktoberfestbier.
Matthew Clark 01275 891 400

Stone

www.matthewclark.co.uk

IPA/Strong 4.7-8.5%

Stone Brewing's German outpost has exposed a budding
world of craft beer enthusiasts to their unique brewing style.
IPA’s and American Strong Ale.
James Clay 01422 377560

www.jamesclay.co.uk

Veltins

Pilsner

4.8%

One of the finest examples of German Pilsner. Veltins Pilsner
is brewed using natural spring water from its own mountain.
It has a delicate dry and clean palate, fine carbonated body,
slight bitterness and a light citrus finish.
Westside Drinks 020 8996 2000
James Clay 01422 377560

www.westsidedrinks.co.uk
www.jamesclay.co.uk

Warsteiner

Pilsner

4.8%

Brewed with passion since 1753, WARSTEINER Premium
Verum is a Pilsener-style beer with a perfectly-balanced taste,
and a mild, crisp hop finish. Carefully selected premium
ingredients, like the finest noble Hallertau hops and
extraordinary drinkable, soft water, give WARSTEINER Premium
Verum its truly unique character and remarkably golden color.
Marstons 01902 711811
Madison Drinks London 0208 594 9900

Weihenstephaner

www.marstons.co.uk
www.madisondrinks.co.uk

Wheat Beer

5.4%

An award winning traditional Bavarian wheat beer from the
oldest brewery in the World, available on draught and in bottles
in both Hefe and Dunkel versions.
James Clay 01422 377560

www.jamesclay.co.uk
Andy Warhol, August 6, 1928 – February 22, 1987 RIP

James Clay 01422 377560

Spaten
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Learning to Taste Beer
Know Beer

There are lots of ways to enjoy a beer,
from popping the cap and slinging it back
to sipping from a brandy glass, pinky
finger pointing to the sky.

Depending on the context, both feel amazing. More than
any other alcoholic drink in the world, beer has the ability
to be as complicated or simple as we need. But there is
one way that, when approaching a new beer, we should all try. With
every different beer I taste, I go through the same steps to
synaesthetically get to the bottom of the glass before I literally get
to the bottom of it.
Appraising a beer isn’t just about being nerdy, filling the aching
spaces in our notebooks or Instagram descriptors. It’s about
learning what you like. Far from losing touch with beer’s vital role
as social lubricator, the more we can dissect and understand beer,
the easier we can forget all its intricacies and enjoy it. For bar
owners it’s about being able to serve the beer as it should be and
ensure the customer gets what they are after.
Before diving in it’s worth noting one thing - while this advice is
passed down from several world-respected beer judges, we should
remember that all taste is subjective. If you get different aromas or
flavours to what your friend gets, neither of you are wrong, you’re
just assimilating those stimulae differently. One man’s cherry is
another man’s Bakewell tart, sometimes garlic and onion are too
close to call, and so on. That’s why judging panels have lots of
people on them, to level out the erroneous data and get a general
feel for a beer.

So how do we go about understanding a beer? Well the most
important thing is to do the beer justice and serve it right. The
brewer knows his or her beer best, so trust the advice you’re given.
If it says serve in a tumbler, find one. If it says serve at 14ºC don’t
put it in the fridge too long. Whatever device the brewer picks, make
sure when you pour you generate plenty of head and leave lots of
space at the top of the glass to catch the aromas - because from
now on, the most important device you have is your nose.

“For bar owners it’s about being able to serve
the beer as it should be and ensure
the customer gets what they are after”
These steps are not complicated, but you need to take your time
over them. Rushing means you’ll only pick up on the big aromas
and flavours. Sometimes that’s all there is - sometimes a beer just
screams banana or mango and nothing else - but often there are
intricacies you miss first time around. Getting to know these is key
to that ultimate goal of understanding beer.

The Pass
Swirl the beer a few times to regenerate the head and release the
aromas, then pass the glass at shoulder height past your nose back
and forth. The thought behind this unusual start is that, as you
breathe deeply from a distance, you’ll pick up all the big aromas
that would otherwise dominate the beer. Here you can sense them
and file them away and concentrate on the other bits. Expect resin
or big tropical fruit from hops, caramel and coffee from the malts
and banana and nail polish from the yeast.
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The Bloodhound
If you watch a dog on the trail, nose to the ground and tail
wagging, you’ll also notice that he is not taking great long sniffs
but lots of short ones. That’s because your nose is best at detecting
change in aroma, rather than aroma itself. So this time, swirl the
beer then put your nose right in the glass and give the beer three
quick sniffs. Here you should pick up all the little nuances - a little
onion from the hop or a hint of strawberry from the hops, baked
bread or malted milk from the malt, or some Christmas spices
from the yeast.

“If you get different aromas or flavours to
what your friend gets, neither of you
are wrong, you’re just assimilating
those stimulae differently. One man’s
cherry is another man’s Bakewell tart”

The Heady Sniff
Often those two methods are enough to get to the bottom of a
beer’s aroma, but whether you have or not it’s almost impossible
not to do the heady sniff - to get your face right in there and give
it the kind of sniff that makes strangers on the Underground look
round in disgust; a big inhale that sends the aromas right to the
back of your head, firing off synapses, memories and tastes that
overwhelm your senses. Aromas will fight amongst themselves, a
riot of colour and flavour, with only the strongest powering through.

The final thing to do before you can relax and just enjoy the beer is
to breath out. Known invitingly as retro-nasal appreciation, doing
so sends all of the aromas back up and out of your nose for one
last analysis. It’s important because it’s the flavour that will stick
around longest. It’s probably the ones you got during the Pass, but
sometimes a beer will surprise you with something new, particularly
sour fruit beers and barrel-aged beers. The more complex they are,
the more surprises they tend to throw at you.

“Your nose is best at detecting change in
aroma, rather than aroma itself. So this time,
swirl the beer then put your nose right in the
glass and give the beer three quick sniffs”
So how has this helped us as bar owners or beer servers? What it
does is dial in our palate to understand what we’re drinking quicker.
It helps us appraise a beer and decide whether to buy it, whether
it’s still fresh and ready to serve, if our lines are clean and
(sometimes) if the beer is infected before you even start to sell it.
When you serve a beer you’re not only representing your pub,
you’re representing the breweries too, so you need to know the
beers you serve inside out. It will help you make the sale and make
sure the beer is done justice. Teaching yourself to taste beer is
essential, and the first thing bar staff should be taught, because
it’s the thing they’ll need to refer to most.

The Covered Sniff
If you’re really stumped on a beer, if it smells just like something
your mum used to make but you can’t put your finger on it, or you
think that there may be some hops hidden behind all that diacetyl
then the covered sniff will clear it all up. Swill the beer as normal,
but this time with your hand over the top of the glass, trapping the
aromas inside. Lift it to your nose and give it a long sniff then revel
in the intense aromas.

The Taste
Finally, after what seems like hours, the time has come to drink
some beer. Swill the beer one last time and take a sip, enough to
“coat but not float” the tongue, as I have been told. There’s no need
to swill or do that weird wine-slurping thing to oxygenate the beer
- the bubbles are doing plenty of that work. Just shift the beer
around the tongue and swallow.
The truth is, we already know most of what the beer is going to
taste like. Smell is a huge amount of what we taste - hence why
when you have a cold you can’t taste anything- so we’ve done all
the research. We just need to get it down. We’re looking for
confirmation of what we got in the aroma, so does the grapefruit
come through? Has the oak from the barrel dried out the aftertaste?
and so on. But we’re also looking for bitterness - one thing we can’t
smell. How much has the hop influenced the finish?

Jonny Garrett is the author of Beer School:
A Crash Course in Craft Beer and founder of
the Craft Beer Channel - a YouTube channel
entertaining lovers of craft beer and cider
from around the world
www.youtube.com/user/TheCraftBeerChannel

158

Don’t Forget the Belgians
Belgian Beer

Belgium is small, old and strange.
Breandán Kearney explores the reasons
not to ignore the country’s beer in
your selection.

It’s already a struggle to maintain your line-up of cask
ales. You’ve committed to pour keg beers from smaller
breweries, and even a few local ones. People keep asking
for hop-forward American brewed pale ales. And your
colleague in the bar across the street is now stocking a range of
authentic German lagers.

Before independence in 1830, the federal constitutional monarchy
as we know it was ruled at one point by each of the Netherlands,
France, Germany, Spain and Austria. It’s got three official languages
(French, Dutch, German) and three administrative regions (Flanders,
Wallonia, Brussels). Belgians got good at disregarding boundaries
and working in any environment to get things done, including
making beer.

“The red-brown beers of South West Flanders
can help provide the link for wine drinkers
in your bar ready to cross over to beer”

Then someone mentioned Belgium.
How can a country just slightly bigger in size than Wales be a
consideration for your imports? It doesn’t even produce that much
beer, its 195 breweries accounting for only 1% of all beer produced
in the world. Belgians don’t drink much beer either. It’s only 15th
in Europe when it comes to beer consumption per capita. So what’s
the big deal?

Why is it Worth a Look?
Belgium has the greatest diversity of original beer styles of any
country and an unrivaled brewing heritage deeply embedded across
its towns and villages. Its newer brewers are marrying innovation
with respect for tradition. And as a pub or bar owner or operator in
the UK, it’s right on your doorstep.

Its geographical location might also have something to do with its
development as a beer nation. From their neighbours to the west France - the Belgians borrowed a penchant for experimentation
and the expertise involved in the natural fermentations of wine.
From their neighbours to the east - Germany - they fed off the high
standards and attention to detail of a brewing culture obsessed with
rules. From its neighbours to the North - England - it learned
lessons on hop growing and brewery engineering.

Lie of the Land
As with any beer nation, Belgium faces challenges in 2017.
The Belgian Family Brewers - an association of family brewers
established in 2007 - have a demanding criteria for admission: you
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must be an independent family brewery that has been making beer
for at least 50 years.
Between the 20 or so member breweries, there’s a combined
brewing experience of 3,500 years. The association includes
breweries as bold as the creators of the Bruges beer pipe-line, De
Halve Maan and as established as Brouwerij Roman, now nine
generations of family in. Among its members, it produces beers as
diverse as the malt-forward ‘Scotch’ from Brasserie Silly and
Lindeman’s dry and acidic Oude Geuze, ‘Cuvée René’.

“In a beer country with a reputation for strong
ales, the emergence of these high-quality
and interesting ‘session strength’
beers is another noticeable development”
Recently, however, 3 members left the Belgian Family Brewers,
casting doubts over the future of the organization and the direction
of family brewing in the industry. Brouwerij Van Honsebrouck of the
Kasteel range of beers walked away based on undisclosed
differences in opinion. Two breweries were forced out after buyouts: producers of Tripel Karmaliet, Bosteels were bought by AB
Inbev and large Dutch brewery Bavaria took over Palm.
There’s tension also between breweries with their own facilities and
the rising number of beer firms. Brewing without a brewery in
Belgium has become a political minefield, whether that’s
contracting brands or gypsy brewing. Two years ago, a group of
Belgian brewers wrote an open letter - published in the Le Soir
newspaper in May 2014 - about how they thought contract beers
and beer firms were hurting the country’s beer culture.

The 12-paragraph letter was signed by 15 breweries, including
Yvan De Baets of Brasserie de la Senne, Jean Van Roy of Brasserie
Cantillon, and Kris Herteleer of Brouwerij De Dolle Brouwers.
“Belgian beer, supposedly one of the last of our national treasures,
is in great danger,” the letter reads. “A number of businesses, which
seem to have purely commercial interests, are placing its reputation
in serious jeopardy. We’re talking about fake brewers, as opposed
to authentic brewers.”
And then there’s Brexit. Not that the decision of the people of the
UK to leave the European Union will affect Belgian brewers directly.
But it may potentially affect your pub or bar in the UK in getting
Belgian beers at affordable prices based on the fall in value of the
pound. Time will tell what longer-term impact it will have on your
ability to bring in beer from Belgium.

Trends in Belgian Beer
Trends recently in Belgium have included a re-focusing on authentic
methods and traditional styles. This is evidenced in the action of
lambic brewery, Drie Fonteinen who have invested in a new ‘lambikO-droom’ visitor experience centre, a beer geek’s barrel-andbacteria-infused wet dream.
There’s been a softening in attitude and much less resistance to
the seductive qualities of the American hop. Passe-Partout from
Brouwerij Dochter Van de Korenaar is hopped with a plethora of
New World varieties including Southern Cross, Amarillo, Green
Bullit, Cascade, Citra, Nelson Sauvin and Simcoe.
It also comes in at 3% ABV. In a beer country with a reputation for
strong ales, the emergence of these high-quality and interesting
‘session strength’ beers is another noticeable development.
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Taras Boulba (4.5% ABV) from Brasserie de la Senne in Brussels
and Super NoAh (4.9% ABV) from Brouwerij ‘t Verzet in Anzegem
are two further examples of Belgian breweries infusing great flavour
into beers of what would be considered low alcohol in Belgium.
Wood is ‘in’ too - not as a vessel for acidification as is traditionally
the case - but to extrapolate the flavours of what was previously in
the barrel. Belgian breweries have been using wood for centuries
in their lambic and oud bruin, but there’s been a refreshing reengagement of barrel aging projects, such as the Dubuisson Bush
de Nuits (13% ABV), which spends time in oak barrels previously
containing Burgundy wine.

“Approach with caution: these are for beer
people who get excited by a fermentation
character with descriptors such as
old socks, wet leather and lemon pith”

Where to Start
Don’t expect breweries in Belgium to start canning their beers or
engaging in collaborations. What some might perceive as the
potential weaknesses of the country’s beer culture - its slowness
to change, its obsession with legacy, its disregard for style
nomenclatures and its focus on holistic balance - are also a part of
its strength. For that reason, the classics are as trendy as ever.
Any of the Trappist beers - brewed within the walls of a Benedictine
Abbey under the supervision of monks with the profits going to
monastic or charitable causes - are good bets to get started.
It’s a designation of origin rather than an indication of style so
you can grab a bitter amber ale like Orval (6.2% ABV) which
evolves over time due to a refermentation in the bottle with wild
yeast, a golden ale with banana overtones like Westmalle Tripel
(9.5% ABV) or a dark, dried fruit-esque, boozy quadrupel such as
Chimay Bleu (9% ABV).
Once you’ve mastered those, move on to Saisons - ales with a
farmhouse provenance such as the dry and spicy Saison Dupont
(6.5% ABV), hoppier Saison de Dottignies (5.5% ABV) or sweeter
Saison de Silly (5% ABV).
The red-brown beers of South West Flanders can help provide the
link for wine drinkers in your bar ready to cross over to beer.
Duchesse De Bourgogne (6.2% ABV) is a sweet and sour curiosity
with red fruit and balsamic notes produced by storing ales in large
oak foeders over a period of 12-18 months and blending them back
to the right acidification level and flavour profile.
The last step - and should you stock them, your arrival onto the
scene as a real beer venue - will be a line-up of members of the
sour lambic family, spontaneously fermented beers, brewed with
old hops and lots of wheat, inoculated by airborne bacteria and
wild yeast and aged in oak barrels before being blended for
champagne carbonation and thirst-quenching dryness. Approach
with caution: these are for beer people who get excited by a

fermentation character with descriptors such as old socks, wet
leather and lemon pith.

“It produces beers as diverse as the malt-forward
‘Scotch’ from Brasserie Silly and Lindeman’s
dry and acidic Oude Geuze, ‘Cuvée René’”

Some Final Advice
It’s up to you whether you want to stick to the classics, introduce
what’s sexy, or mix it up with both.
Once you’ve selected a range, pay attention to storage. Most will
be bottle conditioned and should be stored upright, cellared in a
dark place and at a cool (and consistent) temperature. Those with
corks may ask to be stored on their sides to keep the cork wet and
should be poured without unsettling yeast residue. Higher ABVs
and living organisms mean you’ll potentially benefit from longer
shelf lives. Interesting flavours and high quality construction will
ensure the beers are worth the premium pricing you might
sometimes pay and which you may well be able to charge.
Perhaps most importantly, pay a visit. It’s really close. Given its small
geographical make-up, its excellent transport network and its
density of great beer destinations, a short trip can spark many ideas
on your improving beer menu.

Breandán Kearney is a Certified Cicerone® and an accredited IBD
beer sommelier. A former lawyer from Ireland, he now lives in
Belgium where he writes about and brews beer. He was named
Beer Writer of the Year in 2015 by the British Guild of Beer Writers
www.Belgiansmaak.com

162

Chimay Beers And Cheeses
Tradition And Flavours

Chimay A Long History

Chimay Trappist Cheeses: A Tradition Since 1876

The origins of Notre-Dame de Scourmont Abbey date back
to 1850. A group of 17 Trappist monks from Westvleteren
began to clear a piece of land on the “Mont du Secours”,
given to them by the Prince of Chimay. To earn their living
through manual labour, the monks of Scourmont ran a farm.
The best products were highly sought after by locals, who
were to become the first ambassadors of Trappist quality.

In 1876, the Trappist monks of Scourmont discovered the secret
of producing this semi-hard cheese using the delicious milk from
their farm and aged in the vaulted cellars of the Abbey.

In 1862, the monks of Chimay began to brew their first beer
according to the monastic traditions of natural brewing and
top fermentation followed by refermentation in the bottle. Later on,
having acquired 50 purebred Friesian cows, the monks began
making butter. In 1876, Brother Benedict went to France to learn
how to make a semi-soft cheese: the Chimay “Trappist” cheese
was born!

Chimay Trappist Beers: Authentic Savoir-Faire
Chimay is an authentic Trappist Beer, in other words, it’s brewed
within the walls of a Trappist monastery, under the control and
responsibility of the monastic community, and from which the
majority of the profits goes towards social projects. Only 11 beers
around the world, 6 of which are in Belgium, can use the word
“Trappist” in their name.
u

Chimay Red Cap & ‘Première’ is the oldest Chimay beer. This
dark beer has a lovely coppery colour & a delicious fruity flavour.

u

Chimay Blue Cap & Grande Réserve is a dark beer with a
powerful aroma.

u

Chimay Triple & Cinq Cents, the latest arrival at the Abbey, is
labelled “Cinq Cents”. With a golden colour, it combines
sweetness and bitterness with unusual balance.

u

Chimay Dorée, for long exclusively reserved for the monastic
community, its guests and its employees, has refreshing aromas
of hops and spices.

Each cheese is produced using milk from within a radius of around
thirty kilometres. Thanks to the tender grass of these pure pastures,
the farms in this region produce a superior quality of milk.
The range of cheeses includes:
u

Grand Chimay: mild and creamy

u

Grand Cru: pungent and strong

u

‘À la Chimay Rouge’: fruity and pungent

u

Poteaupré: the cream of Trappist cheeses

u

Vieux Chimay: fruity and firm

Chimay Beers And Cheeses:
The Perfect Combination
Pairing products is a culinary phenomenon that has flourished in
recent years. It involves combining different products that taste best
when eaten together, thanks to their complementary flavours.
Chimay has been cultivating the art of pairing since its earliest days,
thanks to its brewing activities, which began in 1862, and cheese
production, which was launched in 1876.
So it was that the À la Chimay Rouge cheese met its perfect match
with Chimay Red Cap, and the Vieux Chimay goes so well with
Chimay Triple. The Poteaupré and Chimay Dorée produce a
deliciously fresh combination. And Chimay Blue Cap, the Abbey’s
iconic beer, goes incredibly well with the Grand Chimay.

For U.K inquiries please contact
Stephen Benton
07831 552524
S.Benton@chimay.com
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A true trappist product bears this label
BEER BREWED CAREFULLY TO BE CONSUMED WITH CARE
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12 Belgian Greats
Where to start when considering an order of Belgian beers? Until you’re able to jump on the Eurostar or hop on a one-hour flight
to Brussels, here are the replies of 12 beer writers to the question: “Which one Belgian beer would you recommend people try?”
Rodenbach Grand Cru

6.0%

Orval

6.2%

Recommended by Tim Webb, co-author of The World Atlas of Beer
and Good Beer Guide to Belgium

Recommended by Adrian Tierney-Jones, beer writer and author of
1001 Beers You Must Try Before You Die

To understand Rodenbach Grand Cru, discard what you know of
beer. Dismiss that it should be blonde, or have a head or not
have ‘turned’.

Trappist beer is collaboration brewing lifted to another level, a link
between the sacred world of the Cistercian monastery and the
profane practice of the brewer. And when a glass of Orval is lifted
to the lips, I find it difficult not to be profane as I take my first sip,
such is the magnificence of this beer.

This 6% ABV brown ale, aged for two years in massive, pedestalled,
oak tuns 200 to a cave, before blending to unmistakable familiarity,
goes beyond tart into sour. It sits precariously at pH 3.2 like
Sauvignon Blanc, yet draws more of a Cabernet Sauvignon crowd.
Bottled bright to retain the delicate balance of grain and caramel,
burn and edge, its uniquely ancient taste resonates across centuries
of beer-making, outgunning the dangerous here-and-now of the
craft brewer. Sharp.
Ardenne Saison

5.5%

It’s deep amber-orange and safe in its chalice-like glass (all the
better to toast one’s good fortune with), with an earthy, peppery
nose underpinned by rich orange peel notes, a creamy, hopenveloping, orange-skin, earthy mouth-feel with snappy
carbonation and flurries of sour and citrusy notes, followed by a
bitter spicy finish. This is a beer I could contemplate for all time.
Houblon Chouffe Dobbelen IPA Tripel

9.0%

Recommended by Joe Stange, co-author of Good Beer Guide to
Belgium.

Recommended by Matt Curtis, a beer writer and speaker based in
London and author of beer blog ‘Total Ales’

Historically, saisons were homebrews for a practical purpose.
Sometimes they would have been weird in the not-nice way. (In
fact, there are some today that are like that.) Other times they would
have been beautifully refined. Luckily we have brewers today who
know what to do with half-wild yeast, or else do an excellent job of
convincing us that they know.

The passion among beer lovers for increasingly flavourful beers
that are hopped using powerful, aromatic varieties is not restricted
to just Britain or the US. Brasserie D’Achouffe’s Houblon Chouffe
combines the pithy, citrus flavours of an American IPA with the
spicy, peppery funk of a Belgian Tripel.

This one is reasonable at 5.5% strength, lively, dry and bitter
enough. But the aroma is the thing, dry-hopped and re-fermented
with Brettanomyces. I like to close my eyes and puzzle it out. Where
does the floral grapefruit end? Where do the musty lemons begin?

The resulting beer is a riot of grapefruit and redcurrant flavours
underpinned by bready malt and a pinch of white pepper in its dry
finish. It may sound like a car crash but these flavours are in total
harmony, making it one of the best modern interpretations of a
classic Belgian style and one that’s easy to get hold of too.
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Omer Traditional Blond

8.0%

Bourgogne Des Flandres

5.0%

Recommended by Melissa Cole, beer writer and educator, author
of Let Me Tell You About Beer

Recommended by Roger Protz, one of the world’s leading beer
writers, historians, lecturers and tasters

A family-brewed beer with 120 years of history, Omer is an often
overlooked but seriously refreshing beer that drinks well below its
weight. To my mind, it balances its 8% alcohol extremely well with
a touch of bitterness, a hint of lemony sweetness and a light biscuity
note from the French malt that’s used. It’s not as big a flavour as
Duvel, it’s not as aromatic as a tripel, but it is an excellent beer to
pass the time with friends in Brussels, before getting on the
Eurostar, which is when I enjoy it most.

Wonderfully rich and complex beer, a blend of dark ale and
Timmermans’ lambic, with an acidic note from the lambic cutting
the dark roasted grains and spicy hops of the ale.

Oude Gueuze Tilquin À L’Ancienne

6.4%

Recommended by Zak Avery, beer writer, owner of wholesaler Beer
Paradise and online retailer, Beer Ritz
As someone who came to sour beers quite late in their drinking
career, I’m still captivated by the sensation of history and tradition
each time you open a bottle. As blenders rather than brewers,
Tilquin purchase worts from Boon, Lindemans, Cantillon and
Girardin, and ferment them in their own oak barrels. This allows
them to blend and produce what is, for me, a beer that sits perfectly
in the “Goldilocks zone” - not too sweet, not too tart, not too wild,
it’s “juuuust right”.
Tilquin Oude Gueuze á l’Ancienne is a blend of traditional
techniques and modern sensibility, evident from the first glance at
the label to the last slurp from the glass.
Rochefort Trappistes 10

11.3%

Recommended by Chris Hall, co-author of ‘Craft Beer: 365 Best
Beers in The World’ & ‘Craft Beer: 100 Best Breweries in the World’
Some beers change over time, others before your very eyes. The
monks of the Abbaye St. Remy near Rochefort only make three
beers, with Rochefort 10 being the ultimate expression. Its rich,
deep brown colour and multi-faceted aroma evoking rich red wine,
bonfire toffee, almond and smoke are mysteries waiting to be
solved by those who can wait.
The reason I love this majestic Trappist beer is because it rewards
patient drinkers, and once warmed a little, its raisiny, toasty body
reveals decadent, rum-like flavours of leather, cocoa, fig, vanilla
and gentle spice. It’s a real masterpiece of brewing.
Duvel

8.5%

Recommended by Boak and Bailey, beer bloggers and authors of
the book, Brew Britannia
Combining the lightness and effervescence of a Pilsner with the
complexity and sheer alcoholic oomph of a Tripel, Duvel is a beer
of which we never tire.
It is slightly peppery, sometimes (but not always) has a subtle whiff
of banana, with a sherbet fizz. It is proof that industrial process
doesn’t always lead to blandness - read Stan Hieronymus’s
marvellous ‘Brew Like a Monk’ for an evocative and detailed
description of its precision engineering.

The beer was restored to its original home in Bruges in 2015 when
a new brewery was opened just 50 metres from the place where it
was brewed one century earlier.
Chimay Triple

8.0%

Recommended by Ben Vinken, a beer sommelier and journalist
based in Antwerp
One of the most underestimated triples in our country is the Chimay
Tripel, formerly known as Chimay Blanche. This fantastic beer is
the legacy of a great brewer, Père Theodore, who selected the yeast
strains for the beer with monastic patience, back in 1966. This
stalwart - 8% ABV - is golden blonde as a triple should be. It is a
bit cloudy with a lovely head, mostly hoppy on the nose but when
swirled in the glass, it releases a hint of ripe fruit.
The taste is more intense, more bitter than malty. Dry, fresh
and mature, with a bone dry and very lengthy finish. It’s a great
beer that pairs well with soft cheeses of great character, like
Brie de Meaux.
Chimay Triple now comes in a magnificent Magnum bottle under
the name ‘Cinq Cents’.
De Orvélo Tripel

7.5%

Recommended by Tim Hampson, author of World Beer, The Beer
Book and 101 Beer Days Out
The Belgians are famed for many things including beer and cycling.
The two come together with Orvélo Tripel. Orvélo was created by
three cycling mad friends, who are avid home brewers and wanted
to create a beer to sup at the end of a long and energetic ride. And
so they crafted their own beer. Made with three grains – barley,
wheat and oats – the golden 7.5 per cent ABV beer is served in a
large 75cl sharing bottle.
It’s a bitter sweet beer, which should persuade even the most ardent
couch potato to get on their bike, because at the end of the ride is
the promise of this fabulous beer.
Mort Subite Oude Kriek

6.5%

Recommended by Sophie Atherton, beer sommelier and journalist
Until I tried Mort Subite Oude Kriek, from De Keersmaeker brewery,
I was labouring under the misconception that all kriek was sickly
sweet synthetic-tasting faux cherry ick. Nothing could be further
from the truth. A ‘proper’ kriek is made from lambic (the
spontaneously fermented beer made only in a specific area of
Belgium) to which real cherries are added.
Mort Subite is a fantastic example. Tart, dry and fruity it pairs
devilishly well with pulled pork or suckling pig.
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Flemish red
Also called Flemish red-brown, these are a blend of beers that
have spent varying degrees of time in oak barrels. The most
famous is Rodenbach.

Gueuze
A blend of lambics of several different ages producing a champagnestyle spritziness, grapefruit tanginess and a long dry finish.

Lambic
These are tart and acidic beers fermented spontaneously – they’re
not to everyone’s tastes with their sharp grapefruit/lemon and
earthy ‘horse-blanket’ notes, acidic, quenching and refreshing
palate and a dry finish, but the likes of Cantillon and Drie Fonteinen
are world classics. Faro is a blend of lambics with added candi
sugar and is much weaker in alcohol. Then there is Kriek and
Framboise, which are lambics with cherries or raspberries added.

Pale ale

Belgian Style Guide
Belgian Beer

Adrian Tierney Jones offers a simple guide
to the different types of Belgian beer

Belgium’s own pale ale is amber in colour with a delicate fruitiness
on both nose and palate followed by a long dry finish. Part of the
same group is Spéciale Belge; an amber-coloured ale best
exemplified by De Koninck —dry and bitter, soft caramel sweetness
mid-palate.

Pils

Belgian IPA

Actually account for the majority of beers drunk in Belgium

Now that everyone in the world is into IPA it’s no surprise
that there’s a Belgian style, with the hoppiness competing
with a yeasty fruitiness and spiciness in a classic such as
Houblon Chouffe Dobbelen IPA Tripel.

Quadrupel

Blonde
Everyone does a Belgium Blonde as if there was a law demanding
they do it. These are bittersweet beers with creamy maltiness,
delicate fruitiness and a dry finish.

Champagne beers
Strong beers that have been brewed with champagne yeast and
have a spritziness and sprightliness that would be familiar to those
who quaff a lot of bubbly.

Dubbel
Like Tripels, Dubbels can be found under the Trappist and Abbey
appellations. These are dark beers with a rich sweet maltiness on
the nose suggestive of chocolate, toasted brioche or caramel. On
the palate there can be chocolate, toastiness or caramel, along with
dried fruit

Sometimes also called Abt, these are strong, dark and boldly
flavoured beers that should be treated with respect and sipped
slowly. Very slowly.

Saison
A descendant of the farmhouse ales that Wallonian farmers used
to produce for their workers during the harvest. Even though they
have a spiciness in their flavour profile, spices are rarely added.
Northern France’s bière de garde is a close cousin.

Scotch
Rich dark ales that were supposedly originally brewed for Scottish
troops stationed in the country during and after World War I.

Tripel
Brewed by most Belgian breweries, they are also found under both
Trappist and Abbey appellations. Gold in colour, they have a
honeyed but restrained sweetness, plus a fruitiness, full mouth feel
and bittersweet finish.

Flemish old brown

Witbier

This is a blend of young beer with old, with the latter having spent
up to 18 months slumbering in oak barrels. Sweet-sour aromas on
the nose, with a fruity, quenching, gently tart palate.

Wheat beer that was famously resurrected by Pierre Celis of
Hoegaarden fame. These are refreshing, light coloured beers that
have coriander, dried orange and cloves added during brewing.
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The best strawberry
wheat beer

Made from a blend of traditional Belgian wit beer
and real strawberry juice, Früli is a delicious
and unique Belgian beer.
Where most Belgian fruit beers are based on sour lambic or
Flemish red ales, Früli strikes the balance between bitter, fruity
and tart to make it a refreshing, easy drinking ale that appeals to
a wide range of tastes and wins plaudits around the globe. In fact,
it was voted the World’s Best Fruit Beer by the World Beer
Association in 2009.

Cloudy and glowing red it has the velvety feel of a wheat beer
and bursts with juicy strawberry flavours balanced by the
coriander and lemon zest in the base Belgian wheat beer.

The Fruli strawberry beer brand has gathered a cult following,
selling in over 25 countries, from Canada to China on both keg
and draught.
For distributors visit http://www.fruli.be/#/united-kingdom/

A delicious blend of witbier
and pure strawberry juice,
Früli is an award-winning fruit
beer from Belgium.

Bursting with strawberries
and balanced by a hint of
bitterness and lemon peel
for a little citrus.

Winner of the world’s best
fruit beer in 2009 and a cult
hit throughout the world.
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Belgian Beauties
Achel

Trappist

8%

Launched in 2001, Achel Blonde has rekindled this Trappist
monastry’s proud brewing heritage. Overall, more akin to a
saison than a traditional Trappist golden triple. The suprisingly
refreshing Achel Bruin has a smooth caramel sweetness and
a rich finish with hints of dark caramel.
Cave Direct 01622 710339

Affligem

www.cavedirect.com

Abbey

7-9%

An authentic Belgian Abbey beer, brewed since the 12th
century and now produced by Affligem Brewery under licence
from the Benedictine monks.
Heineken UK 08457 101010

Averbode

www.heineken.co.uk

Abbey

7.5%

Brewed in collaboration with the Abbey at Averbode, this
Belgian strong ale from the Huyghe brewery is a delicious
blonde beer with a spicy and citrusy nose & a real fizz on the
tongue. It has a bitter hop finish to it that dries out the sweeter
malts, making it refreshing and drinkable even at the high ABV.
Cave Direct 01622 710339

Bacchus

www.cavedirect.com

Fruit

5-5.8%

Brewed by Van Honesbrouck in Belgium. Light and refreshing
with a spritzy tartness, these fruit beers are available in
Framboise and Kriek varieties.
James Clay 01422 377560

Barbar

www.jamesclay.co.uk

Strong Ale

8%

Bavo

Various

4.2-5%

Bavo Pilsner is a crisp, refreshing lager made exclusively
for Cave Direct by the multi-award-winning Huyghe
brewery. Bavo Wit is a traditional wit brewed with orange
peel and coriander.
Cave Direct 01622 710339

Belle-Vue

www.cavedirect.com

Kriek

4.1%

Belle-Vue has been making traditional Belgian Lambic beers
for over 100 years. Its Cherry ‘Kriek’ beer ages for up to 4
years in oak barrels before being blended to make a fruity and
refreshing Lambic
AB InBev UK 01582 391166

Belgoo

www.ab-inbev.co.uk

Various 6.4-8.1%

A range of bottle conditioned ales from a new artisan
brewery. Award winning beers include Magus and Luppoo as
well as organic beers Bioloo Amber and Blond.
Cave Direct 01622 710339

Blanche de Brussels

www.cavedirect.com

Witbier

4.5%

Definitive example of a Belgian Wit Beer. Unfiltered and with
wheat forming 40% of the grist, the beer has a mellow, hazy
light yellow appearance set off by a luxuriant snow white head.
Coriander & orange peel are prevelant in both the aroma &
taste, lending the beer a spicy, zesty edge.
Cave Direct 01622 710339
James Clay 01422 377560

www.cavedirect.com
www.jamesclay.co.uk

With its rich maltiness and delicate honey taste and aroma,
Barbar honey is a beautiful, sweet beer. Made using a unique
yeast strain and re-fermented in the bottle, it's also got more
depth than most honey beers.

Cloudy, smooth and mellow, Blanche de Namur Rose has
the same unique flavour with the addition of pure raspberry.

Cave Direct 01622 710339

Pierhead 01322 662377

www.cavedirect.com

Blanche de Namur

Witbier

4.5%

www.pierhead.uk.com
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Boon

Fruit/Lambic

4-8%

Oude Geuze is a blend of young and old lambic beers which
is then matured for up to another year. The characteristic
champagne sparkle is accompanied by fruity grapefruit and
ginger flavours. Also Framboise, Kriek, and a Mariage
Geuze/Kriek, a vintage geuze, blended with 95% aged lambic
& 5% young, sweet lambic. Kriek Mariage Parfait is 1 yearold heavy lambic flavoured with overripe cherries.
Cave Direct 01622 710339
James Clay 01422 377560

Bruegel

www.cavedirect.com
www.jamesclay.co.uk

Amber

5.2%

A traditional Amber ale brewed with caramalt, giving a
slightly sweet but earthy aroma. The taste is mainly defined
by caramel, with a nicely balance dry finish. This beer style is
popular in Belgium as an alternative for pilsner.
Cave Direct 01622 710339

Brugse Zot

www.cavedirect.com

Blonde/Brune 6.0-7.5%

Blonde is a Flemish golden beer, produced by brewing four
different types of malt and two varieties of hop. The only beer
that is brewed and lagered in Bruges, it is refermented in the
bottle. Brune has a deep russet brown body contrasting with
a firm creamy head. Full malt sweetness is accented with bitter
chocolate and dark fruits.
Cave Direct 01622 710339
James Clay 01422 377560

Cantillon

www.cavedirect.com
www.jamesclay.co.uk

Gueuze/Lambic

5.0%

The highly acclaimed Gueuze is a blend of young and old
lambic beer, producing another fermentation and more
maturation. Kriek is not artificially sweetened, authentic kriek
is sour and very, very tart. Rose De Gambrinus, when young,
will still present its full fruity taste Later on, the lambic taste
will become dominant at the expense of the fruit taste.

bottles) is one of our 12 Belgian Greats, read more about it on
previous pages.
Cave Direct 01622 710339
Fullers Brewery 0208 996 2190
James Clay 01422 377560
Matthew Clark 01275 891 400

De Dolle

Celis

www.jamesclay.co.uk

Witbier

5.0%

A white wheat top-fermented beer with a touch of fruit and
herbs. Ideally served cold, it gets a blurred white appearance
and a suprising light taste.
James Clay 01422 377560

Chimay

www.jamesclay.co.uk

Trappist 4.8-9.0%

The Chimay Trappist Brewery brews a range of beers,
including Gold, a highly fermented Trappist beer which was
previously reserved for the monastic community, their guests
and their colleagues. Red, (known as Premiere in 75cl bottles)
the original Chimay beer, has a wonderful copper colour and
a very fruity, mellow taste, while Blue (Grande Reserve in 75
cl bottles) is a dark beer with a powerful aroma, a complex
taste and ages very well. The Chimay Triple (Cinq Cents in 75cl

Ale

5.2%

De Dolle Brouwers translates as "the mad brewers" and that
suits the people behind De Dolle. They produce daring,
delicious beers and have done since 1980, long before the
term "craft beer" was coined. Usually based on traditional
recipes they add their own twist, whether it's plenty of hops,
a sour yeast or some time in a barrel. Whatever the twist, the
resulting beer is unfiltered, unpasteurised, bottle conditioned
and, without exception, stunning
Cave Direct 01622 710339

De Koninck

www.cavedirect.com

Ale

5.2%

One of the world’s great draught beers produced in Antwerp
De Koninck is a sparkling, spicier tasting and velvety smooth
counterpart to a British bitter. The glass in which De Koninck
is served is called a Bolleke, although this term is most
colloquially used to refer to a glass filled with the beer itself.
Duvel Moortgat 020 3740 8479
Cave Direct 01622 710339
James Clay 01422 377560

De La Senne

www.dekoninck.com
www.cavedirect.com
www.jamesclay.co.uk

Various Ales 4.5-5.5%

Taras Boulba is a light blonde, generously hopped beer with
the finest aromatic hops, giving it a very refreshing character
and a nose reminiscent of citrus. Zinnebir is a malty golden
blonde with a fine bitterness and long finish. The nose is
complex, a fruity aroma and intensely hopped.
James Clay 01422 377560

Delirium
James Clay 01422 377560

www.cavedirect.com
www.fullers.co.uk
www.jamesclay.co.uk
www.matthewclark.co.uk

www.jamesclay.co.uk

Various Ales

8.5-9%

The famous Tremens is a bright golden beer with a dense
white head, a sweet fruity flavour made with Czech Saaz hops
and Styrian Goldings. Nocturnum is a mixture of caramel,
coffee and chocolate, as well as spices such as liquorice and
coriander. Red has a light pink, compact head and a soft aroma
of almond and sour cherries.
Cave Direct 01622 710339
James Clay 01422 377560

www.cavedirect.com
www.jamesclay.co.uk

Deus Brut des Flandres Champagne Tripel

11.5%

An exquisite beer brewed with barley in Belgium but refermented in the bottle, followed by traditional ‘remuage’ and
‘degorgement’ in the champagne region of France, is the beer
equivalent of champagne.
Cave Direct 01622 710339
James Clay 01422 377560

www.cavedirect.com
www.jamesclay.co.uk
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Fruli

Fruit

4.1%

High quality Belgian fruit beer. It is a unique blend of white
beer and strawberry juice.The juice complements the zestiness
of the wheat beer and the result is a balanced and refreshing
beer that is packed with strawberry fruit flavour
Cave Direct 01622 710339
Matthew Clark 01275 891 400

Gouden Carolus

www.cavedirect.com
www.matthewclark.co.uk

Tripel

11%

This award winning beer, originally brewed for the Knights
of the Golden Fleece in 1491, is a stunning example of the
style. Golden and spicy, it dances on your tongue before a
balanced, dry hop finish
Cave Direct 01622 710339

Grimbergen

www.cavedirect.com

Blonde

6.7%

A smooth, blonde ale from the legendary Grimbergen
brewery, it has ripe yellow fruit flavours, a spicy note of clove
and a dense, cream-coloured foam
Carlsberg 01604 668866

Grottenbier
Duchesse de Bourgogne

Flanders Red

6.2%

The flagship beer of the Verhaeghe brewery, who mature all
their beers for years in giant oak casks. They are as complex
as beer can get, marking the point where beer, wine and cider
all meet. Less known but just as delicious is their Echt
Kriekenbier, made using the traditional sour red ale but aged
with cherry
Cave Direct 01622 710339
James Clay 01422 377560

Duvel

www.cavedirect.com
www.jamesclay.co.uk

Strong Ale 6.8-8.5%

www.wearecarlsberg.co.uk/

Dubbel

6.5%

Matured in caves giving this beautiful beer a full body and
complex malt flavour. Relatively low alcohol for a Belgian beer,
it is packed with flavour and a brilliant after-dinner beer
Cave Direct 01622 710339

Gulden Draak

www.cavedirect.com

Strong Ale

10.5%

A dark and strong ale with hints of cherry, plums and
sweetened coffee. At such high alcohol it has a strong
alcoholic aroma, but it much smoother on the palate and a
delicious and decadent beer.
Cave Direct 01622 710339
James Clay 01422 377560

www.cavedirect.com
www.jamesclay.co.uk

The classic Duvel is one of our 12 Belgian Greats - see
previous pages. Tripel Hop, an annual tweak on the famous
strong ale, uses the same Saaz-Saaz and Styrian Golding hops
with a third hop, to give this limited edition beer a unique
character. Duvel Single Fermented is the classic Duvel recipe,
formally known as Green, which is fermented for 30 instead
of 90 days and is available only on draught

Hercule stout packs a real dark flavour punch, with complex
malt flavours and a hint of coffee - outstanding.

Duvel Moortgat 020 3740 8479
Cave Direct 01622 710339
Matthew Clark 01275 891 400
James Clay 01422 377560

One of a new wave of Belgian IPAs that leave behind the big
esters and go for fruity hop aromas. After a clean, sweet finish
this beer builds to a big hoppy finish, like a super hopped tripel.

Floris

www.duvel.be
www.cavedirect.com
www.matthewclark.co.uk
www.jamesclay.co.uk

Fruit 3.5-4.5%

A wide range of wheat beers blended with other flavours
such as fruit juices. Varieties include Apple 3.5%, Chocolat
4.2%, Framboise 3.6%, Girottes 3.6%, Mango 3.6%,
Ninkeberry 3.6%, Passion 3.6%, Strawberry 3.6%, Rasberry
3.6%, Honey 4.5%
Cave Direct 01622 710339
James Clay 01422 377560

www.cavedirect.com
www.jamesclay.co.uk

Hercule

Cave Direct 01622 710339

Hopus

Cave Direct 01622 710339

Hoegaarden

Stout

8.4%

www.cavedirect.com

Belgian IPA

8.3%

www.cavedirect.com

Witbier

4.8-5%

With a local brewing tradition dating back to 1445,
Hoegaarden has a unique brewing process whereby the beer
is first top fermented with coriander seeds and Curaçao orange
peel, and then is conditioned in the bottle, unfiltered, resulting
in a distinctive cloudy white appearance and refreshing flavour.
AB InBev: 01582 391166

www.ab-inbev.co.uk
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Kasteel

Various

4.5-11%

A range of beers from the famous van Honsebrouck
brewery named after the castle bought by the brewery and
whose cellars are now used to mature their beers. The
brewery is still owned and operated by the seventh
generation of the van Honsebrouck family and produces
Blonde, Brune and Triple beers as well as Brigand and St
Louis kriek beer.
James Clay 01422 377560
Cave Direct 01622 710339

Kwak

www.jamesclay.co.uk
www.cavedirect.com

Strong Ale

8.4%

A strong dark connoisseur’s beer, with a hint of liquorice.
Inspired by a coachman it is served in probably the most
unusual glass in the world, in the shape of a stirrup.
James Clay 01422 377560
Cave Direct 01622 710339
Matthew Clark 01275 891 400

La Chouffe

www.jamesclay.co.uk
www.cavedirect.com
www.matthewclark.co.uk

Strong Ale

8.0%

A top fermenting, hazy, yellow-gold beer with a touch of
coriander and hops, this is the main brand from the highly
acclaimed Achouffe brewery. For details of Houblon Chouffe,
see 12 Belgian Greats on previous pages.
Duvel Moortgat 020 3740 8479
Cave Direct 01622 710339
James Clay 01422 377560
Matthew Clark 01275 891 400

La Guillotine

www.achouffe.be/en
www.cavedirect.com
www.jamesclay.co.uk
www.matthewclark.co.uk

Triple Ale

8.5%

Leffe

Abbey 6.5-9.0%

The leading Abbey beer in the UK, the brand is available in
5 varieties: Blonde, Brune, Triple and Radieuse/Vieille Cuvée
and 9. Each of these unique brews is made by craftsmen who
rely on hundreds of years of brewing competence and
tradition. A dry, fruity, lightly spiced beer, full and creamy
James Clay 01422 377560
Matthew Clark 01275 891 400
AB InBev: 01582 391166

Liefmans

www.jamesclay.co.uk
www.matthewclark.co.uk
www.ab-inbev.co.uk

Fruit/Strong 4.2-8.0%

Goudenband is an award winning brown beer of high
fermentation, brewed with special malts. Kriek-Brut is a
stunning cherry beer, based on a sour lambic, then aged over
whole cherries, it strikes the sweet & the tart straight down
the middle. Fruitesse, matures on cherries for 18 months & is
then blended with natural fruit juices for a pleasantly sweet,
sparkling refreshing beer.
Duvel Moortgat 020 3740 8479
Matthew Clark 01275 891 400
James Clay 01422 377560

Lindemans

www.liefmans.be
www.matthewclark.co.uk
www.jamesclay.co.uk

Lambic/Fruit 2.5-5.5%

A range of Lambic beers from a traditional family brewery.
The range of beers are produced in a similar way to
champagne, and matured in oak for nearly two years
Cave Direct 01622 710339
James Clay 01422 377560

www.cavedirect.com
www.jamesclay.co.uk

Maredsous

Abbey

6-10%

This golden blond, multigrain beer uses Saaz, Brewers Gold
and Amarillo to get a lovely grassy, spiced and citrussy
aroma. On the palate it is initially rather sweet, with an
intense fruity flavour from the Belgian yeast and hops, before
a clean bitter finish.

The authentic abbey beer of the Benedictine monks of the
Abbey of Maredsous in the Belgian Ardennes, still brewed to
the original recipe and under close supervision of the Abbeys
community. The three styles of this fine Abbey beer (Blonde,
Brune and Triple) provide excellent accompaniments to food.

Cave Direct 01622 710339
James Clay 01422 377560

Duvel Moortgat 020 3740 8479

La Rulle Estivale

www.cavedirect.com
www.jamesclay.co.uk

Pale Ale

5.2%

La Rulles use local spring water to brew modern takes of
traditional Belgian beers. Using no spices but plenty of
American hops they make aromatic, deeply flavoured beers.
Estivale is a golden blond, multigrain beer using Saaz,
Brewers Gold & Amarillo to get a lovely grassy, spiced and
citrussy aroma.r
Cave Direct 01622 710339

La Trappe Puur

www.cavedirect.com

Pale Ale

4.7%

Mongozo

www.duvel.de

Fruit/Pils

3.6-5%

Easy drinking Fair Trade white fruit beer in Banana, Mango
and Coconut flavours, as well as a gluten free, organic pilsner
Cave Direct 01622 710339
James Clay 01422 377560

Mort Subite

www.cavedirect.com
www.jamesclay.co.uk

Lambic Fruit/Gueze

4.5%

Lambic Kriek and Gueze beers, for more details see 12
Belgian Greats on previous pages.
Heineken UK 08457 101010

Omer

www.heineken.co.uk

Strong

8.0%

La Trappe Puur is a Belgian-style pale ale brewed exclusively
with organic ingredients. Light, crisp and hoppy, with a bit of
yeasty fruitiness too. Still full of flavour despite being
exceptionally low abv for a Belgian beer.

Top fermented blond Belgian beer with a secondary
fermentation in the bottle. For more details, see 12 Belgian
Greats on previous pages.

Cave Direct 01622 710339

James Clay 01422 377560

www.cavedirect.com

www.jamesclay.co.uk
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Rochefort

Trappist 7.5-11.3%

Top-fermented, bottle-conditioned Trappist beers, 6 is an
amber strong ale; 8 has a rich fruit cake aroma, dark
chocolate & full malt body with a warming alcohol
mouthfeel. 10 is one of our 12 Belgian Greats, read about
it on previous pages.
Cave Direct 01622 710339
James Clay 01422 377560

Rodenbach

www.cavedirect.com
www.jamesclay.co.uk

Flemish Red Ale 5.2-6.0%

Aged for 2 years in huge brandy casks which gives a
tart taste & unusual red colour, the classic version is a
blend of fully matured & young beer while Grand Cru, one
of our 12 Belgian Greats, is fully matured, read more on
previous pages.
Cave Direct 01622 710339
James Clay 01422 377560

Saison Dupont

www.cavedirect.com
www.jamesclay.co.uk

Saison

6.5%

Saison Dupont is considered the classic among the Belgian
saisons, coppery blond with fine aromas & a strong bitterness
transform this beer into a thirst-quenchener with no equal.
James Clay 01422 377560
Cave Direct 01622 710339

St Bernadus
Orval

Trappist

6.2%

www.jamesclay.co.uk
www.cavedirect.com

Abbey

6.7-10%

A range of traditional abbey ales, brewed in the classic style
of Belgium’s Trappist monks.

One of our 12 Belgian Greats, read more on previous pages.
Cave Direct 01622 710339

Oud Beersel

www.cavedirect.com

Gueuze/Fruit

5-6.0%

Framboise harmonizes the authentic taste of Oude Lambiek
and the fruity flavour of ripe raspberries.Oude Geuze is a blend
of lambic from different years: 1 year old Lambic is still readily
fermentable, 2 and 3 year old Lambics main contribution is to
the taste. Oude Kriek has a pleasant sourness of champagne,
the real cherries unveiling an overwhelming fruitiness.
James Clay 01422 377560

PALM Special Belge

www.jamesclay.co.uk

Ale

5.2%

Cave Direct 01622 710339
James Clay 01422 377560

St Feuillen

www.cavedirect.com
www.jamesclay.co.uk

Various 6.5-7.5%

Blonde has a deep golden colour and a unique spiced hop
aroma, while Brune is a delicately spiced amber ale with a
warming dark fruit and liquorice aroma and taste. Saison
golden ale is famous for its sour tang and hoppy kick. Triple
has a huge fruity aroma with a delicate spice.
Cave Direct 01622 710339

St Louis

www.cavedirect.com

Fruit

4.5%

Smooth Belgian amber beer with malted caramel flavours
and a strong hoppy finish. This light, amber beer is perfect
with barbecue food, cutting right through sweetness and spice.

A quarter of St Louis Premium Kriek is the juice of Obacinska
krieken cherries that have been steeped in geuze for six
months. It’s very fruity with a hint of sourness and slight
touches of almond coming from the cherry stones.

Cave Direct 01622 710339

James Clay 01422 377560

Poperinges Hommelbier

www.cavedirect.com

Strong Ale

7.5%

Brewed by the independent van Eecke family brewery from
Watou, West Flanders, Hommel is brewed only a stone’s throw
from France. The intense bitter taste comes from the local
hops - this area is Belgium’s biggest hop growing area.
James Clay 01422 377560

www.jamesclay.co.uk

St Stefanus

www.jamesclay.co.uk

Abbey

10%

St Stefanus Blonde and Cruz with roots dating back to 1295,
is brewed with three different yeasts and matured for at least
three months.
Asahi UK 01483 264100
Matthew Clark 01275 891 400

www.st-stefanus.com
www.matthewclark.co.uk
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Satan

Strong Ale

8.0%

Gold is a delicious Belgian strong golden ale with light fruits
and spices on the nose, a smooth mouthfeel and a crisp bitter
finish. Devilishly drinkable, Red is a strong amber ale with a
delicious, robust flavour of dark fruits and toasted malt.
Cave Direct 01622 710339

Seef

www.cavedirect.com

Strong Ale

6.5%

Revival of an ancient Antwerpen beer style that disappeared
when breweries were closed for the WWI war effort. Technically
a wheat beer, it has a citrus aroma and malt body reminiscent
of fresh bread with noticeable tartness.
James Clay 01422 377560

Slag

www.jamesclay.co.uk

Pilsner

5.0%

This lager is a great Czech-style pilsner with a lovely floral
aroma and light, crisp finish. It's one of Belgium's best lagers.
Cave Direct 01622 710339

Straffe Hendrik

www.cavedirect.com

Strong Ale

9-11%

Quadruple has a big rum-like central taste, backed by sweet
malt, caramel and brown sugar, before a dry bitter hop finish.
Triple has a deep golden body and a full white head, orange,
lemon and warm spices dominate the nose, and six different
malts produce a rich fruity body with caramel notes.
Cave Direct 01622 710339
James Clay 01422 377560

Tilquin

www.cavedirect.com
www.jamesclay.co.uk

Lambic Various%

The newest lambic blender in Belgium, Pierre Tilquin’s beers
have been a huge hit. Oude Gueuze a l’Ancienne is one of our
12 Belgian Greats, read more on previous pages
Cave Direct 01622 710339

Timmermans

www.cavedirect.com

Lambic

4-5.5%

These Lambic beers are available in Framboise, Gueuze,
Kriek, Blanche, Peche, and Strawberry varieties
James Clay 01422 377560

Toye

www.jamesclay.co.uk

Ale

Toye is a one-man brewery making perhaps the best Belgian
strong ale in the world. Conceived, built and run by Geert Toye,
the brewery may be small but the flavours are huge. The
aroma of Toye Goedendag is all banana, clove and Christmas
spice, with a bready bittersweetness on the tongue.
Cave Direct 01622 710339

Troubadour

www.cavedirect.com

Various

5.7-9%

Created in 2004 by four freshly graduated young brewers,
Troubadour is fast growing a reputation as one of Belgium’s
most innovative new school of breweries, with a range of 3
exceptional ales and a stunning stout.
Cave Direct 01622 710339

www.cavedirect.com

Vedett

Various 4.7-5.5%

Extra Blonde, the anarchic, alternative and trendy blonde
beer is a light; well-hopped premium pilsner. Vedett translates
literally as “star” in Flemish and every back label features an
image that has been uploaded to Vedett.com. Extra IPA has a
delightful aroma which is very clearly linked to the use of
different hop varieties and hop extracts. Extra White is a wheat
beer with a delicious surprisingly crisp, and refreshing taste.
Duvel Moortgat 020 3740 8479
Cave Direct 01622 710339
Matthew Clark 01275 891 400
James Clay 01422 377560

Westmalle

www.vedett.com
www.cavedirect.com
www.matthewclark.co.uk
www.jamesclay.co.uk

Trappist 7.0-9.5%

The Trappist Abbey of Westmalle make only two beers for
commercial purposes: Dubbel (7%) a dark, reddish-brown beer
with a creamy, fragrant head, and Tripel (9.5%) a clear, golden
yellow beer with a fruity aroma & nuanced hop scent.
Cave Direct 01622 710339
James Clay 01422 377560

Witcap

www.cavedirect.com
www.jamesclay.co.uk

Abbey Ale

6.0%

Witcap Stimulo is a golden Blond Abbey ale with a dense
head and palate, and sweet dry, hoppy aroma’s
Cave Direct 01622 710339

www.cavedirect.com

Over 50 breweries including:

cavedirect.com | @cavedirect | info@cavedirect

WE DELIVER DIRECT
THROUGHOUT THE UK
operating out of the south-east,
Bristol and Manchester so the
beer arrives safely and without
extra margins on top.

WE BRING IN BEERS
NO ONE ELSE CAN
We work directly with most of
our breweries and have access
to beers most importers dream
of, so we know we have the
best selection.

WE OFFER TECH
SUPPORT
things go wrong can send out
dedicated technicians.

WE BUILD BRANDS
We aren’t a logistics company,
we are merchants. We
represent the breweries we
work with, helping them to
promote the brand and look
after their beer.
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New U.S. Beer Trends for 2017
US Craft Beer

With interest in global craft beer
continuing to grow, Sylvia Kopp,
Brewers Association Craft Beer
Ambassador for Europe, takes a look
at the beer styles and trends that will
define the market in 2017
“The American craft beer market continues its upward
trajectory with global exports growing by 16.3% (in 2015,
the latest figures available) to $115 million in value and
446,151 barrels in volume.

Nearly 10% of all global exports come to the UK behind Canada
(with just over 50%), Sweden and Ireland (with approximately 10%
each). In the States small and independent craft brewers represent
12% of the overall beer market by volume and there are now 4,800
U.S. craft brewers with thousands more in planning.

“7,227 beers were entered into the
competition covering 96 categories
and 286 medals were awarded making
GABF the place to spot hot new trends”

Trend Spotting
Innovation is the key to US craft brewers’ success and nowhere is
this more evident than at the Great American Beer Festival®
(GABF), held in Denver every October and organised by the
Brewers Association.
The GABF competition is the largest commercial beer competition
in the world and a symbol of brewing excellence. Some 7,227
beers were entered into the competition covering 96 categories
and 286 medals were awarded making GABF the place to spot
hot new trends.
Here are my magnificent seven to watch out for in 2017:

IPA remains the dominant style, a position it has held for over a
decade, accounting for a growing 28.5% of sales in the U.S. IPA
derivative categories are also growing i.e. Imperial IPA and
American-style Strong Pale Ale
Traditional lighter, lager-type beers and crisp, clean pilsners are
proving popular. German style Kölsch and altbiers, American cream
ale and both bottom and top fermented styles were prevalent at
this year’s Festival
Sour beers are on the rise, a category covering everything from
fruit-infused to barrel-aged and from dry-hopped to smoked, were
nearly as prominent as IPAs.
Spontaneous fermentation is on a roll. Beers full of funky flavours
made with wild Brettanomyces yeast continue to flourish
Coffee is growing, infused into beer for breakfast and beer for nightcaps. A new coffee category was created at this year’s competition
to cater for this growing trend
Wood & barrel-aged strong beer - the fifth most entered style
category, includes beers brewed in barrels that formerly held
tequila, bourbon, chardonnay and other spirits or wines.
Beers brewed with botanicals e.g. vegetables, herbs, roots, oysters
etc which appeal to the experimentalist
Diversity of style and a strict adherence to quality are hallmarks of
America’s small and independent craft brewers. They continue to
push the boundaries of brewing innovation and expertise in order
to meet growing demand for choice amongst today’s beer drinkers.
As long as this demand continues, the American craft beer industry
will continue to thrive.”
The Brewers Association has developed a wealth of resources to
help brewers, distributors, retailers and consumers understand and
enjoy American craft beer. They are available to download free of
charge at www.brewersassociation.org
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Pair for the Course
American Craft

As U.S. Craft Brewers elevate Beer and
Food matching, we ask Adam Dulye,
Executive Chef at the Brewers Association,
and one of the world’s leading experts on
beer and food pairing, where it’s come
from and where it might be going

“Pairing beer with food in the USA is arguably more
advanced than anywhere else in the world including the
UK. Akin to a highly developed art form involving culinary
skill and brewing expertise, U.S. style pairings elevate the beer and
food experience to a whole new level.

“The majority of on trade establishments, from
basic diners through to white tablecloth
restaurants, offer an extensive
beer list alongside menu suggestions”
“In America, beer and food matching is highly collaborative with
small and independent brewers working together with like-minded,
small and independent producers and suppliers in their local
communities. The majority of on trade establishments, from basic
diners through to white tablecloth restaurants, offer an extensive
beer list alongside menu suggestions and the vast diversity of
different beer styles in the States, due to constant innovation by the
brewing industry, are the ideal platform for such marriages of flavour.

SAVOR the Experience
“America is a beer loving nation and nowhere is this more apparent
than at special beer and food pairing events that attract interest
from all over the world.
The Brewers Association, the not-for-profit trade organisation that
promotes and protects small and independent American craft
brewers, organises SAVORSM: An American Craft Beer & Food
Experience, the premier beer and food event in the States, held
every June in Washington DC.
Celebrating its 10th Anniversary in 2017, SAVOR is a reception
style sampling of sweet and savoury appetisers and craft beer from
76 different small and independent craft brewers. Tickets started
at US$135 (£110) in 2016 and sell out quickly. Approximately
4,000 people attend the two night event.
“SAVOR is all about defining where craft beer and food is at and
where it will go next. We design truly cutting-edge beer and food
pairings to create that ‘A-ha’ moment and watching people’s faces
light up when they taste a delicious pairing is a joyful experience.
“Paired, part of the Great American Beer Festival® held in Denver
every October, is similar and matches 21 breweries with an equal
number of chefs from across America to create a unique showcase
of craft beer and food. Tickets are US$145 (£120), including entry
to GABF, and also sell out within minutes.
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Crossing the Pond
“Can the UK’s pie and pint mentality ever reach the giddy heights
of America’s passion for gourmet beer and food pairings?
Absolutely. Chefs and pub operators need to think of beer as one
of the flavour components of a dish, the only difference being it’s
in a glass not on the plate.
since 1845

Hops are insanely food friendly and don’t need a lot of fat or heat.
Small and independent brewers and producers are now the
cornerstone of the craft brewing and culinary movement. We’re
looking to challenge the palates of people all over the world in a
way they had never thought possible before and create excitement
with beer and food.
Quality is coming out huge right now - the quality of American craft
beer and the quality of ingredients used by the chefs are changing
people’s perception of beer and food. Now is the time for chefs
and pub operators to broaden their horizons and create interest
in beer and food.

“Chefs and pub operators need to think of
beer as one of the flavour components
of a dish, the only difference
being it’s in a glass not on the plate”
Tomos Parry, award-winning head chef at Kitty Fisher’s restaurant
in Mayfair agrees. He says: “People are coming round to the idea
of beer with food more and more, especially those cities with
amazing beer scenes. Beer is more accessible than wine and the
variety is incredible.”
Nicholas Balfe, chef of Salon in Brixton, London adds: “In America
the craft beer market is more mature than in the UK and the wide
diversity and huge range of beer styles make food pairing easier.
As UK craft brewers push the boundaries of beer flavours so chefs
will take beer pairings more seriously.”
“According to a recent study by Nielsen on behalf of the Brewers
Association, 88% of American craft beer drinkers enjoy beer with
their meal at least sometimes and 59% say they would be
somewhat or very likely to choose a specific beer style based on
what they’re eating.
Nearly half of all U.S. craft beer drinkers say they drink craft beer
more now than a couple of years ago. It is only a matter of time
before these trends take hold in the UK.

The Three Cs

From the oldest
brewery in the Midwest

“There are three main interactions when planning your beer and
food pairing – complementing, contrasting and cutting and you
need to decide which one best suits the dish you are cooking.

For further details contact

“For a dish to be complementary you’re looking for harmonious
flavours between the ingredients and the craft beer to bring the
dish together eg. roast duck breast with a brown ale or Dubbel or
the light acidity of a witbier with a salad and vinaigrette dressing.

T: 01279 600044
E: sales@world-beers.co.uk
www.huber-beer.co.uk

World Beers Ltd
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Roasting or grilling will complement the malts used in the beer and
bring out the Maillard reaction (a chemical reaction between amino
acids and reducing sugars that produce a searing flavour as found
on the char of a roasted duck breast).
“Contrasting is the most challenging interaction on the palate and
works best when the dominant flavour of the dish contrasts against
the main flavour profile of the beer eg. sweet v sour or bitter v
sweet. A classic example is the tropical flavour notes of an American
IPA with an intensely, hot pepper spiced dish or curry.

“People are coming round to the idea
of beer with food more and more,
especially those cities with amazing
beer scenes. Beer is more accessible
than wine and the variety is incredible”

Getting Creative
When devising your beer and food dishes
bear in mind the following:
u

Listen to your own palate. Everyone’s palate is
different, so taste what you taste.

u

Keep trying. Take a beer style new to you such as a
stout or a smoked lager and try it with food because
it may change any pre-conceptions you may have had
about the beer.

u

Start with lighter, lower strength beers and build in
intensity as you move through the courses

u

Experiment with the unusual. Try pairing an IPA with
a cream-cheese frosted carrot cake. The sweetness of
the carrot will complement the malt, while the
frosting will drive the hops to the roof of your mouth
to create a sensational taste combination that will
cleanse you palate as well.

u

Use American craft beer for a high level of quality and
diverse range of beer styles. A successful beer and
food pairing will allow you to taste all the layers of the
food and all the layers of the beer.

“Craft beer cuts through the fat of rich, succulent and creamy foods
to cleanse the palate after every mouthful and leave it feeling
refreshed, clean and ready for the next bite.
The bitter strength and astringency of hops lifts fat from the palate
and a sweet finish cuts away acidic flavours, leaving a pleasant
sensation in the mouth. Sour and tart flavours can cut away sugary
and fruity notes and the scrubbing effect of carbonation diffuses
the richness of the food.
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Adam Dulye

Try marinated beetroot and goat’s cheese with a Kölsch or a rich
chocolate cake and malted ice cream with a barrel aged sour ale
or a velvety-smooth stout.
“A common rule of thumb is to match strength with strength. Pair
delicate dishes with lighter craft beers and strongly flavoured dishes
with intense, more assertive beer styles. If possible, American craft
beer should be served in custom-shaped glass appropriate to the
beers to allow the optimum delivery of aroma on the nose and
balance of flavour on the palate.”

“Craft beer cuts through the fat of rich, succulent
and creamy foods to cleanse the palate after
every mouthful and leave it feeling
refreshed, clean and ready for the next bite”
“Bottled and canned U.S. craft beer are not always visible to the
diner and they may not know they are available. Ensure you
describe your beer range on the menu and that your staff can talk
knowledgeably about beer styles and flavour.”

Examples of Flavour Groups
and Suggested Pairings
u

Rosemary, juniper, pine, spruce with American
Pale Ale

u

Brown sugar, butter, caramel, maple syrup, vanilla,
coconut, toffee with English-style Barley Wine

u

Cinnamon, cumin, pepper, cardamom, ginger, clove
with Robust Porter

u

Date, fig, raisin with Belgian-style Quadrupel

u

Pineapple, tangerine, clementine with IPA

u

Chocolate, truffle, cocoa powder with English-style
Milk Stout

Chefs, caterers and pub operators are welcome to make use of the
wealth of free resources available on www.brewersassociation.org
including the new Craftbeer.com Beer & Food Professional Course,
downloadable free of charge at www.craftbeer.com/printedCourse
This is a 70-page digital manual constructed as a five day course
that offers an introduction to craft beer, pairing beer with food and
how to pour and present at the table. Written by a chef and a
cicerone, the Beer & Food Course is the first educational material
written and geared towards those who cook and enjoy craft beer
with food.
Plus:
Best Practices Guide to Quality Craft Beer to help encourage better
handling and storage of U.S. craft beer amongst trading partners
https://www.brewersassociation.org/educationalpublications/best-practices-guide/.

Draught Beer Quality for Retailers to educate the trade on proper
storage and handling of craft beer
https://www.brewersassociation.org/educationalpublications/draught-beer-quality-for-retailers/

“Nearly half of all U.S. craft beer drinkers say
they drink craft beer more now than a
couple of years ago. It is only a matter of
time before these trends take hold in the UK”
For advice and assistance regarding beer and food pairing the
Brewers Association publishes American Craft Beer and Food:
Perfect Companions – a handy 12 page booklet detailing the basics
of beer and food pairings, including a chart with 28 different beer
styles showing pairing guidelines for main dishes, cheese and
dessert. This is available to download, free of charge, here:
https://www.brewersassociation.org/educationalpublications/craft-beer-food-guide/
More information is available on www.craftbeer.com
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Beer without Borders
US Craft

Matthew Curtis looks at the rise and rise
of the Americans as they continue to rule
the craft beer world even in a country
with a rich local brewing scene of its own

When it comes to beer, consumers have never had it
better than they do right now. In much of the UK people
are able to buy high quality products, produced locally and on small
scale, with relative ease. Many of this country’s most popular craft
beer brands, such as Fourpure and Northern Monk, are widely
available in branches of Tesco and Marks & Spencer respectively.
These same consumers are also lucky enough to have access to a
widening range of imported beer. Imports are arriving from countries
as close as Belgium and the Czech Republic, to as far away as
Australia and New Zealand.
The United States in particular is putting increasing emphasis on
its UK exports as its own market becomes progressively more
competitive.
In London, neon signage indicating the availability of brands such
as Brooklyn Brewery, Goose Island and Lagunitas is becoming
commonplace in pubs and bars. It’s a trend that’s now beginning
to follow suit across the whole of the UK, as America’s largest craft
brewers look to expand their empires while domestic trade begins
to flatten out.

According to the latest data from US industry body the Brewers
Association, the UK is the fourth largest export market for US craft
beer, behind Canada, Sweden and Ireland respectively. Just under
10% of all US craft beer exports find their way to the UK market.

“This level of success currently being
experienced by US brands in the
British market is evidence that this
growth won’t slow down anytime soon”
US exports increased globally by 16.3% from 2014 to 2015.
Current volume is double what was exported from the US as
recently as 2011. These exports amount to just 1.9% of craft beer
being produced in the US but it’s a growth pattern that’s still on
the increase.
This level of success currently being experienced by US brands in
the British market is evidence that this growth won’t slow down
anytime soon.

Brooklyn Brewed, London Bound
New York City’s Brooklyn Brewery has been exporting to the UK for
several years. Its iconic branding, conceived by the famous designer
Milton Glaser is becoming a common sight, not just in pubs and
bars but on supermarket shelves too. Its presence in the UK has
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Chicago’s Goose Lands in the UK
Chicago’s Goose Island, part of AB-InBev, the largest beer business
in the world, is making a huge push into the UK market in a similar
fashion to Brooklyn. This summer saw them bring events such as
the Goose Island Block Party to London, which was previously held
exclusively in Chicago. That they’d do this in the UK before another
US city demonstrates how important the export market is to them.

“We’re now seeing a lot more artisanal
US microbreweries making it over
here, which is really exciting for
drinkers who love trying something new”
Beer Hawk are a UK based retailer and distributor who were also
recently acquired by AB-InBev. I spoke to its resident beer
sommelier Maggie Cubbler about why she feels brands such as
Brooklyn and Goose Island are seeing so much success in the UK
market.

always been seen, like with many imported brands, as small and
specialist. However in recent months Brooklyn’s efforts have
significantly expanded, with lavish events such as holding its own
“Beer Mansion” beer festival in London. Events such as these serve
to increase awareness of its brand.

“Goose Island and Brooklyn are successful
in the UK because they make great beers
and were able to show what great
American craft beer meant in a
market that didn’t have much else in it”
In addition to this Brooklyn recently sold a 24.5% stake in its
business to Asahi of Japan, which to me indicates that the export
market is crucial to its plans. The brewery’s UK brand ambassador
Rachael Weseloh explains why.
“Our export market program as a whole is very important to us.”
She says. “As the US beer market gets more competitive, we’ve
grown our exports. We are currently the largest craft beer exporter
in the US and, in the not too far future, our export market will be
equal to our domestic market.”
As with Brooklyn, it’s often breweries with significant capacity and
financial resources behind them that are concentrating on the
export market. Most likely because these resources allow them to,
in a domestic market that is increasingly focused on fresh and
locally produced products. Other US breweries with increased focus
on export markets includes Lagunitas of California and Founders
of Michigan, part owned by Heineken and Mahou San Miguel
respectively.

“Goose Island and Brooklyn are successful in the UK because they
make great beers and because they had several years with a piece
of the pie all to themselves,” she says. “They were able to show
what great American craft beer meant in a market that didn’t have
much else in it.”
Cubbler agrees that these breweries were able to keep a strong
foothold in the UK market because they entered it before its
producers started creating an equivalent product. Through the
combination of a consistently high quality product and a large pool
of financial resources they’ve been able to grow their market share.
However in the last few years the growth of craft beer in the UK
means that these imported brands now have competition that didn’t
exist when they entered the market. As in the US, the focus on beer
in the UK is returning to small, local producers.
These small producers pose relatively little threat to larger brands
such as Goose Island and Brooklyn, but the same can’t be said
when you turn the tables.
“US imports have the advantage of being able to be sold at rather
low price points.” Cubbler says. “There’s a huge risk to the profit
margins of small British brewers [if they try and compete.]”

“According to the latest data from US industry
body the Brewers Association, the UK is the
fourth largest export market for US craft beer”

Education and Engagement
Brooklyn’s Rachael Weseloh puts a much more positive spin on the
current market conditions. “I don’t think that US craft beer will have
any negative repercussions on the domestic UK craft beer industry,”
she says “I think that US Imports will only help to educate and
engage a consumer base that is eager to learn and taste as much
as possible… We aren’t here to attack other small brewers; we’re
here to help the industry.”
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Jen Ferguson is the co-owner and founder of an independent beer
shop in South London called Hop Burns & Black (full disclosure, I
write a column on their website). I spoke to her about the advantages
and disadvantages of stocking imports from the US and how this
affects the sales of beer from small and independent UK producers.
“We’re now seeing a lot more artisanal US microbreweries making
it over here, which is really exciting for drinkers who love trying
something new,” she says.

“I think there is space for both to exist happily
if the US breweries are working with
independent UK importers and distributors
who have the brands integrity at heart”
Most US producers that have the capacity and resources to supply
the export market are considerably larger than your average UK
craft brewery. This means that they’re able to supply large chains
such as supermarkets in volume and at low prices. The result of
this is that the supermarkets are able to price these brands for less
than your average independent retailer.
“While arguably this is great for turning a new audience on to the
joys of craft, the risk is that local craft beers instantly look
expensive or overpriced.” Ferguson says. “Most UK craft breweries
are never going to be able to produce enough to supply
supermarkets, and independent retailers can’t afford to compete
with supermarket prices.”
Jonny Garrett is the Marketing Manager for UK distributor Cave
Direct, who’ve been importing beer from Hawaii’s Kona Brewery
for several years.
“I think there is space for both to exist happily if the US breweries
are working with independent UK importers and distributors who
have the brands integrity at heart.” Garret says.
“The problem comes when a big brewery works with or might be
bought by a multinational, as we’ve already seen happen. Those
companies have different objectives, and will use these breweries
to disrupt the market through pricing incentives and loss-leading
deals that support their own corporate brands.’

“I think that US Imports will only help to
educate and engage a consumer base that is
eager to learn and taste as much as possible”

Success Breeds Success
It’s clear that American imports in the UK will continue to thrive,
especially as other brands see the success that the likes of
Brooklyn, Goose Island and Sierra Nevada are having. The US is
one of the largest beer markets in the world, with nearly 5000
breweries currently in operation. It makes sense that more will
begin to look at export options as their own market becomes
increasingly more crowded.

While the US craft beer industry had some three decades to slowly
mature and learn the lessons that they put into practice today, the
new wing of UK brewing will not have that same luxury. This means
small and independent UK brewers, along with distributors and
retailers will have to rapidly evolve their business practices in order
to compete.
For some this will mean trying to match on price and volume as
quickly as possible but I feel that a knee jerk reaction will be
detrimental to beer as a whole. Instead I urge brewers to compete
by focusing on quality, transparency and slowly building a strong
brand with foundations that will ensure success in what is
becoming an increasingly tough marketplace. After all, it worked
for the US breweries that are looking to penetrate our market, so
maybe in a few years it’ll be time for the UK beer industry to do the
same in the United States.
Matthew Curtis @TotalCurtis is an award winning beer writer and editor
of Total Ales www.totalales.co.uk
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Meet the Americans
Anchor Brewery

California

BCD

America’s first craft brewery, with its roots in California's Gold
Rush, is an American icon and a pioneer in the UK. Their
signature beer, Anchor Steam, is one of San Francisco's most
famous exports. The word “steam” once denoted any beer
brewed on the West Coast of America under primitive
conditions and without ice, but is now a trademark of Anchor.
Other beers include Liberty Ale, the first modern American IPA
brewed since prohibition, Brekles Brown, California Lager and
a truly remarkable Porter which uses specially roasted malts,
a top-fermenting yeast and fresh whole hops.
James Clay 01422 377560
Matthew Clark 01275 891 400

www.anchorbrewing.com
www.matthewclark.co.uk

Blue Moon

Colorado

BCD

With a passion for craft beer and the mountain lifestyle,
Aspen Brewing is a small and dedicated team which strives
to make delicious craft beer fit for any and every occasion.
Interbev 01344 294170

Aviator Brewing

www.aspenbrewingcompany.com

North Carolina

CD

Started in 2008 in an airplane hangar, it has grown
considerably since those days. Their Tripel is a golden colored
ale with a fruity spicy flavour, Black Mamba, an oatmeal stout,
has an explosion of flavour created by dark roasted grains,
and a 2 row barley, while the Hogwild is a golden brew made
with Pale Ale and Vienna malts.
Interbev 01344 294170

www.aviatorbrew.com.com

BD

Founded in 1995 in Denver, Colorado by Keith Villa, who had
studied brewing in Belgium and wanted to recreate the Wit
beers he had enjoyed there. The Belgian-style Wheat Ale,
originally brewed as Bellyslide Belgian White, is the only one
of the brewery’s beers available in the UK. This unfiltered beer
has a distinctive slightly sweet orange taste and is made from
a combination of malted barley, white wheat, and oats.
Recommended to be served with a slice of orange to enhance
the orange flavour - and catch the eye.
Matthew Clark 01275 891 400
Molson Coors 0845 600 0888

Blue Point
Aspen Brewing

Colorado

www.matthewclark.co.uk
www.bluemoonbrewingcompany.com

New York

BCD

Blue Point Brewing Company is the oldest craft brewery on
Long Island, in a community called Patchogue, New York.
Cofounders Mark and Pete set out to create a brewery where
they could make the type of beers they loved: Beers with
character, drinkability and pair well with local food. The Gold
medal-winning Toasted Lager uses six different malts to create
a complex, yet deliciously balanced amber lager.
AB InBev UK 01582 391166

Boulevard Brewery

www.bluepointbrewing.com

Missouri

BCD

Founded in 1989 in Kansas City by John McDonald, the
brewery has grown from a production of less than 2,112 hl in
1990 to 240,000 hl in 2014. In January 2014, Boulevard
joined the Duvel Moortgat family, making the combined US
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Dominion Brewing

Delaware

BD

Part of the Coastal Brewing Co, which incorporates sister
brewery Fordham, Dominion Beers are the craft beer lover’s
Holy Grail. Imported to the UK since late 2011, most beers are
available in both bottle and keg. Hop Mountain (6%) is
available all year, and seasonals include Oak Barrel Stout with
vanilla and oak chip influences (6%), Beach House Pilsner
(5%), Cherry Blossom Lager (5%), and Octoberfest Maerzen
Lager (5.7%). Perfect for food pairing, these superior beers
also come with decorative tap handles for draft, stemmed
glassware and Heathwick’s American Craft Beer Experience
campaign.
Heathwick 0207 938 3991

Firestone Walker

www.fordhamanddominion.com

California

BC

California’s fourth-largest craft brewery is famous for its
hoppy ales, including the dry hopped session IPA Easy Jack,
and Double Jack, one of the easiest drinking DIPAs, described
as aggressively bitter yet flawlessly balanced.
Vertical Drinks 0113 345 8835

Flying Dog Brewery

www.firestonebeer.com

Maryland

BCD

operations the 8th largest craft brewing company in the nation.
Tank 7 (8.5%) is a strong, yet crisp and refreshing beer that
combines the best of American hops with the classic
fermentation aromas and flavors of Belgian Saisons - a citrusy,
spicy hop aroma and flavour, a soft, sweet malt flavour and a
prominent hop bitterness. 2014 also saw the release of 15
new beers & special releases using 56 different malts & hops
- with one of the largest barrel ageing programs in the country.

Founded in 1990 this Colorado brewery has links with Hunter
S Thompson and labels designed by Ralph Steadman. As well
as having cult status they are also renowned for their beers..
Snake Dog IPA (7.1%) with its intense citrus fruit aroma, is the
brewery's hop monster. Also: Easy IPA (4.7%); Doggie Style
(5.5%) a classic American pale ale, Gonzo Imperial Porter
(9.2%) and the 20th anniversary brew Raging Bitch (8.3%) an American IPA brewed with Belgian yeast.

Duvel Moortgat 020 3740 8479

Matthew Clark 01275 891 400
James Clay 01422 377560

Brooklyn Brewery

www.boulevard.com

New York

BCD

A brewery that retains its craft credentials despite being a
global phenomenon. Brewmaster is Garrett Oliver, author of
the Oxford Companion to Beer and one of the world's leading
brewing experts.The best known beer is the award winning
Brooklyn Lager, which is dry hopped and has a superb balance
of sweet malt and crisp bitter hops. Also available in the UK
are a choice of IPA’s (6.9-8.4%) and a Brown Ale (5.6%), as
well as the luscious Black Chocolate Stout (10%), and a variety
of other specials.
Matthew Clark 01275 891 400
Carlsberg UK 01604 668866

Crazy Mountain

www.matthewclark.co.uk
www.brooklynbrewery.com

Colorado

BDC

Established in Colorado’s breathtaking Rocky Mountains In
2010, the laid-back, fun mountain lifestyle carries over into
the unique recipes in every brew that aren’t true-to-style, these
guys brew craft beer with only the finest of ingredients for
crowd-pleasing ales and lagers.
American Craft 0845 6890234

www.crazymountainbrewery.com

Fordham Brewing

www.matthewclark.co.uk
www.flyingdogbrewery.com

Delaware

BD

Part of the Coastal Brewing Co, which incorporates sister
brewery Dominion, Fordham has a distinctive brand style that
resembles tattoo art & offers a diverse range of craft brews.
Imported to the UK since late 2011, beers are available in both
bottle & keg. Range includes: Gypsy Lager (5%), Copperhead
Amber Ale (5%), Route 1 Session IPA (4.5%), West Coast style
IPA Rams Head (7.5%). Seasonals include Spiced Harvest
(pumpkin) Ale (6.5%) Renowned for their complex yet balanced
flavours, these superior beers are supported by artistic bottle
labels with food pairing suggestions, unique tap handles for
draft, stemmed glassware & Heathwick’s American Craft Beer
Experience campaign
Heathwick 0207 938 3991

Founders Brewery

www.fordhamanddominion.com

Missouri

BD

Founders Brewery is group of passionate beer enthusiasts
whose beers include the robust yet silky black Founders Porter
(6.5%); All Day IPA (4.7%) brewed with a complex array of
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malts, grains and hops - balanced for optimal aromatics and
a clean finish; Dirty Bastard (8.5%)- so good it’s almost wrong
- brewed with seven varieties of imported malts, a big smoky
beer that lives up to its name.
James Clay 0142 237 7560
Matthew Clark 01275 891 400
Charles Wells 01234 272766

Goose Island

www.foundersbrewing.com
www.matthewclark.co.uk
www.charleswells.co.uk

Illinois

BD

American craft brewer producing a range of bottled ales and
wheat beers, both permanent and seasonal. They are probably
best known for Goose Island IPA (5.9%) which is quite simply
a hop lover's dream, but the range available in the UK also
includes the award winning 312 Urban Wheat (4.2%) and
Goose Island Honkers (4.3%). Inspired by visits to English
country pubs, Honker’s Ale combines a fruity hop aroma with
a rich malt middle to create a perfectly balanced beer.
AB InBev UK 01582 391166
Matthew Clark 01275 891 400

Huber Brewery

www.ab-inbev.co.uk
www.matthewclark.co.uk

Louisiana

B

Based in Monroe in the Midwest, Huber was founded in
1845 by German and Swiss immigrants who specialised in
brewing European style beers using traditional German
techniques and principles. Huber Premium is a high class
lager available in classic American designed 330ml bottles
and 355ml cans. It is still brewed in the same time honoured
tradition using the finest malted barley from crops grown
locally and combined with the finest Pacific hops. This
meticulous selection accounts for the fresh, clean taste of
this thirst quenching beer. It has a mild, malty aroma with
some floral hoppy notes and, unusually for an American beer,
a fruity finish. Huber is proud to be the only brewery in the
US to have produced a Bock continuously since 1899 (not
including prohibition). One of Huber’s most acclaimed and
revered beers, the Bock offers hints of coffee and cocoa on
the palate and robust roasted malt flavours with a silky
mouth-feel and a creamy rich finish. Silver medallist World
Beer Awards 2014
World Beers 01279 600044

Kona Brewery

www.huberbeer.co.uk

Hawaii

BD

Lagunitas

California

BD

One of America’s fastest growing brewers, Lagunitas
(pronounced lah-goo-KNEE-tuss) started life in a kitchen 20
years ago. The renowned IPA which is the brewery’s main
product, started life as a seasonal beer but is now a huge seller
in the USA, leading the brewer to set up a second brewhouse.
This extra capacity means it is now available in the UK, initially
just the IPA and a seasonal brew, but a second permanent one
is planned for the future.
Adnams 01502 727200

Left Hand Brewing

www.lagunitas.com

Colorado

BD

Home to the fantastic golden ale Big Wave, which is now
available on draught, Kona has been brewing on Hawaii
since 1994. Starting life as a humble brewpub it has grown
to be celebrated all over the world for its drinkable but very
hoppy beers. Their Longboard lager is as refreshing and
crisp as they come, while the Fire Rock pale and Castaway
IPA satisfy the hop heads. Big Wave strikes it in between
the two, and is loved by any beer nerds and casual drinker
who tries it.

The Left Hand way is a healthy dose of all things balanced,
keeping your right brain feeling good and the left brain knowing
it’s all good. They believe the same to be true with craft beer,
everyday striving for that perfect balance between malt and
hops, from their lightest to their darkest beers, allowing a
unique flavour experience in every bottle and every keg. The
range includes a thick creamy Milk Stout (6.0%), available on
draft as well as bottles; Left Hand Polestar (5.5%)- a zesty
German-style pilsner, and Left Hand Black Jack Porter (6.8%)
with a slight malt sweetness.

Cave Direct 01622 710339

James Clay 01422 377560

www.konabrewingco.com

www.lefthandbrewing.com
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Oskar Blues

CO/NC/TX

C

Starting life as a brew pub in COlorado, Oskar Blues are
credited with starting the craft-beer-in-a-can craze. The much
loved Dales PAle Ale is billed as a voluminously hopped mutha
of a beer and Mama's Little Yella Pils is a fine example of a
Czech style pilsner.
Vertical Drinks 0113 898 0280

Point

www.oskarblues.com

Wisconsin

B

The Stevens Point Brewery is steeped in a history that
has transcended the trials of the Civil War, the Great
Depression and Prohibition. More than 150 years later, the
Stevens Point Brewery continues to successfully brew
quality beer, just as the brewery’s founders, Frank Wahle
and George Ruder, did in 1857. Today the range includes
a Vienna-style Amber Lager (4.7%), copper in colour with
a pleasant hop aroma. Hand-crafted using a blend of
caramel and two-row malted barley, it is perfectly balanced
with authentic German hops, smooth and refreshing with
a crisp clean finish. Also available is the bold hoppy IPA
(5.6%), fresh and fruity with a golden-orange colour. Dryhopped using a complex blend of Magnum, Perle, and
Cascade hops. Point, well made.
Matthew Clark 01275 891 400
American Craft 0845 6890234

Lonerider

North Carolina

C

Each of the three Lonerider beers have been individually
crafted and tailored for a unique and enjoyable flavour.
Lonerider Saloon Style Pilsner, our sessionable Saloon Style
Pilsner has only one mission, quenching thirst. This straw
colored beer, medium bodied and crystal clear. The flavour is
clean and crisp, the aftertaste barely present. Lonerider
Gunslinger leads with pleasant floral and citrus aroma making
a great choice anytime of the year. A hint of sweet malts are
present, but the main aroma is floral hops. Lonerider Hoppy
Ki YAY is a straw coloured ale which is hopped with Columbus
and Amarillo rounded out by a mild body from the malts.
American Craft 0845 6890234

Odell

www.loneriderbeer.com

Colorado

www.matthewclark.co.uk
www.pointbeer.com

Redhook Brewery

Washington

BD

Redhook was born out of the energy & spirit of the early
80's in the heart of Seattle. While the term didn't exist at
the time, Redhook became one of America's first "craft"
breweries. From a modest start in a former transmission
shop in the Seattle neighbourhood of Ballard, to the
current breweries in Woodinville, Washington and
Portsmouth, New Hampshire, Redhook has become one
of America's most recognized craft breweries.
Longhammer IPA 6.2%, the signature IPA from Redhook,
is a full on multi dimensional, well rounded IPA. A beer
with great drinkability keeping you reaching for more
every time.

B
Cave Direct 01622 710339

www.redhook.com

Founded in 1989, Odell Brewing was started by Doug Odell,
his wife Wynne, and his sister Corkie. Today, the culture of
family and collaboration still thrives, fostering a brewery full of
beer-centric people. It is this passion for beer that inspires
Odell Brewing to create quality, hand-crafted, innovative brews,
as dedicated today as they were when they started out brewing
in Doug Odell’s kitchen, still sharing a passion for delicious
beer, they are known for a selection of pale ales and porters,
including their flagship 90 Shilling - a refreshing and irresistibly
smooth and delicious medium-bodied amber ale.

They have their own Rogue farms where they grow their
own ingredients. In fact, they have a Rogue Farms series
where all of the ingredients in the bottle are grown on
Rogue Farms. Rogue were the first in the States to put beer
in 650ml bottles. Now, some of them are Pink, Purple,
Orange and Red and they are responsible for such legends
as Dead Guy Ale, American Amber Ale, Hazelnut Brown
Nectar, Brutal IPA and Yellow Snow IPA.

Vertical Drinks 0113 898 0280

Euro Boozer 01923 263 335

www.odellbrewing.com

Rogue

Oregon

BC

www.rogue.com
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Samuel Adams

Massachusetts

BD

Samuel Adams Boston Lager helped lead the American beer
revolution, reviving a passion for full-bodied brews that are
robust and rich with character. Since 1984, Samuel Adams
Boston Lager has used only the finest hand-selected
ingredients to create this perfectly balanced, complex and fullbodied original brew.
Matthew Clark 01275 891 400
Shepherd Neame 01795 597 070

Saugatuck Brewing

www.samueladams.com
www.shepherdneame.co.uk

Missouri

BD

Keep an eye out for this one! Newly imported to the UK,
Saugatuck is an award winning American craft brewery that
produces one of the world’s most magical milk stouts – the
Neapolitan (6%) available in keg and bottle on a seasonal
basis. Delivering exactly what the name promises - individual
flavours of chocolate, vanilla and strawberry that blows the
mind. Year round, and currently available in bottle, Backyard,
(4.5%) a Session IPA, nutty ESB Amber Ale (5.5%) and
balanced Oval Beach Blonde Ale (5%) which makes a great
alternative to conventional lager and convincing converter.
Saugatuck forms part of the importer’s, Heathwick, American
Craft Beer Experience.
Heathwick 0207 938 3991

Ska Brewing

www.saugatuckbrewing.com

Colorado

BC

Somewhere out in Colorado, in the year nineteen hundred and
ninety-five, two guys named Dave and Bill learned that while
they loved gulping down good beer, they weren’t yet old enough
to buy it. On the second Skaturday of Skatember it hit them. If
they brewed their own beer they’d have all the beer they could
ever want. And while they were at it, why not brew the most
magnificent suds ever quaffed in their neck of the woods.
Euro Boozer 01923 263 335

Sierra Nevada

www.skabrewing.com

California

BD

Internationally recognised for its fragrant yet spicy Pale Ale,
the beer that sparked the American craft brewing revolution.
Since then many different types of brews have been produced
to expert standards by the pioneering brewer. Hop usage is
the key feature of this brewery - the year round beer Torpedo
even draws its name from the steel device used to introduce
its Magnum, Crystal and Citra hops into the brew. Having
started as a Californian homebrew outfit in the 1970s, demand
for the beers has continued to grow, and in 2015 Sierra
Nevada added a new brewery in North Carolina. Despite the
global success, the brewery’s commitment to innovation
remains, and the regular beers are joined by specialities and
a series of seasonal brews
Matthew Clark 01275 891 400
Vertical Drinks 0113 898 0280
Westside Drinks 020 8996 2000

www.matthewclark.co.uk
www.sierranevada.com
www.westsidedrinks.co.uk

Tailgate Beers

Tennesee

C

Tailgate beer is the official beer for tailgating - which, in case
you are wondering, is the American pastime of barbecuing and
generally partying from the back of a truck at sports or music
events. And like all things American, it’s catching on in the UK.
These award winning and easy drinking craft beers in a can
are brewed with fun in mind and ideal for outside or indoor
drinking. The Blacktop Blonde is their flagship American blonde
ale (4.7%) and is complemented by their more hoppy Session
IPA (4.7%). Imported by Heathwick, Tailgate also forms part
of the Heathwick American Craft Beer Experience.
Heathwick 0207 938 3991

Widmer Brothers

www.tailgatebeer.com

Oregan

B

Founded in 1984 in Portland, Oregon, Widmer still retain a
strong brewing tradition. One of the 1st craft brewers in a state
now renowned for having many craft breweries and some of
the best in the world. They’ve grown to be a leader in the craft
beer scene and are known for their forward thinking recipes
and collaborations. Alchemy hops are a blend of choice hops
from the Pacific Northwest, hand-selected by their brewers
each year. This secret blend is the backbone of all the Widmer
beers. The artful, complex Upheaval IPA 7.0% has grassy hops
giving way to a massive tropical burst of flavours. The perfectly
balanced, perfectly hopped ale, Alchemy Pale Ale 5.8% has a
bright, distinct hop character balanced with hints of caramel
and a remarkably smooth finish.
Cave Direct 01622 710339

www.widmerbrothers.com
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They Come From a Land Down Under
Oz and NZ Beer

Roaring and thundering, Australian and
New Zealand beers have hit our shores
says Melissa Cole
From the simplest of easy-drinking pale ales that delight
at any time of year to bonkers creations that have the beer
world divided, they all have something offer a venue
looking to a little ‘awww yeah’ to its range.

I recently spent nearly a month in New Zealand and have,
despite being a bugger for picking up accents, remained
relatively unscathed - apart from a tendency to say ‘aww w yeah’
from time-to-time.

“A country with only slightly more landmass
than the UK but half the population of
London, is producing some of
the most astonishing beers I’ve tasted”

Aussie Evangelists
Australian beers have come and gone on UK shores over the years,
Cooper’s was around for a while (and still is in limited supply) and
had a big push on getting people to embrace the ‘roll’ to redistribute
the yeast around the bottle, possibly a bit before its time. And Little
Creatures has popped back up again with a bit of a push to get it
back into people’s consciousness.

“The general public still don’t know a great
deal about beer, so any opportunity to bring
them closer to the people who make it is a
wonderful thing. And, of course, they’re fun!”
However, the changing landscape of the UK ontrade
demands a little more of its immigrant brands these days,
which is why, for example, breweries like Stone & Wood have
installed local ambassadors.

What did leave a lasting impression however was the fact that a
country with only slightly more landmass than the UK but half the
population of London, is producing some of the most astonishing
beers I’ve tasted.

Pat Keeble (pat@stoneandwood.com.au or @stoneandwooduk)
believes that having someone on the ground to evangelise about
the beer is absolutely key to getting, and keeping, both customers
and consumers engaged.

Now, you might think they are cheating a little, what with all
their fantastic hops and everything, but I can assure you the
majority of it is down to hard work, passion and dedication to
the brewing cause.

“The onus now is on the brewer to be actively trying to support the
customer, so when we approach venues, we’ve got trade and
marketing spend so there’s a great resource there - particularly if
you’re a start-up or strapped for cash to invest, a keg here and
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BRINGING THE FRESHEST & MOST EXCITING
NEW ZEALAND BEER TO THE UK & EUROPE
FOR ALL TRADE ENQUIRIES, PLEASE CONTACT US AT
INFO@NEWZEALANDBEER.CO.UK
FOR MORE INFORMATION PLEASE VISIT
WWW.NEWZEALANDBEER.CO.UK

LIKE, SHARE, TWEET, FOLLOW, COMMENT, TAG
@NEWZEALANDBEER /NZBEERCOLLECTIVE
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“Events come in all shapes and sizes. I like them for the promotion
and educational aspects they bring to the beer scene... the general
public still don’t know a great deal about beer, so any opportunity
to bring them closer to the people who make it is a wonderful thing.
And, of course, they’re fun!”
And he does have a very good point; breweries can take the
opportunity to educate staff at the same time as having fun and
promoting their beers:
“Staff training is hugely important. Beer is much more than just
pale lager or nitro stout, these days, so there’s a lot more for staff
to learn if we want to educate the people drinking our beer.
“People don’t need to know everything but it really helps if they
have a modicum of knowledge.”

Collective Action
Todd Nicolson of the New Zealand Beer Collective
(www.newzealandbeer.co.uk), concurs with this approach
“Last year was very much about helping the breweries create a bit
of profile, and understanding the market. We made a bit of noise
and generated plenty of interest.
“At the start of 2016 we took importing, distribution, sales and
marketing all in house which means we can keep pricing sharp but
more importantly we deal directly day-to-day with the people who
buy, sell and drink our beer. In the last six months we have sold as
much beer as we did in the previous year.
there isn’t a huge ask in my opinion, although obviously it’s got to
be right for both parties.
“But also, as a venue, you should be approaching the brewer as
well - if you are both coming to it from a collaborative point of you
then it’s well worth it.
“It’s also about consumer engagement as well. Whilst the focus
at the moment is the Pacific Ale, which is 4.4%, unfiltered
single hopped Galaxy beer with a predominantly pale grist and
a slight haze, we are also bringing over some specials too,
which is good for events and for getting drinkers into both the
venue and our beer.”

“We run meet the brewer and tap takeover
events - whether it be tutored kiwi beer
tasting, an insight into the history of NZ
brewing scene, beer and food matching, beer
vs wine or the NZ vs England beer taste offs”

Getting to Know the Kiwis
Events are something Stu McKinlay, of New Zealand brewers
Yeastie Boys - who has permanently relocated to the UK as it’s such
an important market to his business - believes are really important
to help drive awareness and overall excitement and knowledge
about beer.

“The NZ Beer Collective offers a lot of pretty cool brand and PoS to
stockists from all of the breweries - we like to stand out - but we
also offer a lot more.
“We have a huge variety of beer, in-house kiwi beer experts, we
run meet the brewer and tap takeover events - whether it be tutored
kiwi beer tasting, an insight into the history of NZ brewing scene,
beer and food matching, beer vs wine or the NZ vs England beer
taste offs.
We have a partner design and social media team that we use to
create bespoke promo for customers and events which we think is
pretty cool.”

A Fresh Approach
But freshness and quality of product really remains at the fore for
many of the companies bringing beer into the country, as Nicolson
points out.
“We bring in the five NZ breweries - Tuatara, Yeastie Boys,
Renaissance, 8 Wired and Three Boys. They give a great cross
section of Kiwi brewing; we bring a 40ft refrigerated container in
every four-six weeks, and have 50 different beers available at any
one time.
“We also look after distribution, sales and brand for Yeastie Boys
UK beer and also bring in a bit of Tutu NZ cider and a few guest
breweries now and again to keep things fresh.”
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Pirate’s Ahoy
Another brewer from down under is just about to enter the
marketplace, Pirate Life; in fact, as I type this, the first containers
should be hitting our shores.

What’s Up from Down Under
8 Wired

New Zealand
Inspired by the legendary Kiwi can-do mentality,
Superconductor IIPA and Saison Sauvinis are real
standouts.

“Having someone on the ground to evangelise
about the beer is absolutely key to
getting, and keeping, both
customers and consumers engaged”

Coopers

The award-winning Aussie brewery’s UK representative, Sean
Robertson, is clear that it will be a slow build, but there are plans
to ramp things up.

Epic Beer

“On this first container we also have some stout and porter for the
winter season and I’ll be arranging tasting events. I expect Michael
Cameron and Jack Cameron from the brewery to be in attendance.

Australia
A family owned brewery, with an international
reputation with Coopers Sparkling Ale, Pale Ale and
Stout being sold across the UK.
New Zealand
The Auckland brewery has developed a reputation
in NZ's budding craft beer sector for producing
beers which are big on flavour and aroma.

Little Creatures

“The second container will land around December and will have
some Golden Era kegs on board. We will rotation land our specials,
saison, and barrel aged beers going forward into 2017.”
So, if you want to offer something a bit different, to add some
antipodean artistry to your ales and lagers, then you have a
growing, and frankly very canny, portfolio of operators to choose
from - just remember, they might pour the other way round, like
the water goes down the plug hole down there… that’s true right?

Melissa Cole is an award-winning beer writer, sommALEier; she
blogs at http://www.letmetellyouaboutbeer.co.uk/

Australia

Born out of the love of great beer shared by a few
good mates, this little brewery began on the
water’s edge in Fremantle.
Monteith’s Brewery

New Zealand

The oldest craft brewery in New Zealand, they now
have four of their craft beers in the UK: Summer
Ale, Pilsner Beer, Southern Pale Ale & India Pale Ale
Pirate Life

Australia
The award winning brewery from Adelaide that
was only established in 2014 has just landed in
the UK, expect good beer and plenty of noise.

Renaissance Brewery

New Zealand

An award winning craft beer producer committed to
using local ingredients and are one of the pioneers
of craft brewing in New Zealand.
Stone and Wood Brewing

Australia

Brewed using all Australian barley, wheat and
Galaxy hops, often brought into the UK by Camden
Town Brewery
Three Boys Brewery

New Zealand

All Three Boys Brewery beers are not filtered or
pasteurised - just as nature intended.
Tuatara Brewing

New Zealand

They brew true to style, and go direct to the source
and use the ingredients that have made them
famous across the world.
Yeastie Boys

New Zealand

Made at opposite ends of the earth, New Zealand and
the UK, Pot Kettle Black, and Gunnamatta, are
available in bottle and keg.
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Bellissima Birra
Italian Beer

Adrian Tierney Jones says that unless
you’ve been snoozing in a cave on Mars
for the past five years the vibrant state
of the Italian craft beer market should
come as no surprise.

There are now nearly 1000 breweries in the country,
though a fair few of them are ‘gypsy’ or ‘cuckoo’, which
means they brew at other locations. What’s more, their beers are
becoming increa singly common in UK bars and pubs - there’s
even a joint dedicated to the Italian craft beer revolution, The
Italian Job in West London. Here many of Birrificio del Ducato’s
excellent products - alongside beers from other breweries - can
be sampled.
Other breweries whose beers have also been spotted in the UK
include Italian craft beer pioneers Le Baladin and Birrificio Italiano
who both started brewing as far back as 1996, Birra del Borgo whose purchase in 2016 by AB-InBev caused major ructions
amongst some of its fans - BrewFist and LoverBeer.

Italian Innovation
A conversation with LoverBeer’s founder, Valter Loverier, gave
me a snapshot of the innovation and imagination Italian
brewers possess.

“In 2002 I started my experience in the brewing world with a
philosophy,” he says, “I would join the old recipes from the north of
the Europe, especially from the Flemish area, with winemaker
culture, using the wood, fruits, grapes and process typically used
in the wine world. For instance, year by year at vintage time I brew
a beer with grapes.”
This quote perfectly demonstrates the eclectic and exuberant side
to Italian craft brewing.

“Even though not all the beers work I once tasted a vile artichoke beer there is a sensuous elegance
about many of the beers produced”
This is not a movement that is content to produce an amber, a
blonde and an IPA. Even though not all the beers work - I once
tasted a vile artichoke beer - there is a sensuous elegance about
many of the beers produced.
Teo Musso, founder and master brewer at Le Baladin - nicknamed
the Jim Morrison of beer - works with all manner of spices, different
yeast strains and barrel-ageing, while Del Borgo produces a beer
that is fermented and matured in terracotta vessels, the latter is
only brewed once a year in limited qualities.
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There is more. Many of the beers are exquisitely packaged in winesized bottles with attractive branding. On the one hand this can be
a hindrance to British importers, as it means that they are not cheap
and I remember a conversation with an online beer seller several
years ago where he recalled his gallant attempts to sell Italian beers
were confounded by the price he had to charge.

“As if to show that there is also a rock’n’roll
yin to Musso’s classical yang,
BrewFist is unashamedly US craft-focused”

Learning Italian
Despite this, there exists a hunger for interesting beers from
around the world and if you plan to be a beer-centric, globalised
licensee then you might want to celebrate this insurrection in the
Italian beer scene.
However, given that many of your customers might think in terms
of Peroni or Moretti, there’s still some educational work to be done!
Matching the beers with various dishes is obviously one route to
be taken. Given Italy’s gastronomic excellence it is no surprise
that many of this new wave of beers have flavours and aromas

that are a great complement to a dish and we’re not just talking
Bolognese...the restaurant chain, Carluccio’s was fast to
recognise this potential and feature two of Del Borgo’s beers on
their drinks’ menu.

Beer from the Sea
Another brewery making its presence felt in the UK is Birradamare,
which, as the name suggests, was first brewed by the sea, in a
brew pub in the Roman resort of Ostia.
Having outgrown its original birthplace, it is now based on the
outskirts of Rome and seven of its brands are currently bought in
to the country by imported beer specialists, World Beers.

“Given Italy’s gastronomic excellence it is no
surprise that many of this new wave of
beers have flavours and aromas
that are a great complement to a dish”
The company’s On Trade Manager Robert Karsten says, “The range
of beers the brewery produces means that there is a style that will
fit any venue and the number of seasonal options means the brand
is very versatile in terms of rotating beer opportunities. Specialist
craft beer venues such as Craft Beer Co and Draft House are also
places where the beers would be perfectly suited and where clientele
are actively looking for different beer styles and combinations.”
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As if to show that there is also a rock’n’roll yin to Musso’s classical
yang, BrewFist is unashamedly US craft-focused, bringing forth
zingy and energetic IPAs into the world.
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Something Special
One of the seasonal beers to look out for in the UK is Bifuel, a
sparkling beer-wine hybrid packaged in a 750ml bottle that Karsten
suggests should be offered as a sharing bottle and as an alternative
to Prosecco.

products, which is great. Staff training and tasting of the product
with them is one tool that really helps in this sense. Interest in Italian
beers is certainly growing and I would expect more to enter the UK
market and interest to continue to grow.”
La dolce vita in a glass beckons...Salute!

“It is not a blend between a wine and a beer but the two musts are
fermented together with particular yeast selected by the
brewmaster. The beer initially has the mouth feel of a Prosecco and
then finishes with a little bitterness like a beer.”

Adrian Tierney-Jones’ six of the best:
u Bifuel

Birradamare

u Na Biretta Chiara

Birradamare

One tip Karsten has for licensees keen to work with Italian beer is
to get to know what makes beers like Bifuel special and to pass on
that knowledge to customers.

u ReAle

Birra Del Borgo

u Spaceman India Pale Ale

BrewFist

u Tipopils

Birrificio Italiano

“It is now common for customers to be more inquisitive regarding
a venue’s beer selection, and to be always looking for different

u Via Emilia

Birrificio del Ducato

Bifuel

Speciality

6.0%

A unique beer created by fermenting the must from both grain
and grape, producing a sparkling and delicate, fruity beer with a
rich bouquet. A perfect companion to many foods, it’s also available
in a 75cl bottle for table service.
World Beers Ltd 01279 600044

Cortigiana

www.world-beers.co.uk

Saison

5.0%

A bewitchingly fresh aromatic saison, brilliant with all sorts of food,
in particular fried dishes and pizza. With a hazy gold colouring and
a dense white creamy foam, that is both fine and persistent to the
nose and offers hints of ripe fruit and apricot running through it.
Vertical Brands

Dammenipa

www.birradelborgo.it

IPA

5.0%

Brewed in reverence to the English IPA, this Italian Pale Ale is
packed with flavour and beautifully balanced. It offers a feisty, floral
and fruit-filled nose and a positive tenor of bitterness, balanced
flawlessly by malted tones.

Choice Italians
Ama Bionda

Blonde

World Beers Ltd 01279 600044

La Zia

6.0%

Created in collaboration with Garrett Oliver, this delicate, fruity
beer made with Sicilian Orange Honey Blossom is designed
specifically to accompany fine food. Secondary fermentation in the
bottle adds to the character and texture of the beer
James Clay

Ama Mora

www.birraamarcord.it

Porter

9.0%

www.world-beers.co.uk

Ale

5.5%

Produced for the Lazio craft brewers’ project, using barley malt
and agricultural products typical of the region. Each member brews
LA ZIA ALE based on its own inspiration, and Birradamare’s is
created with Rosemary & Artichoke, typical products of the Latium
coast, that give aromatic and balsamic notes that make it a good
match for traditional Roman dishes.
World Beers Ltd 01279 600044

Low Gravity

www.world-beers.co.uk

Saison

5.0%

A strong porter with complex flavours of dark fruit, chocolate
and espresso coffee. The espresso flavours are derived from real
coffee beans.

A classic dry saison made with 30% emmer wheat, grown locally
to the brewery in Codogno. Pale blond in appearance a spritzy white
head along with a pineapple, white pepper and lemon zest nose,
this bright and dry beer leaves you with a grassy citrus, dry finish.

James Clay

Vertical Brands

www.birraamarcord.it

www.brewfist.com
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Menabrea

Pilsner

4.8%

An authentic Italian pilsner with a full flavour which belies its
delicate appearance and yet remains well balanced with plenty of
citrus zest, floral and subtle hop flavours.
James Clay

www.menabrea.co.uk

My Antonia

Pilsner

7.5%

One of the most famous collaboration beers ever to have been
made - was first brewed back in 2008 at the Birra del Borgo
brewery in Italy as a collaboration between Dogfish Head Brewery
founder Sam Calagione and Leonardo di Vincenzo from Italian Craft
Beer Brewery Birra del Borgo. Bright gold in colour with a hoppy
haze, this well-balanced beer similarly blends its ingredients.
Vertical Brands

www.birradelborgo.it

Na Biretta Chiara

Pilsner

4.9%

Birradamare was set up in Ostia, on the coast outside Rome in
2004 by two friends and beer lovers Elio Miceli and Massimo
Salvatori. Their aim was simple -to produce beers from the heart.
Na Biretta Chiara -now the craft beer of choice in Prezzo, this
perfectly balanced lager has been inspired by the famous Czech
Pils offering a full taste, subtle hop aromas and bitterness plus that
crisp, clean taste.
World Beers Ltd 01279 600044

Na Biretta Rossa

www.world-beers.co.uk

Bock

6.3%

ReAle

IPA

6.4%

ReAle is the flagship of Birra del Borgo and the beer that got
the Italian craft beer industry going! Inspired by historical English
IPA’s but with plenty of American hops, brilliant with spicy food
and cheese.
Vertical Brands

ReHop

www.birradelborgo.it

Pale Ale

5.0%

A strong hoppy pilsner based pale ale uniting the German and
US brewing traditions. This strongly perfumed beer has a
complex nose with flower notes combined with spicy, fruity,
yeasty elements.
Vertical Brands

Roma Bionda

www.birratoccalmatto.com

Lager

5.2%

One of 17 beers from the award-winning Birradamare artisan
brewery, this is a delicate, blond beer with all the characteristics of
a classic lager but with extra body, depth and aroma.
World Beers Ltd 01279 600044

Space Frontier

www.world-beers.co.uk

Grape IPA

6.5%

A cloudy yellow appearance, with a frothy white head, this beer
brewed in collaboration with Denmark’s To Øl is brewed with grape
must and has a complex pine, citrus and grape nose.
Vertical Brands

Spaceman

www.brewfist.com

IPA

7.0%

Inspired by German Bock beers, this red, double-malt, deep
amber-colored beer shows a clear, soft and enveloping body, with
a strong toasted malt flavour and a compact, creamy head. A good
match for soups, cheeses, and strongly flavoured dishes, it’s also
available in a 75cl bottle for table service.

Spaceman is a flagship Brewfist beer, a very west coast American
IPA! Hazy amber in colour, the Citra, Columbus, and Simcoe hops
used in the boil gives fantastic notes of citrus, lemon, peach, pine
and resin.

World Beers Ltd 01279 600044

Vertical Brands

Nigredo

www.world-beers.co.uk

Dark Ale

6.5%

A unique black beer produced with noble hops of Saxony partly
roasted as part of a truly experimental dark ale. Firm, dry and
bittersweet with a roasty nose of soy sauce and caramel provides
a creamy, dry, firm finish.
Vertical Brands

www.birrificio.it

Peroni Gran Riserva

Double Malt Lager

6.7%

The sophisticated big brother of the Peroni family, created to
celebrate the 150th anniversary of the brewery’s foundation, this
internationally renowned beer has a rich aroma of light malt and a
delicate, spiced fruit aftertaste.
Asahi UK

Raaf Smoke

www.asahibeer.co.uk

Rauch Beer/Smoked

5.0%

Spaghetti Western

www.brewfist.com

Imperial Stout

8.7%

Black as pitch with a bubbly tan head, brewed with coffee
and cocoa nibs. The addition of spaghetti and pasta water
lends a uniquely smooth mouth feel with a strong, smooth, and
creamy coffee flavor. Think chocolate, coffee ice cream with a
boozy finish.
Vertical Brands

Tipopils

www.brewfist.com

Pilsner

5.3%

One of the world’s classic pilsners and a masterpiece of Italian
brewing, Hazy pale yellow with an exuberant white head, this craft
beer is dry, hoppy and deliciously refreshing but balanced with
inviting aromas of chamomile and dandelion.
Vertical Brands

Zona Cesarini

www.birrificio.it

IPA

6.6%

Characterized by the subtle smoky flavour which comes from the
use of malts which have been dried on beech wood, this crafty rauchstyle beer created by Birradamare’s head brewer Ioan Bratuleanu
offers bags of flavour, has a hypnotic copper-coloured body and works
wonderfully with grilled meats, cold cuts and cheese.

The flagship IPA of Toccalmatto – a truly pacific IPA with hops
from Japan, New Zealand and the US. Golden with a frothy white
head the intense notes of pineapple, mango and passion fruit offers
a tropical, fruity experience.

World Beers Ltd 01279 600044

Vertical Brands

www.world-beers.co.uk

www.birratoccalmatto.com
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Go Latino
South American Beer

Melissa Cole suggests that as more
exotic offerings come sambaing onto our
shores, it’s worth stocking some cool
beers from hot climes to perk up your
international credentials
Down Mexico way and further, the craft beer scene is
booming in South America. From just a couple of trips to
Brazil in the last few years I’ve seen the most tremendous
growth in not only breweries opening, but bars embracing
the craft scene and really making the most of the diversity
it has to offer.

“Drinkers are becoming increasingly
discerning when selecting what to drink
and are definitely moving away from
mainstream brands in favour of the authentic
real thing and are keen to try something new”
With a huge amount of unique fruits and other flavourings in their
beers, a lot of which comes from the heart of the Amazon,
Brazilian beer in particular is definitely grabbing the attention of
the beer world.
The country has already caught the eye of giants like ABI, who have
snapped up Cervejaria Colorado. The domestic market is currently
somewhat troubled, with ABI reporting that its sales are down a
whopping 4%, so there’s no doubt that you’ll see more brands
entering the export market in the near future, and the quality of
South American beers is growing all time.

One in a Brazilian
One brewery that has impressed is Cervejaria Amazon from Belem,
based in the northern region of the Amazon.
Making the most of the bounty on its doorstep, the brewery
specialises in creating beers using exotic ingredients from the
Amazon region of Brazil to brew a range of unique beers.

“The main support for the brand has come in
terms of staff training and education.
As a new brand to the UK it has been
important for us to educate the staff at
stockists about the brewery and its beers.”
Some of these unique beers are now available in the UK, one of
which is Forest Bacuri. Forest Bacuri (4.1% abv) is a Brazilian craftbrewed fruit beer, produced with Bacuri, a citrus fruit from the
Amazon rainforest which only grows in the wild and is, therefore,
naturally organic.
This beer has won multiple awards across both South America
and Europe.
Commenting on the brand’s appeal Robert Karsten of World Beers
(www.world-beers.co.uk) says: “Brazil has a beer culture dating
back 200 years, due to a significant proportion of the population
being of German origin and there is a booming craft beer scene in
the country right now. Breweries in Brazil, with their access to many
unique ingredients, have the opportunity to create diverse and
exciting beers.
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“Traditionally Brazilian beer in the UK has consisted of mainstream
brands such as Brahma. It is great to see more Brazilian beers enter
the UK and offer the UK market something different.
“A number of Brazilian beers have recently won medals at the World
Beers Awards 2016, including beers from the Amazon Brewery,
with both their Forest Pilsen and Forest Bacuri winning Bronze
medals in their respective categories.”
But there’s more to selling great beer than just scooping up medals
at competitions; Karsten has been very much focusing on building
the brand from the ground up: “The main support for the brand has
come in terms of staff training and education. As a new brand to
the UK and until recently a relatively unknown brewery in Brazil
(founded in 2000 but due to brewery location is not easily available
throughout Brazil) it has been important for us to educate the staff
at stockists about the brewery and its beers.”

Making a Meal of It
One of the cornerstones of this education has been around beer
and food pairing, which is definitely in the Brazilian DNA in my
experience.
“In terms of food pairings, the Pilsen is a very versatile beer,” says
Karsten. “Brewed to German Purity Laws this is a very good quality
Pils, lending opportunities to pair with numerous dishes.
“Typically in Brazil beer is drunk with churrascaria - traditional
Brazilian BBQ. However, the Forest Bacuri offers a much more
delicate flavour profile. Dishes such as fish & in particular ceviche
make a fantastic pairing due to the citrus notes. Food pairing with
beer is becoming more important and we are encouraging stockists
to explore this not only for the Amazon Beers but for all beers within
our portfolio.”

202

The Mexican Connection
Mexican beers are also proving more and more popular as genuine
tacquerias and more authentic restaurants enter the market
alongside the massively successful mainstream chain gangs.
Pierhead Purchasing (www.pierhead.uk.com) makes a big point
of the fact that its Mexican beers are imported and not brewed
under licence. As Sam Calver explains: “Even though part of a range
each beer has its own personality. For example, we have the Day
of the Dead Range, which is a premium selection of beers ranging
from blondes and hefeweizens through to chocolate stouts”

Six of the Best
Amazon Forest Bacuri

Brazil

4.1%

A Brazilian craft-brewed fruit beer, made with
organic Bacuri, a citrus fruit of the Amazon
Rainforest. It has a vibrant, and slightly herbal
flavour. Forest Pilsen, brewed to German Purity
Laws with Mount Hood and Tettnanger Hops.
Chili

Mexico

4.2%

The chili flavour hits you upfront and it's definitely
a beer for the aficionado. Upon opening the aroma
of the pepper is there. Brewed in Tecate, Mexico
this beer is Hot Hot Hot. Unique sensation, very
hot & very cold, mind blowing.
Day of the Dead

Mexico

4.8-5.5%

Brewed to celebrate life and honour the traditions
of this great Mexican holiday. Immortal Beloved,
the smell and taste notes range from wheat and
cloves. Queen of the Night, an amber coloured
beer. Medium bodied with a floral aroma.
Modelo Especial

Mexico

5.4-7.0%

Modelo Especial has a well-balanced taste and
light hop character with a crisp, clean finish. It is
characterized by an orange blossom honey aroma
with a hint of herb. Modelo Negra a refreshing
blend of dark malt and caramel flavours.
Quilmes

Argentina

4.9-6.3%

Quilmes Cristal, there's a lightly malty, slightly
honeyed note on the nose of this golden-coloured
beer, followed by a nice sense of mellow
nuttiness. Quilmes Bock, this beer has a beautiful
dark colour, a perfect ruby red.
Red Pig

Mexico

5.4%

It is a deep coppery-red in colour and is very
aromatic with intensely floral hops and a lightly
sweet and malty flavour. It offers a very pleasant
high bitterness, with smooth sweet malt
character, creamy head with good carbonation

“We also have the Manos de Calaca range of Mexican lagers made
using ancient recipes and methods to create three types of lager
and these are well worth trying.

“Mexican beers are also proving more and
more popular as genuine tacquerias and
more authentic restaurants enter the
market alongside the massively
successful mainstream chain gangs”
“Then there’s the Red Pig Ale which took silver at the International
Beer Challenge in 2014, and Mexicali and Mexicali Dark, a premium
pilsner and a dark lager.
“We also have Chili Beer, which is a novelty beer originally brewed
in the Arizona desert by Crazy Ed but now owned by Mexicali
brewery and brewed in Mexico. A serrano chilli is added before
capping the beer to impart the spicy flavour a nd is the only beer
to have a chilli floating in it.”

Argentinian Beer and Beef
And, of course, when in South America, we cannot forget the land
of the Gauchos and the spiritual home of beef steak... Argentina.
As Graham Archibald, sales director or Morgenrot Group
(www.morgenrot.co) points out: “Consumers are showing more of
an interest in where and how different beers are made and with
what. To this end, drinkers are becoming increasingly discerning
when selecting what to drink and are definitely moving away from
mainstream brands in favour of the authentic real thing and are
keen to try something new. While in the past, they were loyal to
certain brands, I think they are now being a bit more beerpromiscuous and choosing their drinks depending on the occasion,
the season, the company - and what’s available on the drinks list.”
“Lager is still showing the biggest growth within our portfolio and
our Quilmes brand has continued to be one of our star performers.
This is down to its quality, stylish packaging and image plus a
burgeoning Latin American sub-sector of the ontrade.
“Quilmes has had a terrific 2016 with sport continuing to play a
key role. Brexit aside, the summer was a fantastic one for Quilmes
with new listings and the Olympics had a positive effect.
“In addition, though, the rugby and football have been just as
important for the brand and mean that Argentina as a country is
seen a lot more in the ontrade and this will only continue.”
“With the Quilmes Bock added in 2015, the brand has seen strong
growth within the Argentine sub-sector and across the ontrade
including high-end hotels, bars and sport venues.
“I think interest in South American culture and cuisine will only
increase in 2017 so Quilmes is perfectly positioned and has all the
credentials to benefit.”
Melissa Cole is an award-winning beer writer, educator and sommALEier;
she blogs at www.letmetellyouaboutbeer.co.uk
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Imported by Pierhead Drinks Ltd
pierhead.uk.com - info@pierhead.uk.com
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Revolution in Rioja

Cervecera Artesana

While the region of La Rioja in Spain has
built an imperious reputation around the
grape, Javier Palacios’ real passion always
lay in the grain and going against it!
That’s why in 2012, he decided to take a break from
making wine and set up Cervecera Artesana – one of
Rioja’s first artisan breweries.

Five years later and the craft brewer is stirring up a
revolution in La Rioja with a beer range that can easily stand
alongside the region’s famed wines when it comes to quality,
character and uniqueness.
Specialising in craft lagers, bottle conditioned beers and one-of-akind ales which are brewed with the addition of the region’s Viura
and Tempranillo grape must, the brewery launched its first two lines
in the UK in the summer including Palax – a rare bottledconditioned lager, and Ceriux – a golden ale with a touch of wine.
Palax draught followed in September and this has seen similar
interest with Tapas Revolution, Lobos and Norte restaurants all
stocking the beer.

Cervecera Artesana
Based 800 metres above sea level in a unique spot in the
region of Nalda, 17km from Logrono, the brewery boasts one
of the most incredible brewery vistas in the world - the famous
gorge - Peñas de Iregua.
Cervecera Artesana combines the finest quality raw ingredients with
cutting-edge technology and innovation to produce unique beers
that ensure even the most discerning connoisseurs are amazed.
The best malts and hops are selected from the most renowned
German suppliers and water comes from a spring famed for its
medicinal properties in the upper Iregua river basin in a natural,
environmentally-rich area surrounded by beech and oak trees. The
resulting craft beers produced are rich in nuances and personality.

The Riojan Range
Palax draught is a unique, ultra-refreshing artisan lager with citrus
notes and an expansive flavour
Palax bottle conditioned lager is of supreme quality, offers aromas
of honey and citrus fruits while utilising Hallertau Tradition hops for
that classic crisp finish.
Ceriux Rubia, which is known as ‘the beer with a touch of wine’, is
a one-of-a-kind, double-fermented craft ale made using Perle and
Cascade hops. The unique, highly expressive blonde craft ale has
sweet Viura and Tempranillo unfermented grape musts added to it
instead of sugar. This procedure imparts distinctive aromas and
flavours, making it refreshing and complex with a beautifully
balanced bitter finish that lengthens its taste.
John Critchley, Commercial Director of Morgenrot, said:
“The brewery and the beers epitomise what is great about Spanish
food and drink and we’re delighted to be able to showcase their
exquisite range to our customers. Not only are the beers of
unbelievable quality and packed full of flavour, but they also work
wonderfully well alongside food. With the brewery’s Riojan
provenance, the beers absorb the land’s culinary character and
have been very well received by consumers wanting to try the true
taste of the region.”

For more information on the Cervecera Artesana brewery or stock
any of the range, contact The Morgenrot Group on
(0845) 070 4310, email enquiries@morgenrot.co.uk
or follow on Twitter @Morgenrot_Group.
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A World of Difference
World Class Beer

You are almost certainly not old enough
- well, you don’t look it - to remember
lager’s first faltering footsteps in the
post-War British beer market

Cheap is not Cheerful

They were very, very slow and painful footsteps. Drinkers,
except those who’d served abroad, didn’t understand the
stuff. Without refrigeration, publicans couldn’t keep it and
most brewers couldn’t brew it. But since dollars were still
scarce and imports were restricted, they had to try.

Aspirational drinkers turn away in search of something new:
something different, something stylish, something special. Not just
golden pilsners, either, but ambers, reds, blonds and blacks.

And boy did they ever fail! Scarcely a drop of genuine foreign beer
was imported; both the domestic brands like Skol and Harp and
the brewed-under-licence brands like Carlsberg and Heineken were
weak (typically a mere 3.2% abv) and insipid (whether they stayed
sharp to the bottom of the glass or not), and frankly the nation was
not tempted.
But the big brewers persisted because the smaller brewers’ inability
to brew and market it meant that national lager brands were soon
being distributed through almost every tied estate in the country.
And when Britain started taking its vacations in Torremolinos, it
discovered a taste for Continental-style beers too. Before long, lager
was challenging ale for dominance and eventually it won the battle.
At one point three-quarters of the beer we drank was lager.

Commodification may lead to huge volumes, but it comes at a price:
loss of value. Lager has actually lost 8% of its market share in the
last five years because it’s no longer seen as premium.

“Aspirational drinkers turn away in search
of something new: something different,
something stylish, something special.
Not just golden pilsners, either,
but ambers, reds, blonds and blacks”
And in harsh economic conditions it’s the pubs that trade on lowcost generics that close while those that deal in brands with flair
and cachet not only survive but thrive.
Every trend in the British beer market proves that flair and
cachet sell.
The nation might have a smaller disposable income than it did
before the credit crunch, but when they do go out they demand
better and better brands to spend it on.
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Crafty Foreigners

Where in the World?

Belgian lambics, sour beers, and abbey beers, German rauchbiers,
French bières de garde - these are the imported equals in status
of the UK’s new wave craft beers, but with the added value of
authentic and zealously-defended heritage: artisan-made according
to styles that are centuries old, doggedly faithful to tradition.

The most prolific exporters to the UK have traditionally been the
Germans, known for their purity law and almost single handedly
responsible for introducing drinkers in Britain to the love of lager.
Followed by the Belgians, who were seen as quirky and quaint,
before they turned cool. The Czech invasion was lead by Pilsner
Urquell and the real Budweiser Budvar.

This stubborn refusal to compromise extends not only to the less
familiar beer styles of the world, but also in many cases to the more
mainstream: pilsners, for example, made of the two-row barley that
can only be painstakingly mashed by double decoction (don’t ask!)
and must be matured for two or even three months at freezing
temperatures.

“In harsh economic conditions it’s the pubs
that trade on low-cost generics that close
while those that deal in brands with
flair and cachet not only survive but thrive”
And these great beers are no longer rarities: the world is awash
with them, and so many of them are available in the UK through
specialist suppliers that we could probably fill the book with details
of all the breweries and their beers. The choice seems endless, and
probably is, so talk to your supplier who can help you create a
selection that will keep the most discerning beer drinkers happy.

The United States has been steadily increasing its presence for
several years, but has now moved firmly beyond the cult favourite
of craft beer bars and into the mainstream.
The Italians have recently discovered their craft credentials and are
sending us a still limited, but increasing number of fine beers.
We are starting to discover the very best of South American beers,
for so long associated with beers that needed a lime in the neck of
the bottle to make them palatable. And the less said about the socalled Australians that represented beers from down under the
better - the memory of those will soon fade when you try the craft
beers we can now find from specialist importers.
You can find out more about the Americans, Antipodeans, Belgians,
Czechs, Germans, Italians and South Americans in their respective
country spotlights, and the following pages feature some of the
best, the best-selling and most interesting from all parts of the
world for you to take advantage of.
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World Class Beers
8 Wired

New Zealand

B 4.4-11%

A brewery inspired by the legendary Kiwi can-do mentality.
A group of fellow craft brewers who have dared to challenge
the masses and show us that beer is no longer “just beer”!
Check out Super Conductor, a bone dry and ultra hoppy Double
IPA. Brewed with 80% more hops than the already extremely
hoppy HopWired IPA.
New Zealand Beer 07904 108168

Alhambra

www.8wired.co.nz

Spain

B/D 0.7-7.2%

Founded in Granada in 1925 and named after the city’s
magnificent Alhambra Palace, this is one of Spain's leading
brewers. The range includes Reserva 1925, awarded the
country's best strong lager at 2016's World Beer Awards,
Especial which took Silver in Czech-style Pale category.
Speciality beers are Alhambra Negra (5.4%) a Dark Lager, and
Mezquita (7.2%) which is a full bodied Abbey style beer.
Alhambra Sin is a Low Alcohol (0.7%) version.
Fullers Beer Company 020 8996 2000

Amazon

Brazil

www.fullers.co.uk

wild citrus fruit unique to the Amazon Rainforest. Forest Pilsen
is brewed adhering to German brewing principles. This
distinctively smooth, full-bodied beer won Gold at the 2014
International Beer Challenge & Bronze at the 2016
International Beer Challenge.
World Beers 01279 600044

Beercat

www.world-beers.co.uk

Spain

B/D 4.2/6.3%

Catalonian craft brewer of unfiltered, unpasteurised beers
based on the British style. Beers include Barcelona Blonde a
5% golden ale, La Masia, a traditional bitter brought up to date
with the addition of 5 types of American & Australian hops,
and Further Westward, a West Coast IPA brewed with six
different hops - a strong (6.7%) assertive beer with tropical
fruit notes and a flavour bouquet as complex as any wine.
Morgenrot Group 0845 070 4310

Bellerose

www.morgenrot.co.uk

France

B/D 6.5%

This award winning beer is a hybrid of a French ‘Bière de
Garde’ and an IPA. With distinctive citrus and lychee aromas,
it has a hoppy, but refreshing aftertaste.

B 4.1%

Voted Best Craft Brewery in Brazil 2013, Amazon was
founded in 2000 at the mouth of the Amazon River. It has built
a reputation for producing unique, high quality beers, many of
which are made with exotic fruits hand-picked from the banks
of the famous river and surrounding rainforest. Forest Bacuri
is a multi award winning fruit beer, brewed with Bacuri – a

James Clay 01422 377560
Matthew Clark 01275 891400

Bru

www.jamesclay.co.uk
www.matthewclark.co.uk

Ireland

B 4.2%

A Czech style lager with a new world hop addition. It is crisp,
full bodied, full of flavour and brewed using Irish malts.
Interbev Brands 01344 294 170

www.brubrewery.ie
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Casablanca

Morocco

B 5.0%

The leading brand of the Brasseries du Maroc and Morocco,
a smooth rich lager with a perfect balance of malt sweetness
and a clean finish. Matured for 35 days before bottling.
Pierhead 01322 662377

Ceriux Rubia

www.pierhead.uk.com

Spain

B 5.4%

A unique, highly-expressive blond craft ale made using
Perle and Cascade hops. The beer undergoes an aging
process of over a month between fermentations and
intriguingly also has concentrated Viura and Tempranillo
grape musts added to it that are provided by the Nivarius
winery next door. The musts impart aromas and flavours,
making it refreshing and complex with a beautifully balanced
bitter finish that lengthens its taste.

Day of the Dead

Mexico

B 4.6-6.8%

Brewed to celebrate life and honor the traditions of this great
Mexican holiday. Seven beers make up the portfolio: Blonde
Ale (5.3%) Amber Ale (5.5%) Pale Ale (4.7%) IPA (6.8%) Porter
(4.6%) Hefeweizen (5.4%) and a Chocolate Stout (5%).
Matthew Clark 01275 891400
Pierhead 01322 662377

Devil’s Peak

www.matthewclark.co.uk
www.pierhead.uk.com

South Africa

B 6%

The first beer in the UK from South Africa’s fastest growing
craft brewery is The King’s Blockhouse IPA, a West Coast style
IPA, considered to be the best beer in the country.
Charles Wells 01234 279298

www.charleswells.co.uk

Eggenberger

Austria

B 5-14%

Brewed in Tecate, Mexico this beer has a chilli in every bottle
for a strange hot and cold experience!

A famous Austrian brewery on the site of an old Benedictine
monastery, where commercial brewing existed at least as far
back as 1681. An eclectic mix of beers are produced, such as
MacQueen’s Nessie (made with Scottish whisky malt), Urbock
23 and Samichlaus (one of the rarest beers in the world) and
the brewery’s pils, Hopfenkonig, which is lagered for 12 weeks.

Pierhead 01322 662377

James Clay 01422 377560

www.morgenrot.co.uk

Chili Beer

Coopers Ales

www.morgenrot.co.uk

Mexico

B 4.2%

www.pierhead.uk.com

Australia

B 4.5-5.8%

A fiercely independent family brewer and the only major
Australian brewery still owned by Australians, Coopers
enjoys an international reputation as a brewer of
distinction. Bottle conditioned ales available in the UK are
the fruity and floral Pale (4.5%) and the iconic full bodied
Sparkling (5.8)
Pierhead 01322 662377
Matthew Clark 01275 891400

Cruzcampo

www.pierhead.uk.com
www.matthewclark.co.uk

Spain

B 4.8%

Spain’s largest beer producer, founded in 1904 and one of
the biggest volume Spanish brands in the UK. Brewed in
Seville, the leading export is Pilsen, a golden beer, with a malty
aroma and a clean, refreshingly crisp finish.
Heineken 08457 101010

Cubanero Fuerte

www.heineken.co.uk

Cuba

B 5.4%

Brewed by Cerveceria Bucanero this strong, full-flavoured
beer is made from superior malt & blended with just a touch
of Cuban sugar. 100% original Cuban beer. Full flavoured with
subtle malt undertones and refreshing sweet notes.
Pierhead 01322 662377

Cucapa

www.pierhead.uk.com

Mexico

B 4.5-5.8%

www.jamesclay.co.uk

Einstok

Iceland

B/D 5.2-6.7%

The Einstok Brewery is located just 60 miles south of the
Arctic Circle, delivering the purest water and the perfect
foundation for brewing deliciously refreshing craft ales which
include White Ale, Pale Ale, Toasted Porter, Arctic Berry in the
summer and Doppelbockfor the winter.
Matthew Clark 01275 891400
Love Drinks 020 7501 9630

Estrella Damm

www.matthewclark.co.uk
www.lovedrinks.co.uk

Spain

B/D 4.6%

A pilsner style beer that has been brewed in Barcelona since
1876 and is the flagship beer of S.A. Damm, who also brew a
gluten-free beer - Daura - and a craft beer - Inedit Damm,
which was created by El Bulli chef, Ferran Adria.
Charles Wells 01234 279298
Matthew Clark 01275 891400
James Clay 01422 377560

Estrella Galicia

www.charleswells.co.uk
www.matthewclark.co.uk
www.jamesclay.co.uk

Spain

B 4.7%

From the fourth generation family owned brewery in La
Coruna, northern Spain, this is a refreshing beer with a
characteristic flavour, crafted using traditional methods.
Instil Drinks 020 7449 1685

Hertog Jan

www.instildrinks.co.uk

Netherlands

B 5.1%

Founded in 2002, this was one of the first Mexican micros.
The beers include the blonde ale, Cucapa Clasica, a honey
Amber ale and an American Pale Ale called Chupacabras.

Originally a brand only, owned by distributor De Kikvorsch in
Deest. Under this brand several types of beer were released,
of which the top-fermenting beers were all made at the
Arcense Stoombierbrouwerij in Arcen.

Heathwick 0207 938 3991

AB InBev 01582 391166

www.cucapa.com

www.hertog-jan.com
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Hitachino Nest

Japan

B 5.5-7.5%

A range of craft beers renowned in Japan and in the last few
years becoming known and respected worldwide. Recognised
by their signature ‘owl’ logo, the beers combine European
beer-making technology with traditional Japanese brewing
techniques; a wide range of craft beers are available: White
Ale, Amber Ale, an IPA and a Red Rice Ale.
James Clay 01422 377560
Matthew Clark 01275 891400

Jacobsen Brewhouse

www.jamesclay.co.uk
www.matthewclark.co.uk

Denmark

B/D 5.9-7.1%

Established in 2005 the Brewhouse is Carlsberg's small
batch brewery which produces a range of craft beers, 2 of
which are exported to the UK. Saaz Blonde, a Belgian style
beer brewed with Saaz hops, which give the beer a fruity
aroma and Velvet, a golden ale that is soft, bubbly and sweet,
without bitterness and with a vinous aroma and fruity notes.
Carlsberg UK 01604 668866

La Trappe

www.carlsberguk.co.uk

Holland

B 5.5-10%

Trappist brewery founded in 1880 by monks seeking refuge
from France. 100 years later the friars regained control of the
brewery and today brew a range of beers; Dubbel (7%), Triple
(8%) and Quadruple (10%) which spends extra time
fermenting in the cellars in oak barrels where it takes on a
unique scent and flavour that is comparable to wood aged red
wine. Witte (5.5%) is the first and only Trappist white beer in
the world, unfiltered & brewed with very aromatic varieties of
hops and mainly wheat malt.
James Clay 01422 377560
Cave Direct 01622 710339

Lervig

www.jamesclay.co.uk
www.cavedirect.com

Norway

B D Various%

Craft brewer with a reputation for top quality, exciting beers,
including ales such as Lucky Jack, an American Pale, Hoppy
Joe, an American Red, and the chocolatey Betty Brown.
There’s also a Belgian style Wit, a lemony sour Berliner Weiss,
and the delicious crisp and refreshing Lervig Pilsner.
Cave Direct 01622 710339

Lindeboom

www.cavedirect.com

Holland

B 5.0%

Since 1870 Lindeboom, one of the few still fully independent
family breweries in the Netherlands, brews beer in the
traditional way with attention to the flavour of each single brew.
A mostly bitter mix of herbal hops and malt with a nose of
sweetcorn. this is a high quality, very drinkable fruity beer with
a dry, lime-like hoppiness to finish.
James Clay 01422 377560

Lion

www.jamesclay.co.uk

Sri Lanka

B 4.8-8.8%

Lion Brewery, established by a Scottish explorer in 1849,
uses age-old recipes and crystal clear spring water to produce
the finest brews. A crisp smooth beer with floral notes and a

refreshing, lingering finish, Lion Lager dominates its home
market with an 85% share. The multi award winning Lion Stout
is deep, dense and dark with and hints of chocolate,
bittersweet coffee, liquorice, and a burnt caramel tang, this a
conversation stopper. One of Michael Jackson’s favourites, the
beer has a 98% rating on Ratebeer.
World Beers 01279 600044

www.world-beers.co.uk

Little Creatures

Australia

B/D 5.2%

Hop flowers direct from growers in Victoria, Tassie and the
US provide the intense citrus and stone fruit characters that
are carefully balanced with select speciality malts. A beer
that's ultimately refreshing with a distinct bitterness.
Matthew Clark 01275 891400

Mahou

www.matthewclark.co.uk

Spain

B/D 5.5%

Authentic Spanish lager, imported from Madrid, the official
beer of Real Madrid.
Carlsberg UK 0845 6013 432
Matthew Clark 01275 891400

Meteor

www.carlsberg.co.uk
www.matthewclark.co.uk

France

B 4.6% D 5.0%

A traditional blond Biere d’Alsace. Discover a rich foam,
golden colour and lightly hopped Blond Beer. Delicate on the
palate with a fresh, clean and crisp taste to finish.
Casa Julia Plc 01376 320269

Mexicali

www.casajulia.co.uk

Mexico

B 5.0%

Available in Golden - with aromas of sweet malt, lightly floral
and hoppy - and Dark - a real beauty. The color is bright, clear
and dark brown. The aroma is lightly sweet, pleasant toasted
malt, with a slight coffee background. This medium bodied
dark beer has great carbonation and finishes with strength.
Pierhead 01322 662377

www.pierhead.uk.com

Modelo

Mexico

B 4.4-5.4%

Modelo Especial is a rich, full-flavoured pilsner beer with a
slightly sweet, well-balanced taste, light hop character and
crisp finish. Negra is a rich and full-flavoured brew with a
distinctive, creamy taste.
Matthew Clark 01275 891400

Monteiths

New Zealand

www.matthewclark.co.uk

B 4.6-5.5%

Since 1868 the Monteiths brewery has been producing its
family of beers to exacting standards, using only the best raw
materials. All Monteiths beers are batch brewed and adhere
to the quirks and characteristics of original styles. Pacific Pale
Ale (4.6%) a blend of US and New Zealand hops; IPA (5.5%),
Cascade and New Zealand hops combine to create an IPA with
a Kiwi twist; Bohemian Pilsner (5.0%) a crisp Eastern European
style lager and Summer Ale (5.0%) a spiced, gold beer.
Heineken 08457 101010
Matthew Clark 01275 891400

www.heineken.co.uk
www.matthewclark.co.uk
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Moritz

Spain

B 5.4%

The genuine beer of Barcelona, this is the oldest beer brand
in Spain dating back to 1856. A range of beers that combines
tradition, modernity and coolness, presented with a unique
retro brand image.
Interbev Brands 01344 294 170

Nils Oscar

www.moritz.com

Sweden

B 4.2-6.7%

The Swedish family-owned microbrewery known for a range
of craft beers, most famously God Lager, but the range also
includes India Ale, Session IPA and Pale Ale.
Pierhead 01322 662377

Nogne Ø

www.pierhead.uk.com

Norway

Various%

Literally translated as 'naked island', Norway's largest
craft brewery, founded in 2002 by two home brewers,
makes a wide variety of top-fermented and bottle
conditioned beers.
James Clay 01422 377560

Palax

www.jamesclay.co.uk

Spain

D 4.8% B 4.9%

Palax draught is a unique, ultra-refreshing craft lager
with citrus notes and an expansive flavour, Palax is
produced by Cervecera Artesana which is situated in La
Rioja and has one of the most stunning views from any
brewery - the gorge Peñas de Iregua. Offering aromas of
honey and citrus fruits, the bottled conditioned beauty
provides an intricate, full, rounded taste and utilises
Hallertau Tradition hops for that classic crisp finish.
Morgenrot Group 0845 070 4310

Palma Cristal

www.morgenrot.co.uk

Cuba

B 4.9%

The authentic Cuban beer, brewed with the highest quality
ingredients. Its personality and truly refreshing taste has made
it the favourite and most popular beer in Cuba.
Pierhead 01322 662377
Matthew Clark 01275 891400

www.pierhead.uk.com
www.matthewclark.co.uk

Peroni Nastro Azzurro

Italy

The number one premium Italian imported lager in the UK; a
crisp & refreshing beer with an unmistakable Italian taste. It is
brewed using the creativity & flair of Italians.
Asahi UK 01483 718 100

www.asahibeer.co.uk

Phuket

Thailand

France

B 5.8%

Established in 1914 in Northern France, the brewery’s
flagship brand, Pelforth Blonde, is a lager-styled beer
with a clean, malty, thirst quenching taste that belies
its strength.
Morgenrot Group 0845 070 4310

Peroni Gran Riserva

www.morgenrot.co.uk

Italy

B 6.6%

A full flavoured lager brewed from Saaz hops and Prisma
barley malt.
Asahi UK 01483 718 100
James Clay 01422 377560
Matthew Clark 01275 891400

www.asahibeer.co.uk
www.jamesclay.co.uk
www.matthewclark.co.uk

B 5%

Brewed with premium German hops and Thai jasmine rice.
It has no additives or preservatives and is produced in small
batches every two to three months to ensure freshness.
Pierhead 01322 662377

www.pierhead.uk.com

Quilmes

Argentina

B 4.8-6.3%

A cult classic, dominating the South American market since
1888, Quilmes is brewed using the finest Patagonian hops,
barley and using the purest, crystal clear water. Quilmes has
a golden hue, expansive character on the palate with fruity
undertones and a rich texture. Also available is a strong (6.3%)
Bock and a cream Stout (4.8%).
Morgenrot Group 0845 070 4310
Matthew Clark 01275 891400

www.morgenrot.co.uk
www.matthewclark.co.uk

Red Pig

Mexico

B 5.0%

This craft brew is bright, deep red copper in color, aromatic,
intensely floral - hoppy, lightly sweet and malty. Full bodied
with a pleasant bitterness, smooth sweet malt character,
creamy head, good carbonation, and a bitter sweet finish.
Pierhead 01322 662377

Renaissance

www.pierhead.uk.com

New Zealand

B 4.0-10.8%%

Renaissance Brewing, situated in the heart of Marlborough
wine country at the top of New Zealand's south island, are one
of the pioneers of craft brewing and are committed to using
local ingredients. Elemental Porter is a rich, full bodied brew
with plenty of dry, dark chocolate and roasty malt flavours,
perfect for winter nights, while Odyssey Wit Beer, made in the
traditional Belgian style, is the ultimate summer beer.
New Zealand Beer 07904 108168

Rothhammer
Pelforth

B 5.1%

www.renaissancebrewing.co.nz

Chile

D 4.5-5.5%

Tired of the tasteless Chilean beer industry, the Rothhammer
brothers decided to brew their first beer, Real Golden Ale, while
their Brave Red Ale has been brewed to challenge your senses
and shake your perceptions.
Matthew Clark 01275 891400

Sagres

www.matthewclark.co.uk

Portugal

B D 5.0%

Brewed using traditional methods with water, malt, cereals
that have not been malted and the finest hops. No additives or
preservatives are used in its brewing. Light and golden in
colour, moderately rich with a dry and pleasant refreshing taste.
Heineken 08457 101010
Matthew Clark 01275 891400

www.heineken.co.uk
www.matthewclark.co.uk
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Sleemans

Canada

B C D 4.8-5%

Tsingtao

China

B 4.7%

Canada’s foremost craft brewery. Family-run with over 200
years of brewing expertise. Beers include Pale Ale, IPA and
Honey Brown Ale as well as the famous Cream Ale (5%) which
combines the easy drinking nature of a lager and the rich fruity
character of an ale.

Pronounced Ching Dow, and brewed using yeast brought to
China from Germany by the brewery’s founder in 1903.

Morgenrot Group 0845 070 4310

Pronounced TOO-AH-TAR-RAH, today you’ll find it all over
the country, even in the local supermarket, as well as at
selected spots around the world. Mot Eureka is a crisp, firm
bodied pilsner with notes of citrus and grass. Good hop
bitterness and refreshingly dry finish. Belgian Triple is on the
other hand complex, nice sweetness, and spicy phenolics of
clove and orange.

Super Bock

www.morgenrot.co.uk

Portugal

B 5.6%

The leading beer brand in Portugal this pilsner is the only
brand to have won 28 gold medals at the "Monde Sélection
da la Qualité".
Interbev Brands 01344 294 170

Three Boys

www.superbock.pt

New Zealand

To Øl

www.threeboysbrewery.co.nz

Denmark

Tuatara

New Zealand

B 3.3-11%

New Zealand Beer 07904 108168

Viru

www.tuatarabrewing.co.nz

Estonia

5%

A fresh easy-drinking brew that is both pleasant and well
balanced with a light hoppy flavour and a gentle note of vanilla.
Crisp and clean with consistent maltiness. Viru’s award
winning, unique octahedral bottle is based on the medieval
towers in the centre of Tallinn
Interbev Brands 01344 294 170
Matthew Clark 01275 891400

www.viru-beer.com
www.matthewclark.co.uk

Various %
Wendelinus

Gipsy brewers that love brewing with unlikely ingredients and
pushing the boundaries of beer styles while always trying to
produce something easy drinking and approachable.
Cave Direct 01622 710339

www.halewood-int.com
www.matthewclark.co.uk

B 3.8-6.5%

At Three Boys Brewery they personally tend each small-scale
brew, right from selecting the best malt and hops until it leaves
the brewery. Golden Ale is a New World hop-lovers dream - a
gorgeous pale straw colour but packing a tropical passion fruit
and citrus punch - while the Belgian-style wheat beer is
delicate yet complex and fulfilling; the addition of lemon zest
gives this beer a real Kiwi twist.
New Zealand Beer 07904 108168

Halewood 0151 480 8800
Matthew Clark 01275 891400

www.cavedirect.com

France

6.8%

Brewed to a recipe introduced to Brasserie Meteor
originating form the 9th Century. Take time to savour this rich,
Amber beer, with finely balanced bitterness, hints of caramel
and fruit resulting in a sweet long finish to taste
Casa Julia Plc 01376 320269

Xingu

www.casajulia.co.uk

Brazil

B 4.6%

Light and Dark, smooth as Silk. The UK’s only authentic
Brazilian black beer. The name Xingu (pronounced ‘shin-goo’)
comes from the name of a tributary of the Amazon River.
Instil Drinks 020 7449 1685

Yeastie Boys

www.instildrinks.co.uk

New Zealand

B Various

The award winning brewery burst onto NZ’s brewing scene
with Pot Kettle Black, a South Pacific porter that is still their
biggest seller and flagship beer, fresh and hoppy, dark as
night and malty rich. Gunnamatta IPA is another medal
winner, and a modern cult classic - a Tea Leaf IPA made with
Earl Grey.
New Zealand Beer 07904 108168

Zywiec

www.yeastieboys.co.nz

Poland

B 5.6%

Brewed exclusively in the town of Zywiec since 1856, this is
considered the finest of the Polish beers.
Matthew Clark 01275 891400

www.matthewclark.co.uk
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Speciality Beer Specialists
Amathus

Cave Direct

309 Elveden Road Park Royal London
NW10 7ST

75 Northwestern Street Ardwick
Manchester M12 6DY

0208 951 9840
www.amathusdrinks.com

01612 727 856
www.cavedirect.com

Beer Boutique
134 Upper Richmond Road London
SW15 2SP
020 8780 3168
www.thebeerboutique.co.uk

Beer Direct
10 Ferndale Close Werrington
Stoke on Trent ST9 0PW
01782 303823
www.beer-direct.co.uk

Beer Hawk

Eebria
15 Almond Road London SE16 3LR
www.eebria.com

Euroboozer
Notley Farm Bedmond Road Abbots
Langley Hertfordshire WD5 0GX
01923 263335
www.euroboozer.co.uk

German Beer Co
33 Great Guildford Street London
SE1 0FA

Unit 16 Ash Way Rd
Thorp Arch Ind. Est
Wetherby LS23 7FU

0207 159 3539
www.buygermanbeer.co.uk

01423 525750
www.beerhawk.co.uk

25a Holland Street London W8 4NA

Beer Paradise
Unit 20 Marston Moor Business Park
Tockwith York YO26 7QF
01423 359533
www.beerparadise.co.uk

Beers of Europe
Garage Lane Setchey King’s Lynn
Norfolk PE33 0BE
01553 812000
www.beersofeurope.co.uk

Belgian Beer Import
PO Box 810
Woking GU21 4WF
01483 740984
www.belgianbeerimport.org.uk

Cave Direct

Heathwick

0207 938 3991
www.heathwick.com

James Clay
River Street Brighouse
West Yorkshire HD6 1LU
01422 377560
www.jamesclay.co.uk

Left Coast Distribution
Unit 12 Ashling Court Ashling Street
Nottingham NG2 3JA
0115 986 6333
www.leftcoast.co.uk

Madison Drinks
Unit 2 Thames Road Industrial Estate
Silvertown London E16 2EZ
0207 511 7671
www.madisondrinks.co.uk

Matthew Clark Wholesale

Morgenrot Group plc
Unit 2 Canary Way
Agecroft Comm. Park Swinton
Manchester M27 8AW
0845 070 4310
www.morgenrot.co

Nectar Imports
Cold Berwick Hill Berwick St Leonard
Wilts SP3 5GN
0800 028 0511
www.nectar.net

Pierhead Purchasing
Unit 1 & 2 The Paddocks Wood Street
Swanley Village Kent BR8 7PA
01322 662377
www.pierhead.uk.com

Pivovar
Station Yard York Road Elvington
York YO41 4XP
01904 607197
www.pivovarorders.co.uk

Venus plc
Unit 3 62 Garman Road London
N17 0UT
020 8801 0011
www.venusplc.com

Vertical Drinks
Kirkstall Brewery 100 Kirkstall Road
Leeds LS3 1HJ
0113 267 0565
www. verticalbrands.co.uk

Westside Drinks
126 Newgate Street London
EC1A 7AA
020 8996 2000
www.westsidedrinks.co.uk

World Beers

Unit B10 Larkfield Trading Estate
New Hythe Lane
Larkfield ME20 6SW

Whitchurch Lane Whitchurch Bristol
BS14 0JZ

Allen House The Maltings Station Road
Sawbridgeworth
Herts CM21 9JX

01622 710 339
www.cavedirect.com

01275 891400
www.matthewclark.co.uk

01279 600044
www.world-beers.co.uk
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Ride the Premium Wave
Cider Preview

Cider is on a roll. There’s a rising tide of
premium and craft variants, so dive in and
blow the completion out of the water with
a range that will float the boat of all your
customers. John Porter looks at one of the
most exciting categories in the ontrade

Cider is as susceptible to changing consumer trends as
any drinks category, as the craft and premiumisation
trends continue to drive innovation and interest in new products
and authentic classics.
CGA figures for the year to 6 August 2016 show that the on-trade
cider market is in growth, up 2.4% in volume, and a healthy 3.2% in
value, to just under £1.8bn. A breakdown of the figures shows that
the on-trade market is going through changes as well as growth:

u

Flavoured/fruit cider is in strong growth, up 36.3% by volume
and 31.1% by value;

u

Apple cider still dominates, accounting for around 70% of
on-trade cider volumes;

u

Mainstream cider on tap is seeing growth – with draught cider
up 5.9% by value, and standard cider up 4.4% in value;

u

On-trade consumers are paying more for premium ciders, with
the sub-category up 1.4% in value despite a 0.6% dip in volume;

u

Independent pubs seem to have their cider offer right, with
volume up 4% and value up 5.9%.

Paying a Premium
The trend towards premiumisation in the cider market “is something
we are also seeing across all drinks categories,” says Martyn Jones,
head of on-trade at Westons. “Within cider, consumers who might
have entered the market drinking a mainstream cider such as
Strongbow or Magners are being tempted to try a more premium
cider such as Stowford Press - which is the no. 3 apple cider in
the on-trade and continues to grow ahead of the category, due to
distribution gains and improving consumer recognition.

“Consumer interest in provenance and
heritage has had particular relevance in
premium cider, but it’s also increasingly
influencing the mainstream cider category”
“There is also an increasing trend into even more premium draught
cider brands such as Mortimer’s Orchard whose distribution in
upmarket venues is increasing rapidly and the brand enjoys one of
the highest rates of sale in the premium draught category.”
Emma Sherwood-Smith, cider director at Strongbow owner
Heineken, says: “Mainstream and classic brands are still the
bedrock of the category and should be the starting point for any
offering. However, for those consumers who haven’t chosen their
brand before they get to the bar, offer the opportunity to trade up
by stocking a premium range alongside your mainstream offering,
and avoid duplication of flavours and sub categories.”
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Provenance and Heritage
Knights Malvern Gold is available in a 500ml glass bottle as well
as 20 litre bag-in-box. Aston Manor marketing controller Justin
Way sees growth in the bag-in-box market as a parallel with the
resurgence of cask ale, attracting customers interested in
authenticity. He says: “Consumer interest in provenance and
heritage has had particular relevance in premium cider, but it’s
also increasingly influencing the mainstream cider category. In
our research, drinkers are telling us they’re becoming more
discerning and looking for brands with genuine regional
provenance and authenticity.”

“The trends are all about going back to cider’s
roots to embrace the drink’s heritage.
So, we are seeing consumers
increasingly turn to apple cider”

Buy the Bottle
The past year has seen Heineken launch a new design for the fivestrong 500ml Bulmers range, along with the on-trade launch of
Cidrerie Stassen, three Belgian ciders supplied in 750ml sparkling
wine-style bottle, targeting 30-45-year-old adults on sharing and
eating-out occasions. Also from Heineken comes the Blind Pig
range, three liquor-flavoured ciders inspired by American 1920s
speakeasies, supplied in 355ml bottles.

The range of formats in the on-trade is driven by higher consumer
expectations, believes David Sheppy, of Somerset family cidermaker Sheppy’s Cider. “Though not yet on the same scale as craft
beer, consumers are re-discovering craft and traditional cider, and
are certainly demanding more.” Sheppy’s bicentenary celebrations
over the past year has seen the launch of Old Conky, a medium
sweet cider, as well as a cider flavoured with Elderflower.
Sheppy adds: “In terms of offerings - a selection of bottle and
draught will cater for most tastes - along with the versatile addition
of bag-in-box. The bag-in-box format has really taken off, and
provides operators with the opportunity to offer a greater choice of
ciders - and seasonal variants.”

Westons cider stocking guide
Draught:

“Offer the opportunity to trade up by stocking
a premium range alongside your
mainstream offering, and avoid
duplication of flavours and sub categories”
Sherwood-Smith says: “Bottled cider is easier to store than draught,
so is a great way to introduce new brands and offer a wide range
of choice to drinkers.
“In addition, as bottled cider is an easy and quick serve for bar staff
it can have an impact on profitability and help to reduce waiting
times during busy periods. Range is key - licensees need to ensure
that bottled ciders are kept chilled and given sufficient space in the
fridge to display them clearly.”
Aston Manor, which has an agreement with Marston’s Beer
Company for the draught supply of the Kingstone Press brand, is
also using the packaged format to diversify its offer. The premium
Knights brand has a new design complete with swords, dragons
and a Knights emblem, and the tagline ‘cider of legends’, very much
targeting the Game of Thrones generation.

u

As a minimum, outlets should stock an entry point
draught cider, usually a mainstream cider,
u

If a second cider tap is available, make it a trade up
cider brand.
u

If there are three or more cider taps, then a bag-in-box
Traditional / Craft cider should be considered, to widen
consumer choice, premiumise the offer and support drinkers
who want to try something different.

Packaged:
u

To be in line with the category profile outlets should
stocking two apple, two fruit and one pear cider in the fridge.
u

Block brands in the fridge, so consumers can make their
choice as easily as possible.
u

A drinks menu helps consumers to browse before visiting
the bar, and to educate consumers about the ciders stocked.
Source: Westons Cider Report 2016
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Another cider maker spotlighting the gastronomic credentials of
their range is Aspall. Alongside Premier Cru, a long-standing gastropub favourite, more recently the Suffolk company has added
‘cyders’ including John Barrington, recommended as a match for
fish or white meat, and Clement’s Four, which pairs with Greek and
Spanish dishes.

“There’s really nothing that goes as well with
pork belly as a high juice cider, and
we’d like to see our products on the wine list”
Aspall’s Henry Chevallier Guild believes “the key is education of
on-trade operators to understand the difference between a
genuine fresh, high juice cider vs the more mainstream or mass
produced ciders.
There’s really nothing that goes as well with pork belly as a high
juice cider, and we’d like to see our products on the wine list. It can
still be quite a hard sell, there’s still this idea that cider is something
that is only drunk by the pint.”

Martin Thatcher, fourth generation cider maker at Thatchers Cider,
says: “Packaged ciders allow trial within an outlet to test a brand
before installing it on draught – this is something we are working
on with operators for Thatchers Haze, for example. Our experience
has shown that once it has transferred from the fridge to the bar,
sales have taken off.”
Haze is a naturally cloudy premium cider, offered on draught as
well as in 500ml bottles alongside the flagship Thatchers Gold, now
the number two draught cider behind Strongbow Original. Thatcher
adds: “The trends are all about going back to cider’s roots to
embrace the drink’s heritage. So, we are seeing consumers
increasingly turn to apple cider, and they have embraced
contemporary cloudy cider over the last year.”

“Premium craft ciders offer pubs and bars
a high-quality drink and can also
be combined with other ingredients in
a cocktail to offer seasonal twists
and fulfil consumer demand for variety.”

Cider on the Table
The company has also launched Thatchers Family Reserve, an 11%
sparkling ‘apple wine’, made with the first pressed juice of the Katy
dessert apple. Thatcher says: “These type of products allow
operators to offer a greater variety of styles to pair with food and to
extend the drinking experience from the bar to the restaurant.
Bottles are great for sharing at table, and styles can be selected
according to the menu. As the on-trade gets more food-focussed,
this is only going to become more important for pubs.”

Also expanding its cider portfolio is Carlsberg UK, whose Bad Apple
brand bills itself as “a cider from the uglier, darker end of the
orchard”, made with the small and gnarly apples that are too sharp
to eat without wincing. The outcome is a cider with sweet notes, a
sharp tang and a short dry finish, targeting a younger, more affluent
on-trade consumer.

Flavour
The continued popularity of flavoured ciders is also driving NPD.
The Fuller’s-owned Cornish Orchards brand added a Blush variety,
flavoured with raspberries, during 2016, while Aspall now has
Isabel’s Berry, with redcurrant and raspberry, alongside its existing
Perronelle’s Blush blackberry variety.
At Molson Coors, which holds the UK rights to Sweden’s
Rekorderlig, brand director portfolio Ali Pickering, says: “Flavoured
cider continues to drive growth in the category, and thanks to
brands like Rekorderlig, there are a plethora of exciting SKUs
available to licensees.”
Rekorderlig Strawberry and Lime grew by 7.5% in the year to July
2016, and is the sixth biggest packaged cider in the UK on-trade.

“With so much choice, but little resemblance
to cider, consumers appear
to be tiring of flavoured ciders
in the same way they did with alcopops”
Each Rekorderlig variant has a perfect serve recipe, and the brand
has also developed cider cocktails, described by Pickering as “a
relatively new innovation, but one that Rekorderlig is at the forefront
of. We’ve worked closely with account holders to devise exciting
new recipes, which offer customers a wider choice of drinks without
taking up any more space in the fridge.”

219

Our Blush Cider is an exceptional, gently
sparkling cider with the fruity aroma of
raspberries and a crisp dessert apple ﬁnish.
It’s a great cider to pair with food.
Jane Peyton recommends serving
Blush with a classic Eton Mess:
“It’s ﬁrm acidity [cuts] through the
whipped cream and meringue and
[it has] a complementing fruitiness
like a Grenache rosé”.

#TasteTheNature

An exceptional cider with the
fruity aroma of raspberries and
a crisp dessert apple ﬁnish.
Fruity and well balanced.

CONTACT US:
01503 269007
orders@cornishorchards.co.uk

@CORNISHORCHARD
@CORNISHORCHARDS
@CORNISHORCHARDS
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drink and can also be combined with other ingredients in a cocktail to
offer seasonal twists and fulfil consumer demand for variety.”
For operators looking for support in navigating the cider category,
the Perfectly Picked Cider collection from wholesaler Matthew Clark
includes more than 60 ciders, including English brands such as
Sheppy’s and international ciders including Angry Orchard.

“Though not yet on the same scale as
craft beer, consumers are
re-discovering craft and traditional
cider, and are certainly demanding more”
Provided they get the range right, the much-reported advent of the
promiscuous consumer should probably concern brand owners
more than it does operators.

Back to the Apple
However, Amy Burns, UK Marketing Manager at Magners, argues
that the flavour trend may be on the wane. “Research is showing
consumers are suffering from flavour fatigue in the cider market.
With so much choice, but little resemblance to cider, consumers
appear to be tiring of flavoured ciders in the same way they did
with alcopops.”
The brand has replaced the Magners Golden Draught variant across
the on-trade with Magners Original, based on taste tests which saw
62 per cent of participants preferring Magners Original to the
market leader.
Diageo, which has launched flavoured ciders under both the Pimm’s
and Smirnoff brands, understandably calls the market differently.
Daf Pugh Williams, senior innovation commercialisation manager
at Diageo GB, says: “Flavoured ciders are successfully recruiting a
new generation into the category, providing consumers with a
credible and authentic way to enjoy sweeter liquids.
Citing Pimm’s Cider as delivering “an accessible fruity taste” but at
the same time “a more mature taste profile” than other fruit cider
brands, Williams says: “There is an inescapable excitement
currently around products with authenticity, craftsmanship and
character. Craft ciders will no doubt follow this trend and it is our
challenge as suppliers to speak to consumers in the right way to
convey these traits to them.”

Crafty and Quirky
This growing consumer interest in premium craft ciders has
prompted Shepherd Neame to form a distribution partnership with
New York brand Angry Orchard Crisp Apple, the number one cider
in the US, A range of cocktail recipes which combine the brand with
flavours such as cinnamon and orange have been developed.
Samantha Catford, brand manager for Angry Orchard at Shepherd
Neame, says: “Premium craft ciders offer pubs and bars a high-quality

While some drinkers may have forsaken their ‘usual’ big-name
brand for an ever-changing array of craft, artisan and small-batch
drinks, as long as operators can match their range to customers’
aspirations, the cash all goes in the same till.

Hop to it
With consumer interest in hops helping to drive sales of craft
beer, cider makers clearly see an opportunity to drive some
interest. Hopped ciders, relatively common in the US, are
starting to appear over here:
u

Aston Manor has launched a hop-infused variant of its craft
Friels brand in a 330ml can, combining a fruity-medium
dry cider with a mix of Challenger, Sterling and Archer hops.

u

Warwickshire-based Purity Brewing Company has
collaborated with Westons to launch Pure Hopped, a craft
cider made with Herefordshire apple juice combined with
Worcestershire hops and available in both 330ml cans
and on draught.

u

As part of its Innovation range of ciders supplied in key
kegs, Warwickshire-based Hogan’s Cider offers Hip Hop,
a bittersweet fresh pressed cider with a hint of aromatic
English hops adding a zingy citrus and grapefruit note.

Aspall’s Henry Chevallier Guild sounds a note of caution on the
trend. He says: “In the US, there seems to be a default position
that because there is not an abundance of apples that are good
for making cider with, something else has to be added to the
liquid to make it interesting for the consumer. Sometimes it
works, often it doesn’t.
“Based on a minority of the examples I have tasted, I have no
doubt that hopped ciders can add some value to the market;
but if they follow the US mantra “because we can”, then I’m
not sure they will add much in terms of helping the consumer
navigate the choice on offer in the on-trade.”
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Premium and super-premium
Westons Cider

Almost half of all UK consumers now drink
cider in the on-trade, which means
licensees need to ensure they have the
right offering to make the most of this
highly profitable category
Whilst cider overall is in slight decline, cider in the on-trade
is growing by 1% in volume and 3% by value, making it
one of the best-performing alcoholic drinks categories.

Within this, draught cider is where the real opportunity is as it
accounts for 67% of on-trade cider volumes and is growing at 4%
year-on-year in volume. This is where Westons Cider can help,
offering a broad range of premium and super-premium ciders for
all occasions and all tastes.

Mortimer’s Orchard:
The UK’s fastest growing super-premium cider
Many outlets can benefit from having a super-premium cider at
the bar, such as Westons Mortimer’s Orchard, which is currently
the fastest growing super-premium brand, growing at 16% yearon-year (CGA data, September 2016). Super-premium cider is
growing at 3% year-on-year overall as consumers trade up and
the category premiumises. Mortimer’s Orchard now has a new font
badge to give it stronger presence at the bar and highlight the fact
that Mortimer’s Orchard is only ever made from 100% fresh
English apple juice. The super-premium cider has an abv of 5%.

Caple Rd:
Now available in draught format
In the last year Westons has launched its Caple Rd craft cider brand
in draught format and this is currently growing at a phenomenal
289% as it taps into the trend for all things ‘craft’
(Westons data MAT to September 2016).

The launch of Caple Rd Cider followed Westons category insight
which identified a gap in the market for such a product when it was
first introduced in a can two years ago.
At 5.2% abv, Caple Rd is a sparkling cider, made from fresh
pressed-apple juice – never from concentrate. It is matured for up
to 18 months creating an uncompromising and challenging taste.
Caple Rd is produced in small batches to ensure consistent quality
and its unique craft characteristics.

Stowford Press:
The UK’s No. 3 draught apple cider brand
For those after a more sessionable, easy-drinking premium cider,
Stowford Press is now the No. 3 draught on-trade apple cider brand
and suits a wide range of outlets due to its taste profile.
The cider has an abv of 4.5% and is made with 100% local
home-pressed apples, which delivers excellent taste and
refreshment and distinguishes it from other brands.
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draught ciders for all occasions
Stowford Press has also benefitted from a heavyweight TV
campaign which aired over the summer 2016, as well as updated
packaging and glassware to reinforce the authenticity of the brand.

Westons Cider

Stowford Press will be back on TV in 2017 with a bigger campaign,
which means that brand awareness will be even greater.

Westons has a long heritage in traditional English
cider-making and is now run by the fourth generation of
the Weston family.

Westons bag-in-box range:
Including the new Rosie’s Pig
flavoured cloudy ciders
Westons also produces a market-leading range of bag-in-box
ciders to satisfy a growing consumer interest in premium
English ciders which are authentic and maintain traditional cider
making techniques.
These include Old Rosie; Rosie’s Pig; and Rosie’s Pig: Flat Tyre
Cloudy Cider with Rhubarb, and Handbrake Cloudy Cider with
Damson. The new Rosie’s Pig flavoured ciders were launched in
2016 and crafted to broaden the appeal of cloudy cider, whilst
adding genuine innovation to the market.

The company has been producing cider in the
Herefordshire village of Much Marcle since 1880.
Westons draught cider brands include: Caple Rd Cider,
Mortimer’s Orchard, Stowford Press, Old Rosie and
Rosie’s Pig.
All of Westons cider are made with 100% English apple
juice and over 90% of the fruit used to make Westons
ciders is sourced from the three counties of Herefordshire,
Worcestershire and Gloucestershire.
Westons presses all of its own fruit for its ciders, which are
all made with 100% juice before being matured for up to
18 months.

For more good reasons why Westons draught ciders could benefit
your pub, why not get in touch with our Sales Support Team on
015312 660100 to find out which brands could work for you.

www.westons-cider.co.uk

With a draught cider for all occasions and tastes, it’s more than
likely we can provide what your customers are looking for and help
you make the most of the category.

01531 660233

www.stowfordpress.co.uk
www.mortimersorchard.co.uk
enquries@westons-cider.co.uk
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Putting Cider in its Place
Cider & Food

Jane Peyton believes that cider is the
perfect accompaniment to a wide variety
of dishes

Lovers of sparkling wine owe a debt of gratitude to those
Somerset cider makers of the 17th century who
experimented by adding sugar to still cider for a secondary
fermentation. This inspired vintners to do the same with
wine imported into England and lo, bubbles went from being a fault
in wine, named by French vintners as ‘le vin du diable’, to
something desirable.
Cider is akin to wine or Champagne and yet it is usually categorised
with beer in the on and off trade, and in the perception of drinkers.
It’s time to change that, particularly when matching cider with food
- not least because the premium cider category is growing. Gabe
Cook, spokesperson for the National Association of Cider Makers
is an advocate and says ‘Presenting cider as a drink to match with
food provides licensees with another tool to drive footfall, increase
consumer spend and maximise the use of the range products they
stock. Not all beers suit meals and not every drinker likes wine. To
suggest a cider with a meal might be an entirely new concept that
hadn’t previously been considered’.
Publicans have an opportunity to capitalise on the increasing
interest in cider and introduce a wider range of styles and
encourage customers to choose cider rather than wine with their
meals whether casual or fine dining. As Martin Thatcher, fourth

generation cider maker says ‘There’s so much versatility in cider
styles - from single varieties, still, sparkling, dry, sweet - it gives
massive scope for pairing with different dishes.’

“Cider is akin to wine or Champagne and yet
it is usually categorised with beer in
the on and off trade, and in the perception
of drinkers. It’s time to change that”

Match Making
However encouraging diners to choose cider with their meal will
require educating staff to recommend cider matches, and giving
customers the knowledge and confidence to make an informed
choice. Tasting notes that describe the properties of each cider and
suggested matches on food menus is a way to do this. Cider
producers have a role to play here by providing information about
how their ciders actually taste, rather than using marketing
language that means nothing. Positioning cider as an alternative to
wine with food by treating it as though it is wine delivers a message
that cider is special. The most useful thing to consider with cider
education is that when finding a match for wine we do not choose
food that taste of grapes, and with cider we do not need to find
dishes that go well with apples. Just as with wine it is tannins,
acidity, body, dryness and sweetness that are the tools - not to
mention carbonation which clears the palate and cuts through the
texture and richness of food.
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Make a Meal of it
Cider is a versatile libation that works as a match for all sections of
the menu. Before the food though, we need an aperitif. At a recent
dinner party I offered guests a flute of the light, spritzy sparkling
Cidrerie Stassen Grand Cru - it comes in elegant 75 cl Champagne
bottles complete with cork and musulet. They loved it, had no idea
it was cider and were so surprised when I revealed the truth that
they insisted I open the Cidrerie Stassen Cuvée Rosé which
reminded them of pink Champagne. For the starter we had smoked
salmon matched with Thatcher’s Tremletts Falstaff which with its
acidity, and dry crisp character cut through the oily texture of the
fish the way that Sauvignon Blanc would.

“When finding a match for wine we do not
choose food that taste of grapes,
and with cider we do not need to
find dishes that go well with apples”
We also had Thai fishcakes that I paired with Orchard Pig’s Reveller.
This medium sparkling crisp cider had a tangy citrus and floral
character that reminded me of Riesling wine. We followed that with
mushroom risotto and Beef Wellington for the carnivores and the
cider I chose was Henny’s Dry which enhanced the earthy savoury
nature of the dishes and had the tannins to lift the richness of the
food as Pinot Noir wine would. Dessert was Eton Mess with Cornish
Orchard’s Blush - the pink hue derives from raspberries. It had a
firm acidity to cut through the whipped cream and meringue and a
complementing fruitiness like a Grenache rosé. Finally we ate the
incomparable Colston Basset Stilton matched with the dessert cider
Blenheim Superb produced by Once Upon a Tree. Its sweet syrupy
acidity was a perfect foil for the salty and funky cheese as a
Sauternes wine would be.

Classic Companions
Pub grub classics have a friend in cider too.
u

Bangers & Mash pair well with Aspall’s Organic Cyder which
has a fruity, earthy character and astringent tannins that cut
through the texture of the food.

u

Cheese Burger with Gwynt y ddraig’s Dabinett medium dry cider
has balanced sweetness to contrast with the savoury flavour of
the food and tannins to cut through texture.

u

Fish & Chips with Sheppy’s Kingston Black. This cider has the
acidity and tannins to cut through the oiliness and texture of
this dish. Its sharpness really refreshes the palate.

u

Vegetable Korma matched with Thatcher’s Vintage. The cider
has the acidity and body to stand up to the spicy flavour and
the sweetness mellows the spiciness.

u

Sticky Toffee Pudding with Somerset Five-Year old by
Somerset Cider Brandy Company. This is brandy made with
apples. It is sweet and spicy and the spirit lifts the cloying
texture of the dessert.

Drink to Success
For a digestif, how about a Port in a Storm Cup? This concoction
was devised to celebrate the success of Sheppy’s Vintage Reserve
winning in the Quality Drink Awards in 2014. It contains Port, Vodka,
Crème de Fraise and is topped up with the Vintage Reserve. Serve
it in a highball glass and it is a refreshing finish to a meal.

“Fruit varieties add a real depth of flavour to
cocktails and long drinks when they are
mixed with complimentary flavours such
as aged rum, bourbon and even ginger beer”
David Sheppy, Managing Director and Head Cider Maker at
Sheppy’s is a fan of cider cocktails and says ‘Craft cider is certainly
trending and can work beautifully as the base ingredient in a
cocktail. Our ciders, including fruit varieties such as Sheppy’s Cider
with Raspberry, add a real depth of flavour to cocktails and long
drinks when they are mixed with complimentary flavours such as
aged rum, bourbon and even ginger beer. They go to show just how
versatile and innovative traditional premium cider can be, opening
up the craft cider category to a whole new audience.”
So if you are planning to refresh your drinks list don’t ignore
cider - in all its guises.

Jane Peyton is a drinks educator and founder of
the School of Booze
http://www.school-of-booze.com/
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Let’s Talk About Apples
Cider Preview

Pete Brown believes that cider’s future
could be very rosy indeed, as long as we
all start talking about apples
In spring 2016, Thatcher’s Cider produced something
extraordinary. It’s not a cider - though they do make
some rather fine ones - but a chart, a periodic table of
apple varieties.
For me, this was the most important event in the British
cider industry in 2016.

That may seem a bit melodramatic. But if cider is to thrive as a
category, if it is to achieve its full potential as an enjoyable drink
for an audience always looking for quality, authenticity and flavour,
and as a source of margin and profit for pubs, it urgently needs to
start talking about apples.

All About Apples
Cider is made from apples. Everyone knows that, just as surely as
they know wine is made from grapes. Or at least, they once did.
Until 2010, there was no legal minimum apple juice requirement
for anything calling itself cider. In that year, a new regulation was
brought in stating that ‘cider’ had to contain at least 35 per cent
apple juice, meaning the rest of it could consist of water, sugar,
flavourings, colourings and chemicals. Even that 35 per cent juice
can be reconstituted by adding water to apple juice concentrate,
which means that the content of a bottle or pint of cider that’s been
anywhere near an apple in its lifetime could be as low as 16 per

cent. Incredibly, there is no legal requirement for producers to
inform consumers of what’s in their ‘cider.’ Most assume they’re
drinking 100 per cent apple juice, or something close to it.
In other words the mainstream cider industry is a massive con, and
cider drinkers are being grossly deceived.

“Cider has some wonderful stories to tell. It’s
unique advantage is that the best ciders can have
as much complexity and depth as any other
drink while still remaining drinkable and refreshing”

Compared to Grapes
Imagine enjoying a glass of wine, and then discovering that your
‘wine’ consists of boiled down grape juice concentrate that’s been
reconstituted to 35 per cent of the total volume, and the rest is
water, sugar and artificial crap. You’d likely never drink wine again.
And this is the problem the cider industry now faces. The quality of
the product is poor, and the consumer is being defrauded. But if
regulation were now to be introduced forcing producers to be
honest about what they’re really selling to the consumer, demand
would almost certainly collapse.
Cider has a long history at the cheap and nasty end of the drinks
industry. Its reputation as a park bench drink - favoured by underage drinkers and street drinkers - is always there in the
background, threatening to drag it back down whenever it enjoys
a period of revived fortunes, as it has done over the last decade.
Continued on page 229
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At 12.30 every Friday the Thatchers family taste their next
vat of apple cider to make sure it’s as good as it should be.
If it’s not, it simply never leaves the farm.
That’s why Thatchers is what cider’s supposed to taste like.
And perhaps why Thatchers Gold has the highest rate of sale
of any draught apple cider*.
Stock up now!
*Source: CGA Brand Index Data 03.09.16
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Creative “Craft” Cider
Kentish Pip

Kentish Pip is a company dedicated to
changing the way cider is seen and
consumed in the UK. They are a young,
exciting “craft” cider producer obsessed
with flavour and quality.

Kentish Pip is based at Woolton Farm in Kent, where the
Mount family has been growing apples for four
generations. Founded by Mark Mount, Kentish Pip’s unique
character comes from the family’s huge knowledge and love of
apples. They are passionate about selecting unique dessert apple
varieties to pair them with more traditional cider apples. Typical to
the South East, Woolton Farm has historically produced dessert and
culinary apples for selling to the supermarkets, but in the last four
years, as the cider has taken off they have planted new orchards
with a range of bittersweet and bittersharp cider varieties to add
gravity to their blends.

“Our goal is to combine the best ingredients
with innovation, style and a pinch of tradition,
to produce the next generation of cider.”
Ed Curry, Production Manager

This produces a unique fresh and fruity Kentish cider with plenty
of depth and complexity, which has collected numerous awards.
The company is now run by Sam Mount, who left his career
producing music festivals to join the family business. The
Kentish Pip team are a group of ambitious enthusiasts, who are

excited about the opportunities of returning to the core values
of cider making.
Kentish Pip’s creativity and energy could easily be paralleled with
what we’ve seen in the craft beer movement. Their branding
embodies the enthusiasm inspired from the land and conveys the
care and pride involved in crafting their cider.

“What we offer is a bona fide, craft alternative to
mainstream and traditional ciders. Cider as a
category is diversifying and we are really excited
by the potential here in the UK and further afield.”
Sam Mount, Director

And their range is growing. Kentish Pip now produces one sparkling
and two still apple ciders and a seasonal range of three flavoured
ciders. They have also recently launched a special editions range,
exploring single variety ciders and new production techniques, all
available on draught and in bottles.
The flavored range isn’t packed with sugar and concentrate but
uses natural ingredients such as wild elderflowers, hand picked
from the farm and surrounding countryside.
Contact:
email
Website
Facebook
Twitter
Instagram

Sam Mount 01227 250151 07740 433 224
sam@kentishpip.co.uk
www.kentishpip.co.uk
www.facebook.com/kentishpip
www.twitter.com/kentishpipcider
www.instagram.com/kentishpip
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A Halo Effect

There’s an Apple for That

Any product needs a premium niche, not only to cater for those
drinkers who want to spend a bit more or demonstrate some
snobbish knowledge, but also to act as a halo to the mainstream.
You might never experience the delights of a Château D’Yquem or
a ’53 Margaux, but the fact you know they exist affects your
perception of the wine on the list in your local boozer. That ten quid
bottle of Pinot Grigio might be a poor relation, but it is at least part
of the same family.

Apples have three main characteristics: sweetness, which
dominates eating varieties; sharpness, which we find in cooking
apples; and tannin. Tannin makes unpleasant eating for most
people, but provides body, structure and complexity in cider.
Traditional cider apples tend to be high in both sugar and tannin,
and are referred to as bittersweets, distinct from sweet, sharp,
and bittersharp.

The rush for profit in cider is starting to sink its reputation once
again. When some leading brands of ‘fruit’ ‘cider’ (which aren’t cider,
and don’t contain any fruit) brag in their advertising and on their
labels about the quality of the water they’re ‘brewed’ with (cider isn’t
brewed) you can see the beginnings of a serious problem with the
category’s reputation and image. Mainstream producers are reacting
to a flattening of demand with steep supermarket discounts, which
merely accelerates the dive back to the bottom.

“Imagine enjoying a glass of wine, and then
discovering that your ‘wine’ consists of boiled
down grape juice concentrate that’s been
reconstituted to 35 per cent of the total volume,
and the rest is water, sugar and artificial crap”

“You might never experience the delights of a
Château D’Yquem or a ’53 Margaux, but the fact
you know they exist affects your perception
of the wine on the list in your local boozer”
The premium segment of the market has surprised everyone by
slipping into volume decline in the last couple of years. This is
because premium brands are taking their cues from the
mainstream, launching upmarket versions of fruit ciders and
making more ‘accessible’ ciders to act as a bridge between
mainstream and premium, rather than setting out the reasons why
drinkers should be interested in crossing that bridge in the first
place. Premium cider urgently needs to tell its own story, and that’s
why Thatcher’s latest work is so important.

There are thousands of varieties of each type, each with their own
flavour characteristics. The most famous, such as Dabinett or
Kingston Black, are as prized among cider makers as any grape
variety is among wine makers.
Cider has some wonderful stories to tell. It’s unique advantage is
that the best ciders can have as much complexity and depth as
any other drink while still remaining drinkable and refreshing. For
as long as consumers remain unaware of this, everyone who
produces, sells or drinks cider is missing out.
Wine won when people disovered their favourite grape varieties.
Craft beer is thriving as people learn what hops they like.
The path forward for cider is clearly obvious.

Apple Tree Knowledge
Apples are so ubiquitous in the UK we take them for granted and
have no idea how special they are. A typical supermarket will
stock about six different eating varieties. Commercial apple juice
makes no mention of what varieties of apple it’s made with, and
few ciders do either.
Plant an apple from seed, and you’ll get a tree whose fruit is quite
different from its parent. Apples are like people: they don’t breed
true to type because they are the result of the mixing of genes from
two separate parents. Every single apple variety we know started
life as either a random seedling, or part of a careful breeding
programme that can start with 20,000 seeds and result - twenty
to twenty-five years later - with five or six viable varieties.
Once you find or breed a superstar apple tree, the only way to
reproduce it is by grafting cuttings from your favoured tree onto
new rootstock, essentially cloning the tree. Every Granny Smith
apple tree in the world is a graft of a graft of a graft leading back
to one tree discovered accidentally in a garden in a Sydney suburb
in 1868. Every named variety has a similar story.

Pete Brown’s latest book, The Apple Orchard: The Story of Our Most English Fruit,
is out now.
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The Cider Decider
Addlestones

B D 5.0%

A naturally cloudy, premium cider, rich & mellow in
character, with bittersweet apple fruit flavours & a smooth,
rounded finish. Made using a unique recipe of locally sourced
genuine bittersweet cider apples from Somerset.
C&C Group Plc 353 1 5063900

Angry Orchard

www.candcgroupplc.com

B D 5.0%

The best-selling cider in the US, uses a combination of
French bittersweet and Italian culinary apples which is woodaged during the fermentation process to add subtle spice and
vanilla notes. Crisp and refreshing, with low carbonation, Crisp
Apple is amber in colour, and features a fresh apple aroma
and a slightly sweet, ripe apple flavour.
Shepherd Neame 01795 532 206

www.shepherd-neame.com

Aspall Cyder

B D 5.5%

Established in 1728 by Clement Chevallier who planted the
orchards at Aspall Hall in Suffolk. The Chevallier family still live
and work among Clement’s orchards and today Aspall is run
by the eighth generation of the family. Although Aspall’s
production methods have moved with the times, the cyder is
still pressed, fermented ,blended and bottled on site. The
range includes Aspall Draught (5.5%), Clement’s Four (4%),
Cyderkyn (3.8%), Mulled (3.8%), Harry Sparrow (4.6%),
Imperial Vintage (8.2%), Isabel’s Berry (3.8%), Organic (7%),
Perronelle’s Blush (4%), Premier Cru (7%), Temple Moon
(5.8%), and the Waddlegoose range.
Aspall 01728 860 510

Avalon

www.aspall.co.uk

B 5.5%

Ashton Press is made from English apples, pressed
locally & conditioned in oak vats, producing a medium dry,
strong, golden cider of superb quality. Ashton Still is
cloudy, golden straw coloured, robust & dry, with a slight
bite. Light & refreshing, it may be slightly carbonated
through natural conditioning!

Produced by Spanish cider makers Trabanco - now in
their 4th generation, a brilliant pale yellow Sidra (Spanish
Cider) with a smooth style and a slow release of fine, slow
bubbles forming an attractive and a persistent lacy
head.The clean aromas of green apple shine through with
hints of balsam. The fruit has a wonderful balance between
crispness and sweetness that makes it refreshingly cool.

Butcombe Brewery 01934 863 963

Morgenrot 0845 070 4310

Ashton Press/Still

B D 4.8/4.9%

www.butcombe.com

www.morgenrot.co.uk
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Bad Apple

B D 5.1%

Produced in Herefordshire, it blends four distinctive
cider fermentations to produce a tangy, fresh-pressed
apple and blossom scent, alongside flavours of sweet,
spicy apples, balanced with a crisp, dry mouthfeel and
lingering oak taste
Carlsberg 01604 668866

Blind Pig

www.carlsberg.co.uk

B 4%

A range of premium ciders blended with fruit and spirit
flavours such as Bourbon & Blueberry, Rum & Poached Pear
and Whiskey Honey & Apple
Heineken 08457 101010

Bolee D’Armorique

www.heineken.co.uk

B 5.0%

An authentic traditional Breton cidre, made with 100%
apples. Orchard aromas are in abundance from opening,
lightly sparkling with a clean, refreshing & subtle dry finish.
Casa Julia 01376 320269

Bulmers

www.casajulia.co.uk

B 2.8-4.5%

A medium sweet cider in 1 pint bottles: Bulmer’s Original,
Bulmers Pear, Black Cherry, Crushed Red berries & Lime,
Pressed Red Grape. Low alcohol (2.8%) Indian Summer, Five
Fruit Harvest and Zesty Blood Orange are also available.
Heineken 0131 528 1000

Caple Rd

www.heineken.co.uk

D C 5.2%

The UK’s first craft cider in a can was launched in
2015. This sparkling cider uses fresh English apple juice
and is matured for up to 18 months in oak to give a
refined, full-bodied, amber-coloured cider. It is being
produced in small batches to ensure consistent quality
and its unique craft characteristics.
H. Weston & Sons Ltd 01531 660233

Chaplin & Cork

www.westons-cider.co.uk

B 5.2-6.8%

Using only fresh juice from the finest quality English
apples, they crafted an exquisite range of ciders, and
disguised them as Batch 417. Somerset Gold is a medium
cider, intense yet well balanced with a bitter sweet
character and Somerset Reserve is a medium dry cider,
clear and bright, with a rich and well rounded taste.
C&C Group Plc 353 1 5063900

Cornish Orchard

www.candcgroupplc.com

B D 4-7.2%

An award-winning portfolio which includes Gold, Blush,
Pear, Heritage, Vintage and Farmhouse Cider, all made from
fresh cider and dessert apples, and pressed and blended
at Westnorth Manor Farm in Cornwall. Now available in Red
and Somerset Haze.
Westside Drinks 020 8996 2000

www.cornishorchards.co.uk

Curious Apple Cider

C B 5.2%

A pure expression of Kent from apples sourced from
the Garden of England offering the most refreshing long
drink. This is 100% pure Kent apple juice which is
gently carbonated.
Matthew Clark 0344 822 3910

Friels Vintage Cider

www.matthewclark.co.uk

C B 7.4%

Award winning vintage cider crafted with a blend of
100% fresh juice from traditional English eating apple
varieties – Red Falstaff, Katy & Windsor, made in a limited
batch with the first press of the juiciest apples from each
season’s harvest of our Herefordshire & Worcestershire
orchards. Available in 500ml NRB, 330ml can & 20L Bag
in Box. Seasonal Bag in Box range also available.
Aston Manor Cider 0121 328 4336

Gaymer's

www.frielscider.co.uk

B 4-4.5%

Crisp Apple Cider, (4.5%) is made from English apples and
cold filtered for a clean, refreshing taste, retaining its
distinctive qualities when served ice cold. Also available are:
Juicy Pear Cider (4.5%), Raspberry (4%), Cherry & Apple (4%).
Gaymers 020 7784 2060

GL

www.gaymers.co.uk

B 4.0%

Much loved bright amber, medium sweet cider of three
counties (Herefordshire, Worcestershire, and Gloucestershire)
its popularity is spreading quickly across the UK.
H. Weston & Sons Ltd 01531 660233

www.westons-cider.co.uk
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Hoxton Cidersmiths

B 4.5-6.6%

A range of craft ciders including Harry Masters' Jersey, a
mellow "medium" cider based on the apple of the same name,
and the full bodied sixpointsix vintage, all lovingly crafted using
over 200 years of cidermaking know how.
Matthew Clark 0344 822 3910

Kentish Pip

www.matthewclark.co.uk

B 4-6%

A range of contemporary still and sparkling Kentish Ciders,
created from special blends of dessert and cider apples.
Includes multi-award winning still apple ciders, premium
sparkling craft cider and a seasonal flavoured range.
Kentish Pip 01227 250151

Kingstone Press

www.kentishpip.co.uk

D B 4-4.7%

This award winning Apple Cider is crafted with a juice blend
of the finest Dabinet & Michelin bittersweet apple varieties
together with refreshing dessert apples - giving it a perfectly
balanced, refreshing taste. Available in draught 50l keg &
500ml NRB. Wild Berry Cider is also available in draught 50l
keg & 500ml NRB.
Aston Manor Cider 0121 328 4336

Knight’s Malvern Gold

www.kingstonepress.co.uk

B D 6%

Made from classic cider apple varieties, using only fresh
apples from Aston Manor Cider’s local orchards. It has been
traditionally fermented and has lower levels of carbonation for
a richer, fuller flavour. Well-balanced tannins add structure to
this cider.
Aston Manor Cider 0121 328 4336

Hazy Hog

B 5.0%

Full flavoured and made traditionally by adding back the
bittersweet apple juice at the end of the oak barrel
fermentation, which creates the Cidre Doux in the style of
Brittany/Normandy.
Hogs Back Brewery 01252 783000

Henry Westons

www.hogsback.co.uk

B 4.5-8.2%

Henry Westons ciders are made using Herefordshire's finest
apples, and faithful to the art of cider making established by
Henry Weston himself back in 1880. Traditional and steeped
in heritage, this range of 500ml bottled ciders includes Henry
Westons Medium Sweet (4.5%) - light-bodied with
characteristic fruity sweetness, Henry Westons Medium Dry
(6.5%) - mellow in taste with oak character, Henry Westons
Perry (7.4%) - sparkling perry with subtle fruit flavours, and
Henry Westons Vintage (8.2%) - a distinguished special
reserve, medium-dry sparkling cider, Henry Westons Mulled
Cider (4%), a still cider infused with mulling spices, delicious
served warm.
H. Weston & Sons Ltd 01531 660233

www.westons-cider.co.uk

Kopparberg

www.knightscider.co.uk

B 4-4.5%

Flavours include Elderflower & Lime, Mixed Fruit, Raspberry,
Strawberry & Lime as well as the less sweet Naked Apple.
Kopparberg 028 90 668901

Magners Original Irish

www.kopparberg.co.uk

B D 4.5%

The Original pint bottle cider, a premium, traditional Irish
cider, also available in Pear & Orchard Berries and Golden
Draught, made using a higher proportion of the smaller, harder
Dabinett & Michelin apples to give a crisper, less sweet taste
which is perfect for draught cider. Served extra cold so there’s
no need for ice.
Magners GB 0141-552 655

Mortimer’s Orchard

www.magners.co.uk

D 5%

A cider of noble lineage with an ancient and pure pedigree,
that exudes authenticity. The care and precision taken over
the craft of Mortimer’s Orchard is reflected in its crisp, rich
and refreshing flavour. An expertly balanced, premium English
cider presented in a confident contemporary style.
H. Weston & Sons Ltd 01531 660233

www.westons-cider.co.uk
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Old Mout

B 4%

Old Mout (rhymes with fruit) was dreamed up in New
Zealand’s Moutere Valley over 65 years ago. The fruit
cider with Kiwi spirit is available in 4 flavours: Kiwi &
Lime, Passionfruit & Apple, Summer Berries and
Pomegranate & Strawberry.
Heineken 0131 528 1000

Old Rosie Cloudy Cider

www.heineken.co.uk

D 7.3%

Award winning Old Rosie, allowed to settle out naturally after
fermentation resulting in a traditional, full flavoured, appley,
cloudy, scrumpy. Well balanced medium dry character.
H. Weston & Sons Ltd 01531 660233

Orchard Pig

www.westons-cider.co.uk

B D 4-7.4%

A range of Somerset ciders including draught Reveller, 20l
boxes of Maverick (Ginger & Chilli) and the Hogfather (7.4%).
Orchard Pig 01458 851222

Orpens

www.orchardpig.co.uk

B 5.3%

A single vintage Irish cider made from carefully selected Irish
apples, fermented as separate batches and blended together
to create the signature style. The result is a layered cider with
medium intensity, clean, crisp finish.
Matthew Clark 0344 822 3910

Pure Hopped Cider

www.matthewclark.co.uk

B C 4.0%

Pure Hopped Cider is new craft cider made with a 100%
fresh apple juice from Herefordshire and a dash of the finest
Target hops from Worcestershire which is gently matured in
oak vats to produce a beautifully balanced and smooth
drinking cider with a natural haze and sweet undertone which
compliments the hoppy citrus flavours and lingering dry finish.
Purity Brewing Co. 01789 488007

Rekorderlig

www.puritybrewing.com

B D 4-4.5%

Introducing the concept of Winter Cider with a cinnamon and
vanilla infused variety, served hot or cold. Strawberry-Lime,
Wild Berries, Passionfruit and Pear are the core flavours, but
limited editions and seasonal releases keep the brand fresh
and innovative.
Rekorderlig UK 01283 511 000

www.rekorderlig.com

Scrumpy Jack

D 5.2% B 6.0%

Available on draught & in bottles, Scrumpy Jack is a
premium dry cider that perfectly complements the Bulmer’s
cider range.
Heineken 0131 528 1000

Sheppy’s

www.heineken.co.uk

D 4.8-5.5%

An easy drinking traditional, cloudy, medium-dry cider blended
to give a fresh apple flavour with hints of citrus & spice.

A range of single variety, farmhouse and vintage ciders from
the farm of award winning craft cidermakers in the same
family for over 200 years.

H. Weston & Sons Ltd 01531 660233

Sheppy’s 01823 461233

Rosie’s Pig

Savanna

B4.8%

www.westons-cider.co.uk

B 6.0%

Smirnoff Fruit

www.sheppyscider.com

B 4.0%

Premium dry bottled cider from South Africa made with
Granny Smith Apples. Generally served in the bottle, often with
a lemon wedge in the neck.

Smirnoff Cider, a combination of cider, Passion Fruit & Lime
Fruit flavours and Smirnoff vodka. Lightly fizzed, crisp on
flavour for a refreshing taste.

Babco 0871 222 0127

Diageo 020 8978 6000

www.babco.co.uk

www.diageo.com
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Strongbow

D B 4-4.5%

The UK’s best selling draught cider. The range includes Dark
Fruit, and the most recent edition, sparkling Cloudy Apple.
Heineken 08457 101010

Symonds Founders Reserve

www.heineken.co.uk

D 4.5%

Using cider apples which include Dabinett & Michelin
varieties, the result is a characteristically fresh, crisp,
fruity cider, with a high degree of complexity & depth
of character.
Heineken 0131 528 1000

Thatchers

www.heineken.co.uk

B D 4-7.4%

In 1904 William Thatcher first began cider-making at the
family’s Myrtle Farm in Somerset, and 112 years later it is
still a family business, making a range of well-respected
crafted premium ciders, both on draught, in bottles and
cans. Thatchers’ deep knowledge apple varieties and
passion for quality leads to authentic ciders that are full of
flavour and with a distinct character. Thatchers Gold (4.8%)
is the flagship brand and is available on draught - as is
Thatchers Haze (4.5%), a naturally cloudy cider. Other
bottled ciders include Thatchers Vintage single variety Katy,
Green Goblin and Old Rascal, as well as its new sparkling
apple wine, Family Reserve. Cheddar Valley, Big Apple and
Thatchers Traditional are all available in bag-in-box as well
as on draught.
Stassen Cidre

B 7.4-8.2%

Thatchers Cider Co 01934 822862

Thistly Cross

www.thatcherscider.co.uk

B 6.2%

A recently launched range of super premium ciders from
Belgium, designed to appeal to lovers of sparkling wine.
Availale in Brut, Cuvée Rosé and Grand Cru versions, all come
in a 750ml bottle with a champagne style cork..

Clear golden, smooth, medium dry Scottish cider, matured
for 6 months to give balance & smoothness. It’s a classic,
farmhouse cider made with a blend of Scottish apples.

Heineken 0131 528 1000

Matthew Clark 0344 822 3910

Stella Artois Cidre

www.heineken.co.uk

B C 4.5%

A premium Belgium cider, with a distinctive, crisp &
refreshing taste. Available in Apple, Pear, Peach, Raspberry
and Elderflower flavours.
InBev 01582 391166

Stowford Press

www.ab-inbev.com

B-D 4.5%

The leading brand from Weston Cider is an authentic and
traditional tasting cider, made with 100% local homepressed apples for a truly medium dry cider taste. The cider
proudly maintains its Herefordshire roots, and it is the
coupling of the traditional approach with contemporary
modern techniques that make Stowford Press so popular.
Recently described by Pete Brown as 'the best of the
mainstream ciders' at the International Cider Challenge
Awards, where it won a bronze medal.
H. Weston & Sons Ltd 01531 660233

www.westons-cider.co.uk

Waddlegoose

www.matthewclark.co.uk

B D 3.8 -4.6%

Modern cyder calls for a modern apple. Sure, your
Worcester, Spartan and Cox all have their place. But
Waddlegoose, the contemporary cyder from Aspall, takes a
deliciously fresh approach with apples like Gloster 69, Zari,
Gala -new varieties bred to be mouth-wateringly crisp and
flavoursome. Waddlegoose cyder (4.6% abv), Three Berry
(3.8% abv).
Aspall 01728 860510

Wyld Wood Organic Cider

www.waddlegoosecyder.co.uk

B D 6.0%

A traditional premium cider, produced from fruit sourced in
Herefordshire’s organic orchards, and matured in old oak
vats. The result is an easy to drink cider with a ripe apple
aroma & a refreshing well balanced taste. Available in 500ml
bottles and 20l boxes.
H. Weston & Sons Ltd 01531 660233

www.westons-cider.co.uk

235

Berkshire

Thompstone’s

Pips

Ciderniks

Holne TQ13 7SP
07812 590008

Hereford HR3 6BN
01981 550 484

www.thompstonescider.co.uk

www.pipscider.co.uk

Yarde Real Drink

Robinsons

Tutts Clump

Stoke Gabriel TQ9 6RW
01803 782217

Bradfield RG7 6JH
0118 974 4649

www.realdrink.org

Little Hereford SY8 4LR
01584 819646

Kintbury RG17 9TJ
07885 296789
www.ciderniks.com

www.tuttsclumpcider.co.uk

Buckinghamshire
Virtual Orchard
Milton Keynes MK12 5PA
07901 800182
www.virtualorchard.co.uk

Cambridgshire
Cassels
Bourne CB23 2TA
07767 855615

Cider Makers
Turners Cider

Orchard Pig

www.robinsonscider.com

Marden TN12 9SY
07825 394164

West Bradley BA6 8LT
01458 851222

Dorset

Westons

www.turnerscider.co.uk

www.orchardpig.co.uk

Twisted

Ledbury HR8 2NQ
01531 660233

Wise Owl Cider Ltd

Perry’s Cider

Ashford TN25 5JY
01227 700757

Ilminster TA19 0NY
01460 55195
www.perryscider.co.uk

Longburton DT9 6ES
07841 841289

www.westons-cider.co.uk

www.twistedcider.co.uk

Hertfordshire

www.wiseowlcider.co.uk

Gloucestershire

Millwhites

Lancashire

Minchew’s

Axbridge BS26 2TG
07710 525220

Dove Syke

Tewkesbury GL20 8HX
07974 034331
www.minchews.co.uk

Orchard’s

www.millwhites.co.uk

Kent

Clitheroe BB7 3JG
01200 428417
www.dovesykecider.co.uk

Sheppy’s
Taunton TA4 1ER
01823 461233
www.sheppyscider.com

Tricky
Churchinford TA3 7RL
01823 602782

Broomfield Orchard

Lincolnshire

Thatchers

www.orchardsciderandperry.com

Herne Bay CT6 7BA
01227 362279

Skidbrooke

Nooks Yard

Severn Cider

www.broomfieldorchard.co.uk

Louth LN11 7DH
01507 339368

Leigh CW8 4RR
01606 891541

Newnham GL14 1EL
01594 510282

Biddenden

www.skidbrookecyder.com

Sandford BS25 5RA
01823 461233

www.severncider.com

Biddenden TN27 8DF
01580 291726

Nottinghamshire

Worley’s

www.nooksyard.com

www.biddendenvineyards.com

Torkard

Cornwall

Hampshire

Shepton Mallet BA4 4SA
01749 880016

Mr Whitehead’s

Dudda’s Tun

Nr Nottingham NG15 6ND
0115 968 0709

www.worleyscider.co.uk

Cornish Orchards
Liskeard PL14 4PW
01503 269007

Colemore Nr. Alton GU34 3PY
01420 511733

Sittingbourne ME9 0AX
01795 886266

www.torkardcider.moonfruit.com

Suffolk

www.duddastuncider.com

Somerset

Aspall

New Forest Cider

Gibbet Oak Cider

Bridge Farm

Debenham IP14 6PD
01728 860510

Burley BH24 4ED
01425 403 589

Tenterden TN30 7DH
01580 763938

East Chinnock BA22 9EA
01935 862387

www.newforestcider.co.uk

www.gibbetoak.co.uk

www.bridgefarmcider.co.uk

Green Oak Farm

Brothers

Waldershare CT15 5AU
01304 821630

Shepton Mallet BA4 5BY
01749 333456

www.greenoakfarm.co.uk

www.brotherscider.co.uk

Yorkshire

Hush Heath

Burrow Hill

Moorlands Farm

Dunkertons

Staplehurst TN12 0HJ
01304 821630

Martock TA12 6BU
01460 240782

North Newbald YO43 4SR
01430 827 359

Leominster HR6 9ED
01544 388701

www.hushheath.com

www.ciderbrandy.co.uk

www.dunkertonscider.co.uk

Kent Cider Co

Fosseway

Wales

Gwatkin

Canterbury CT4 5EA
01795 521317

Shepton Mallet BA4 9BN
01749 600400

Gwynt y Ddraig

www.kentcider.co.uk

www.fosseway-cider.co.uk

Pontypridd CF38 2PW
01443 209 852

www.gwatkincider.co.uk

Kentish Pip

Hecks

www.gwyntcider.com

www.solwaycider.org

Henney’s

Devon

Street BA16 0LB
01458 442367

West Midlands

Frome WR6 5BY

Canterbury CT1 2BE
01227 250151
www.kentishpip.co.uk

www.heckscider.co.uk

Aston Manor

HP Bulmer

Little Stour Orchard

Lilley’s

Paignton TQ4 7PE
01803 782422

Hereford HR4 0LE
01432 352000

Canterbury CT3 1HU
07771 711252

Birmingham B6 7BH
0121 328 4336

Frome BA11 4RW
01373 466626

www.astonmanor.co.uk

www.huntscider.co.uk

www.bulmers.com

www.littlestourorchard.co.uk

www.lilleys.biz

Wiltshire

Sandford Orchards

Once Upon a Tree

Rough Old Wife

Long Ashton

Sherston Cider

Crediton EX17 3PR
01363 777822

Ledbury HR8 2RG
01531 670263

Ashford TN26 3HJ
01227 700757

Wrington Bristol BS40 5PA
01934 863963

Sherston SN16 0PY
078176457616

www.sandfordorchards.co.uk

www.onceuponatree.co.uk

www.rougholdwife.com

www.butcombe.com

www.sherstoncider.co.uk

www.casselscider.co.uk

Cheshire

www.cornishorchards.co.uk

Healey’s
Truro TR4 9LW
01872 573356
www.thecornishcyderfarm.co.uk

Nr Chepstow NP16 7PE
01291 689536

www.mr-whiteheads-cider.co.uk

Haye Farm Cider

Herefordshire

Lostwithiel PL22 0PB
07787 504725

Butford Organics

www.hayefarmcider.com

Bodenham HR1 3LG
01568 797195

Polgoon Vineyard

www.butfordorganics.co.uk

Penzance TR20 8TE
01736 333946
www.polgoon.com

Cumbria
Solway Cider
Newton Arlosh CA7 5HE.
07885 296789

Hunt’s

Abbey Dore HR2 0AL
01981 55 906

www.henneys.co.uk

www.trickycider.com

www.thatcherscider.co.uk

www.aspall.co.uk

Castling’s Heath
Edwardstone CO10 5PX
01787 211118
www.millgreenbrewery.co.uk

www.moorlandsfarmcyder.co.uk
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The Spirit of Adventure
High Spirits

Straight up, mixed up, or all shook up...
sensational spirits are creating a stir in all
the right places as today’s consumer is
inspired by a spirit of adventure, seeking
new experiences and tastes to make their
night out special

This love of discovery and creativity, combined with the trend
towards drinking less but drinking better, means that people expect
a great drink, served well, and they’re not just prepared to pay a
bit more for it - they simply don’t go where they don’t get it.

“Operators are moving to capitalise on the
higher footfall that spirits drinkers offer, and it
is no coincidence that +20% more outlets are
now selling cocktails compared with last year”

Hey Big Spender
The good news for on trade operations is that the average spirits
consumer spends +19% more per visit than non-spirit drinkers,
Duckworth advises.
“Spirits sales continue to outperform the rest of the alcoholic
beverages market and the category is an increasingly important
part of any licensees product mix”
“Operators are moving to capitalise on the higher footfall that spirits
drinkers offer, and it is no coincidence that +20% more outlets are
now selling cocktails compared with last year, or that the average
restaurant now has +6.8% more spirits brands on its back bar than
it did two years ago.”
And spirit drinkers are good for business, as they visit venues more
frequently with 46% drinking out weekly versus only 31% for nonspirits drinkers. (CGA Peach Brand Track July 2016)

The spirits category is outperforming the rest of the market.
According to research from CGA Strategy, spirits is the only
alcoholic beverage category in year-on-year volume growth, driven
primarily by premiums, which are now worth £1.6bn in the on trade
- that’s 27.5% of market value sales.

“This presents a real opportunity for licensees that make the most of
their spirits offer - by ensuring that key elements like ranging & perfect
serve are in place - to reap the rewards of this thriving category.”

One out of five spirit serves is now a premium drink and 20% more
outlets serve cocktails than a year ago. Spirits are consumed by 43%
of people in the on trade, compared to 49% that drink wine and 36%
lager, says Charles Duckworth, client manager at CGA Strategy.

Vodka, liqueurs, specialities, gin and blended whisky were
responsible for more than 70% of sales value in the on trade.

The William Grant 2016 Market Report, published in July 2016,
backs these statistics, reporting that spirit sales in the on-trade
grew by 6.3% to £5.8bn and accounted for 61% of beer, wine and
spirit growth for the period.

Star Performers

Vodka accounted for 32.3% of total sales, with liqueurs and
specialities making up 23.1%, both categories benefiting from the
continuing boom in cocktails. With almost 30% of ontrade outlets
already offering them, and many more planning to, this trend looks
set to continue into 2017 and beyond - but the smart money says
that dark spirits are going to be making their mark too.
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Versatile Vodka
“Vodka is enjoying a boom and is rapidly catching up with its gin
sister from a profile and taste perspective,” says Tina Connolly,
brand manager at Halewood Wines & Spirits.
She argues that drinkers look at peer recommendation, product
provenance, discovery, taste and price when choosing vodka, and
Halewood’s vodka portfolio is broad enough to tick all those boxes.
“Our vodka range now starts at exceptional and finishes at
accessible. We have five vodkas, ranging from our super premium
Liverpool Vodka, premium Whitley Neill Blood Orange Vodka,
classic JJ Whitley Potato Vodka and Rhubarb Vodka to our
everyday Red Square Vodka which even that is 7 x distilled and
made with 100% grain.”

“Vodka is enjoying a boom and is rapidly
catching up with its gin sister
from a profile and taste perspective”

Let it BeGin
Gin continues to be one of the standout categories, sales increasing
by 20.3% in value, according to CGA. Premium is the main driver up 30.4% by value, but even standard gin saw value up by 12.2%.

Vodka Victorious
The king of spirits is still by far the best selling and most popular.
Vodka’s versatility is the key to its phenomenal success - offering
the perfect mixer in its neutral forms, a sophisticated chilled shot
and an exciting choice of flavours.
Standard vodkas held their own - up by 3.5% in value (yr to
3/9/16), but premium vodka was the real star - with volume up 5%
and value up by a staggering 7.6%.
This was down to some serious marketing and new flavours from
brands keen to fight back in the face of the gin revolution.
Pernod Ricard’s Absolut Original is now the fastest growing top 15spirit brands in the on-trade thanks to targeted marketing
campaigns, the brand’s flavours portfolio and limited editions such
as Absolut Mix.
“An increase in marketing investment across the brand has
delivered activations including experiential events and a focus on
celebrating Classic Cocktails. This focused approach has helped
deliver a 19% volume increase in the on trade,” says Adam Boita,
head of marketing at Pernod Ricard UK.
“The brands commitment to turning the ordinary into the
extraordinary and reimagining nightlife came to life through
campaigns such as the recent partnership between Absolut
and Uber.”

The premium trend and marketing investment has boosted sales
of Bombay Sapphire. The marketing bods have been overdrive and
engaging consumers with experiential events such as Bombay
Sapphire’s The Grand Journey, a sensory and artistic experience
aimed at discovering botanicals.
“The key trends that are impacting BBFB sales are the explosion
of interest in gin, the rise and rise of the craft spirit brands which
is in turn powering an increased appreciation of the ‘craft’
credentials of some of the more classic premium spirit brands,”
says Amanda Almond, MD of brand owner, Bacardi BrownForman Brands.
“We want them to feel as if they’ve been transported to a chic
Parisian street café, and with Bombay Sapphire, we want to take
them into another world of exquisiteness and adventure.”

“The key trends that are impacting BBFB sales
are the explosion of interest in gin,
the rise and rise of the craft spirit
brands, which is in turn powering an
increased appreciation of ‘craft’ credentials”
Connolly at Halewood Wine & Spirits believes that gin is thriving as
consumers are becoming more interested in what they are drinking.
“Consumers, more than ever, really ‘know’ their gin and they’re
driving both premium and super-premium growth - for us, Liverpool
gin is a stand out super-premium choice whilst offering a premium
Whitley Neill and classic JJ Whitley gin allows us to tap into all
appetites,” she says.
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DISARONNO
SOUR
50ML DISARONNO
50ML SOUR MIX
LEMON WHEEL
METHOD

FILL A JAR WITH ICE CUBES
ADD THE DISARONNO
AND SOUR MIX AND SHAKE
GARNISH

WITH A LEMON WHEEL

- BE ORIGINALE SINCE 1525 -

ENJOY RESPONSIBLY
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“By developing a separate identity to brand leaders, whiskies such
as The Pogues, and West Cork Irish Whiskey are attractive options
to all generations that are interested in the iconic band. Its unique
story is paramount to consumer’s discovery of the spirit.”
She points out that, as well as being less gender specific, the
brands are also enjoyed across a variety of occasions - sipped neat,
on the rocks, mixed or served in a host of classic cocktails.
“The classic Old Fashioned is also growing in popularity with
younger demographics,” she says.

“The increase in both the quality and range of
cocktails and spirit drinks served in the eating
out sector, and particularly in casual dining,
has generated increased consumer
interest in matching spirit drinks to food”

Food for the Spirit
Food pairing has been successful in generating interest in craft
beer and cider, and there is a considerable opportunity for operators
to tap into this trend.
According to CGA, 50% of all spirit drinking occasions now involve
food, and consequently food operations with greater spirits offers
are cropping up more and more.
“This looks set to proliferate even further in the future, especially
when considering the influence that trends in the US, where 64%
of spirits drinking occasions involve food, have on the British eating
and drinking out sector,” says CGA Strategy’s Charles Duckworth.

Comfort Food

Winning Whiskies
It’s boom time for premium blended, malt and imported whiskies,
which increased in value by a whopping +7.4 in 2016.
BBFB’s Almond, which boasts Jack Daniel’s and Woodford Reserve
in its portfolio, says consumers are actively seeking out brands that
have heritage, are authentic and good quality.
“The rise of Americana has definitely contributed to the growth of
our brands, especially with sales of Jack Daniel’s as we see positive
cultural associations come through in casual dining trends,”

Having taken over UK distribution of Southern Comfort during 2016
following the brand’s acquisition by Sazerac, Hi-Spirits is emphasising
the brand’s credentials as the world’s first liqueur with whiskey.
Southern Comfort was created in New Orleans in 1874 by M.W.
Heron, a bartender who believed whiskey should be enjoyed, not
endured.
Dan Bolton, managing director of Hi-Spirits, said: “Southern Comfort
is the taste of whiskey made comfortable - a sweet, smooth
gateway into American whiskey.

According to Halewood, dark spirits such as whisky are
experiencing a “global renaissance”.

“The increase in both the quality and range of cocktails and spirit
drinks served in the eating out sector, and particularly in casual
dining, has generated increased consumer interest in matching
spirit drinks to food. Figures from CGA show that the UK lags behind
the USA in this area. In the UK on-trade customers drink cocktails
on 34% of food-led occasions, compared to 49% in the US. This
offers some interesting headroom for brands that can align with
popular food trends.

“Once seen as a more masculine choice, whiskey has proved to
be a dynamic category and a cultural shift has altered perceptions,
attitudes and helped contemporise and modernise the spirit,” says
Clare MacDermott, brand manager at Halewood Wines & Spirits.

“We’re actively working with fried chicken specialists to promote
the Southern Comfort Lemon & Lime cocktail paired with fried
chicken, with a high-profile presence at events such as Wingfest,
Meatopia and London Cocktail Week to promote this match.”

She believes the trend for consumers appreciating craft spirits is
in turn powering an increased appreciation of the ‘craft’ credentials
of more classic premium spirit brands such as Jack Daniel’s.
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and cocktails in particular, are a key point of difference for the on
trade in terms of giving customers a good reason to go out,” says
Dan Bolton, managing director of Hi-Spirits, distributor of Southern
Comfort, Fireball and Antica Sambuca.
“Consumers in the ontrade have more diverse tastes than ever.
Flavour innovation means younger consumers are now far more
likely to include brands such as Fireball and Antica Sambuca flavours
in their drinking repertoire, particularly when served from the chiller.
“At the same time, classics such as Fernet Branca and Lazzaroni
Amaretto are seeing a renaissance as the craft spirits boom drives
interest in drinks with genuine heritage and provenance.”
Amanda Almond, MD of BBFB says the company has seen growth
across the whole trade, with value up by 3.9%.
“This is driven by the growth in premium spirits and a golden age
for cocktails helping consumers to see spirits in a new light. They
are becoming more confident and more experimental, enjoying the
high standards of serve and presentation,” she says.

It’s a Mixed Up World
Cocktail Culture

Cocktail culture is no longer confined to
high style bars, it’s alive and well in
pubs and restaurants too, and the spirit
of adventure has created a demand for
cocktails as well as twists on the
‘usual’ classics
Liqueurs and specialities are some of the big winners from
this trend.

“Customers are looking for brands and serves that have a genuine
story about their heritage or ingredients. Spirits, and mixed drinks

Wake up and smell the coffee
The hottest, or coolest, cocktail of 2016 was the Espresso
Martini, which combines the UK’s love of coffee and
cocktails. Originally called a Vodka Espresso and created
by the late, great Dick Bradsell in the 80s. Expect it to go
from strength to strength in 2017, but try twisting it up
with a Tia Maria Mint Frappe
Ingredients:
25ml Tia Maria
Double shot of espresso
6 fresh mint leaves
50ml fresh milk
Method:
Shake all ingredients, pour over cubed ice

“Additionally, and very importantly, we are seeing a far greater
appreciation of quality and authenticity with premium and super
premium spirits doing more and more to highlight their premium
credentials and to upscale even the simplest of drinks.”
Diageo has been supporting the on trade through its ongoing Spirits
Revolution initiative, which encourages licensees to trade customers
up to spirits and increase margins with a cocktail menu by
motivating their staff to ‘Inspire’, ‘Sell’ and ‘Serve’.
“Research shows that over two-thirds of cocktails are enjoyed in
a pub, highlighting the increasing opportunity for all licensees to
profit from the cocktail trend,” Rob Poulter, on trade consultant at
Diageo, says.
“Cocktails continue to thrive, now accounting for 6% of spirit sales
and are sold in 75% of the country’s bars and 1 in 4 outlets (28%).
Over half of adult consumers (54%) have a favourite cocktail,
leaving almost half who are open to trying new options.”
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Let’s Twist Again

Piña Colada

The classics have become classics because they’re the best, but
the demand for cocktails is driven by creativity, so take a classic,
give it a twist and keep everyone happy. A straw poll of mainstream
pubs and bars shows the top 5 ontrade cocktails are Mojito, Cosmo,
Espresso Martini, Piña Colada and Old Fashioned.

Another rum favourite, the name literally means strained pineapple,
and the original Piña Colada was just that (along with rum, lime
and sugar) until an enterprising Puerto Rican added the cream of
coconut to make the drink we know and love today. Give your Piña
Colada some soul with a Soul Colada: 25 ml Southern Comfort, 15
ml Malibu, 15 ml Archers, 50 ml milk and 100 ml pineapple juice.

Mojito
There are endless ways to riff on the king of cocktails. Get creative
- turn water into sparkling wine to make a Mojecco, add Crème de
Cassis for a Berry Mojito. The mint leaves must be muddled (gently
mashed) to bring out their flavour. If all that seems a bit of a
kerfuffle, take a bottle of Tails Mojito, made with Bacardi, Lime &
Mint, measure into a shaker filled with ice. Shake vigorously, pour,
garnish and serve…simples.

Cosmo
The cocktail made famous by Sex in the City, and still a big hitter
20 years on. The classic is made with vodka, orange liqueur,
cranberry juice and lime juice but it can be sexed up using different
flavoured vodkas or liqueurs. For Cosmo Proseccos you can premix
a batch and add sparkling wine to order.

Simple to make, just pour everything into a glass and stir
thoroughly, add crushed ice, give it a final and rapid stir and garnish
with pineapple wedge and maraschino cherry.

Old Fashioned
Originally known simply as the Whiskey Cocktail, it became Old
Fashioned sometime in the late 19th century. Some say don’t mess
with the recipe, but it you’re going to jazz it up, do it in style – in
fact, go nuts. A nutty bourbon like Buffalo Trace is perfect for
tapping into the coconut craze.
Get some bourbon, add 100g of melted coconut butter to the bottle,
and leave in the freezer until it solidifies at the top. Remove it, and
you’ve got something truly special that brings a whole new
dimension to the good Old Fashioned.

Bacardí Mojito
2 parts BACARDÍ SUPERIOR Rum
4 lime wedges
12 fresh Mint Leaves
2 heaped tsp Caster Sugar
1 part soda water / club soda
Sprig of fresh mint
Take the lime wedges and squeeze them in the glass. Gently press
together the limes & sugar. Bruise the mint leaves by clapping them
between your palms, rub them on the rim of the glass and drop them in.
Next, half fill the glass with crushed ice, add the BACARDÍ SUPERIOR
rum & stir. Top with crushed ice, a splash of soda, and a sprig of mint.

Bacardí Piña Colada
50mls BACARDÍ Gold rum
37.5mls parts fresh coconut water
25mls fresh pineapple juice
3-4 chunks of fresh pineapple
2 tsp caster sugar
Slice of pineapple and pineapple leaf
Place the pineapple chunks into a cocktail shaker and crush them
lightly (using a muddler or bar spoon). Then pour in the pineapple
juice and coconut water and stir it all up to dissolve the sugar before
pouring in the BACARDÍ Gold rum. Fill the shaker with ice cubes and
shake until it’s frosted. Next pour the mix into a tall glass over crushed
ice. Garnish with a pineapple slice and leaf.

drink responsibly
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W

HEN the time calls for celebration, the exquisite King’s Fizz makes the perfect toast.
Simply pour a generous measure of The King’s Ginger into a flute and add chilled
Champagne or sparkling wine to taste. Then raise your glasses to share this delicious
and efficacious concoction.
35ml The King’s Ginger
140ml Champagne or Sparkling Wine

www.thekingsginger.com
For more information and POS support please email:

kingsginger@fmv.co.uk
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Bubbling Under
The hot cocktails tipped for fame and fortune in 2017 include
almost anything topped up with Prosecco. Amaretto Sours to
Zombies all have their fans, but the Mint Julep, Negroni and
Pornstar Martini appear to be on everyone’s lips at the moment

Mint Julep
The Kentucky classic is climbing the cocktail chart – you can use
your coconut bourbon here too, or give it a sweet southern twist by
adding Southern Comfort, peach liqueur and apricot jam.

Negroni
The next big thing for lovers of gin - with the added dimension of
Campari and Martini Russo giving it a sensational shade of pink
and a flavour like nothing else.

Pornstar Martini
A twist that’s well on the way to becoming a classic. Not the easiest
to make yourself but put it on the menu and watch it fly out proving once again that sex sells.

K.I.S.S the Cocktail

Pornstar Martini
Negroni
Fill a rocks glass with cubed ice
Add 1 part Campari
1 part gin
1 part Cinzano Rosso 1757
Stir and garnish with orange

Keep it Simple Stupid is shrewd advice for getting started with
cocktails. Don’t bite off more than you can swallow, start with a few
proven sellers to test the market, and see how your staff get on training is essential, there’s no point in doing cocktails if you can’t
do them well.
But being too busy or under staffed is no longer a barrier to offering
cocktails, with high-end style bars serving ‘pre-batched’ cocktails,
‘ready to serve’ has lost its stigma.
Be like top bartenders, mix your own in advance, or buy in quality
pre-mixed cocktails. But quality is the key word, cutting corners is
a false economy.
The award-winning Tails range of pre-mixed and single serve
cocktails, which has just been revamped, is made with top quality
ingredients and comes in classy glass bottles.
Espresso Martini, Pornstar Martini, Amaretto Sour, Mojito,
Cosmopolitan and Negroni are all available by the litre, giving 8
serves, and there are also single serve bottles of Elderflower Collins,
Berry Mojito, and Moscow Mule
Dan Bolton, MD of distributors, Hi-Spirits, said: “Pre-mixed
cocktails have an essential role as the spirits market continues to
expand. Bars looking to reduce pressure on serving staff at busy
times, casual dining outlets meeting customer demand for a
diverse choice of high quality cocktails, and hotels providing a full
drinks service.”
CGA’s 2016 Mixed Drinks Report showed that across the ontrade
28% of outlets are now serving cocktails, and many more are
planning to offer them in the near future, so make sure you don’t
get left out of the lucrative cocktail club
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Britain’s Got Gin
Gin Renaissance

Take a good long look at the drinks industry
and you’ll see that it undulates, heaving and
swelling like the sea as one drink’s
fortunes wax and another’s wane.

In the last couple of generations we have seen brandy and
whisky losing out to vodka and white rum and ale give way
to lager, we’ve seen Weissbier return from the grave even
as mild was being buried, we’ve seen tequila, unknown
outside Mexico 50 years ago, become ubiquitous. Even shochu is
tiptoeing into the world markets.
But the extraordinary revival of gin beats them all. Ten years ago
gin was deeply unfashionable: it carried all sorts of negative images
and had been entirely untouched by the white spirits boom of the
preceding decades. But since Sam Galsworthy and Fairfax Hall
founded Sipsmith in a lock-up in Hammersmith in 2009 the number
of producers in the UK has soared from a handful of household
names to 233 at the end of 2015 and probably just shy of 300
now. UK annual sales increased by more than 15% to reach £1bn
for the first time ever in the 12 months to the end of August - half
of that through the on-trade, and 18% of it produced by newlyestablished craft distillers - while exports have increased by a third
in five years.

The Spirit of Invention
But it’s not just its rapid expansion from such an unpromising position
that marks the gin revival out as something special: it’s the underlying
motivation. It’s not straightforwardly entrepreneurial, or not entirely,
anyway. In nine cases out of ten, people are cashing in their savings
to start making gin for a living because it’s so much fun.

“Quirkiness, or perhaps creativity, is one of the
most important driving forces behind the gin
revival. Experimenting with botanicals is
very like experimenting with hops but simpler”
Take Adnams, the once strait-laced Suffolk family brewery and wine
merchant. In 2010 it opened a distillery of its own where it now
produces a respectable malt whisky, two respectable vodkas, and
two respectable gins but also a whole Christmas stocking of other
delights which are definitely big fun. There’s sloe gin, of course; a
rye gin and a rye vodka; a cider brandy called Pomme Pom; a
limoncello and a triple sec; there’s absinthe; and there’s Adnams’
speciality - a distilled version of its Broadside strong ale. Absolutely
bonkers. But then it does come from a company whose warehouse
is covered in grass.
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The Spirit of Harrogate
At the other end of the spectrum in volume terms - at least, for now
- is Slingsby London Dry Gin, created to celebrate the beautiful and
restorative nature of their home town.
Slingsby gin (named after the entrepreneur who turned Harrogate
into a spa town 450 years ago) is very much the spirit of Harrogate,
the key ingredients being local botanicals synonymous with the
beautiful and restorative nature of Harrogate and water drawn from
the world famous Harrogate aquifer. Most of the botanicals - 24 in
total - are sourced from the kitchen garden of a nearby country
house. Among the others are green and jasmine teas from Harrogate
independent blender Taylor’s, and when a rhubarb gin was launched
the rhubarb came, of course, from Yorkshire’s rhubarb triangle.
Like many of the new breed of craft gin distillers, they like to
experiment and always have a range of flavoured gins in kilner jars
in their store and gin experience in Harrogate. Visitors are welcome
to come in to try these and the Rhubarb was so popular they
launched what was initially a limited-edition batch, but is now a
permanent member of the Slingsby family

For the Love of Liverpool
Another successful newcomer that trades on its local heritage is
Liverpool Gin, founded in 2012 not far from the site of the former
Bank Hall distillery which in Victorian times produced more than a
million gallons a year of “British Plain Spirit” for onward sale to

smaller rectifiers, as well as a grain and a malt whisky. Founder
Mark Hensby was inspired to revive the city’s tradition of gin
distilling with his super-premium limited-edition Dry, Rose, and
Valencian Orange expressions; and as if to cement its Scousity the
company was bought last May by another proud Liverpudlian
institution - Halewood Vintners of Huyton - to complement its
Whitley Neill brand.

“Adnams’ speciality - a distilled version of its
Broadside strong ale. Absolutely bonkers.
But then it does come from a company
whose warehouse is covered in grass”
Liverpool is not the only craft gin distillery to have attracted the
advances of a larger suitor. Edinburgh Gin consists of two small
stills, Flora and Caledonia, which were installed in the Heads & Tales
bar of the Rutland Hotel in the shadow of Edinburgh Castle in 2014
to produce Edinburgh Original and Cannonball Navy Gin. The setup was part of Spencerfield Spirits, proprietor of the Sheep Dip,
Pig’s Nose and The Feathery whisky brands and headed by industry
heavyweight Alex Nicol. As a director of Glenmorangie Mr Nicol had
pioneered the practice of finishing single malts in sherry and other
casks, and although Spencerfield was hardly a corporate giant,
watchful eyes were on it all along. Spencerfield, it will come as no
surprise to learn, has just been bought by the renowned
independent Ian Macleod Distillers of Tamdhu and Glengoyne fame.

HARROGATE’S FINEST
AWARD-WINNING GIN
Slingsby Artisan Gin is made with
locally-sourced botanicals, Harrogate
aquifer water and pure single grain spirit.

facebook.com/slingsbysocial

@slingsbysocial
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The Quirky Spirit
Spencerfield was a serious operation, but it was distinguished by
its quirkiness. And quirkiness, or perhaps creativity, is one of the
most important driving forces behind the gin revival. Experimenting
with botanicals is very like experimenting with hops but simpler.
The experimental brewer has to decide what sort of ale to brew
before thinking about the hop grist; and then, of course, everything
has to be made from scratch. For the experimental gin distiller the
medium is a given: pure ethanol, often made by a specialist and
delivered to the distillery door, a white canvas on which to paint
strength and flavour.

“UK annual sales increased by more than 15%
to reach £1bn for the first time ever in the
12 months to the end of August - half of
that through the on-trade, and 18% of it
produced by newly-established craft distillers”
Traditionally the botanicals were drawn from a fairly narrow palette:
juniper, of course; dried citrus peel; angelica; cassia bark; coriander
seed; camomile; cardamom; orris root. Nowadays, well whatever’s sprouting between the paving-slabs on your patio might
at least be considered. Two Scottish malt whisky distilleries,
Balmenach and Bruichladdich, now make their own gin as well,
(Caorunn and The Botanist respectively) flavoured with local flora
such as rowanberry, creeping thistle, heather, dandelions and God
knows what else for which the distillers forage in the wild. Seaweed,
buckthorn and rose root feature in other Scottish gins and lavender,
rhubarb, elderflower, rose-petal, raspberry, aniseed and even honey
have become commonplace.

Other changes that craft distillers are gleefully ringing bring us
superstrength gins such as Silent Pool’s Admiral Collingwood Navy
Strength at 100 proof or 57% abv, and barrel-aged gins such as
Cotswold 1616.
“Craft distillers have provoked an explosion of interest in gin,” says
the Gin Guild’s Nicholas Cook. “Bartenders love the variety and
adaptability of craft gins and the fact that they can serve them in
much more attractive and imaginative ways.
“Plenty of ice, unusual garnishes, and dramatic presentation make
gin an experience, not just a drink. Customers are asking for their
favourites by name and comparing flavours with other brands what can I say? It’s amazing.”

Getting in with the Gin Crowd
But how can the mainstream publican exploit the opportunity
presented by this cornucopia of gins?
Mixers are the secret, says Cook - that and a range tailor-made to
suit to suit each individual pub and its customers.
“Premium ranges like Fever Tree, Fentiman’s, Franklin & Sons, Q,
Thomas Henry and Merchant’s Heart help sustain the public’s
interest,” he says. “They’re carefully formulated to enhance different
gins and you don’t just take them for granted. Warner Edwards
Rhubarb Gin with Fever Tree ginger ale is a real eye-opener!
“Fever Tree led the way and their sales people will come to your
pub and advise on a suitable range of gin for you, which is
extremely helpful - of course they’ll be flogging you their range at
the same time, but that’s fair enough. Hats off to them!”
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In with the Gin Crowd
GinSpiration

Britain is going G&T crazy, and pubs and
bars that make it special are seeing their
sales soar. Michelle Perrett talks to
licensees that are improving their GP by
giving their G&Ts a bit of TLC
Once the exclusive preserve of golf clubs and the yacht
set, the classic G&T is now the number one mixed spirit
serve, and a staple for any self respecting ontrade venue.

Gone are the days when a customer would accept a shot of gin,
topped with a warm tonic, a couple of cubes of melting ice and an
unidentifiable slice of something vaguely citrus.
Gin is premium, it’s crafty, it’s trendy. And customers expect a
choice of premium gins, mixers and tonics, exotic garnishes - all
perfectly served in classy glasses.
According to CGA data gin remains one of the standout categories
driving ontrade spirits growth, with volume performing at +14%
and the Wine and Spirit Trade Association reports value up 21% in
the ontrade, confirming that the consumers are plumping for
premium gins.

A Tonic for Gin
Premium mixer company Fever-Tree has been widely recognised
as driving much of this premium gin growth. And the brand doesn’t
just offer a standard tonic - they recently added an Aromatic Tonic
to the already impressive range that includes Lemon Tonic,
Elderflower Tonic and Mediterranean Tonic.

In the past 12 months, Fever-Tree accounted for 97% of mixer
category growth by value in UK off trade (IRI data) where shoppers
have more freedom of choice.
“If a customer is already willing to spend money on a quality gin,
why then pair it with a poor quality, artificially sweetened tonic when
for just a little bit more you can offer a much better drinking
experience?” asks Saskia Meyer, marketing director at Fever-Tree.
“Since launching in 2005 we have pioneered a whole new mixer
category and now tonics and mixers are no longer seen as an
afterthought but as a principal ingredient in their own right.
“2016 proved to be another mammoth year for the mighty G&T,
something that will continue throughout 2017.”

“Fever-Tree doesn’t just offer a standard tonic they recently added an Aromatic Tonic to the
already impressive range that includes Lemon
Tonic, Elderflower Tonic and Mediterranean Tonic”

The Old Bell Rings for Gin
So with the G&T still going from strength to strength, how are
licensees capitalising on the trend?
Phil Whiteman has been the owner of the Old Bell in Saddleworth,
for 17 years and is the Guinness World Record holder for having
the most gins available commercially.
The inn broke the record in April 2014 by listing 404 gins. That
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Mixed Messages
G&Ts are currently booming at the pub. And it’s not just about the
number of gins the pub offers, but the mixers, the garnish and the
quality of serve that the consumer now expects.
“We sell a lot of Fever-Tree, and they are great supporters. We stock
about 20 different tonics and import some from Spain including
Nordic Mist Blue Tonic, which is actually blue,” he says.
The Old Bell even grows its own herbs in the pub garden to garnish
the drinks.
“We sample the gins and see what botanicals they have in them.
Then we select the berries, fruit or herbs that enhance their flavour,”
says Whiteman.
To showcase the gins to the customer the venue promotes its top
10 gins of the month, which helps to highlight different products
and engage the consumer.
“We talk it through with the customer, the whole history of the gin.
It is an experience,” says Whiteman.
With close to 800 gins the pub has also put information on each
product onto an iPad. This details the style of gin and flavour type,
allowing the customer to browse for what they want.
This level of detail - or obsession - isn’t for everyone, but the bottom
line is, as Whiteman points out, serving a premium product in the
proper glassware means a better margin for the pub and a better
experience for the customer.

G&T fit for a Queen
John Perry, licensee of Oak Taverns’ Windsor pub, the Queen
Charlotte, agrees. The pub stocks 60 gins - not many compared
to the Old Bell, but it does have its own recipe gin called
Guildhall Island.
figure has now increased to almost 800 and it even sells a gin
made from ants – although priced at £65 a shot it’s not one of the
pub’s best sellers.

The Queen Charlotte has only been open for a year but has
managed to tap straight into the demand for premium gin which
now accounts for around 25% of its overall sales.

Whiteman got the idea to expand the gin offer at the pub long
before the drink became trendy, while on a trip to Holland,
where he read about how the local distillers present the spirit
in tasting rooms.

“I live in Windsor and you couldn’t really get a decent G&T anywhere.
I saw the gap and thought I would do it myself,” says Perry.

“To showcase the gins to the customer the
venue promotes its top 10 gins of the
month, which helps to highlight different
products and engage the consumer”
“At the time we had no idea that gin was going to take off, but now
it accounts for a third of all our sales,” he says.
“We get coach parties coming in just to try the drink, even people
that wouldn’t normally dream of drinking gin have a go. Eightyyear-old blokes that drink pints of mild come in just because we
have gin.”

He also points out that, as the interest in gin has increased,
consumers are now aware of the differences between brands
and styles.
“There is no such thing as a G&T anymore - you are either drinking
a Button or a Hendrick’s or a Monkey 47,” he says.
He also believes that the mixer is as important as the gin itself and
it helps to have a good relationship with your supplier.
“If a pub stocks a range of gins it has to have a similar range of
tonics and soft drinks to support the spirit. We have a great
relationship with Fever-Tree and we choose them because they
also have the best tonic. You can have the best gin in the world
but if you are putting something rubbish in it, it really does affect
it,” he says.
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Into the Dark
They’re already selling an impressive amount of gin, but Pearson
firmly believes there’s potential to sell more - and not just gin
He’s now trialling a similar initiative using whisky, giving customers
a choice of 3 whiskies, served with ice, water or ginger ale.
This is a trend that Fever-Tree has recognised and, according to
Saskia Meyer, dark spirits are next.
“I think we will begin to see a surge in mixed drinks using dark
spirits and this will be the new spirit craze of 2017,” she predicts.
The company has worked with leading spirit brands Johnnie Walker
Red, Sailor Jerry, and Havana Club Especial to create the ultimate
dark spirit serves such as a Perfect Storm using Fever-Tree Ginger
Beer, a Cuba Libre with Madagascan Cola and the ultimate Whisky
and Ginger Ale.

“Another popular initiative is the gin tasting
board, which provides a mix of mini gin
and tonics, served with the correct
garnishes, such as red grapefruit,
cucumber, rose petal, rosemary and juniper”

The Heart of Good Spirits
Merchant’s Heart, a new range of ‘spirit enhancers’ developed in
collaboration with some of the world’s best bartenders is taking the
idea of premium mixers to a completely new level.

Make it Special
Perry likes to give his customers a bit of theatre with their gin - for
example, the pub stocks Cherish, a blue gin that turns pink when
tonic is added.
There’s also an ‘afternoon tea’ offer - strawberry gin, clotted cream
gin and tea infused gin. Another popular initiative is the gin tasting
board, which has a selection of mini gin and tonics, all served with
the correct garnishes, such as pink grapefruit, cucumber, rose petal,
rosemary and juniper.
Tasting boards are also proving popular at the Shibden Mill Inn,
Halifax in West Yorkshire, which stocks 18 gins. “The customer
chooses three gins served in nice glasses and in the top of each
glass is another little glass with the recommended garnish. We put
a silver cup of ice with tongs and two tonics. It all adds extra
interest,” says Glen Pearson, the pub’s general manager.
And as well as offering a good premium range, the pub helps to
educate. “We make up our own Ginformation sheets and each of
those includes a description of the gin, its style, flavour profile and
a recommended tonic and garnish.”

The range - which includes classic and light tonic waters, a pink
peppercorn tonic, a floral aromatic tonic as well as hibiscus, lemon
and ginger ale - was created with Bikan Yuso, a Japanese phrase
that apparently translates as ‘a sense of beauty and playful
imagination’
Jason Sennitt - Head of Merchant’s Heart - explains: “We believe
it is time to move the conversation on from mixing spirits to
enhancing them. The response from consumers, bar tenders and
spirit brand owners has been fantastic. It feels like a natural
evolution of the category, why mix when you can enhance?”
Merchant Heart’s tonics are fantastic with gin, but the company
also has its sights fixed firmly on other spirits such as tequila, rum,
Bourbon and Cognac
“Our spirit enhancers help to showcase the wonderful range of spirit
categories and the subtle nuances and style variations within them.
Our aim is to enhance, not to mask or overpower the flavours of
the spirit”.
At its launch in September 2016 the brand created a stir by
reopening cult cocktail bar, Silk Stockings in Dalston, for three
weeks where they teamed up with a range of premium spirit
brands to create a selection of delicious cocktails such as
Courvoisier Cognac enhanced with Merchant’s Heart Pink
Peppercorn Tonic & sake.
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The Perfect Match

Franklin & Sons Match Making Guide

Franklin & Sons have had unprecedented success since the launch
of their premium tonics and mixers in December 2015.

Each gin is unique, with its own flavour profile created using a wide
variation of botanicals. With more gins available than ever before,
the choice of garnish and mixer can make or break your G&T.
Garnishes can either harmonise with a gin’s key flavours, or
contrast and balance them. For example, some gins include no
citrus botanicals during distillation, in anticipation of being served
with an orange or lemon garnish.

Winning 6 stars in the recent Great Taste Awards has seen demand
continue to soar.
The range is now available in 20 International Markets and has
secured reputable listings such as The Great Northern Hotel,
Grosvenor House Hotel as well as distribution in iconic locations
such as Harrods and Selfridges.
Justin Horsman, Marketing Controller at Global Brands said
“Franklin & Sons is a brand rooted in its Victorian heritage and has
a passion for original, great tasting drinks. We use the best quality
ingredients, specially procured from around the world in order to
deliver a high quality and memorable tasting range.”
Care has been taken at every step to ensure the liquids meet the
expectations of an increasingly discerning consumer and the high
standards of leading mixologists.
As the Franklin & Sons range are made with the best all-natural
ingredients, sourced from small specialty suppliers, every flavour
within any spirit or cocktail shines through perfectly.
The carbonation also helps to provide the best effervescence
when poured to reinforce the fresh taste and release the subtle
botanical aromas.

The choice of mixer for your perfect gin pairing is just as important.
Juniper forward gins require a strong foundation with a balance
of sweetness and bitterness, such as Franklin & Sons Natural Indian
Tonic Water, with quinine from Ecuadorian cinchona bark.
Floral or citrus gins benefit from a less sweet tonic - with half the
sugar of the Natural Indian and no sweeteners, Natural Light
Franklin & Sons protects the light botanicals of the spirit.
Flavoured gins need something unexpected. For example,
Rhubarb gin requires a bit of spice to lift the tartness of the spirit,
so where a natural tonic would not work Franklin & Sons Ginger
Ale is a perfect accompaniment.
Berry based gins such as sloe gin, require something special to
bring out the best. The zesty and citrus nature of Franklin & Sons
Sicilian Lemon Tonic creates an undeniable mouthfeel. The tonic
balances the sweetness of the berries with bitterness and essential
citrus oils of the lemon.
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Still just the tonic
Schweppes

Schweppes may be a brand steeped in rich
British history and heritage but it has
much to offer the modern drinker and
remains the best-selling mixer in in the UK
on-trade.

Simon Harrison, commercial director for Schweppes at
CCEP, says: “The on-trade is very important to us as the
brand has a very long association with it, having been part of it for
over 200 years. But even after all this time Schweppes is still
growing and is still very much loved by consumers.”
It is 225 years since Swiss watchmaker and ‘creator of the bubbles’
Jacob Schweppe arrived in London with his Schweppes drink,
having pioneered carbonated drinks when he invented an industrial
process to capture bubbles in a drink, but CCEP continue to invest
and innovate with this iconic British brand, which has held the Royal
Warrant since 1836.

Stand out new design
Schweppes stand out behind the bar has also been enhanced by a
revamp of the brand’s design with a bold, effervescent new look
featuring striking black labels which demonstrate the brand’s longstanding heritage as the ‘creator of bubbles since 1783’.

“The brand’s refined taste stems from the
quality of carbonation or “bubbles”, similar
to those in champagne, and that’s also
why an increasing number of consumers
are drinking it as a non-alcoholic drink”
As well as being a key part of history as the inventors of carbonated
drinks, the Schweppes brand was also right there at the start of no
sugar and no calorie drinks, with Schweppes Slimline Tonic, which
has almost become a brand in itself.

This year has seen the brand’s premium credentials reinforced to
consumers with the introduction of a new Schweppes 125ml and
200ml bottle format, featuring a sleek and contemporary shape
designed to maximise chiller stand out to appeal to customers not
just as a as a mixer but as a stand-alone soft drink.

Harrison says: “Consumers have become increasingly health
conscious so having a zero calorie and zero sugar product like
Schweppes Slimline is really helpful for operators.”

The brand’s refined taste stems from the quality of carbonation or
“bubbles”, similar to those in champagne, and that’s also why an
increasing number of consumers are drinking it as a non-alcoholic
drink. Harrison says: “The liquid tastes fantastic with just the right
amount of sweetness, bitterness and acidity which come together
to give you that bite which makes it a versatile mixer or delicious
when drunk straight.”

Harrison says: “2017 will see the second and even better
Schweppes National Bartender Competition;
we will build on the success of our ’12 Twists
of Christmas’ cocktails campaign by looking at
other key celebratory moments in the year and
continue to celebrate the brand’s history and
heritage as the creator of the bubble.”

While 2016 has seen the biggest investment in the brand for 20
years, 2017 looks set to be just as exciting for Schweppes.

Simon Harrison
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SHARP NEW LOOK.
SIGNATURE SCHWEPPES TASTE.

THE NATION’S FAVOURITE TONIC.*
FOR ANY SCHWEPPES ENQUIRIES PLEASE CALL 020 7788 8448.
*Schweppes is the #1 branded product for tonic water. Based on Nielsen volume and value MAT 06.03.16.
©2016 Atlantic Industries. Schweppes, the fountain device and the 196 graphics are registered trademarks of Atlantic Industries.
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Soft Drinks Still Sparkling
Soft Drinks Preview

Premium soft drinks were one of the
ontrade’s biggest success stories in 2016
and this momentum look set to continue
into 2017
The past year has seen significant gain from those that
abstain, and CGA Strategy figures indicate that premium
soft drinks are substantially increasing their share of total
ontrade wet sales, with volume sales up 0.9% year on year
to October 2016. Even more importantly, value sales are
up 4.4% to £4.3 billion indicating an increasing trend
towards premium options.

Russell Kirkham, Britvic’s senior shopper marketing manager for
out of home, agrees: “Consumers are more discerning than ever
and aren’t just excited by new and unusual drinks and serves
anymore - they expect them. So it’s vital that your range meets
their high standards, or you’ll find your drinkers will go elsewhere.”

“With a focus on reduced calorie intake and
statistics showing that one in five people
are now choosing to be teetotal, the soft
drinks category is arguably more important
to licensees than it’s ever been before.”

As Paul Robertson, ontrade associate director at Coca-Cola
European Partners (CCEP) says: “With a focus on reduced calorie
intake and statistics showing that one in five people are now
choosing to be teetotal, the soft drinks category is arguably more
important to licensees than it’s ever been before.”

Suppliers are responding to this demand with innovative flavours,
new premium mixers, craft sodas, urban cordials, the creation of a
new non-alcoholic spirits category and of course a growing range
of no or lower sugar options with the ‘Sugar Tax’ on the not too
distant horizon.

And the demand for premium and craft soft drink options looks set
to grow even further as consumers continue to seek drinks which
offer a credible alternative to alcohol and a real drink experience
which delivers on taste and appearance.

The introduction of the Soft Drinks Industry Levy in 2018 is now front
of mind for suppliers of soft drinks with added sugar. This means
there is likely to be a proliferation of reduced sugar drink launches,
as brand owners look to provide a healthy option for consumers.
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Sugar Tax

Coke Still It

CGA Strategy figures show that low sugar softs are already gaining
share of the sales mix, with volume growing +2.4% this year.

Cola remains the best-selling on trade soft drinks category seeing
sales up 5.5% in the past year, with lower sugar/diet variants the
engine of this growth, and CGA research shows a year on year
volume sales increase of almost 5%.

Dave Lancaster, senior client manager at CGA Strategy, says: “This
is definitely a trend that will continue to proliferate as consumers
buy into the health agenda and healthy living phenomenon.”
Many suppliers are already all over this. Britvic relaunched its R
White’s lemonade and introduced three flavours which contain the
right sugar levels to make them exempt from the soft drinks levy
and Lucozade Ribena Suntory has brought out Orangina Light.
Among launches planned for 2017 is the Belvoir Lights range,
which will contain 30% less sugar than the standard Belvoir recipe.

“Mixers have again been at the heart of both
soft drinks sales growth and innovation
in the past year as the fastest growing
soft drinks category, with CGA
reporting growth of £45 million this year”
As Emma Hunt, Head of Marketing at Vimto, says “Increasing
consumer health concerns have affected soft drink
consumption habits.”
To reflect this trend the company has expanded the ‘No Added
Sugar’ variants across the Vimto range, while the recently refreshed
Feel Good brand offers a range of 100% natural juice drinks in a
variety of still and lightly sparkling flavours.
Products such as Frobishers Classics, launched in 2015, which has
less than 85 calories, Coca-Cola Zero Sugar, Schweppes Slimline
and Schweppes Sparkling Juices are also well placed to capitalise
on the increasing thirst for lower sugar and calorie products.

2017 Soft Outlook
Key trends for 2017 are expected to include:

Healthy Options
Driven not just by the so-called sugar tax, but also an
increasing public awareness of healthy consumption expect even more demand for 100% juices, smoothies and
low calorie products.

The Breakfast/Brunch Bunch
The Times reported that 2016 was the ‘year of the hip
breakfast’ as cash cautious and time poor millennials
choose to socialise in the morning, which increases the
importance of offering enticing non-alcoholic options.
The trend is confirmed by the fact that Instagram has
over 51 million pictures tagged #breakfast, compared with
a mere 1.3 million for #supper. Operators ignore this trend
at their peril; today’s teenagers (tomorrow’s customers)
are apparently drinking 50% less alcohol than they did in

The brand leaders, Coke and Pepsi, continue to dominate this
sector but, within the carbonated drinks market craft sodas are also
increasing in popularity, particularly those with a story behind the
ingredients and brand such as Fairtrade brand Karma Cola, which
give profits to communities in Sierra Leone where the cola nut it
uses in the drink is grown and the family-owned Luscombe whose
range includes a Madagascan Vanilla Soda.
As Justin Horsman, marketing controller at Global Brands, says:
“The crafted appeal of beer and gin is transcending into the soft
drinks category and there is now more choice of handcrafted drinks
with provenance.”
Global Brands is tapping into this trend with its Franklin & Sons range,
which are made with ingredients from small speciality suppliers from
around the world and include Dandelion & Burdock with Star Anise
and Ginger Beer & Malted Barley with a squeeze of lemon.

Craft Soda
There is also continued growth in the craft soda space from small
batch producers such as Kitsch, Square Roots, Dalston and Thor
Drinks. Last year Fentimans added Cherry Cola to their range which
already includes Curiosity Cola, and now the big boys are also
getting in on the act: Pepsi introduced a craft soda called 1863
Original Cola and 1863 Ginger Cola in the USA earlier this year,
which comes in 12oz slim cans and is made with kola nuts, fair
trade sugar and sparkling water.

2003. And they haven’t turned to drugs instead - their
consumption is also down by 50% - it’s all part of the
overall trend towards a healthier lifestyle.

Artisan and Craft
The ‘Craft Phenomenon’ is not just confined to beer and
gin and we’re likely to see an increasing number of
artisanal and craft sodas, mixers and juices.

Mocktails
Not a new idea, but tipped to increase as operators realise
the potential for attracting the abstaining 20% with
interesting and appealing alternatives to alcohol.

Flavours to Savour
Apple & Orange continue to dominate but the spirit of
adventure is alive and kicking in soft drinks as much as
any other category. Elderflower and ginger are already
must stock options but the future looks rosy for blueberry,
cherry, coconut, cucumber, lime, mango and rhubarb too.
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*MMR Research Worldwide, blind taste test new Britvic Indian Tonic water vs
Schweppes Indian Tonic Water and Britvic Low Calorie Indian Tonic Water vs
Schweppes Slimline Indian Tonic Water, June 2016, 150 respondents
For more details visit liftingspirits.co.uk/tastetest
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Britvic tonics
are officially

better tasting
*
than Schweppes
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Best Sellers
Mixer growth has been driven by the booming popularity of
brands like Fentimans, who continue to innovate with new
products such as Fentimans Pink Grapefruit Tonic and Ginger
Beer and Muddled Lime
Andrew Jackson, Marketing Director at Fentimans, says
“Consumers are increasingly looking for authentic and natural
brands, which deliver great products, but crucially, have a credible
backstory and heritage. Fentimans have a reputation for quality,
and a growing legion of followers who love the taste and adore our
vintage packaging”
Fever-Tree recently added an Aromatic Tonic to its already extensive
range of tonics and launched a Madagascan Cola, which has been
specifically created to complement the complex flavours of
premium rums, whiskies and bourbons.

“Licensees can also capitalise on the growth
of other craft or premium spirits by
offering them alongside unusual mixer
options - for example, try promoting a
gin and Purdey’s cocktail as an
alternative to the classic gin and tonic”
The success of these brands has sparked a wave of innovation
in the sector, with the launch of brands like Merchant’s Heart a new range of ‘spirit enhancers’, including hibiscus and a pink
peppercorn tonic - and Sekforde Drinks that offers two botanical
mixers for dark spirits; Aromatic Lime and Mistral Botanicals for
serving with rum and Delicate Orange and Istrian Botanicals to
pair with whiskey, with each 200ml serve coming in at less than
40 calories.

Mixers on the March
Mixers have again been at the heart of both soft drinks sales growth
and innovation in the past year as the fastest growing soft drinks
category, with CGA reporting growth of £45 million this year.
The consumer drive for discerning drink experiences has also led
to a surge in customisation through cocktails and mixing, both
inspirational experiences that people can’t easily replicate at home.
According to the Britvic Soft Drinks Review 2016, premium spirits
are the growth segment of the on trade spirits category, with sales
up 19% in the past year. The corresponding growth in premium
mixers is being driven by the need for soft drinks that deliver high
taste and quality credentials to stand alongside their premium
spirit partners.
Britvic’s Kirkham says: “Licensees can also capitalise on the growth
of other craft or premium spirits by offering them alongside unusual
mixer options - for example, try promoting a gin and Purdey’s
cocktail as an alternative to the classic gin and tonic.”

CCEP continues to invest in its best-selling mixer brands and 2016
saw the premium credentials of Schweppes reinforced with a new
sleek 125ml and 200ml bottle format and stand-out black label
design which celebrates the brand’s long-standing heritage as the
‘creator of bubbles since 1783’.
Momentum will continue in 2017 with activities including the
second Schweppes National Bartender Competition and the
creation of further cocktails along the lines of the ’12 Twists
of Christmas’
Britvic has also relaunched its mixers and juices range with a new
look, 200ml bottle size and a reformulated Britvic Indian Tonic
Water; a drink also continuing to see growth as a product to be
enjoyed on its own.
To bring its mixer and juices relaunch to life Britvic is running an
in-outlet community support platform, the ‘Britvic Lifting Spirits
Foundation’, which, through sales of the drinks, supports local
communities and social projects chosen by licensees. The company
is also introducing the Great Service Awards in 2017 to recognise
the industry’s best bar staff.
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The Cocktail Connection

Free Spirits

Mixer growth certainly shows no signs of abating. As CGA’s
Lancaster, says: “I predict a continued strong growth in the mixed
drink market across all segments of the on trade. In the CGA
London Influencer Report we see 24% of consumers in high end
venues choose classic gin & Slimline tonic as their preferred drink
of choice; and being able to offer a lower calorie option in the mixed
drinks arena will be a key strategy over the coming months.”

Among them is London bar W5, part of the Charlotte’s Group,
whose booze free cocktail ingredients include agave, green tea,
rare long rice and lavender. The venue puts soft drinks at the start
of its quality drinks list, which also features its own non-alcoholic
and also has a non-alcoholic beer list.

The march of mixers in the on trade is being driven by the rapid
growth in cocktail sales, which are now offered by 28% of
outlets, and companies are increasingly positioning their brands
as key cocktail and mocktail ingredients with a range of
recommended serves.
As CCEP’s Robertson says: “With 29% of people claiming they
would consider ordering a mocktail if offered, they represent a
significant opportunity for operators looking to maximize their sales
in the coming 12 months.”He adds: “Licensees can get inventive
with mocktails by utilising exotic flavours from adult soft drinks like
Appletiser Apple and Pomegranate and Schweppes Sparkling Juice
Drinks, to keep their offering fresh and exciting.”
A number of operators are already putting a big focus on nonalcoholic cocktails and in house sodas made with fresh and exciting
ingredients as consumers look for cocktails that offer them the
same experience as their alcohol drinking counterparts.

Bar operator Drake & Morgan’s sites feature an ‘Abstainers’ section
on its drinks list including its best-selling Ginger Mimosa, Mint Julep
and the S&T- Seedlip botanical non-alcoholic spirit and tonic water.
Underlining the importance of the alcohol free sector, Seedlip has
caught the eye of spirits giant Diageo, who have taken a minority
stake in the brand.
The launch of Seedlip in 2015 created a new non-alcoholic spirits
category, which is also helping take soft options to the next level.
The brand is being embraced by a growing number of operators
including Tom Kerridge’s Hand & Flowers which offers a Seedlip
menu and Blind Pig in London’s Soho which features a ‘Due
Dilligence’ cocktail utilising Seedlip Garden.
Non-alcoholic versions of classic alcoholic drinks are also featuring
on a growing number of drinks lists including Matt Whiley’s Peg &
Patriot and Showdown in Marylebone. Whiley centrifuges alcohol
to create ‘placebo’ drinks such as non-alcoholic Campari and soda
and Pina Colada soda.
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100% natural, and never
any added sugar.
Fresh new look and feel.

healthy
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So we think it’s time you
stocked up and had sales
to feel good about.
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natural

new
look &

taste

drink good.feel good.
www.feelgooddrinks.co.uk
All new customers please call:

0800 066 2133

UK’s biggest portfolio of branded
and own label dispense soft drinks
Unrivalled customer service
Preventative maintenance approach
Same day technical support

All new customers please call:

0800 066 2133
www.vimto.uk
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Big Softies
Soft drinks have certainly grown up in the flavour profiles now
on offer.
Global Brands’ Horsman comments: “There is a rising trend of
pleasure seekers with a desire for new and exciting taste
experiences.”
Recent new launches with innovative flavours include Belvoir
Dragon Fruit & Raspberry Presse, introduced following the flavour’s
popularity in the USA, R White’s Pear & Elderflower Lemonade and
Nix&Kix, a range of soft drinks with cayenne chilli.
Fentimans has added Wild English Elderflower and Sparkling Lime
& Jasmine - a dry, bitter and sweet drink that aims to deliver the
cues of a sparkling wine - to their grown up soft drinks range that
also includes Rose Lemonade and Curiosity Cola.

SPICED APPLE COOLER
Frobishers Apple Juice
5 good slugs of Angostura Bitters

Seedlip founder Ben Branson believes these more adult flavour
profiles will continue in 2017. He says: “We’ll see more savoury,
sour and bitter options as people move away from sweetness and
also more flavoured mixers. And look out for salt, smoke and shrubs
to be in.”

Soda water
Apple to garnish
Fill a Collins or goblet glass with ice and add the
apple juice and Angostura Bitters. Top up with soda
water and garnish with a slice of apple.

“Licensees can get inventive with mocktails
by utilising exotic flavours from adult soft
drinks like Appletiser Apple and Pomegranate
and Schweppes Sparkling Juice Drinks,
to keep their offering fresh and exciting”
Cans also look set to become bigger news as suppliers look to offer
smaller serves to bring products in line with the Soft Drinks Industry
Levy requirements or tap into the success craft beer producers
have had with the casual appeal of cans with striking designs.

Perfect Partners
Food led pubs are driving the majority of softs growth, with food
occasions core to the category.
As Global Brands’ Horsman says: “With more consumers choosing
soft drinks over alcohol to go with their meal it is important that
premium soft drinks accommodate these pairings.”

PINEAPPLE AGUA FRESCA
Frobishers Pineapple Juice
Juice of a lime
Handful of mint
Soda water
Garnish with a sprig of mint and wedge of pineapple
Muddle freshly squeezed lime juice and mint in a
shaker, fill with ice and pour in Frobishers Pineapple
Juice. Strain into a glass filled with ice and top up
with soda water. Swizzle to mix, then garnish with a
wedge of pineapple and a sprig of mint and serve.
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Smart Serves
Frobishers Juices’ Steve Carter adds: “Breakfast represents an
exciting proposition for continued growth across the on trade and
casual dining sector.”
The on-trade soft drinks market in 2017 looks set to be about lower
sugar, the continuing march of mixers, sexy flavours and spirits
alternatives, but it is also very much about the serve.
As Laura Willoughby, founder of Club Soda, an organisation that
offers support to people wanting to reduce their alcohol intake and
helps promote pubs and bars with great soft drink offers, says: “The
best soft drink venues have one thing in common. They are proud
of what they are serving and they sell it with confidence. They see
that there is value to them and the customer in providing a quality
drink rather than a pint of lemonade off the gun.”
CCEP’s Robertson adds: “Operators should invest time in
perfecting the perfect serve, in the same way that many do for
their alcoholic products.”

“With more consumers choosing soft
drinks over alcohol to go with their
meal it is important that premium
soft drinks accommodate these pairings.”
To support this CCEP offers a free online training programme for
bar staff that focuses on demonstrating how pubs and bars can
increase their sales.
There are certainly plenty of reasons for operators to be excited
about the opportunity for soft drinks in 2017. As Frobishers’ Carter
says: “Get excited by the innovation out there and create a soft
drinks menu that will inspire your customers.”
Britvic’s Russell Kirkham adds: “A good soft drinks range shouldn’t
simply be a selection of standalone, single-serve drinks. Think of
them as the basis for your wider drinks selection, on which you can
build limitless creations for your customers.”

Make theirs
a Frobishers.
Itt]XO`O\LOOXWY\O`S^KV^YYõO\cY_\M_]^YWO\]KXSX]ZS\SXQ]YP^N\SXU
selOM^SYXT\OK^^ROW^YK^\KNO_ZaS^R^ROZ\OWS_W^K]^OYPFrobishers
4_SMO]FKX^K]^SM K`Y_\PY\^ROW7Y\OWYXOcSX^RO^SVVPY\cY_
TYNS]MY`O\^ROZ\Y ^WK\QSXZY^OX^SKVYP]^YMUSXQZ\OWS_W]YP^N\SXU]
MYWOKXNObZlY\OY_\P_VV\KXQOYPP\_S^T_SMO]]^SVVKXN]ZK\UVSXQT_SMO
N\SXU]KXN]WYY^RSO]
It’s nYa ‘ineb_sable’ Por on-traNe Zremises to oõO\_ninsZSrinQ sYPt NriXU]Wen_s (Mintel 2015)
AlMohol sales are NOMlininQaith one in `e NrinUers MRoosinQ sYPt N\SXU]over alMohol (ONS 2015)
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WWW.FROBISHERS.COM | FOLLOW US @FROBISHERS
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These items will make you more money, help your cash flow
or save you tax.

Keeping your financial affairs in order is the key
to running a successful operation, whether you
own one outlet, or several.
It is essential to choose a reputable qualified firm of accountants
that has experience in the Licensed Trade, but it also pays to
understand the basics of how the taxation and VAT system is
operated by HM Revenues and Customs (HMRC)
This article is intended as a reference guide only and should not
be considered to replace the need for a Trade Accountant.

BUSINESS STRUCTURE
If you only operate one outlet the first thing to decide is what type
of business you want to run. There are various advantages and
disadvantages to be considered when taking a decision whether to

This business report has been complied for
you by David Jones Accountants Limited
www.drjaccountants.co.uk
Email - david@drjaccountants.co.uk

operate your business as a limited company or as an
unincorporated entity (sole trader or partnership). This is an area in
which advice from an accountant is particularly essential since it
will form the basis for future years’ trading and a wrong decision
at the outset could prove very costly. If you plan to operate a
tenancy, you must inform the landlord of your proposed
trading entity.
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ACCOUNTING
Your Licensed Trade Accountant will introduce you to a simple
Weekly Statement of Business (WSOB) and then prepare all the
necessary records and up-to-date financial information. It is in your
own interest to obtain and retain invoices and receipts. They will
form the proof needed to reclaim VAT.
Records must be kept for six years. It is essential at the outset to
adopt a close control over takings and stock consumption. This can
be achieved by either a simple computerised till supported by
manual stocktaking or a fully integrated system linked to the till
which would control both takings and stock. There are many
systems which aim to eliminate pilferage and increase profits
but employing a stock taker is essential in achieving this.
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ACCOUNTANTS

There is no definitive list in tax law of what records have to be kept;
the law merely states that you have to keep records which enable
an accurate return to be submitted. You have to record all amounts
received and expended and retain supporting documents. These
supporting documents can include accounts, books, deeds,
contracts, vouchers receipts and till rolls.
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David Jones Accountants Ltd - Specialist Licensed Trade Accountants

Successful licensed premises
require a certain type of licensee...
...who needs a certain type of Accountant
Whether you’re new to running and
developing licensed premises, or a
seasoned professional with many
years industry experience to your
credit, you will appreciate that it is
vital to build and maintain a solid
business foundation.

By maintaining tight control of
your business ﬁnances you are
able to maximise potential whilst
proactively identifying and avoiding
the many pitfalls of the industry that
can eat into your bottom line.
That’s where we come in.

DRJ are specialists in licensed
trade accounting, giving you all the
assistance you need, through our
comprehensive and unique portfolio
of accounting services, easing your
workload and letting you focus on
running the business.

With you on your business journey every step of the way!

Call DRJ Accountants on : 01937 581 356
and start celebrating your ﬁnancial success
Your Only TRULY INDEPENDENT Business Friend • www.drjaccountants.co.uk
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BASIC RULES
Takings
You should record the cash taken (not the till reading) on your cash
record sheet as this is the amount on which tax must be levied for
both VAT and income tax purposes. If the till-roll figure is different
from the cash taken then explanations as to the difference should
be recorded against the Z reading on the till roll itself. VAT is still
due if cash takings have been stolen. The no sale button should be
used sparingly (if at all) as HMRC could argue that an excessive
usage conceals unrecorded sales.

Catering
If you are providing catering facilities for your customers and neither
you nor your family are consuming any of the food, you should
retain your private bills for food for say 3-4 months. This would
prove that you are not consuming any of the food purchased for
the business, and that no tax adjustment should be made.

Funds Introduced
If you introduce money into the business you must be able to prove
the source of the funds. It is, therefore, essential that you have
proper weekly cash-balancing procedures in place using your
WSOB provided by your Trade Accountant.

Entertainers
Full details of payments to entertainers should be kept. A proper,
signed, receipt with the name and address of the artiste should be
obtained on each occasion. Resident entertainers e.g. DJ’s, need
to use their own equipment if PAYE charges are to be avoided.

Cash Payments
Wherever goods and services are paid for by cash and no invoice
is given you should obtain a signed receipt. Recording the name
and addresses of the person you have paid is essential.

Year End Stock
You should arrange for your regular stock taker to provide a stock
valuation certificate at the year end. If you calculate the value
yourself you must retain the list of all stock items and containers
at cost.

Till Rolls and Restaurant Slips
There is no legal requirement for you to retain till rolls. You do
however need to retain supporting evidence of your takings in order
to justify the amount entered on returns. HMRC regard till rolls as
prime records, but they have no legal grounds to demand that they
should be retained. Your z readings are acceptable as supporting
documentation as they summarise the till rolls.
HMRC cannot demand that restaurant slips be retained but you
must be able to justify your food takings e.g. z readings.
HMRC can however impose a maximum fine of £3,000 if they can
prove that records have been deliberately destroyed. It is therefore

important to retain z readings as a minimum in order to avoid any
such claims by HMRC.

Business Documents
HMRC regard till rolls, business diaries and restaurant slips as
prime records and they often state business records are not
complete if these are not retained. It is advisable that a diary is
kept, which will help justify ullages, breakages, weather conditions
as well as recording bookings.
The official guide, issued by HMRC suggests that ‘Whatever records
you keep it is sensible to organise and retain them in an orderly
fashion’. When you appreciate that HMRC can impose a fine of up
to £3,000 for documents and records which are not kept, it is in
your best interest to set up a system of storage for future reference.
Try to avoid using private bank or building society accounts to
deposit takings or to pay suppliers directly. If these accounts are
used, HMRC can demand to see them, as they form part of the
business records.
You may then be asked to explain all other deposits into these
accounts as HMRC will contend that all unexplained amounts are
further business takings.

Wastage
You should keep a daily record of ullage, breakages, wastage
and drinks given away, e.g. quiz prizes, staff drinks, team drinks
etc. You should record the value of stock lost through pump
cleaning and also wines, liqueurs, cider and stout used for
catering purposes.

Stock
Keep a record, whether in a business diary or in some other
form, of goods which are not sold at the normal retail price or
are given away. Giving drinks away affects profit and a simple
explanation will not satisfy the HMRC. In the case of a random
tax enquiry you could face additional tax liabilities. HMRC would
be quite justified in insisting that without a proper daily record
such goods were taken for own consumption. To set an
example to staff and customers you should always be
seen to pay for your own drinks. (Also see value added tax
section – free drinks)
DAVIDRJONES
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Business Diaries
These should be retained for inspection by tax authorities if needed.
Business diaries can provide supportive confirmation of trade
activities, for example, bookings, events, bad weather etc.

Car Log
If you are a Sole Trader or Partnership you should claim
all your car expenses but you need to establish the
business element of your motoring costs and the best way to do
this would be to keep a car log over a number of months to
establish average usage. In the case of an enquiry into your
DAVIDRJONES
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business affairs the HMRC could disallow any claims for business
use unless you can provide them with such a daily record.
If you operate as a Limited Company there are tax
consequences if you claim all motoring expense, instead
you should record your business miles in your car log.
DAVIDRJONES
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You claim the first 10,000 at 45p per mile, the rest at 25p (plus
5p per mile for each business passenger). All motoring
expenses e.g. fuel, insurance, repairs etc. would be paid
personally.
You should also record total mileage for each tax year, as an
element of VAT can be reclaimed on your business miles.

Goods for Own Use
A record must be kept of business purchases taken for personal
use by you and your family i.e. wet stock, cigarettes and food. It is
quite in order for you not to use any goods for own consumption
but, in these cases, you should be in a position to explain how you
pay for private purchases.

The Working Time (Amendment) Regulations 2003
This legislation gives rights to employees on a variety of working
practices, including specific exemptions and the need to keep
additional records.
The basic rights and protections that the Regulations provide are:
u

a limit of an average of 48 hours a week which a worker can
be required to work (though workers can choose to work more
if they want to).

u

a limit of an average of 8 hours work in 24 which night workers
can be required to work.

u

a right for night workers to receive free health assessments.

u

a right to 11 hours rest a day. a right to a day off each week.

u

a right to an in-work 20 minute rest break if the working day is
longer than 6 hours.

u

a right to 5.6 weeks paid leave per year.

u

16 & 17 year olds cannot work over 8 hours per day or 40 hours
per week.

EMPLOYEES / PAYE
You should always issue a new member of staff with a
probationary contract. You will find this approach
invaluable in dealing with disciplinary matters (and dismissal). Advice
is available from ACAS (Tel. 03001231100)
DAVIDRJONES
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Written particulars of Employment
All employees are entitled to receive a written statement of
employment, provided that they are employed for one month
or more.

You must keep a record of all wages paid to employees in electronic
format and best practice is to ask all staff sign for cash received.

The statement will have to be provided within two months of
commencement of the employee’s employment and must include:

You are solely responsible to deduct Income Tax and National
Insurance (NI) from staff members and account for these sums to
HMRC. There are severe penalties for not operating the PAYE
system correctly.Do not be duped into engaging self employed
Chef’s without seeking advice, as you will be liable for the Tax and
NIC if HMRC say the Chef is not self employed

u

The date when employment commenced;

u

Remuneration and the intervals at which it is to be paid;

u

Hours of work;

u

Holiday entitlement;

u

Sickness entitlement;

If NI contributions apply you must pay a higher employer’s
contribution (in addition to that deducted from the
member of staff).

u

Notice entitlement;

u

Job title or brief job description;

u

Where not permanent, period for which employment is
expected to continue or, if for a fixed term, date when it ends;

u

Either the place of work, or if the employee is required to
work in more than one location, an indication of this;

Minimum Wage
From 1st October 2016 the minimum wage rates are as follows:
u

Apprentice rate

£3.30

u

Under 18 years old

£3.87

u

Disciplinary and grievance procedures;

u

Aged 18 – 20 years old

£5.30

u

Information about pension schemes if applicable.

u

Aged 21 and over

£6.70

Changes

u

Aged 25 and over -Living wage
(Until April 2017)

£7.20

An employer is also required to give employees individual written
notification of any change to the statement. This up-dating must
be made within one month of any such change.

Pay slips
You must inform HMRC and give a statement of pay to every
member of staff on (or before) the date of payment. The statement
must include gross pay, net pay and deductions (clearly explained).

Terms & Conditions
Should define serious misconduct which would result in an instant
dismissal.
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Casual staff
Names, addresses and National Insurance numbers of
casual staff should be recorded together with dates and
amounts of wages paid; Basic Rate Income Tax must be
deducted from the earnings of staff whose main employment is
elsewhere since personal tax allowances cannot be given twice;
regular ‘part-timers’ are entitled to proportionate holiday pay and
to have the correct notice procedure applied.
DAVIDRJONES
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Students should be asked to sign Form P38 (s) confirming that
their employment is only temporary. This declaration allows you not
to deduct tax from their earnings but NI will apply if their pay is
sufficiently high.

Real Time Information (R.T.I.)
Tips/Tronc
Tips, gratuities and service charges do not count towards the
National Minimum Wage (NMW).
National Insurance will only be due if a specific contractual
entitlement exists in respect of gratuities or if an employer has
directly or indirectly allocated the gratuities to their employees.
It is advisable to make sure procedures are in place to avoid any
action by HMRC. If you are unsure about tips etc, it is best to seek
the professional help of an accountant or tax consultant.

Investigations
Checking the payments you make to employees is a popular area
of verification by HMRC (and the Department of Work and Pensions
(DWP) regarding minimum wage payments) and mistakes can
prove extremely costly. For example if you should have deducted
Income Tax from a wage but did not do so, you (and not the
employee) must pay the tax to HMRC. (If this is the case you will
also be charged interest on the tax “paid late”, after the due date,
and face hefty penalties).

All payroll has to be completed electronically and submitted the
HMRC using the Real Time Information (RTI) system. Under this
system information has to be submitted electronically to HMRC
every time a payment is made to an employee.
HMRC will verify the employee’s information before a submission
can be made. So it’s vital that new employees provide you with a
P45 or an ESC, otherwise you will not be able to submit payment
details. Any delay in providing this information will make the RTI
submission late and you will be charged a penalty!
Under RTI, HMRC will know the precise amount of PAYE and NI
contributions you have deducted from staff wages. If you’re late
paying this over to HMRC, you will be charged a penalty and
interest.

Universal Credit
Universal Credit was to be introduced at the same time as RTI and
was to replace a number of befits including Working Tax Credit and
Child Tax Credit. This new benefit will be administered by the
Department of Works & Pensions (DWP). There have been a number
of problems in bringing this new benefit into force and it has been
delayed until 2017.

Wage records

You should seek advice from your Trade Accountant to keep up to
date with the proposed implementation of Universal Credit

It is a legal requirement that you keep details of wages paid to each
employee on a weekly basis, in electronic format. Your Trade
Accountant will provide a payroll service for you.

Workplace Pension (Auto Enrolment)

Employee Starter Checklist (ESC)
New employees must be asked to complete an ESC certifying that
they have no other employment.
If they do so and their wages remain below £155 for tax year
2016/17 (for National Insurance credits), then you should record
individual weekly payments in a wages book. You must give them
a payslip, and best practice is to ask them to sign for cash received.
If you have staff who have another job or are paid above this limit
you will need a PAYE scheme which must include every member
of staff.

All employers with at least one worker will need to automatically
enrol certain members of their workforce into a pension scheme.
As an employer you may need to make a contribution to it and must
ensure that you meet all of the new requirements to comply with
the law. Even if you already offer pension arrangements for your
workers you still have new obligations to meet.
The timing of your obligations will depend on your PAYE reference
number. To check your staging date use the link below. If you do not
have a PAYE reference, your staging date will be 1 April 2017 and you
will still have legal obligations to complete a declaration of compliance.
For more information, check The Pension Regulator website.
www.thepensionregulator.gov.uk/employers/staging-date.aspx
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If your Trade Accountant provides a payroll service they should be
able to fulfil your obligations.

flow if you have to cope with other D.D. payments at the beginning
of the month.

Redundancy

The Finance Act 1986 included legislation to combat avoidance of
VAT through the artificial splitting of a single business to avoid
registration. Publican’s partners running ‘separate business’
catering operations have been cited as an example.

Employees have the right to a redundancy payment if they have
continuously worked for your employer for at least two years.
u

For each complete year of continuous service up to the age of
21, you will receive half a week’s pay.

Registration

u

For each complete year of continuous service between the ages
of 22 and 40, you will receive one week’s pay.

From 1st April 2016, the annual registration limit has increased
from £82,000 to £83,000.

u

For each complete year of continuous service between the age
of 41 and 61, you will receive 1½ weeks’ pay.

u

For employees age 61 and over, the payment remains the same
as for age 61.
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Advice from your Trade Accountant is essential if you are
not taking over a “going concern”.

The limit for deregistration has increased from £80,000
to £81,000.

Disciplinary Procedures / Dismissal

Rate

Every employer, no matter how small, must have a system
for dealing with disciplinary matters. These procedures must
be written down and available to all employees. Failure to do so
could result in compensation being increased by 50% if an
employee takes a case to a tribunal.

Standard rate is 20%
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Free guidance on procedures is available from ACAS
(Tel 0300 123 1100).
The ACAS code of practice can be downloaded from
www.gov.uk/taking-disciplinary-action
Other free advice is available from www.employeradvice.org.uk
You should always commence your relationship with a new
member of staff with a probationary contract (which you could
extend if you are not entirely satisfied). Once this period has been
completed if you are to discipline a member of staff you
must follow a 3 stage process:
DAVIDRJONES
ACCOUNTANTS

u

1 Statement of grounds for action and invitation to a meeting.

u

2 The meeting.

u

3 The appeal.

An employee with under one years’ service if they started
before 6 April 2012 (or two years service if they started on
or after 6 April 2012) has no right of appeal to a tribunal for unfair
dismissal, unless there is discrimination, or you have not followed
the 3 Stage Process.

Liability to VAT
As a registered trader you must charge VAT on everything you
sell, even when it is not a normal sale. For example if you sell a
few optics to a customer or dispose of some old pictures hanging
in the bar.
VAT should always be charged on the sale of a commercial vehicle.
You do not need to issue a VAT invoice unless your customer asks
for one. But if the sale (including VAT) is £150 or less, the invoice
is less detailed.

Reclaiming VAT
Remember that VAT cannot be reclaimed unless you
obtain a detailed VAT invoice including your name and Pub
or Bar address.
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Petrol receipts and other invoices which only give limited details
(up to a maximum value fixed by legislation currently £200) and
cash and carry till roll receipts are acceptable by concession only.

Accounting for VAT
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It is important to utilise the free advice but if you are still unsure
you should seek specialist legal advice.

VALUE ADDED TAX
It is imperative that VAT returns are submitted promptly
within one month (on a working day!) of the relevant
quarter-end otherwise penalties are charged. If you pay your VAT
by Bank Giro Credit or by debit card you are allowed a 7 day
extension of the “due date” This increases to 10 days if you agree
to pay by Direct debit (D.D) which could be invaluable for cash
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As a VAT-registered ‘Trader’ you are an unpaid Collector of Taxes.
VAT is reclaimable on most purchases made, providing proper
invoices are to hand but invariably you will be paying HM Customs
& Excise, on a quarterly basis, because you collect much more VAT
than you can reclaim.
As a rough guide, you may assume that approximately
8% of your wet takings will equate to your quarterly VAT
payments to HM Customs & Excise. This increases in the case of
catering or accommodation income, and could be much more
dependant upon sales mix.
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It is sensible to save say 12% of your total weekly take
into a separate bank account to cover for future
taxation....your Trade Accountant will guide you.
DAVIDRJONES
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VAT Registration

Submitting a return/Surcharges and penalties

VAT registration documents should be received by Customs
& Excise within 30 days of the commencement of trade.
Penalties for late registration maybe issued if the documents are
not received on time. It is rarely necessary to register before you
start trading.

If you don’t submit your VAT return, HMRC will make as
“assessment” of the VAT due. Your return and payment
must be received by the due date otherwise you could be “fined”.
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Penalties are calculated as a percentage of the VAT outstanding
when the VAT registration is finally received as follows:
u

30% for failure to notify.

u

70% for deliberate but not concealed default.

u

100% for deliberate and concealed default..
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Should a return be submitted after the due date (one month and
seven days after the end of the return period) a ‘surcharge’ (or fine)
will be levied. The surcharge is calculated as a percentage of the
VAT that is unpaid at the due date.
The declaration which you sign on the VAT return makes you
ultimately responsible for conducting your own affairs within
the law.

There is a minimum penalty of £50.

The surcharge due is (the greater of £30 and) a specified
percentage, depending on the number of defaults as follows:-

Catering And Accommodation

No. OF LATE RETURNS

SURCHARGE LEVEL

As there will be very little VAT to reclaim from catering and
accommodation activities, the quarterly liability will be on all the
VAT collected. Your VAT liability at current VAT rate is equal to
approximately 16.6% of turnover.

1st late return

2% of the tax paid late

2nd late return

5% of the tax paid late

3rd late return

10% of the tax paid late

4th late return

15% of the tax paid late

Further late returns

15% of the tax paid late

Free Drinks
If you give away drinks to team members, other customers
or for “prizes”, a record must be made when this takes
place. You don’t have to pay VAT on the sale price of free drinks,
(as no transaction has taken place). But you are not allowed to
reclaim the VAT charged to you on the delivery of such stock items.
However you can claim all the VAT on staff drinks (so you must
keep a record of these too). The record you keep of “give a ways”
is also essential for your stocktaker.
DAVIDRJONES
ACCOUNTANTS

Despatching the Return
All businesses, whatever their turnover, must file their VAT returns
online and pay electronically.

If your annual turnover is less than £150,000 the penalty for the
first late return is NIL with 5% for the second late submission, 10%
for the 3rd and 15% for the 4th and subsequent returns.
You will be sent a ‘Surcharge Liability Notice Extension’ for an
additional 12 months each time you do not send your return or pay
your VAT on time. So to remove yourself from the penalty regime
you must submit the next four quarterly returns on time.
If you keep failing to submit VAT returns HMRC may increase the
estimated amount of VAT you owe them and base the increased
penalties on that amount.

All businesses newly registering for VAT whatever their turnover,
must file their VAT returns online and pay electronically.

This surcharge system is to be replaced by a new stricter penalty
regime, where separate penalties will be charged for late returns
and late payments. The start date for these new penalties has yet
to be announced.

Acceptable payment methods for online submissions are:

The ANNUAL ACCOUNTING Scheme (AA)

u

Debit Cards

u

Direct Debit

u

Credit Cards

The AA Scheme allows you to account for VAT by submitting one
return at the end of the year. Monthly D.D. payments are made in
the interim, based on the previous twelve months liability..

u

BACS

u

CHAPS

u

Bank Giro Credit

u

Cheque - only if you have a Bank Giro Credit Book issued by
HMRC specifically for your VAT registration number. Write the
VAT registration number on the back of the cheque.

You can register to file online at www.hmrc.gov.uk

Different procedures apply to traders operating the Annual
Accounting Scheme and/or Flat Rate Scheme.

The balance of VAT payable is due two months after the end of the
AA year.
The scheme has positive cash flow advantages. Paying
VAT as you go helps to spread the burden and will have a
less dramatic effect on your bank balance. The worry over
submitting quarterly returns within one month disappears.
DAVIDRJONES
ACCOUNTANTS

The danger is that the monthly payment remains the same so if
your turnover increases during the AA year (or you take on another
business) you could have a large debt at the AA year end.

277
Please seek advice from your Trade Accountant before entering
the scheme.

Who can use the scheme?
u

Businesses whose annual turnover (excluding VAT) is not
expected to exceed £1,350,000; (£30,500pw).

u

Businesses whose returns and payments are up-to-date.

u

Businesses using the scheme may continue to use it until their
annual turnover (excluding VAT) reaches £1,600,000.

The FLAT RATE Scheme
The Flat Rate Scheme offers you an alternative to the normal
transaction based method of VAT accounting. It enables eligible
Pubs and Bars to calculate VAT payable as a percentage of total
turnover (but will only be worthwhile if you then pay less
VAT per quarter).
DAVIDRJONES
ACCOUNTANTS

Who can use the scheme?
Your turnover including VAT at 20% must be less than £3,462 per
week, (£150,000 per annum ex VAT) to join the scheme. Once you
have joined you can stay in until your total business income exceeds
more than £230,000, (£5,308 inc.20% VAT per week).
The Flat Rate Scheme can reduce the VAT payable for
Free Traders especially if they have catering and/or
accommodation income.
DAVIDRJONES
ACCOUNTANTS

The same applies to Tenancies, but usually only when the
Landlord’s rent is not set at a high level. Care must be taken should
HMRC classify the “Public House” as a “Restaurant” in which case
you would pay more rather than less VAT.

How does it work?
Under the normal VAT rules you have to identify the VAT on each
sale you make, record the value and VAT separately and pay the
VAT as OUTPUT TAX.
Similarly under the normal rules you have to identify the VAT
included in the things your business buys, record the value and
the VAT separately and claim the VAT back (on purchases) as
INPUT TAX.
Under the Flat Rate scheme you do not have to identify the VAT on
your sales and purchases to calculate the VAT owed. Your Trade
Accountant simply applies the scheme percentage to your quarterly
Turnover and that is the VAT payable, (you make no separate claim
for Input tax).
Despite the simplicity of the calculation all business records
must be maintained in the same way as if the business was
registered normally.

The flat rate percentages are:
u

6.5% Public Houses

u

10.5% Hotels or accommodation

If you apply for the Flat Rate scheme when registering for VAT, you
will get an extra 1% off for the first year. E g. Public Houses would
be 5.5% the first year then 6.5% thereafter.

CASH Accounting
Under the cash accounting scheme you account for VAT on the
basis of payments you receive and make.
Often this scheme will benefit a business that gives credit on sales
made, but this is not the case in our industry.

Who can use the scheme?
If your annual turnover (excluding VAT) does not exceed £1,350,000
you will be able to join the VAT Cash Accounting Scheme. Pubs or
Bars already using the scheme will be able to continue to use it
until their annual taxable turnover reaches £1,600,000.

Fuel Scale Charge
For Sole traders and partnerships using the fuel scale charge is a
way of accounting for output tax on road fuel bought by a business
that is then put to private use. Inevitably operating A Public House
does not involve high car mileage and very little private use.
For this reason it is rarely a saving to apply this scheme and far
better to claim Income Tax on the VAT payable on business mileage.
The scale charge for a particular vehicle is determined by its CO2
emissions figure. For cars which are too old to have a CO2
emissions figure HMRC have prescribed a level of emissions by
reference to the vehicles engine capacity (cc).
If the Public House trade is operated as a Limited Company different
rules apply. Your Trade Accountant will advise you.
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Visits to trading premises by HMRC Officers

Tax Returns

‘Control’ visits occur to establish whether returns have been made
correctly. Visits are becoming less frequent and could ultimately
occur only when HMRC suspect irregularities.

All relevant information for the year ended 5 April 2017 must be
entered on the annual self-assessment tax return. Paper returns
must be submitted by 31 October 2017 but submissions on line
can be made up to 31 January 2018. A fine of £100 is
levied for late submission whether or not tax is payable.

Please remember that all your business documents and
bookkeeping records will be required for a detailed inspection.
HMRC can levy a penalty of £3,000 for any records which have
been deliberately destroyed.
You should ask for the name of the officer who telephones you, the
local VAT office from where he/she operates, and inform your
Trade Accountant before you agree to a date for the control visit.
Always ask to see the Customs Officer’s identity card.
Now that VAT and other business taxes are all dealt with by one
body (HMRC) visits by officers may deal with more than 1 tax e.g.
VAT & PAYE.

DAVIDRJONES
ACCOUNTANTS

A fine of £100 is levied on each partner if partnership returns are
submitted late. Returns that are more than 3 months late will be
charged a penalty of £10 per day up to a maximum of £900. If the
return is 6 months late a further 5% of the tax due up to a
maximum of £300 is charged. For a return which is 6 months late,
therefore, the penalty due can be £1,300. (The unsuspecting
taxpayer could become a cash cow for the Government).

Fines/Late Payment

SUNDRY MATTERS

Interest is added to tax paid after the due date (31 January or 31
July) and, if tax is not paid within one month of the due date, a
penalty of 5% is added. A second 5% is charged on tax outstanding
for 6 months and a third 5% for tax paid 12 months late.

Pensions

HMRC Enquiries

The current state pension for a single person is inadequate to live
on without drawing on, and possibly exhausting your savings.

HMRC conducts enquiries into taxpayers’ affairs. These may be
random and do not necessarily mean that irregularities are
suspected. HMRC need not give reasons for their enquiry and you
should not contact them before speaking to your
accountant.

Tax Investigation Insurance will cover your professional fees for
dealing with these visits.

Alternative pension arrangements should be made sooner rather
than later whether you are young or nearing retirement age. Making
pensions contributions is a “No1” tax saving tip but you should seek
advice from an Independent Financial Advisor (I.F.A), so ask your
Trade Accountant to recommend one.

DAVIDRJONES
ACCOUNTANTS

HMRC can make an enquiry in one of the following ways:
u

A compliance review. This will normally be into a previous
year’s return and concern a specific entry which is suspected
to be incorrect. HMRC would usually have evidence to support
the enquiry. There is no time limit regarding these enquiries.

u

A full enquiry. HMRC have to start these enquiries within 12
months of the date that particular return was submitted e.g. a
5 April 2017 return submitted on 30th September 2015 could
only be opened for an enquiry by the HMRC before 29th
September 2018.

You are not able to contribute into your workplace pension unless
you trade as limited company and receive a salary.

Insurance
The importance of adequate insurance cannot be over-emphasised
and indeed you may well be covered in areas such as buildings,
contents, consequential loss insurance, etc. However other issues
are all too often ignored through either lack of awareness or simply
an over-optimistic outlook at one’s future health and fortune:
u

1. Income protection;

u

2. Family insurance;

u

3. Sickness and accident — permanent health;

u

4. Hospitalisation cover.

u

5. Tax Investigation Insurance.

Your Trade Accountant should be able to make an independent
recommendation

Tax Investigation Insurance can be taken out to cover professional
fees in dealing with HMRC enquires.

Tax Rates and Allowances
From 5th April 2017 the tax free personal allowance is £11,000.
This allowance is due on income less than £100,000 per annum.
This personal allowance is gradually reduced to nil at a rate of £1
for each £2 over £100,000.

TAXATION

The rates of tax applied to income above the tax free
allowances are:

Self Assessment

u

£0 - £32,000

20%

u

£32,001 - £150,000

40%

u

Over £150,000

45%

Self assessment is a system for collecting tax which places the
responsibility for declaring income and expenditure on the taxpayer.

279

Capital Gains Tax

Capital Allowances

The exempt band is £11,100 in 2016/17. The rates payable are:

Plant and Machinery

u

18% if you are not a higher rate tax payer. The amount of the
gain is added to other income (as long as this total is less than
£32,000 this rate applies).

u

28% if you are a higher rate tax payer. If only part of the gain
exceeds the threshold then only the excess is charged at this
rate (with the rest liable at 18%).

u

10% for gains qualifying for Entrepreneur’s relief. This relief is
subject to a lifetime limit of £10 million. Entrepreneurs’ relief is
available on sale of qualifying business assets.

Inheritance Tax
This is a tax on the value of a person’s estate on death and on
certain lifetime gifts. The first £325,000 (nil rate band) is free of
tax, but the way that Inheritance Tax is charge on trusts, lifetime
gifts and some pensions is significantly different. The unused nil
rate band can be transferred to surviving spouses.
Business and agricultural relief reduces the value of business
assets and farmland for inheritance tax. On all unquoted businesses
the relief is given at 100% and at 50% on assets owned privately
but used in the business (e.g. freehold property).
It is advisable to seek legal advice if you are unsure whether this
tax is due. More information can be found on the HMRC website
www.hmrc.gov.uk

Corporation Tax
“Pay and File”
A corporation tax return must be filed at the HMRC no later than
twelve months after the end of the accounting period. Payment
must be made no later than nine months and one day after the end
of the accounting period. Care must be taken for periods of over a
year as returns can only be made for 12 months. Two returns are
therefore needed and the time limit applies separately to each of
these. Penalties are charged for late filing.
A signed copy of the company’s accounts must be delivered to
Companies House within 9 months of the company’s accounting
date. (A copy of the accounts and the tax computation must be sent
to HMRC with the corporation tax return.

Corporation tax
Rate, currently 20%..
Marginal relief will be introduced at 5 April 2018 and may be
applied retrospectively.

Capital gains tax
In calculating the chargeable gain, an indexation allowance is
deductible, based on the increase in the retail price index between
the month of acquisition (or March 1982, if later) and the month of
disposal. (For Companies only).

Annual Investment Allowance (AIA) is due on new or used assets
purchased by a business. The allowance enables 100% of the cost
to be reclaimed. The allowance is due on the first £200,000 of
equipment purchased after 1st January 2016.
Any expenditure not qualifying for AIA will qualify for Writing
Down Allowance (WDA) or Special Rate Allowance.
WDA allowance is 18% and the special rate asset allowance is 8%.
Enhanced Capital Allowance (ECA) is due on expenditure on
equipment which is energy efficient and incorporates water saving
technologies. ECA is due at 100% and is additional to AIA claims.
There are also special rules for short life assets, where the expected
life span is not greater than 8 years. You need to discuss these
rules with your Licensed Trade Accountant.

Cars
Expenditure for cars is not available for AIA. 100% allowance is
due on new vehicles with CO2 emissions less than 75g/km.
WDA available on cars depends upon whether the business is a
Limited Company or not.
For Companies, cars with CO2 emissions between 111g/km and
130g/km will be treated as part of the plant machinery pool and
attract WDA at 18%.
There will therefore be no balancing allowance due on disposal.
Cars with CO2 emissions above 130g/km will be in a special rate
pool where WDA is 8%.
For sole traders and partnerships, a private use pool of either 18%
or 8% (dependant on whether the CO² emission are higher or lower
than 130g/km) are maintained, thus making balancing allowances
available on disposal.
If you are planning substantial expenditure you should discuss this
with your Trade Accountant to ensure you understand how the new
rules will affect your tax bills.

DISCLAIMER
Whilst every care has been taken in compiling this Annual
report David Jones Accountants Limited cannot be held
responsible for any errors or omissions.
Any action you take as a consequence of reading this report
should only occur after taking independent advice from your
own Licensed Trade Accountant.
For client advice please contact:david@drjaccountants.co.uk
www.drjaccountants.co.uk
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Licensing Law

Liquor licensing in Britain used to be a
mish-mash of bits and pieces of old
legislation whose guiding principle, it
seemed, was to rein in the energy of a
key sector of Britain’s retail trade.
Brewster sessions, transfer sessions,
protection orders, supper hours
certificates, holiday extensions, music
and dance licences, proliferation, need:
licensing was an industry that kept
justices’ clerks and specialist surveyors
and solicitors in work while keeping licensees
hanging around the magistrates’ court.

Before you fill it in, it’s wise to consult afresh with the interested
parties and responsible authorities. You might perhaps drop a letter
through all the nearby doors asking residents if they had any
reservations about the way the pub was run in the past and what
changes they would like to see. Check with the police too to find
whether the pub had a bad record and if so, what remedial steps
they recommend.

The Licensing Act 2003 swept away centuries-old accretions of
rules and regulations, brought licensing up to date with the needs
of the times, encouraged entrepreneurship, connected pubs with
their communities, and lightened the burden of bureaucracy by
replacing court appearances with form-filling.

Designated premises supervisors

Permitted hours
The Act’s most contentious provision, and the original idea that
underlay it, was the abolition of the very concept of permitted hours.
At time of writing, though, fewer than 8,000 24-hour licences were
in force, 47% at hotels, 28% at supermarkets and forecourt shops,
14% at fast food joint, and only 11% at bars.
The Government has now given licensing authorities the power to
impose Early Morning Restriction Orders requiring all pubs within
a designated area to close between midnight and 6am. Anyone can
apply for an EMRO - the authority itself, the police, residents; but
there has to be a hearing where all parties can put their cases.

Alcohol Wholesaler Registration Scheme
From 1 April 2017 under the new Alcohol Wholesaler Registration
Scheme all retailers of alcohol will need to ensure that their
suppliers have been AWRS-approved by checking the supplier’s
Unique Registration Number against the HMRC online database.
Retailers who buy liquor from an unapproved supplier face criminal
prosecution and having their stock seized.

Transfer and variation of premises licence
A transfer is effected by the outgoing and incoming licensees signing
a single form and paying the council a small fee. When you move in
the existing premises licence will still be in force. That covers both
the opening hours including seasonal variations as detailed in the
operating schedule, and the previous licensee’s choice of licensable
activities – for instance, you may find you can have a disco but not
a folk night because the existing licence permits dancing but not
live music. That means that if you want to change the way your new
pub is run not just substantially but even slightly, you may need to
change the terms of the premises licence. You can get an application
form to vary the licence from the council; and when you do you’ll
find it’s almost identical to an entirely new application.

You will also need the council’s consent to make alterations to the
pub itself, including creating or extending a play area, a smoking
shelter, a barbecue or other outdoor facilities just as much as
changing the internal layout. Even quite trivial alterations might still
constitute variations to your premises licence: talk to the licensing
officer first.

Under Section 19 of the Act every premises that sells alcohol must
have on its licence a named DPS, who must be a personal licence
holder. The DPS should be in control of, or should be conversant
with, the day-to-day management of the premises, and is the usual
contact point for the licensing authority and emergency services.
The DPS is also responsible for ensuring that the Act’s three
Mandatory Conditions are observed. These are:
That there should be no irresponsible promotions involving drinking
games, unlimited or unspecified quantities of alcohol for a set price,
free alcohol as a prize, or promotional material that condones,
encourages, or glamorises antisocial behaviour or portrays
drunkenness favourably.
That water should be freely available to customers (the
accompanying notes make it clear that the term “customer” carries
“its plain English definition”, so if someone already on the premises
asks for water they must be given it, but if a cyclist, say, pulls up
outside demanding water without intending to buy anything, you
may refuse).
That there must be a workable policy to verify the age of customers
who appear to be under 18. Acceptable ID should generally bear
the customer’s photograph and date of birth along with a hologram
or UV feature.
The DPS needn’t be on the premises at all times but must be
contactable.
When the DPS goes on holiday he or she should inform the police,
fire service, and licensing authority when and where they’re going,
but a relief manager doesn’t have to be named as DPS. (In this
context it should be noted that the DPS is not solely responsible for
ensuring that drunks aren’t served: Section 142 of the Act puts the
onus on individual staff).
A personal licence holder can be the DPS of more than one
premises, and actually the premises licence holder is normally the
DPS: a separate DPS is only really required as a deputy for a
multiple licensee whose pubs are some distance apart or who isn’t
involved in their day-to-day running.
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Review and revocation

Provision of toilet facilities

If you are accused of breaching the conditions of your licence
Section 51 allows interested parties or a responsible authority to
ask the council’s licensing committee to review all or part of your
premises licence. The council doesn’t have to agree: if the
application isn’t based on your fulfilment of its licensing objectives;
if it concerns a matter that has already been resolved; or if it
considers the application frivolous or vexatious, it won’t.

Provision of WCs, urinals, and washbasins will be agreed between
you and the licensing authority according to guidelines loosely
based on British Standard 6465. This recommends

If, however, the committee feels that the matter is serious it will
give all parties time to marshal their evidence and will then conduct
a hearing. If it finds against you it can modify the conditions of your
licence; remove one or more licensable activities from your licence;
order you to appoint a better DPS; suspend your licence for up to
three months; or revoke it altogether. In practice, nine complaints
out of 10 concern noise, and the committee will either make you
turn the music off earlier or ban music altogether. In either case,
you have the right of appeal.

Section 53 summary review
This follows a complaint by a senior police officer that your pub is
a hotbed of serious crime and/or public disorder. In this case the
council can and probably will close you down within 48 hours. It
must hold a hearing within 28 days and can apply the same range
of sanctions as in the case of a Section 51 review. If you appeal,
the sanction won’t be applied until after the appeal is held.

OTHER LEGAL REQUIREMENTS
Specified quantities
Weights and measures legislation requires the use of the following
measures:
Still wine by the glass: 125ml, 175ml, multiples of 125ml and
175ml. By the carafe: 25cl, 50cl, 75cl, 1l. Wine must be on sale in
125ml measures and a sign to that effect must be displayed.
There are no specified quantities for sparkling wine and vermouth.
Fortified wine: 50ml, 70ml, multiples of either.
Gin, rum, vodka and whisky (but not brandy): Either 25ml and
multiples of 25ml, or 35ml and multiples of 35ml, but not both on
the same premises. Spirits must be dispensed through a metered
Optic or similar device or via a stamped jigger. Glassware for the
service of still wine by the glass must be lined at 125ml and 175ml
and carry either a Crown or CE stamp.
Draught beer and cider: Third, half, two-thirds of a pint and
multiples of half a pint
Beer-glasses must be similarly lined and stamped. The law does
not state whether the head on beer is part of the measure: some
trading standards officers will allow the head to collapse and
measure the quantity of liquid remaining, and might prosecute
persistent or egregious offenders. It is customary but not
compulsory to offer to top up draught beers that appear short.

Males: 2 WCs for up to 150 customers, 1 urinal for up to 50
customers and 1 more for every additional 70; 1 washbasin for
every WC and 1 for every five urinals.
Females: 2 WCs for up to 25 customers and 1 for every additional
25; 1 washbasin plus 1 additional washbasin for every 2 WCs.
Kitchen staff should have separate facilities.
The number of customers is based on the local fire service’s Typical
Occupation Density, usually 0.5m² per person.

Equality Act 2010
The Equality Act 2010 replaced all previous anti-discrimination
legislation and covers disability and disabled access, race, religion,
sexual orientation, age, and other grounds on which people might
be discriminated against. From the licensee’s point of view the key
provisions are:
Race and sexual orientation. Although popularly called a “public
house”, your premises is not open unconditionally and you have a
common law right to refuse entry to anyone at your discretion –
unless you are motivated by discrimination.
You may not refuse entry or service or vary the nature of the service
you would offer to anyone else on grounds of race, orientation, age
(excepting minors), disability, or religion.
Access and facilities for people with disabilities.
Because pubs are in many cases old, awkward, and hard to adapt
the Act only requires you to make “reasonable adjustments” for
people with disabilities to facilities such as toilets and obstacles
such as steps. Your licensing authority may have a firm policy on
this which you will be obliged to observe. Otherwise, show willing.
A toilet supposedly adapted for people with disabilities but up two
steps and used principally for storage does not constitute a
“reasonable adjustment” or, indeed, any sort of adjustment at all.
Breastfeeding. A subject on which the Act is, for once, absolutely
crystal clear is that of breastfeeding. You are breaking the law if
you try to eject a breastfeeding mother, ask her to stop, get her to
cover up, or show her to a separate room or facility. If other
customers don’t like it they can always look away.
Because the Act embraces all the areas of unequal treatment
previously regulated by so many separate pieces of legislation it is
not only very complicated but also affects you profoundly both as
an employer and as a service provider.
It’s also impossible to find hard and fast guidance, so use your
common sense and always ask yourself: would I be treating this
customer this way if he/she were not gay/sight impaired/Muslim/a
wheelchair user? If the answer is “no”, have a rethink.
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Health & Safety Regulations
The OnTrade Preview presents a basic guide to
the current Food Safety and Health & Safety
legislation as applies to public houses
All public houses have to be registered with the local Environmental
Health Department at least 28 days before opening. If you have
more than one premises, you need to register them all. Additionally,
food premises operators must ensure the Local Authority is
informed of any significant changes such as change of food
business proprietor or the nature and style of the business and
closure for a period of time. If your business was already registered
and you have just reopened after alterations such as a kitchen refit
or a complete refurbishment or a completed extension you won’t
need to register with them again. Registration allows the
Environmental Health Officers (EHOs) to keep an up-to-date list of
all those premises in their area so that inspections can take place
as and when required. The frequency of inspections depends on
the type of business you are running and the risk rating that the
EHO has given to the premises. Food Safety and Health & Safety
in catering premises can be broken down into four main areas:

1 Premises:

Hygiene
Poor food hygiene controls may well lose you business, which is
bad enough, but it could also cost you a pretty packet in any legal
actions brought against you. Under the Regulation (EC) No
852/2004 on the hygiene of foodstuffs and the Food Safety and
Hygiene (England) Regulations 2013 (and equivalent regulations in
Scotland, Wales and Northern Ireland) each step of the foodhandling ladder from delivery to kitchen to plate to table should
have written systems and procedures set in place, and carried out,
that prevent anything going wrong. You are now required to provide
some simple written evidence of your procedures to ensure food
safety has been thought through carefully and are being properly
applied. In order to comply you may follow a simple toolkit issued
by the Food Standards Agency – ‘Safer Food Better Business’
(‘SFBB’) which will guide you through how to comply and provide
the necessary documentation. This very well produced fold-out file
is provided free of charge from the Food Standards Agency and you
would be well advised to get a copy via your local Environmental
Health Officer or online from the Food Standards Agency website.
Diary refills are also available and can be printed off.

Food, drink and everything you use to store, prepare and serve it!

HACCPs (Hazard Analysis of the Critical Contol Points) to ascertain
the risks involved with the delivery, storage, preparation, cooking,
storing, reheating and serving with additional storage after of all
foods you are going to serve to your customers must be undertaken
to compliment the use of the SFBB packs.

3 People:

Allergy Labelling Legislation

Employees, Delivery Personnel and Customers.

On 13 December 2014, all food businesses (eg restaurants,
takeaways, bakeries and delicatessens) must declare any of 14
identified allergenic ingredients which are used in non-prepacked
or loose foods that are sold or provided.

The building, the bar, the kitchen, the store, the cellar, the toilets,
the patio and gardens.

2 Preparation:

4 Protection:
Everyone and everything!
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Customers need to be advised that this information is available prior
to them ordering food and drink to enable them to make an
informed decision.

Food Reception and Storage
All deliveries should be checked immediately upon receipt. Anything
wrong should be recorded and reported (and, if necessary, the
delivery refused). For example, ‘use by’ dates must not have passed
(and should allow adequate time for use),frozen food must show
no signs of having thawed during transport and evidence of
damaged packaging that could hasten deterioration of the product.
Make sure you have adequate refrigerators and freezers for all
fresh, chilled and frozen food. Raw meat, fish and vegetables should
be stored separately from cooked or prepared food. Refrigerators
should be capable of maintaining food at or below 4°C; Freezers
at or below -18°C. Temperatures should be regularly checked and
a record kept on a daily basis and dependent on your level or trade,
2 or even 3 times per day.

Preparation
Cleaning Premises and Equipment
Cleanliness of premises and equipment is of the highest priority. This
applies to storage areas as well as preparation and serving areas.
Dry food stores must be thoroughly cleaned weekly and a thorough
clean at frequent intervals and fridges and freezers once per week
and monthly respectively. It is important that the structure and
equipment in bars and other food rooms are maintained in good
repair and in a clean condition to comply with food hygiene legislation.
Damaged or dirty surfaces are indicative of a lack of commitment to
food hygiene and can easily lead to cross contamination.
Bars, bar counters and under-bar shelving must be kept clean and
free from unnecessary equipment, ornaments and fittings and
should again be cleaned at least weekly.
For kitchens and food-serving areas, the cleaning programme
should include routine daily cleaning and periodic, high level
cleaning with cleaning rotas in evidence that state what gets
cleaned when, with what, by whom and with what frequency.
Suppliers very often have their own colour-coded charts with the
necessary spaces left blank for easy completion by management.
Care should be taken to store cleaning chemicals in a suitably
labelled and lockable cupboard so as to prevent any risk of
contamination or tainting of foods, with the minimum of materials
actually stored in the kitchen and other food preparation areas.

Sinks and glass-washing machines
If the double sink method is used for washing crockery and/or
cookware, one sink should be used to wash in detergent or
preferably sanitiser solution and the other sink should be filled with
hot rinse water only. It is important to change the solution and water
regularly; ‘topping up’ is not good practice.

Wherever possible, items should be allowed to air dry. Glasses may
be polished with a clean, dry cloth or paper towel. It is easier to
ensure that the rinse aid and machine detergent are correctly
adjusted to the particular glasswasher requirements and that the
salt supply or water softener is working properly. Glass-washing
machines must be thoroughly cleaned at regular intervals and
maintained in a hygienic condition and in efficient working order.
Operating temperatures should be carefully checked - glasses
should air dry in a few seconds.
Detergent and disinfectant or sanitiser should be maintained in a
convenient place for sinks and glass-washing machines. Spare stocks
should be stored safely in a marked cupboard or an allocated store
to avoid contamination of glasses or drinks, beer pumps and optics.
Beer-dispensing equipment and optics must be cleaned in
accordance with breweries’ or suppliers instructions. The use of
personal protective equipment, ie gloves and goggles, is essential
when handling beer line-cleaning chemicals.

Glasses
Any overspill from pouring both draught and keg beers should be
disposed of regularly and should not be used for topping up
glasses. Clean, dry glasses should be used for serving drinks. The
practice of ‘topping up’ or re-using glasses without washing permits
risk of contamination.

Hygiene and People
Good Hygiene Practices:
You should ensure all staff have training as part of their induction
before they are permitted to handle food:

Reporting illness
Staff must inform you or their supervisor before starting work if they
have any skin, nose, stomach, bowel trouble or an infected cut or
wound. If anyone in their household is sick or has diarrhoea, you
must also be informed.Staff suffering with sickness and diarrhoea
must be excluded from food handling activities until they have been
symptom free for at least 48 hours.

Protective clothing
All food handlers should have special clothes for work in the kitchen
and this does NOT include the clothes in which they have come to
work. They must wear suitable, clean, protective clothing plus head
covering ie a hat. Table servers may have their ordinary clothes but
must have a suitable overall, tabard, or apron as well.
Jewellery must not be worn except for a plain gold wedding ring
and/or sleeper earrings while handling food. First Aid must include
covering any minor lesions or cuts with highly visible blue
waterproof dressings. Smoking now being confined to external
areas only means that smoking may only take place totally out of
doors. If this is permitted, then washing of hands afterwards is
essential before handling food again.
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Food Handling
Unnecessary handling should be avoided, food should only be
prepared when needed and not too far in advance, perishable foods
should be kept in the fridge and keep all cooked and uncooked
foods separate and stored separately.

Hand Washing
Hands should be washed frequently using an anti-bactericidal soap
and dried with a paper towel or a hot air dryer. This must happen
after using the toilet, entering a food preparation room before
actually handling, before and after cleaning operations, after
touching your mouth, nose and hair, after handling raw food or
allergens and after every break.
Taps must be turned off with a paper towel to prevent hands
becoming re-contaminated.

Generally
Clean as you go and keep all equipment and surfaces clean and
sanitised as necessary. If you see something wrong, make sure you
tell your supervisor or boss!

Temperature Control
Poor and inadequate temperature control of food is the main cause
of food poisoning. Bacteria that cause food poisoning need warmth
to multiply and therefore correct use of temperature control is vital
to prevent food poisoning by providing an environment which either
destroy or dramatically reduces the growth of bacteria. Keeping
food either above 75°C or below 4°C is ideal.
Food on display must be effectively protected and maintained under
suitable temperature control where necessary to protect from
atmospheric contamination and handling by customers: 1°C to 5°C
is ideal. Refrigerated food must be stored at a temperature of 8°C
or lower. Ice containers must be clean, and ice for drinks must only
be handled with tongs or spoons.

Food temperature
In general, foods that are particularly susceptible to the growth of
harmful bacteria and are more likely to cause food poisoning like
cooked meats, poultry, cooked rice etc, must be maintained below
4°C or, if cooked, at a core temperature above 75°C. To allow foods
to be served or displayed, the law allows high-risk chilled foods to
be held above 8°C for up to four hours in one single period only,
and hot foods above 63°C, for a single period of two hours. Only
one tolerance period is allowed. After these times foods must be
refrigerated at 4°C or below until final use, or discarded immediately

Personal hygiene
Personnel working in the bar and other food rooms are food
handlers and are therefore subject to the requirements of the
Food Safety & Hygiene (England) Regulations 2013. Staff who
handle food must receive written or verbal instruction in the
Essentials of Food Hygiene.

Ask yourself the following questions: Do you ensure that adequate
facilities are available for staff to maintain a high degree of personal
cleanliness? Have your staff been trained in good personal hygiene
practices? Do you monitor and audit staff to ensure they are
implementing safe personal hygiene methods?

Animals
No animals of any type should be allowed behind the bar, cellar,
food preparation or storage areas and of course, in kitchens.

Safety at your Premises
Accidents and emergencies
The Health and Safety (First Aid) Regulations 1981 require you to
provide adequate and appropriate equipment, facilities and
personnel to enable first aid to be given to your staff if they are
injured or become ill at work. What is ‘adequate and appropriate’
will depend on the circumstances in each work place and you
should assess what your first aid needs are, but as a minimum
there should be a suitably stocked first aid kit and an appointed
person to take charge of first aid arrangements. They should also
keep a record of any first aid given via the Accident Book where
the details are detached after entry and kept confidentially and to
put up notices telling employees where they can find first aid
equipment and names of any First Aiders.
You are advised to prepare a procedure to be followed in the event
of an emergency. An ‘appointed person’ should be responsible for
overseeing injured persons and contacting the emergency services.
It is wise to send one or more employees on a recognised
workplace first aid training course, to ensure effective first aid to
injured staff or customers. You must report certain accidents and
injuries (including any which keeps an employee off work for over
seven days) to the Environmental Health Department.
Reportable injuries, diseases and dangerous occurrences under
RIDDOR 2013 need to be reported online to the Incident Contact
Centre at www.hse.gov.uk/riddor For reporting of fatalities /
specified and major injuries only, the Incident Contact Centre can
be phoned on 0345 300 9923. Keep a record of all accidents, even
minor ones.
The keeping of an Incident Book is also recommended should
someone stumble, trip, fall or have any other ‘mishap’ where no
actual injury is perceived other than perhaps a bruise but where
there could be a potential for a bogus claim sometime in the future.
This would be used as proof of the degree of severity or injury
sustained should such a claim be made. Also if a member of the
public is injured as a result of a work related accident and is taken
from the premises to a hospital for treatment, then this needs to
be reported online under RIDDOR.

Bars
Bar counters and shelving for the storage of glassware should be
smooth, impervious and capable of being readily cleaned. All
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glasses should be placed face down on plastic, latticed matting to
allow air to circulate beneath. A wash hand basin with an adequate
supply of hot and cold water, soap and towels (preferably paper
disposable type) should be readily accessible by bar staff. Glasswashing facilities should comprise either a double sink and drainer
unit, together with a constant supply of hot and cold water with the
correct glass wash detergent, or preferably a glass-washing
machine and at least one sink and drainer unit together with a
constant supply of hot and cold water.
The use of the correct rinse aid and machine detergent should be
connected to the unit for automatic dispense and the machine
maintained on a regular basis. Particular attention needs to be paid
to the cleanliness of the interior of the machine and the door
recesses. A washable or disposable receptacle for waste paper, bottle
tops and other debris should be provided behind each bar together
with a lidded metal container for safe disposal of broken glass

Cleaning
The kitchens and food rooms should have non-slip floors, with
wall/floor junctions to make thorough cleaning as easy as possible
and preferably curved and not right angled. Walls should be
smooth, impervious and capable of effective cleaning and, where
necessary, disinfection. Ceilings should be easy to clean and kept
in good repair with sealant to any joints for instance where the air
extraction canopy is fitted flush to the ceiling.
Wall tiles must be grouted and not cracked. Wall cladding where
fitted must be sealed at joints to ensure that they are impervious.
Slips and trips can cause a lot of accidents! Spillages should be
dealt with immediately and any worn areas should be replaced as
soon as possible.
Down in the cellars and stores a floor drainage sump and pump
unit should be provided, where necessary, to dispose of sink waste
and floor wash water. Cellar floors must be debris free, totally
hygienic, washed daily and any drain covers in place to prevent any
chance of trips. A risk of gas asphyxiation monitor should also be
in place along with the Pressure Dispense Guarantee Card currently
in date to ensure safety compliance.

Carrying loads
The licensed trade is notorious for heavy lifting work often in
inconvenient places. It is the duty of management to ensure that
Manual Handling risk assessments are in place for all staff carrying
out duties in the cellar that include lifting and moving barrels, kegs
and gas cylinders. You must try to avoid lifting and carrying work
that might cause injury. Where such tasks cannot be avoided, you
are required to assess the risks and ways of reducing them. There
may be cases where mechanical devices are practical and not
excessively costly.
Heavy loads should have their weight marked on them and ideally
be no more than 25kg. Irregular loads should have an indication of
the heaviest side.

Safety training for staff should include training in the correct way
to lift and carry loads which may include other items such as cases
of wine, beer, and other miscellany that is stored in cellars.

Cellars and Storage Areas
One large sink and drainer unit should be provided in, or
immediately adjacent to the cellar, together with a constant supply
of hot and cold water for washing equipment.
A wash hand basin with antibactericidal soap and a supply of paper
towels must also be in place since beers are counted as food and
thus affected by the food hygiene requirements. Gas cylinders should
be handled and operated strictly in accordance with instructions
issued by the brewer or supplier. Cylinders should be suitably
chained, caged in a storage rack or laid flat on the floor and chocked.
Storage of empty/used or new cylinders must always be in a cool,
ambient area, away from any heat sources, boilers, direct sunlight
or out in the rain. You should consider providing CO2 monitors if you
use gas cylinders in any place where you have any doubt whether
the ventilation is sufficient, for example in underground cellars.
All hoists must be constructed and guarded in accordance with the
Lifting Operations and Lifting Equipment (LOLER) Regulations 1998
and maintained in good order with an up-to-date record of
inspections in the prescribed form.
Examples of equipment subject to these regulations include
passenger and goods lifts, dumb waiters, cellar hoists, bath and
guest hoists, vehicle tail lifts, and others also. Shelving and storage
units within the cellar should be of non-absorbent material, capable
of being easily cleaned and if wooden, sealed.
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Falls
Adequate precautions should be taken to prevent people tripping
or falling and to prevent people being injured by falling objects via
a risk assessment for all areas of the establishment
It is essential that hatchways and cellar flaps are suitably guarded
when in use, and flaps must be properly secured when the
hatchway is in use. In cellars where a slide is in use, adequate steps
must be taken to ensure safety of personnel when deliveries are
being made and staircases must have handrails or handgrips
properly positioned and firmly fixed. Low beams, ceilings or other
low objects (a ceiling mounted cellar cooler for instance) must be
suitably marked and a notice drawing people’s attention to these
facts should be put on the door leading to such areas.

Information and training

Electrical Safety
All electrical equipment should be suitable for its intended purpose.
It is important that the wiring installation is inspected every 3-5 years
and portable appliances are inspected regularly (PAT). Frequency
will depend on your Risk Assessment as it does vary depending on
the type of equipment and its use. Records should be kept of all such
appliance testing by a qualified electrician to ensure electrical safety.
Power points must not be overloaded and electrical extension cables
should not be used if at all possible and if it cannot be avoided only
as a very short term period and not be coiled, or allowed to tangle
or trail (especially across footways). Extension reels/cables in casings
must be fully unwound to prevent over heating. Switches, plugs and
sockets must be situated away from water and other liquids and
anywhere that spillage is likely to occur or anywhere near a heat
source, such as next to a quartz lit heated food display unit.
Check microwave ovens annually via PAT for possible leakage.
Make sure door seals are clean and in good condition, hinges and
catches are working properly and that the appliance is always clean
and is in a good state of maintenance. Pay particular attention to
the roofs of such units where heat may have buckled or broken
them and replace immediately.

Heavy duty equipment
All cookers open top and solid top, deep fat fryers, combination
ovens, convection ovens and other heavy duty equipment should be
cleaned in accordance with the manufacturer’s instructions daily for
‘working debris’, weekly for general cleaning and if possible, a ‘deep
clean’ via a contractor every three months. Air extraction canopies,
trunking to the outside and to the fan should be undertaken every 3
months if possible also. Grease filters should be cleaned every week
and if possible, a spare set provided for use when the other set is
being cleaned. The use of a ‘decarbonizer’ commercial caustic
cleaning tank would be a useful addition to help this side of cleaning.

You are required to provide all staff with relevant information on the
risk to their health and safety and on necessary precautions that
must be taken. This would normally be provided within a ‘Policy
and Overview Document’ or similar where a brief summary of
Management Responsibilities would be displayed, details of the
organisation needed to achieve the H&S policy and the
arrangements within the premises for carrying this policy out.You
must provide training for staff when they start work via an Induction
Training schedule and also when their duties change in a way which
may expose them to new or increased risks. It is essential that
training needs are reviewed periodically.
Various statutory notices must be provided and displayed such as
the Health & Safety Law Poster that gives details of employers’ duties
and employees’ rights and obligation under the law. You can add
details of any employee safety representative or safety contacts if
you wish to do so. Other notices highly recommended are Work place
first aid, Safe Manual Handling, Fire safety, Preventing slips, trips and
falls, Emergency resuscitation and dealing with Electric shock.
The Employers Liability Insurance Certificate also needs to
be displayed.

Lighting
All areas should have adequate artificial lighting so that staff can
work without eyestrain. Lighting should be of a type and in a
position that does not cause danger (dust and vapour-proof lighting
may be preferable in cellars).

Recommended lighting levels are:
u

400 lux. In working areas behind bars, over sinks, glass
washing machines etc.

u

200 lux. In cellars, stores and staircases - it is important that
the whole staircase is lit.

u

100 lux. As background lighting - or more if necessary for
safety.

Automatic emergency lighting, powered by an independent source,
should be provided where sudden loss of light would create a risk.
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Maintenance and cleaning
The premises and equipment in them must be kept well
maintained where this affects health or safety. Premises, furniture,
furnishings and fittings must be kept sufficiently clean for health
and safety purposes.
Cellars and storage areas must be kept clean, well organised and
free from accumulations of old equipment, disused articles and
refuse. Floors and sumps should be cleaned at frequent intervals
and not less than once a week. Sumps pumps should be
maintained and the sump area totally free of debris and not smell
of stale beer etc. Waste materials and refuse must be removed and
not allowed to accumulate. Empty barrels should be sealed after
use with appropriate corks. Broken glass and bottles must be
removed promptly and stored safely for collection and disposal. The
provision of a ‘sharps box’ for broken glass within the bar area
should be provided.
There must be regular checks for vermin infestation, and effective
eradication measures used if necessary. It may be best to have a
regular contract with a pest control company. Equipment,
including beer pipes and associated equipment, should be
cleaned and maintained in accordance with the breweries’ or
manufacturers’ instructions.

Noise
Employers in the music and entertainment sectors have now to
comply with the Noise at Work Regulations 2005 If employees are
subject to high noise levels, you are required to assess the level of
exposure and, where necessary, take precautions to limit exposure
under these new regulations. These regulations bring in a lower
and upper exposure action values and exposure limit values.
In short, when noise levels from for instance, music via a live band,
exceed 85dBA, then management must see whether the noise level
could be reduced, give the staff the opportunity to wear ear
protectors, ear plugs or similar. This is a requirement and
compliance is necessary by staff to eliminate any possibility of being
sued in due course. You will need to purchase a noise monitoring
device, very much like a mobile telephone and then a Noise Monitor
sheet should be completed which details location of where the test
was done, meter level reading, time, by whom, action taken. Health
surveillance of staff should be undertaken via visits to a medical
centre for hearing tests every 3 months and records kept with
details of any remedial action taken.
u

The lower exposure action values are (a) a daily or weekly
personal noise exposure of 80 dB (A); and (b) a peak sound
pressure of 135 dB (C).

u

The upper exposure action values are (a) a daily or weekly
personal noise exposure of 85 dB (A); and (b) a peak sound
pressure of 137 dB (C)

u

The exposure limit values are (a) a daily or weekly personal
noise exposure of 87 dB (A); and (b) a peak sound pressure
of 140 dB (C).

Noise can provoke complaints from neighbours and the police. If a
statutory nuisance can be established the local authority may
restrict noisy activities or the times at which they take place.

Refuse areas
There should be a separate refuse storage area that provides a
solid base, such as concrete hard standing for dustbins and other
waste containers.
It should be possible to clean the refuse area and a slight slope to
a waste gully will make washing down easier. A hose pipe connected
to the mains water supply would be an added advantage.
There should be an adequate number of dustbins or suitable bulk
storage containers, which should have properly fitting lids to prevent
insects and vermin from getting at the contents. If you use plastic,
or other sacks for rubbish that are not in containers, you should
take other steps to make sure pests can’t gain entry!
The area should preferably be within its own compound and not be
at the end of the car park or similar such place.

Refuse collection
If your refuse is not collected by your local council, you must ensure
it is only collected by a company which has a waste management
licence or is registered for the transport of waste.

Risk Assessment
You are required to carry out an assessment of the risks to your
employees and others caused by your business. If you have five
or more employees, you must record the results of the
assessment in writing.
Your assessment should be reviewed if there have been
changes in your business which mean it may no longer be valid
or if there has been an accident. As a minimum they should be
reviewed annually.
This would include all areas that you, your staff and your customers
have access to and would include the cellar, kitchen, bars, functions
rooms, gardens and patios should include the hazards identified,
those affected, the likelihood of harm, the severity of harm and risk
priority. This then leads to corrective action required as well as
highlighted where the potential for an accident is possible.
Some regulations require the assessment and control of specific
risks. These include dangerous substances (under the ‘COSHH’
Regulations), personal protective equipment, exposure to noise over
the exposure limit values, (see Noise above), risks from lifting and
carrying loads, and risks from the use of display-screen equipment
and there also needs to be a specific Risk Assessment for Young
Workers and New & Expectant Mothers.
You should be able to combine some of these assessments with
your general risk assessment; you do not have to do the same thing
twice. None of the requirements for risk assessments are intended
to force you to go to unreasonable trouble - e.g. employing specialist
consultants - where the risks and precautions are well known.
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As far as the ‘COSHH’ Regulations are concerned, always read and
follow the instructions and warnings on cleaning and other
chemicals you use. If you follow instructions, avoid unusual uses
for chemicals and take sensible precautions, you should have little
difficulty complying with the regulations.
All cleaning materials including heavy duty detergents, rinse aids,
degreasers etc must be listed and put up on the door or wall of a
separate store together with details of Safety precautions to take
and first aid steps in case of an accident. In the case of a more
serious incident, details of action to be taken at the time and the
reporting of such accidents must also be in place via RIDDOR.
A separate file must be to hand containing Hazard Data Sheets
referring specifically to the cleaning materials in use must also be
available.
The regulations on display-screen equipment do not apply to
calculators, cash registers or equipment intended mainly for public
operation - such as video game consoles or quiz machines.

It makes it very difficult to lay down uniform rules that apply to all
premises and businesses - even in the same industry.
Where (as is often) standards have not been clarified by court
cases, local EHOs have wide discretion to ask for what they think
is required; and it makes it very important that you work out for
yourself what you need to do in your own circumstances.

Safety Management
The law requires you to make arrangements, appropriate for the size
of your business, for the effective planning, organisation, control,
monitoring and review of your arrangements for health and safety.
This means that active management for the purposes of health and
safety has a more clear part in the law. EHOs who inspect for health
and safety are more likely to ask about such matters as procedures,
management and training than they may have done in the past.
If you have five or more employees you must have a written
statement of health and safety policy.

The main problems with such equipment are things like eyestrain
from poor lighting and backache from poor seating. The Health and
Safety Executive advises that you do not need to take special
precautions against radiation from computer screens.

If you do not have the necessary knowledge and experience to deal
with health and safety matters yourself, you should request a
competent person to assist you in complying with requirements of
health and safety laws.

However, computers in the office and work stations where staff are
employed or have access to must be risk assessed as well. The
final areas for consideration are the assessment of risk within the
4 licensing objectives with particular reference to your premises
again stating the risks you have identified and what action you
propose to take to reduce these risks.

Servery Areas

For example, with the licensing objective the prevention of crime
and disorder, where factors that could impact on this could be
drunkenness on the premises or antisocial behaviour or even
underage drinking would need to be assessed and appropriate
control measures put in place such as effective and responsible
management of the premises, training and supervision of staff and
similar such policies and procedures.
Note that the Licensing Authorities inspections where they may well
ask for evidence of such risk assessments together with a request
to look at what staff training has taken place.

Safety and People
General Duties and Risk Assessment
The Health and Safety at Work etc Act 1974 places a duty on
employers to protect the health, safety and welfare of employees
and others exposed to workplace activities, including contractors
and, of course, customers.
These requirements are qualified by the phrase ‘so far as is
reasonably practicable’. This does allow you to take some account
of cost so that you do not have to take measures where the cost is
totally out of proportion to any reduction in risk. It does also mean
other things:

Equipment in servery areas should be in good repair and readily
cleanable. Wooden utensils should be avoided. The layout should
be such as to minimise any risk of cross-contamination of food
during handling or display.
Uncovered foods on display should be protected from contamination
by means of suitable enclosures or screening, and raw and cooked
foods must be separated. Utensils for handling raw and cooked foods
should be separated and preferably colour-coded to minimise risks.
High-risk foods are required to be maintained above 63°C or
below 8° to prevent the growth of food-poisoning bacteria. Those
high-risk foods for service or display can be maintained at
ambient temperature for a maximum of four hours in any one
period, and must then be consumed, disposed of or placed in the
refrigerator. Hot food can be held at 63oC for a maximum single
period of 2 hours.
A wash hand basin must be provided together with a constant
supply of hot and cold water wherever food is handled, i.e. where
serving, plating, topping up etc.

Space
Work areas should have sufficient floor area, height and space that
are not taken up by equipment to ensure health and safety.
Ceilings, especially in cellars and stores, should be high enough to
avoid accidents or have warning signs clearly displayed.
Low beams on staircases should be well padded to prevent injury
and ‘Mind your head’ notices should be clearly displayed if there is
an unavoidable risk of injury.
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Staff Toilets and Washing Facilities
Wherever possible, staff toilets and sanitary facilities should be
separate from those used by the public, particularly in the case of
food handlers.
Ideally, separate facilities should be provided for male and female
staff, but facilities may be shared by both sexes if the room is
provided with all necessary facilities and is capable of being locked
from the inside to assure the privacy of the occupant when in use.
Washing facilities should have hot and cold running water, soap
and towels or other means of drying. Sinks used for food
preparation or for cleaning glasses or equipment should not also
be used as washbasins.

Structure
The building must be structurally sound.

detector testing and other areas of compliance duly detailed. You
will need a Fire Safety Policy to indicate what the policy of the
premises is, the staff training carried out and details of evacuation
procedures. This will also highlight the overall Responsible Person,
the Competent Person and if a large premises, those delegated to
specific duties in an emergency and known as fire ‘marshals’.

General fire precautions
You can summarise the above requirements by the following:
Make sure your staff knows the location and purpose of all fire
extinguishers. Water is suitable for fires of wood, paper and
furnishings but not on electrical fires or flammable liquids (e.g.
burning fat or oil). Carbon dioxide extinguishers can be used on
electrical fires. Dry powder extinguishers are also safe to use on
flammable liquids and electrical fires involving ordinary
household voltage.

Workplaces need to be adequately ventilated. Fresh, clean air
should be drawn from a source outside the workplace,
uncontaminated by discharges from flues, chimneys or other
process outlets, and be circulated through the workrooms.

Fire extinguishers usually recommended for pubs, hotels and
restaurants are water for combustible materials such as
furnishings, tables etc, CO2 Carbon dioxide for electrical equipment
in the kitchen and cellar and as fire blanket for the kitchen as well.
Wet chemical fire extinguishers are also recommended for deep
fat fryers.

In cellars, ventilation is essential to ensure sufficient air changes
in the cellar to eliminate mould growth and to maintain a suitable
temperature level.

There are other recommendations and you may find certain Fire &
Rescue services suggest other types and you are advised to take
advice from your local team if in doubt.

Boiler rooms located in beer cellars should be insulated, well
ventilated to the open air, and effectively disconnected from beer
storage areas.

Staff should be trained in the use of fire extinguishers and in drills
for evacuating the premises, calling the fire brigade and ensure
that notices detailing the routes for escape are visible around
trading areas, in letting room bedrooms and that escape routes are
not blocked, locked or otherwise hidden.

Ventilation

Ventilation in bars and public areas is essential to ensure the
adequate removal of stale air, food and other odours and for the
circulation of fresh air throughout the bars, lounges and dining rooms.
A minimum of 8 to 10 air changes per hour is recommended.

Fire Precautions
The main causes of fire in licensed premises are: electrical
equipment malfunction, gas fired equipment and heating
appliances in general, heat from kitchen appliances and a lack of
maintenance over a period of time. A simple monthly audit by
management to check on the state of various pieces of equipment
is a simple way to help alert management to the possibility of fire
by simple checking and identifying potential sources of danger on
a regular basis and keeping a note of such findings.
Staff should also report any dangers or defects to management.

Fire Risk Assessment
It is a legal requirement for a Fire Risk Assessment to have been
completed to demonstrate due diligence and that the premises is
safe for the public and staff to enter.
This will give a fire risk rating and actions you need to take to
comply with the law. You should also have a Fire Safety Log in which
to record all bell and alarm testing, emergency lighting and smoking

Make sure that all fire extinguishers are accessible, on their hooks
300 mms off the ground, are in place and not ‘gone missing’ and
regularly examined by a competent person or contractor on an
annual basis and duly marked and dated as serviced.
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Waste paper and rubbish

Means of escape

Remove rubbish frequently and at least after each work period.
Rubbish should be stored outside the building in suitable bins with
close-fitting lids. Inflammable rubbish like cartons and other
packaging material should be stored in a safe place.

Make sure that you have adequate means of escape in case of fire.
Escape routes must not be allowed to become obstructed and it
must be possible to open emergency exit doors easily from inside.
If security is a problem, it may be possible to put alarms on fire
exits - not to lock them.

From 1 January 2015, waste collection authorities must collect
waste paper, metal, plastic and glass separately. It also imposes a
duty on waste collection authorities, from that date, when making
arrangements for the collection of such waste, to ensure that those
arrangements are by way of separate collection.

Electrical equipment

There should be a notice in the bar and all letting rooms stating the
route for escape and staff need to be aware of their responsibilities
to ensure the safe exit of all those on the premises. If there are live
in staff and if any letting rooms are occupied, then there must be
some member of staff appointed to be responsible for these people
in the event of an emergency.

Check electrical equipment regularly to ensure that it is still in good
order. For example, wires should be checked regularly for signs of
fraying, light bulbs should not touch shades or get so close as to
heat furnishings excessively. Do not allow sockets to be overloaded.
Switch off appliances after use.

This person would need a ‘guest list’ or ‘rooms occupied’ list of
those residing on the premises each and every night so as to be
able to prove that all persons were accounted for should there be
an emergency. This list would need to be given to the attending
senior fire office from the Fire & Rescue Service.

Gas fired equipment

All internal fire doors should be closed, should open outwards in
the direction of escape and not be propped open with a wedge or
fire extinguisher ever. Older doors that open inwards must always
be secured open during times when the premises is open for
licensable activities and open for members of the public to enter
and when staff are working.

Check that any pilot lights on gas appliances are clean and working
properly. Grease can cause pilot lights to become deflected away
from the main burners. Check that the main burners of ovens come
on when they should. Keep cookers clean and have them checked
and serviced regularly.
An annual certificate of maintenance may be required for insurance
purposes as well and gas appliances and installation will need an
annual gas safety inspection.

Action if a fire is discovered:
u

Sound the alarm;

u

Call the Fire Brigade (dial 999);

Heating appliances

u

Fight the fire if it is safe to do so. Do not put yourself at risk;

Portable heaters may start a fire if knocked over so should not be
placed where they are likely to be knocked. They should not be placed
near to combustible material (such as curtains, chairs and tables etc).

u

If you are trapped by a fire: go into a room, close the door, put
a blanket or carpet against the door to stop smoke and draught,
go to the window and call for help.

Books and papers should not be put on heaters. Take care that
loose papers and decorations cannot fall onto open fires or heaters
(including night storage heaters).
Portable paraffin or oil heaters must be out and cold before being
refilled. They should be refilled out of doors. Any such appliances
would need to be maintained annually and a record kept, and a risk
assessment carried out if such equipment is in use.
The likelihood of potential problems is high with all portable heating
equipment and if at all possible, they should only be used if really
necessary and then only under constant surveillance by a member
of staff for instance, bar or waiting staff who are aware of the
potential for danger.
Open fires should not be overloaded with fuel so that logs or coal
can fall onto the hearth. Do not carry live coals from a fire.
Have chimneys swept regularly at the end of the winter or beginning
of the next and may well be an insurance requirement. With older
buildings there is the potential for leaks into adjoining areas
including roof spaces for example.

Enforcement
Environmental Health Officers enforce the Health and Safety at Work
etc Act 1974,Workplace Regulations 1992, Management of H&S
Regulations 1999 and the Food Safety Act 1990 and Food Safety
and Hygiene Regulations (England) 2013 and (EC)852/2004. This
applies to hotels, restaurants, public houses as well as other
legislations and regulations pertinent to the drinks industry.
The legislation provides officers with power of entry to examine
premises, practices and documentation in order to assess
compliance with the law.
If they have any particular concerns, EHOs can seize dangerous
equipment, detain and remove foods that may not be suitable for
consumption, and request information under caution if they are
satisfied that an offence has been committed. Under normal
circumstances, EHOs will send an informal written warning if any
contraventions are found in the course of an inspection. They can,
however, serve Improvement Notices requiring landlords to
remedy problems.
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We can help you with
HACCP
Training
Safety Policy
Risk Assessments
Health & Safety Audits
Food Safety and Hygiene
Food Hygiene Audits

For a free chat contact us on……03456

446006

info@sentientuk.co.uk
www.sentientuk.co.uk

49-51 Pegholme, Wharfebank Business Centre,
Ilkley Road, Otley. LS21 3JP

If a health and safety defect poses an imminent risk of injury to
health, a Prohibition Notice may be served, preventing a particular
practice or use of equipment until specified works have been
completed.
In the case of serious risk of food poisoning, an Emergency
Prohibition Notice may be served. This could involve the closure of
the food business.
Failure to comply with a notice constitutes an offence and the risk
of prosecution.
The use of the above formal powers is a last resort when things
have gone seriously wrong, but if you take time to get things right
initially and manage risks effectively, you should find compliance
with the law relatively straightforward.

Although this information has been prepared for the
OnTrade Review with the utmost care, it is no substitute for
the complete rules and regulations set down by the
individual authorities, and is meant only as a guide. In order
to comply with all the various requirements, it is a good
idea to always get advice and your local EHO, H&S officers
and fire offices will always be available to provide help and
assistance. If in doubt, always ask first!!

Original material provided by The OnTrade Preview and reviewed
and updated by Sentient in OCT 2016.
Sentient provides support to employers and businesses in –
Health & Safety
Food Safety and Hygiene

The EHO is there to help rather than hinder your business.

HR, Employment Law

Various new laws, acts, legislation, regulations and statutory
instruments have come into place since the advent of the Health
and Safety at Work etc Act 1974, including the Health Act 2006
covering smoking in public places.

Training

Inevitably it won’t be the last piece of legislation governing what
you can and can’t do in a public house, or how you should or
shouldn’t do it! It’s a grin and bear it situation, but keeping abreast
of anything new that is going to change the way you run your
premises may give you a head start!

From Food Hygiene systems and HACCP to contracts of
employment, safety policies and risk assessments. If you need
detailed support dealing with regulations, accreditation standards,
staff problems, serious incidents or complaints and allegations, then
we can help you.
www.sentientuk.co.uk
info@sentientuk.co.uk
03456 446006
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ASaferCellar
Accidents can happen anywhere but the cellar is
the scene of more than its fair share.

Hygiene

The general regulations are covered in the overall Health Safety &
Hygiene Regulations on the preceding pages. If you make sure staff
are aware of the dangers and take a few basic precautions the
majority of accidents can be easily avoided and you will ensure that
you stay within the law.

u

u

Follow safety and hygiene procedures properly
Clear spillages and breakages immediately
u Clean and properly store equipment after use
u Keep access clear
u Wear appropriate protective clothing

Regular maintenance

A simple check list could be pinned up somewhere as a constant
reminder - a few guidelines could include:

u

General

u

u

No smoking. No animals allowed
u No unauthorised or untrained staff in the cellar
u Ensure cellar is lit and ventilated to minimum legal standards.

Access
u
u
u
u
u
u
u
u

Plan a route around the cellar allowing easy access to pipes,
barrels and equipment
Never block access
Never block ventilation
Store equipment not in use safely
Replace any item moved
Clear away all rubbish including crates, packaging, and
wrappings immediately
Clear up spillages and broken glass immediately
Never use cellar as an ‘overflow’ stockroom.

Drinks
Food can affect the flavour of beer - never store in cellar. Be aware
that strong chemicals such as disinfectants can also affect the
flavour of beer.

u
u
u
u
u

Clean and seal walls and ceilings with a suitable material at
least once a year
Clear away mould and similar growths, if they reoccur locate
the cause
Follow recommended maintenance schedules for all equipment
Use contractors and engineers recommended by the brewery
or equipment manufacturer.
Check all lights are working and spare bulbs are in easy reach
Check ventilation system is working properly
Check cellar temperature is kept at correct levels

Gas safety
CO2 gas is stored in liquid form at high pressure. Gas cylinders
can be dangerous if not handled properly. To comply with the law
you must display a CO2 safety warning. Always follow the
correct procedures.

Handling and storage
Store cylinders securely until they are ready to be used. If possible
they should be wedged horizontally When in use cylinders should
be secured in an upright position Gas safety is paramount in the
management of a cellar - observe the advice and you can be sure
you’ll be safe in the cellar.
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Good Gas for Safety and Profit
The use of the correct food grade, beverage gas mix is
not just a safety issue either – it ensures overall beer
quality; including the ability to form a stable head of foam
and the flavour characteristics of beer, important factors
in determining the consumer’s judgement of beer quality
and ensuring they order another pint.

Cellar Safety

Ruth Evans Chief Executive of BFBi says
that the message of gas safety can
never be repeated too often.

Pressures of Profit
The need to make a profit has driven some licensees to look at
alternative gas suppliers. However, do not be tempted at seemingly
attractive offers as the consequences of this are severe:u

One standard cylinder of gas can dispense up to 10 x 11gal
kegs of beer, that’s a potential for 880 pints of poor quality beer
down the drain.

u

You will lose customers through poor quality of your beer.

u

Your beer supplier will refuse to pay compensation for loss of
beer caused by the use of non-food grade dispense gas.

u

You will be at risk of prosecution for being in breach of
several laws:

u

1/ Health and Safety at Work Act

The use of quality, food grade beverage gas is required by law.

u

2/ Food Regulations

To ensure your gas is of the right quality and SAFE always use a
supplier you can trust.

u

3/ Carriage of Dangerous Goods (CDG) Regulations.

u

Last but by no means least – you may kill yourself of one of
your staff

Cheap gas is not necessarily a cost saving and, if gas is not food
grade quality, supplied to the correct mix according to the Brand
Owners’ requirements, WILL affect flavour, taste, after-taste,
fobbing and haze, as well as potentially risking health & safety to
the consumer.

As part of an industry drive to ensure the highest standards of
quality and good safety, an important advice leaflet “Profit Through
Quality – Good Gas, Good Business” is now available as a free
download from the BFBi (Brewing, Food & Beverage Industry
Suppliers Association) the BBPA (British Beer & Pub Association)
and BCGA (British Compressed Gases Association) web sites
detailed at the end of this article.

Good dispense gas
Good gas is essential in serving the drinks in the way the producer
intended. It will be supplied in a cylinder that is in test and in good
condition, filled with food grade gas only and correctly labelled
ensuring it meets all legislation and safety requirements.
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Bad dispense gas
bad dispense gas may be supplied by rogue traders, often in stolen
gas cylinders, in poor condition, not tested, without any formal
labelling and most likely filled with industrial grade gas of poor
quality and potentially contaminated.

Making the right choice
Cylinders like the ones pictured here have exploded in cellars
causing immense damage and personal injury. Short of that, these
cylinders are also more likely to leak causing an increase in the
level of CO2 in the cellar creating a non-breathable atmosphere,
Carbon Dioxide is odourless and without colour but is a lethal killer
when released into a confined space.

Test date rings
By law, all gas cylinders are subjected to regular test and inspection
to ensure the integrity of the gas cylinder. That is to make sure the
cylinder is safe to be used at the required pressure. To be able to
identify when a gas cylinder is due for retest a plastic ring is fitted
around the neck of the valve and has a specific colour and shape
that designates when that particular cylinder is due for inspection.

Rogue traders and Illicit operators
Rogue traders and illicitly filled drinks dispense cylinders will

Spotting a good dispense gas cylinder

u

NOT display the correct labelling and safety information.

u

NOT use food traceability labels as they don’t want you to know
where the gas cylinder and its contents have come from.

u

NOT have been tested and therefore are highly likely to be
missing the test date rings, this makes your gas cylinder a
potentially dangerous item to have in your cellar, a time bomb
waiting to happen.

Product label:
By law, all dispense gas cylinders must clearly display a label
covering the following information:
u
u
u
u
u

Product identity – what gas it is
Emergency contact telephone number
Risk and Safety phrases – such as compressed
Suppliers name
Hazard warning diamond

An example is given below

Food traceability Label
By law, all gas cylinders supplied for the drinks trade must have a
product traceability label on the gas cylinder, valve or valve guard.
This is typically a small label added to the cylinder with a series of
numbers and letters, some even barcode the cylinder. This label is
a means to be able to trace the cylinder and its contents in event
of any quality issues. These labels are changed at every fill. You
must not use any drinks dispense gas that does not have a
traceability label or product label.

Dispense gas checklist
An answer of “NO” to any of the questions below may indicate that
the cylinder may be unsafe to use and should not be accepted.
u

Are the cylinder contents clearly identified on the cylinder label?

u

Is the product traceability label visible?

u

Is there a current coloured plastic test date ring between the
valve and the cylinder?

u

Have you been supplied with separate product safety
data sheets?

u

Is the cylinder valve sealed when delivered?

u

Does the cylinder look in good condition? i.e. No excessive
rust, dents, gouges, bulges, or defacing of any kind

Further advice
Bad dispense gas will cost you money and, possibly, put your
business at risk. If you see or have been offered bad dispense
gas then you should contact the BFBi Drinks Gas Hotline on
+44 (0)1902 795743.
Further information is available from the following websites
www.bfbi.org.uk, www.beerandpub.com/press and
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Keep the drinks flowing with
our fit and forget gas system.
Perfect pints for your customers and fewer headaches for you and your staff.
Who wouldn’t drink to that?
You only pay for what you want and we only deliver what you need. Your
gas is stored in a reliable CO2 mini tank, with a self- generating nitrogen
source for mixed gases. Levels are remotely monitored and on-site filling is
in constant supply.
Our carbostore holds the equivalent of 42 small or 8 large cylinders. That
means no lugging around cylinders with the risk of personal injury to your
staff. “Gas Out” situations or returned part full cylinders are also a thing of
the past – improving stock accuracy with no penalty charges or increased
cylinder holding rentals as a result of lost or borrowed cylinders.
We make extra, ordinary.

Watch our
90 second video and
start saving today:
airproducts.co.uk/
microsite/uk/drinks

tell me more
airproducts.co.uk

Please contact us at:

0800 389 0202 or apukinfo@airproducts.com
quoting ON TRADE
© Air Products and Chemicals, Inc., 2016

237-17-001-EN
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Who Owns the Kit?
The Keg Dispense System

When it comes to the essential but
expensive keg dispense equipment, who is
responsible for what? The current
system of shared access between brand
owners has served the industry well, but
much has changed, especially over the
past ten years. Ruth Evans of the BFBi
gives an overview of where the industry
sits and some brief guidelines for brand
owners moving into keg dispense
Principally, many new “craft” brewers/cider makers are
supplying the on trade. Many moving from cask to keg
and, consequently, turnover of brands on the bar is
becoming greater and quicker, with consumer demand
for choice requiring the provision of a range of draught
beer brands on the bar.

The primary concern is to ensure all Users connect in a safe
manner, and adhere to the Gas Pressure System Safety regulations.
And to address any lack of understanding of the current Provision
of the Dispense System infrastructure and “User” Responsibilities
(in both contexts – retailer and brand owner), including statutory
requirements to operate and maintain a safe dispense system
(Pressure Safety System Regulations, 2000 SI 2000 NO 128)
Traditionally, the Brewer owning and maintaining the Primary
Cooling and Gas Pressure system (the keg dispense system) is the

one with the greatest number of dispense taps on the bar; making
the system available for others to dispense their brands.
With significant investment in the keg dispense system (not only
monetary but investment in quality of dispense), the greater the
number of other beers incorporated within the system, the greater
the risk to the line – its quality of dispense and added expense to
the owning brewer.
u

Are all brewers & on trade retailers, in the shared dispense
infrastructure, aware of their responsibilities?

u

Is everybody aware of their responsibilities in order to
have access to the dispense infrastructure and to ensure
a safe system?

u

Are costs apportioned fairly between the Provider of the System
and the brand owner/s using the System?

u

Equipment Providers are unable to recover all of their costs in
providing coolers & pythons that can be used by all if Users do
not contribute to running costs; nor are they aware if Users of
the system are connecting to specification

u

Are all Users Connecting aware of their responsibilities?

No one wants to go back to the ways of 20+ years ago when each
brand owner provided their own equipment. This option is not a
viable solution in today’s market place. All should be able to access
the Cooling and Gas System infrastructure
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Gas Pressure Safety Systems
Statutory Regulations:
u

It is mandatory that the system is operated in the
correct manner

u

Any person interfering with the equipment can create a serious
risk to staff on the premises

u

The person in control of the equipment, the Licensee, has
a statutory duty to ensure that any amendments / additions
are in accordance with the written instructions issued by
the Provider of the System

u

Users should not attempt to alter, modify or adjust the pressure
within a pressure system, that renders the system unsafe.

u

The employer of a person who installs a pressure system at
work shall ensure that nothing about the way in which it is
installed gives rise to danger or otherwise impairs the operation
of any protective device or inspection facility.

u

The employer of a person who modifies or repairs a pressure
system at work shall ensure that nothing about the way in which
it is modified or repaired gives rise to danger or otherwise impairs
the operation of any protective device or inspection facility.

Operational Responsibilities:
The Publican/Licensee (User) must not operate the Gas system nor
allow it to be operated:
u

Unless he / she has established the safe operating limits

u

After the date set for the next periodic examination

u

Except in accordance with the Operating Instructions provided
by the Supplier. (It is the Licensees duty to ensure that any
Operator of the System is properly trained to do so.

The User of the pressure system (Publican) is responsible for the
code of practice & maintenance within the outlet.
Unless those duties have been transferred in writing back to the
owner or supplier (Provider)

Items which must be inspected include:
u

All protective devices

u

Pressure vessels in which a defect may give rise to danger

u

All parts of pipe work in which defects may give rise to danger
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u

Every dispense pressure system must display a cellar
record card

In practice there is normally one Provider for the Primary Cooling
and Primary Gas Ring Mains.

u

The responsible person on site must sign and retain their copy
of the BBPA booklet “Instructions for the safe operation of gas
pressure systems used in the dispensing of beers and lagers”

u

The User of the system must only use the system for its
designed purpose

The Provider of the system should be notified by each brand owner
when connecting. Communication will ensure a commercial
agreement can be supported, not least to ensure the Provider can
maintain the equipment, product quality and ensure compliance
with health & safety legislation

The Vision:
Industry Bodies including the British Beer & Pub Association (BBPA),
Brewing, Food & Beverage Industry Suppliers’ Association (BFBI),
Brands Dispense Association (BDA) and National Technical Liaison
Group (NTLG) support the need for an openly transparent scheme
that applies to all users and is reasonable and fair.
A scheme that fairly recovers costs to those who invest in Technical
Services to maintain a safe system of dispense which is good for
pubs and good for quality draught beer, & consumer choice.
To ensure all Brewers are represented on the Bar the Brands
Dispense Association propose a widely communicated system that
applies to the industry as a whole – accessing a “shared
infrastructure”.
u

A widely communicated system for brand owners / “Users” –
accessing a “shared infrastructure”.

u

An open transparent scheme that fairly recovers costs to those
who provide the Dispense System Infrastructure for use by all
brand owners

u

Good for pubs + good for quality draught Beers & Ciders +
good for choice = good for the Consumer

Who Are the Stakeholders and interested parties:
BODY

SIZE

INTEREST

Brands
4 Member Cooler, python & gas primary owners
Dispense
plus Accolade, owners of equipment
Association Companies
used by others
Brand
2000+ and
Owners/Beer
growing
Producers
Cider
Producers

200+ and
growing

Customers /
On Trade
Retailer
Trade Bodies- Industry
BBPA/BDA/
Wide
SIBA etc

Expect access in order to use
equipment for their products
Expect access in order to use
equipment for their products
Users of equipment, mostly provided
within the price of the beer. Expect
the equipment to be reliable and able
to serve the products they choose
Expect to see policies & statements
on major trade activities,
representing various interests

Consultation:
BDA (representing the major brewers who own, install and maintain
the primary gas and dispense system) is seeking consultation with
brand owners in order to implement a robust sustainable solution
that enables One Brewer (the Owner of the Primary Cooling and
Primary Gas System) to recover costs, and accept the transfer of
responsibility in order to maintain the Dispense Infrastructure that
is available for all.
It is important to share thoughts now and solicit views from the
wider industry.
u

u

u

The current BDA agreement operates on the sharing of
information involving communication between the User
(Brand Owners connecting to the dispense system) and the
Provider of Primary Cooling and Primary Gas systems
Below the Bar provision of these systems is made available for
all Brand Owners

Dispense Equipment Specifications are set and covered within
BDA Installation Guidelines Document and published on the
BFBI website
(www.bfbi.org.uk/technical-info-documents/technical-documents)

To All Users of Dispense Infrastructure:
To engage or request further information about how your brands
can/are interacting with the primary system and engage directly
with BDA, please contact ruthevans@bfbi.org.uk or view the
presentation given at BevExpo 2016 at
http://www.bevexpo.com/presentations/who-owns-the-kit/

Thanks go to: Iain Ramage, Chair of BDA Technical Committee, who
has provided much of the content of this article.
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Caring for Kegs
Cellar Management

The Cask Marque guide to looking after
keg beer in the cellar
The rapid growth of the cask ale market over the past
decade has meant there has been much written about the
correct way to care and condition of cask beer. But it’s
equally important to look after keg beer in the cellar. Whilst
keg beer is seen as the ‘easier’ of the two categories to
look after, the proliferation of ‘craft’ keg beers, many of
which are unpasteurised, means we need to revisit some
basic cellar management principles to get the best out of
keg in the cellar.

Most mainstream keg beers are pasteurised, packaged and stored
under carbon dioxide which means they are less prone to
contamination from air-borne micro-organisms.
Non pasteurised keg beers are sterile filtered and chilled to the
point that any surviving bacteria (which could ferment the beer)
becomes dormant.
However, all beer is classified as a food under the Food Safety Act,
so a clean hygienic cellar is essential for storage of any beer. An
ideal time to give the cellar a thorough clean is just before the
delivery (at least once a week) when the stock levels in the cellar
are at their lowest.

On Delivery
When keg beer is delivered, check the condition of the containers:
damaged or leaking containers can have a serious impact on yield,
so make sure each keg is in good condition with an intact plastic
seal covering the spear. Check the best before dates on the labels:
industry standard for mainstream beer is that each keg should have
at least 20 days AHEAD of the best before date. Any less, and you
are well within your rights to refuse the delivery.

“Non pasteurised keg beers are sterile
filtered and chilled to the point that
any surviving bacteria (which could
ferment the beer) becomes dormant”
Craft keg best before dates vary from beer to beer so the same
rule does not apply
If the cellar is subterranean, make sure the containers are dropped
onto cushions, or ropes/pulleys are used to lower the kegs into the
cellar. This reduces the chance of any damage to the container.

Storage
It will take up to two days for the kegs to acclimatise to the cellar
temperature of 11 to 13 degrees centigrade, so they shouldn’t be
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connected up straight after delivery. If kegs are stored outside this
temperature range, it may result in fobbing or flat beer.
With unpasteurised keg beer this point is particularly important: if
they are stored in temperatures above 13 degrees, the dormant
bacteria which ferments and spoils the beer will once again become
active and subsequent growth will rapidly begin to spoil flavour and
cloud the beer.
It may seem an obvious point, but use the oldest stock first: keep
to the FIFO rule – First In, First Out.

Equipment
The equipment used to dispense keg beers requires a few weekly
checks to operate efficiently.
Gas should be purchased from a reputable, accredited gas
supplier, a list of which can be found at www.bfbi.org.uk. Cheap
gas is not necessarily a cost saving and, if gas is not food grade
quality, supplied to the correct mix according to the Brand
Owners’ requirements, it WILL affect flavour, taste, after-taste,
fobbing and haze.
When in use, gas cylinders should be secured in an upright position
with chains or straps.
One tip to prevent keg beers ‘over-gassing’ is to switch your gas
supply off at the end of the night: it can be switched off at the bottle,
or at each one of the gas pumps next to the cellar buoys.

“With unpasteurised keg beer this point is
particularly important: if they are stored in
temperatures above 13 degrees, the
dormant bacteria which ferments and
spoils the beer will once again become active”

Hygiene
Couplers should be cleaned at least once a week with a sanitiser,
and check that the rubber seal inside the coupler is intact (not split
or corroded). Over tightening the coupler can occasionally cause
these seals to split.
Cellar Buoys (aka fob detectors) are a great visual indicator of how
clean your keg beer lines are. These should be purged with line
cleaning solution during your weekly line clean, to prevent yeast
build up around the shoulder and base. A useful line cleaning guide
can be downloaded from www.cask-marque.co.uk.

Cooling
Ice bank primary coolers need topping up with water at least once
a week, and should remain switched on at all times (switching them
off overnight to save energy tends to be a false economy).
Dust and fluff should be brushed from the ventilator grills regularly,
and the airflow around the grills should not be blocked with crates
or other kegs. If using glycol coolers, the coolant level is visible
through an inspection window on the front of the cooler. If low,

technical services will top these up. Glycol coolers do need to be
turned off at least one hour before performing a line clean, to
prevent the flush water freezing in the beer lines.
Check the insulating material around the python is intact. This can
sometimes split, meaning the beer will warm up in the beer lines
on the way to the bar which causes fobbing.

Turnover
Finally, aim to sell each keg within 5 days. ‘Over tapping’ (too many
keg brands on the bar) leads to lower throughputs, increased line
cleaning costs, and more technical service issues - all of which
have an impact on the profitability of your business.
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The Techniques of Cellarmanship
1. Setting a Stillage
Securing a cask of beer: A stillage is the name given to any solid
object that enables a cask of beer to be laid down and prevented
from moving by means of the insertion of wooden wedges (also
known as scotches or chocks).
It is important that casks be set horizontally with the shive pointing
straight at the ceiling. If a cask is stillaged with a forward tilt,
sediment will fall to the front of the cask and be concentrated at
the tap, leading to fouling of the tap and the need to draw off three
or four pints of beer before the clarity and quality of the cask’s
contents can be judged accurately. If the cask is tilted backward,
problems of unstable yeast and finings slurry slipping forward may
arise when the cask is tilted in order to decant the final few gallons.

“Each cask broached and put on dispense
should be consumed as quickly as
possible; ideally within 24 to 48
hours unless a cask breather is used”

2. Conditioning

The Art of Cellar Keeping
Mark Dorber is the godfather of craft beer in the
UK, having created the first craft beer pub at The
White Horse in Parson's Green before the term
craft beer was even dreamt of. A founder of the
Beer Academy and the leading authority on
cellarmanship, he penned the backbone of this
guide to the art of cellarkeeping many years ago.
A lot has changed in the world of beer since
then - but the importance of caring for cask ale
remains the same, as do the techniques
An avaricious brewer may define cellarmanship as the art of serving
a continuous supply of saleable beer with the least financial loss.
Here, compromises will be made on quality in order to fulfil the
primary requirement of profit maximisation.
My view on the primary goal of cellarmanship, which, incidentally
has not changed since August 1981, is the following:

The purpose of conditioning is to reduce the level of carbon dioxide
in the cask to enable a good finings action to occur and then to
build up the level of carbonation appropriate to the style of beer.
Venting excess CO2 is achieved by inserting/hammering a porous
peg (“soft peg” made of soft wood, usually bamboo cane) into the
sealed shive tut causing a sudden escape of gas and the immediate
emergence of fobbing beer. This procedure should be carried out
in a controlled way; i.e., the contents of each cask should be chilled
to 11-13°C in order that a relatively calm and nonexplosive purging
of excess CO2 can take place

“The rule on the amount of time to soft
peg beer is that there is no rule.
It is entirely dependent upon
the yeast fining regime adopted”
The object of soft pegging is to reduce the amount of CO2 to the
point at which the finings will prove effective.

To promote the most beauty in each cask of beer by developing the
most interesting range of sound aromas and flavours; by nurturing
wherever possible high levels of natural carbonation consistent with
each beer style and, moreover, by serving each beer in a manner
and at a temperature that enhances its aroma and flavour profile
and creates an appropriate mouthfeel.

It is also important that upon soft spiling, the cask should have an
even distribution of finings and yeast. It is sensible to roll each cask
vigorously before stillaging, securing and venting. The time taken
for the beer to “work” through the soft peg will vary according to
each yeast strain, the concentration of yeast cells per millilitre, and
the yeast’s general friskiness, along with the amount of residual
sugar/primings in the cask and the temperature/state of agitation
of the cask.

The above must follow the disciplines of good husbandry, continuity
of supply and speedy turnover in order to keep the beer in each
broached cask as fresh as possible.

In the case of exceptionally lively beers, it may be necessary to
replace the soft peg every hour for a day or more. The pegs
sometimes become blocked with yeast and, occasionally a plug
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of dry hops may form underneath the soft peg, preventing the
release of gas.
The rule on the amount of time to soft peg beer is that there is no
rule. It is entirely dependent upon the yeast fining regime adopted.
The object of soft pegging is to reduce the amount of CO2 to the
point at which the finings will prove effective.
But do not over vent. You are preparing the yeast for a marathon
journey not a short sprint, hence the need to vent at low
temperatures and avoid exhausting the supply of sugars. The
tension to be observed is the need to produce clear beer and the
imperative to stimulate good to high levels of CO2 in solution.

“But do not over vent. You are preparing
the yeast for a marathon journey not
a short sprint, hence the need to
vent at low temperatures and
avoid exhausting the supply of sugars.”
Flat, clear beer is the norm in Britain. We drink with our eyes and
then jazz up flat beer by forcing it through a tight sparkler. We
cannot put our well-conditioned pale ales through a sparkler at the
The Anchor without substantial wastage due to the relatively high
level of CO2 in solution.

Need any cask
equipment in the
cellar or for your
beer festival?

P ase contact us on

01308 426982
sales@acask.com www.acask.com
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Hard pegging should occur when a cask has “worked” to the point
where it takes 3 to 10 seconds for the fob to re-form on top of the
soft spile after being wiped clean, again depending upon the style
and strength of the beer, the yeast/finings regime, and when the
beer is required for dispense.
The soft peg should be replaced with a nonporous hard spile to
prevent the escape of any more CO2 and to slow down yeast
activity.

“Dropping bright will now occur and is, in my
experience, greatly assisted by a rising
temperature. Again, it is a matter of
trial and error with the yeast strains used”
Dropping bright will now occur and is, in my experience, greatly
assisted by a rising temperature. Again, it is a matter of trial and
error with the yeast strains used, but I have found that taking the
ambient cellar temperature from 11-12°C up to 14-15°C for about
8 to 12 hours produces consistently bright, polished results across
the range of ale yeasts used in Britain today.
Dropping bright times from hard pegging vary from four hours to
four to five days.
Carbonating should now take place after a spell of warm
conditioning at 14-15°C. It is important to chill back down to
11-13°C depending upon the temperature that your yeast is happy
with. The lower the temperature tolerated by the yeast, the greater
the level of carbonation possible.
Bass yeast remains one of the liveliest and most tolerant of yeast
strains in Britain and will work happily at 10°C. After a four-week

maturation period in the cellar at 10-11°C our pale ale has the
most glorious, mouth caressing effervescence that one could
wish for.

3. Maturation
This part of the process of cellaring beers, sadly, is seldom given
much attention in practice. However, aging beers not only allows
the appropriate level of carbonation to be generated but also allows
the beer to dry out the effects of krausen or priming additions, thus
taking away any insipid qualities from the palate of the beer.
“The fresh kiss of yeast, the hallmark of
cask-conditioned ale or unfiltered lager,
develops further impact and complexity
during the process of maturation,
be it in a lagering tank or in a cask.”
The fresh kiss of yeast, the hallmark of cask-conditioned ale or
unfiltered lager, develops further impact and complexity during the
process of maturation, be it in a lagering tank or in a cask.
Aging also enables the effects of dry hopping to achieve maximum
impact after two weeks or so in cask, developing its own particular
grace and delicacy of aroma.
For beers such as low-gravity dark milds, we would expect to put
the beer on dispense in the shortest time possible, perhaps only
four or five days after racking, in order to promote the slightly sweet,
fresh malt character of this supremely quaffable style.
We cellar ordinary 1040 original gravity pale ales for two weeks in
order to extract the succulent malt characteristics and earthy
Sussex hop flavours, but stop before the dual strain, spicy,
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clove-like yeast imprint becomes dominant. A period of two weeks
also enables us to build up good levels of carbonation to provide
the complementary mouthfeel so sought after.

Top Tips to decrease wastage, improve beer
quality and increase profit

I have successfully cellared Old ales for months; two months for
Highgate Old (1050 og.) to a year in the case of Traquair House Ale
and Adnam’s Tally-Ho (1075 og.).

Reduce the amount This lowers the amount of beer disposed
of taps on the bar of during a line clean

4. Dispense
Please don’t excessively chill a rich, biscuity, malty Scotch ale or
an ester-laden, vinous barley wine. Therefore, pay attention to
insulated beer lines (and beer engines) carrying beer from your
cellar or chill cabinet behind the bar to the customers’ glass.
The key areas to get right here are: Temperature, ideally 10-13°C,
depending upon the style of beer and the ambient temperature.
Use either tap-fed gravity dispense or beer engines. If you use beer
engines, decide which beers benefit from the use of sparkler
attachments in order to produce a tight, creamy head. Stouts and
dark milds can be enhanced by the use of sparklers, but think
carefully and experiment before you connect a carefully crafted IPA
to an ‘Angram Pip’.

“If you use beer engines, decide which beers
benefit from the use of sparkler attachments
in order to produce a tight, creamy head”
Each cask broached and put on dispense should be consumed as
quickly as possible; ideally within 24 to 48 hours unless a cask
breather is used. It is not just a question of oxidation and
acetification setting in, but the loss of CO2. In all but the most
carefully prepared casks, such loss will result in a notable loss of
freshness and vitality, which matter a great deal to me.
For those of you who are preparing pale ales for cask-conditioned
dispense, the following quote from the head brewer of Marston’s
in 1899 provides a rare insight into his perception of quality and
indicates just how far brewing techniques had advanced from the
16th century:
“An ideal glass of ale should evidence stability, “star” brilliancy,
absence of deposit or floating particles, a foaming, tenacious,
creamy head, with beads of carbonic acid gas adhering to the
sides of the glass; the ale when first poured out being as cloudy
as milk, subsequently slowly clearing as the gas in solution rises
to the surface of the liquid, forming the close head already
mentioned, the flavour also being that suited for the district where
it is to be consumed.”
To paraphrase the late, great Bill Shankly, pioneering manager of
Liverpool Football Club:

“Cask-conditioned ale is not a matter of life and
death - it’s much more important than that.”

Cask sold within 3 days and kegs sold
within 5 days will be at their best. After
Stock brands and
this time, they can begin to deteriorate.
container sizes
Kegs on sale for more than 5 days ‘gas’
which can be sold up and start to fob, and casks on sale
without quality being for more than 3 days become stale and
compromised
acetic. Selling within these timescales
can reduce customer returns and
wasted beer.

Clean lines at least
every seven days

Lines cleaned infrequently or incorrectly
result in fobbing and foul tasting beer.
Pubs which clean lines correctly every
seven days will see increased beer
quality. Analysis shows that if beer lines
are not cleaned for 14 days yields drop
by 4% (Vianet 2014)

Check the cellar
temperature daily.
Cellar temperature
should be between
11°C to 13°C

If the cellar is too warm cask beer will go
off more quickly and pick up adverse
flavours. Kegs may fob up and increase
waste. If the cellar is too cold most beers
will dispense ‘flat’, flavours will be
affected and cask beers will take longer
to ‘condition’ and increase waste.
Currently 32% of cellars are too warm –
above 13°C (Vianet2014) Regularly
maintain your cellar cooling equipment

Turn the gas off
between sessions

If gas is left switched on overnight keg
beers will gas up and result in wastage
due to fobbing beer

Train staff how to
pour beer correctly

Training may reduce beer overspill into
the drip trays

Put a hard peg in all If cask beers are not hard pegged
overnight they lose their ‘condition’, taste
casks between
flat and shelf life is reduced
trading sessions
Auto tilts help get the maximum
amount of cask beer out of the
Invest in ‘auto tilts’ container. Manually tilting can cause
for casks – they are the sediment to be disturbed causing
proven to increase wasted beer. With good cellar
yields and save time management only 2 pints will be left in
a cask at the end of a barrel. Poor
stillages can double this wastage
Check the clarity,
aroma and taste of
each cask beer in
the cellar before
pulling the product
through to the bar

If beer is not completely clear or
conditioned properly, all the cask beer in
the line will have to be disposed of

Check glassware is Poor glasswashing standards can lead to
free-rinsing and fit the head on beer collapsing and adverse
to use
flavours / aromas.
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All the Fun of the Festival
Beer Festival

Pub beer festivals are all the rage these
days. A random survey of beer gardens
and pub car parks on a summer or autumn
weekend will almost certainly net a crop
of three or four little marquees, each with
a bit of bunting and maybe a band and a
barbie, and a drift of contented-looking
customers each bearing a pint of
something unusual.

In fact, rather like old ladies cycling to church, pub beer festivals
have become something of a social marker of Britishness.
But what’s it all for? Mounting a beer festival is an enormous
amount of work for all concerned; and they can’t be doing it for the
money. Each individual event might make a profit, although only a
modest one; and two beer festivals a year, early and late summer,
isn’t really going to have an appreciable impact on the bottom line.
But look again at those contented customers. An afternoon spent
at a beer festival is as relaxing as watching cricket, with the bonus
that you don’t have to pretend to be interested in the match.
And because it’s a special event, often with a charitable cause
to support, it’s guilt-free: you’re not j ust spending the afternoon
at the pub.

So even if pub beer festivals don’t necessarily make a lot of money,
they serve two longer-term purposes: they build the relationship
the licensee has with existing customers - they’re almost a reward
for loyalty - and, like any other well-publicised special event, they
bring in new customers to be converted into regulars.

“The quickest, easiest, and often cheapest
way of getting a decent range of
different beers from various microbreweries
is, in fact, your local microbrewer”

Check Your Licence
Once you’ve decided to hold a beer festival, the process starts with
a quick check of your licence. You’re looking for two things: your
agreed hours, which you must stick to, and the area defined on
your ground-plan as licensable. You can only take the money and
hand over the beer from a licensed area, so if your beer-garden is
included on your ground-plan you can set up your bar outdoors.
Otherwise, all the beer must be served indoors.

Plan Your Beer Order
The next and most difficult task is to estimate the size of your beer
order. This really is one of the black arts of festival management.
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Even experienced CAMRA organisers can get it wrong and sell out
well before close of play or be left with unsold beer. This isn’t as
bad for you as it is for them: you can simply sell off your surplus at
a little over cost. It’s still not good, though, because the discounted
sales are bound to displace the same amount of full-price sales.
Anything - bad weather, good weather, a televised match - can
make a monkey of your attendance forecast, so caution is the best
policy. Don’t order more than a firkin of any one beer; don’t stock
more than a dozen beers, to start with at least; and arrange with
your suppliers for an emergency reorder if necessary. (An
emergency reorder may have to be racked bright in polypins, but
even CAMRA recognises it as real ale under the circumstances).
You should also try to negotiate sale or return, in which case you
need to think very hard before tapping a new cask at a quarter to
closing time.

“Even if pub beer festivals don’t necessarily
make a lot of money, they serve two longer-term
purposes: they build the relationship the licensee
has with existing customers and they bring in
new customers to be converted into regulars”

Select Your Beer Range
So how do you select your beer range? Here, unlike the beer order,
you can afford to be adventurous - in fact, you have to be. People
don’t come to beer festivals expecting a safe, familiar range of wellknown brands. Saggermaker’s Bottomknocker, a treacly stout of
8% ABV from the micro down the road, might not find favour as a
regular on the bar, but it’s exactly the sort of curiosity that makes
festivals such fun. Try to make sure that all the beers are as different
as possible - a dozen mid-strength bitters would excite no-one,
however good they might be - and select a range that covers the
waterfront, from the aforementioned treacly stout to a crisp,
summery wheat beer.
And slip in a few less extreme brands that you might consider
stocking in future, since a festival is a very good opportunity to
monitor their relative popularity by organising a “beer of the festival”
poll, or simply by chalking on each cask the times of tapping and
selling out.

Talk To Your Supplier
If you’re uncertain about which beers to choose - there are, after
all, several thousand on the market these days - you have an expert
on hand who will love to advise you, and that’s your supplier. The
quickest, easiest, and often cheapest way of getting a decent range
of different beers from various microbreweries is, in fact, your local
microbrewer. Most of them don’t only stock their own brands but
also swap with others from all over the country.
Get your local microbrewer down well in advance to consult fully
on your range: they’ll make sure you get a decent variety, with not
too many of their own ales in the mix; they’ll be able to supply

descriptions of all the different beers and possibly even arrange a
tasting of some of them; and they’ll bend over backwards to make
sure they arrive on time and in good nick. They might also agree to
sale or return on untapped casks, although that’s more likely in the
case of their own beers than with “foreigners”; and they’ll keep
their mobile switched on throughout your weekend in case you need
a quick reorder.

Getting Equipped
The next thing to consider is the apparatus you will need - the
stillage. This needs to be extremely robust - full firkins weigh a lot,
and you don’t want them falling on you - and yet quick and easy to
assemble and take apart. (The take-down is the most taxing part
of the festival because everybody’s already tired, and the last thing
they want is to have to wrestle with a mountain of stubborn
scaffolding). The racks also need a bit of a tilt on them, usually
achieved with a pair of cradles of different sizes. You might be skilful
enough to fabricate the stillage yourself, but custom-made is best;
and if you haven’t any spare in the cellar there are specialist
companies that will hire the equipment out. You can try your local
CAMRA branch - they have to keep enough to equip their own
festivals and usually make a little spare money by hiring it out when
they don’t need it. Either way, order well in advance: stillage is in
high demand and is booked up throughout the summer.
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Keeping Cool
A critical factor in the success of your festival is the effectiveness
of your cooling equipment, especially if you’re under canvas and
it’s a scorcher outside. You could hire cooling jackets which run
cold water continuously through a skein of thin pipes over the top
of the barrel; or you could imitate the biggest marquee festival in
Britain and probably the world, Peterborough CAMRA, where it can
get really hot.
There they simply wrap their barrels in muslin or towelling and plonk
a couple of handfuls of of icecubes on top of each one. The melting
ice keeps the cloth damp, and evaporation does the rest. All you
have to do is keep replacing the ice. But bear in mind you will go
through a LOT of ice, even if the weather isn’t particularly hot, and
no one enjoys warm beer.

“Slip in a few less extreme brands that you
might consider stocking in future,
since a festival is a very good opportunity
to monitor their relative popularity”

Glassware
Finally, in terms of practicalities, you will need extra glassware. If
your festival evolves into an annual event you will probably want
specially-engraved glasses that customers will buy to keep as
souvenirs. In the meantime, take a tip and hire polycarbs (stamped,
of course) from your regular supplier.
Unlike old-style plastic glasses they’re rigid, so they don’t spill;
they’re tough, so they don’t break; and you get to return
everything you hired - people tend not to nick them because
they’re only plastic.

Promotion
One last tip: don’t overpromote your first festival. It’s not going to
be the Greatest Show on Earth, even if you’re also laying on a
hogroast and a live band and a few other attractions. You don’t want
to disappoint the customers by selling out too early; and for your
first festival at least you want to feel your way in and not let things
run away with you.

“The take-down is the most taxing part of the
festival because everybody’s already tired, and
the last thing they want is to have to wrestle
with a mountain of stubborn scaffolding”
Some strategic social media, an ad in the local CAMRA newsletter,
a few posters in the bar and the windows, and, in the final
countdown, a nice big banner over the car park entrance will
probably bring in enough customers to keep you and your (extra)
staff busy without being overrun.
Next year, of course, next year you can start thinking big...

TURN YOUR CELLAR
INTO A PROFIT CENTRE
Cost-effective
Energy-efficient
Cellar-conditioning
& Heat-recovery

*ECA Qualifying - Tax efficient
*Low energy consumption
*Ensures optimum stock quality

*Heats your premises at low cost

• ETL listed Premium and Zenith cooling systems
• Write off 100% of purchase and installation
costs against tax in year of purchase
• £10,000 qualifying purchase reduces tax
in the year of purchase by up to £2,400

www.hubbardproducts.com
t: +44 (0)1473 890522
e: enq@hubbardproducts.com

A

Group Company

Free heat and reduced energy costs
• Hubbard HR Heat Recovery units capture
waste heat produced by cellar conditioning
compressors and condensers, converting it
into a viable source of hot water
for heating or washing
• Average‐sized cellar cooling systems can
produce up to 3000 litres of water heated
to 60°C each day
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Quizzically Challenged
Business Builder

The pub quiz is not everyone’s cup of tea
but it is a particularly useful device for
- to use an ugly marketing term - ‘driving
footfall’ on a quiet night of the week
I have been attending quizzes for 40 years and have
witnessed the highs and the lows of the experience.
There’s a real skill to making a quiz work but it’s one
any licensee can acquire given a few pointers in the
right direction.

There are certain fundamentals that need to be in place before you
begin. On the practical side, you’ll need a good PA system, of
course, so that everyone can hear the questions and any music
that may be played, a supply of pens and some printed answer
sheets, but you’ll also need to figure out how to finance the event
and what sort of prizes to award.

“A roll-over jackpot is a good idea. It can
build excitement and guarantee that
teams come back the following week”
Winner-takes-all quizzes are common and, while this potentially
disenfranchises some players who will never win, as long as the
quiz is genuinely entertaining - and fun is the name of the game
here - this is really not a problem.
A roll-over jackpot is a good idea. It can build excitement and
guarantee that teams come back the following week but prizes

running into hundreds of pounds should be avoided as this may
attract ‘outsider raiders’ and upset those who attend regularly.
Big prizes can also lead to friction. Most people don’t quibble
over disputed answers if there’s only a few quid in the pot; when
that becomes hundreds, the atmosphere can change. If the
prizes are not too high, there’s also no need to worry about
mobile phone cheats. In a friendly atmosphere, teams generally
police themselves.

“The quiz will literally stand or fall on the
quality of the questions and the approach
of the quizmaster: a good quizmaster
will naturally build a following as
they become more familiar to your clientele”

A Question of Help
To compile a quiz on a weekly basis is quite an undertaking and
many licensees simply do not have the time. Help is at hand,
however. There are companies that sell pre-prepared quizzes. These
can be quite good quizzes in themselves but they do not always
work because no account is taken of the clientele when setting the
questions and the person charged with reading out the questions
often knows nothing about the subjects.
The result is a rather sterile event that is no more satisfying than
reciting pages from a quiz book. A far better option is to find your
own quizmaster.
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It seems that every town has one or two aspiring quizmasters.
These are keen quizzers who enjoy setting questions as much as
answering them. If there isn’t one among your regulars, then
advertise. The quiz will literally stand or fall on the quality of the
questions and the approach of the quizmaster - I hesitate to use
the word ‘personality’ because it’s not all about cracking jokes: a
good quizmaster will naturally build a following as they become
more familiar to your clientele.

“You would happily pay a good fee for a live
musician or a DJ to bring in the punters, so
a quizmaster who fills the pub in a different
way needs to be shown the same respect”

Play Fair, Pay Fair
Once you have selected a host then the final thing to do is to reward
them appropriately, but don’t be greedy and steal from the pot of
takings in order to do so. People resent seeing the money they have
contributed siphoned off and you are, after all, already benefiting
from enhanced takings over the bar. A lot of work goes into setting
the best quizzes - from the selection and difficulty of the questions
to common sense when it comes to marking the answers.

u Avoid answers that are not easy to pin down. A question like
‘why did … ?’ is asking for trouble as the answer may be hard to
explain or write in the space available.
u

If you are making up questions, be sure to verify the answers
with one or two reliable sources. Don’t just go with your long-held
belief of what the answer might be.
u

If you need to resort to published quizzes or online material, be
sure about the accuracy of the questions and choose only one or
two from each source. Otherwise, someone may have read that
book or seen that website and will know all the answers.
u

Use your head when marking or adjudicating answers. It will
only annoy people if you deny them a point because they’ve spelt
a name slightly wrongly. The old rule that the quizmaster is always
right no longer applies. If there is any ambiguity, use the internet to
check the facts.
u

Stay on the side of good taste. Questions about recent
murders or natural disasters can be real downers and destroy
the atmosphere.

You would happily pay a good fee for a live musician or a DJ to
bring in the punters, so a quizmaster who fills the pub in a different
way - and is likely to bring in different faces who may come back
at other times - needs to be shown the same respect. Consider it
an investment - an investment I have seen pay dividends many,
many times.

Ten Golden Rules for Question Setters
u

Know your audience and tailor the standard of questions
accordingly. This doesn’t preclude questions that are difficult but
you should aim for all teams to be able to get roughly three-quarters
of the answers, which will make them feel included.
u

Find a winning format - the number of rounds, use of
categories, etc. - and stick to it. People like consistency. They
also like good value, which means lots of questions, and no
drawn-out intervals.
u

Choose question subjects that will appeal to most customers.
It’s not taboo to have odd questions about physics or archaeology
but they have to be quite rare. By the same token, the quiz should
not be all about popular culture and celebrity, either.
u Avoid impossible questions. These can range from complex
mathematical problems to inanities such as ‘Do I like Brussels
sprouts?’. Also, players respond well to questions that are genuinely
interesting even when they don’t know the answer so you really
don’t want any questions that make them just think ‘so what?’.
Trick questions are another annoyance.
u Don’t just pander to your regulars’ interests. They should not
be overlooked but the whole idea is to generate new customers.

The author of more than 20 books on beer, including So You Want
to Be a Beer Expert? and CAMRA’s Beer Knowledge, Jeff Evans is
also an accomplished quizzer. He writes questions for TV quiz
programmes and, with a colleague, is the current British national
pairs quizzing champion
www.insidebeer.com

Today’s Group drives on trade division
Today’s Group is the largest independent
wholesale buying group of its kind in the UK
with buying power in excess of £5.7 billion.

The on trade division of the Group has a membership of 25 members nationally, with a combined turnover of £540 million.
Our on trade members service 19,000 free trade outlets across the UK and employ over 100 telesales and 150 sales people
to support the distribution of licensed products into on trade outlets such as pubs, restaurants, hotels and clubs.
We have worked hard to gain increased recognition for the on trade membership in the market place, as well as
strengthening our relationships with suppliers, and this has been a VLJQL½cant element of our on-going strategic objectives
for the channel.
During the last 12 months, we have secured additional agreements with key suppliers across all categories. We have
also continued to focus on achieving ‘umbrella’ agreements which serve to reward all divisions while recognising the
differences within sectors and product ranges.

Headlines

Take Stock

As we continue to drive our on trade strategy we will
use our Headlines brochure proactively to feature a
VLJQL½cant number of supplier deals. We have taken the
opportunity to refresh the brochure to include an element
of regionality, something that is considered important to
our membership.

Many of our licensed suppliers regularly invest in
and support our foodservice and on trade magazine,
Take Stock. With a circulation of 100,000 copies annually,
Take Stock is an exclusive food and drink magazine
distributed via our membership and now covers all areas of
the out-of-home and home marketplace. The publication
continues to perform strongly and is deemed to be one of
the leading publications of its kind in the sector.

Data continues to be a key focus

Events to support our members and suppliers

We understand the importance of the provision of data
to our suppliers and as a result we are working closely
with the CGA and our members to ensure the supply of
regular information to our data project. In our continued
strategic objective to place our on trade division at the
forefront of the UK free trade, we have also recently
reviewed a new reporting system to cRQ½UP that decisions
made by central RI½ce and our members are based on
key information and group performance versus market
trends which will support us in identifying opportunities
for greater distribution and create a more collaborative
and fact based approach with our suppliers.

During the year, we provide our members and supplier
partners with a number of events which give our key
stakeholders the opportunity to showcase NPD, negotiate
exclusive deals and provide VLJQL½cant networking
opportunities.

Directory

Jack Sullivan Limited
Millbrook Estate, Llandore, Swansea, Glamorgan,
SA1 2NU
01792 776 398

ABV Wholesale

Libra Drinks

Unit 1-2 Pitt Street, Keighley, West Yorkshire,
BD21 4PE

Unit 2 Finch Close, Lenton Lane Industrial Estate,
Nottingham, NG7 2NN

01535 669 966

0845 130 1623

www.abvwholesale.com

www.libradrinks.co.uk

Champers (Wholesale) Limited

Maison Maurice Limited

263 Water Road, Abbeydale Industrial Estate,
Wembley, HA0 1HX

..1RUWK¾HHW,QGXstrial Estate, Lower Road,
1RUWK¾HHW.HQWDA11 9BL

0208 961 2889

01474 361 200

www.champerswholesale.com

www.maisonmaurice.co.uk

Dayla Limited

Ooberstock

Unit 2, 50 Aylesbury Road, Aston Clinton, Aylesbury,
Buckinghamshire, HP22 5AH

9 Queens Square, Ascot Business Park, Ascot,
Berkshire, SL5 9FE

01296 630 013

0844 493 0000

www.dayladrinks.co.uk

www.ooberstock.com

D.B Ramsden & Co Limited

One Way Wholesale Limited

Adam Smith Street, Grimsby, South Humberside,
DN31 1SJ

Unit A, Anglian Industrial Estate, Atcost Road,
Barking, IG11 0EQ

01472 313 200

0208 500 1600

www.deebee.co.uk

www.onewaywholesale.co.uk

Edwards Beers & Wine Supplies Ltd

Small Beer Limited

Unit 5 Grovebury Place, Grovebury Road,
Leighton Buzzard, LU7 4SH

Unit 1 Churchill Business Park, Sleaford Road,
Bracebridge Heath, Lincoln, LN4 2FF

01525 372 290

01522 540 431

www.edwardsdrinks.com

www.smallbeerwholesale.co.uk

Glamorgan Beer Co Limited

Swallow Drinks Limited

Unit B Llantrisant Business Park, Llantrisant,
Rhondda Cynon Taff, CF72 8LF

200 Stonehouse Lane, Bartley Green, Birmingham,
B32 3AH

01443 406 080

0121 428 6850

www.glamorganbrewingco.com

www.swallow.uk.com

Global Foods Limited

Tanners Wines Limited

1-3 Stadium Close, Cardiff, South Glamorgan,
CF11 8TS

26 Wyle Cop, Shrewsbury, Shropshire,
SY1 1XD

02920 727 180

01743 234 455

www.globalfoods.co.uk

www.tanners-wines.co.uk

Grapevine The Wineservice Company

Tate Smith Limited

Unit 1 Threlkeld Business Park, Threlkeld, Keswick,
Cumbria, CA12 4SU

Sundella House, Castlegate, Malton, North Yorkshire,
YO17 7EE

01768 776 100

01653 693 193

www.grapevinewineservices.co.uk

www.derventiowines.co.uk

Hills Prospect PLC

Temple Wines Ltd

Consolidated House, Faringdon Avenue, Romford,
Essex, RM3 8SP

472 Church Lane, Kingsbury, London,
NW9 8UA

01708 335 050

02089 059 484

www.hillsprospect.com

www.templewines.co.uk

H.T. White & Co Limited

Tolchards Limited

15 Alder Close, Eastbourne, East Sussex,
BN23 6QF

Western House, Silverhills Road, Decoy Industrial
Estate, Newton Abbot, Devon, TQ12 5ND

01323 720 161

01626 333 426

www.htwhite.com

www.tolchards.com

I.M. Wines (Croydon) Ltd

Wilds Premier Drinks Distributor

Unit 8-10 Vulcan Business Centre, Vulcan Way,
New Addington, Croydon, CR0 9UG

Westwood Industrial Estate, Arkwright Street,
Oldham, Lancashire, OL9 9LZ

01689 841 800

0161 626 1990

www.imwines.co.uk

www.wildsofoldham.co.uk

Island Ales

Young’s Beers, Wines & Spirits Ltd

Dinglers Farm, YDUPRXWK5RDG6KD¾HHW1ewport,
Isle of Wight, PO30 4LZ

Unit 20, Churchill Way, Lomeshaye Industrial Estate,
Nelson, Lancashire, BB9 6RT

01983 821 731

01282 617 775

www.islandales.co.uk

www.youngsbeerswinesspiritsltd.co.uk
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Wholesale Suppliers
434 Enterprises
Unit 2 South Kingston Bus Park
Kingston Bagpuize
Oxon
Oxfordshire
OX13 5AS
01865 823333
www.434enterprises.co.uk

ABV Wholesale
Unit 1-2 Pitt Street
Keighley
West Yorkshire
BD21 4PE
01535 669966
www.abvwholesale.com

AF Blakemore
Long Acres Industrial Estate
Rose Hill
Willenhall
West Midlands
WV13 2JP
01902 366066
www.afblakemore.com

Ale & Beer Supplies
Units 9-11
East Side Ind Estate
St Helens
Merseyside
WA9 3AS
01744 22023
www.aleandbeers.co.uk

Amathus Drinks
309 Elveden Road
Park Royal
London
NW10 7ST
0208 951 9840
www.amathusdrinks.com

ASD
Brookside Way
Huthwaite
Nottinghamshire
NG17 2NL
01623 441427
www.asdwholesale.co.uk

AVS Wines and Beers
Unit 7/8
Canal Road Industrial Park
Canal Rd
Gravesend
Kent
DA12 2PA
01474 537767
www.avscaskbeers.co.uk

Bablake Wines
Bablake House Kingfield Road
Coventry
West Midlands
CV1 4LD
02476 228272
www.bablakewines.co.uk

Bacchus Wine
38 Market Place
Olney Bucks
MK46 4AJ
01234 711140
www.bacchus.co.uk

Battlefield Beers
Unit 2b/2c Archers Way
Battlefield Enterprise Park Shrewsbury
Shropshire
SY1 3AB
01743 467163
www.battlefieldbeers.co.uk

Beer Boutique
134 Upper Richmond Road
London
SW15 2SP
0208 7803168
www.thebeerboutique.co.uk

Beer Direct
10 Ferndale Close
Werrington Stoke-on-Trent
Staffordshire
ST9 0PW
01782 303823
www.beerdirect.co.uk

Beers of Europe
Garage Lane Setchey
King’s Lynn
Norfolk
PE33 0BE
01553 812000
www.beersofeurope.co.uk

Beer Paradise
Unit 20 Centre Park
Marston Moor Business Park
Tockwith
York
YO26 7QF
01423 359533
www.beerparadise.co.uk

Beer Trading Company
Unit T Sheriff House Industrial Estate
Nantwich Road
Middlewich
Cheshire
CW10 0LH
01606 841467
www.beertrading.co.uk

Bidvest Foodservice
Wooburn Industrial Park
Thomas Road
Wooburn Green
High Wycomb
Bucks
HP10 0PE
01494 555 900
www.bidvest.co.uk

Biercraft Ltd
53 Coopersale Road
Hackney
London
E9 6AU
07818 685060
www.biercraft.co.uk

Bookers
Equity House Irthlingborough Road
Wellingborough
Northamptonshire
NN8 1LT
01933 371000
www.booker.co.uk

Brewers Wholesale

3a Earlsdon St
Coventry
CV5 6EP

Unit 2b Gainsborough Trading Estate
Rufford Rd
Stourbridge
West Midlands
DY9 7ND

024 7667 1980
www.beergonzo.co.uk

01384 374050
www.thebrewerswholesale.co.uk

Beer Gonzo

Beer Hawk

Carlsberg UK

Unit 16 Ash Way
Thorp Arch Ind. Est.
Wetherby
LS23 7FU

Jacobsen House
140 Bridge Street
Northampton
NN1 1PZ

01423 525750
www.beerhawk.co.uk

01604 66 88 66
www.carlsberg.co.uk
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Casa Julia

Edwards Beers and Minerals

11 Springwood Drive
Braintree
Essex
CM7 2YN

Unit 5 Grovebury Place Grovebury Road
Leighton Buzzard
Beds
LU7 4SH

01376 320269
www.casajulia.co.uk

01525 372290
www.edwardsdrinks.com

Cascade Drinks

Enotria & Coe

5 Merlin Way Bowerhill Melksham
Wiltshire
SN12 6TJ

23 Cumberland Avenue
London
NW10 7RX

01225 708842
www.molesbrewery.com

020 8961 4411
www.enotriacoe.com

Cave Direct Ltd

Euroboozer

Unit B10 Larkfield Trading Estate
New Hythe Lane
Larkfield Kent
ME20 6SW

Notley Farm Bedmond Road
Abbots Langley
Hertfordshire
WD5 0GX

01622 710 339
www.cavedirect.com

01923 263335
www.euroboozer.co.uk

Champers Wholesale Ltd

Flying Firkin

263 Water Road Abbeydale Industrial Estate
Wembley
London
HA0 1HX

Unit 3 Holker Mill Burnley Rd
Colne
Lancs
BB8 8JN

0208 961 2889
www.champerswholesale.com

01282 865923
www.flyingfirkin.co.uk

C.O.D Beers
3 Moulsecoomb Way
Brighton
East Sussex
BN2 4PB
01273 626604
www.cod-beers.co.uk

Colemans ABC Ltd
The Old Tram Depot Bexhill Road
St. Leonards
E Sussex
TN38 8BG
01424 717777
www.colemansabc.co.uk

Dayla Ltd
Unit 2 50 Aylesbury Road
Aston Clinton Aylesbury
Buckinghamshire
HP22 5AH
01296 630013
www.dayladrinks.co.uk

DeeBee Wholesale
Adam Smith Street
Grimsby North
East Lincs
DN31 1SJ
01472 313 200
www.deebee.co.uk

EeBria
15 Almond Road
London
SE16 3LR
www.eebria.com

Free Trade Beers & Minerals

Halls Drinks
Unit F Greenfield Business Park
1 Bagillt Road
Holywell
Flintshire
CH8 7HJ
01352 711444
www.hallsdrinks.co.uk

Halusky
132 Upper Richmond Road West
London
East Sheen
SW14 8DS
020 8876 8346
www.halusky.co.uk

Heathwick
25a Holland Street
London
Kensington
W8 4NA
0207 938 3991
www.heathwick.com

Heron & Brearley
Old Castletown Rd
Kewaigue
Douglas
Isle of Man
IM2 1QG

227/247 Gascoigne Road
Barking
IG11 7LN

01624 699400
www.hb.im

020 8477 4650
www.freetradebeers.co.uk

1, 33 Great Guildford Street
London
ISE1 0FA

Consolidated House
Faringdon Avenue
Harold Hill
Romford
Essex
RM3 8SP

0207 159 3539
www.buygermanbeer.co.uk

01708 335050
www.hillsprospect.com

German Beer Co

Glamorgan Beer Co
Unit B Llantrisant Business Park
Llantrisant
Rhondda
Cyno Taf
CF72 8LF
01443 406080
www.glamorganbrewery.co.uk

Global Foods Ltd

Hills Prospect PLC

HT & Co. (Drinks) Limited
31-37 Park Royal Road
Park Royal
London
NW10 7LQ
020 8963 3130
www.htdrinks.co.uk

H.T. White & Co

Stadium Close
Cardiff
CF11 8TS

15 Alder Close
Eastbourne
East Sussex
BN23 6QF

07747 633306
www.globalfoods.co.uk

01323 720161
www.htwhite.com

Grapevine The Wineservice Co

Imbibe Drinks

Unit 1 Threkeld Business Park
Threkeld
Keswick
Cumbria
CA12 4SU

Units 22/23
The IO Centre
River Road
Barking
IG11 0DR

017687 76100
www.grapevinewineservices.co.uk

020 8591-9001
www.imbibe-drinks.com
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I.M. Wines
Unit 9 Vulcan Business Centre
Vulcan Way New Addington
Croydon
CR0 9UG
01689 841800
www.imwines.co.uk

Inn Express

Libra Drinks Wholesale
Unit 2 Finch Close
Lenton Lane Industrial Estate
Nottingham
Nottinghamshire
NG7 2NN
0845 1301623
www.libradrinks.com

LWC

Morgenrot Group plc
Unit 2 Canary Way
Swinton
Manchester
M27 8AW
0845 070 4310
www.morgenrot.co.uk

Nectar Imports

Unit 3 Lower Barn Buildings
Haselor
Alcester
Warwickshire
B49 6LX

Unit 3 Stainburn Road
Openshaw
Manchester
M11 2DN

Cold Berwick Hill
Berwick Street
Leonard
Wilts
SP3 5SN

01789 488008
www.inn-express.com

0161 438 4060
www.lwc-drinks.co.uk

01747 827030
www.nectar.net

Madison Drinks

Ooberstock

Island Ales
Dinglers Farm Yarmouth Road
Shalfleet Newport
Isle of Wight
PO30 4LZ
01983 821731
www.islandales.co.uk

J & A Drinks

Unit 2
Thames Road Industrial Estate
Silvertown
London
E16 2EZ

9 Queen’s Square
Ascot Business Park
Ascot
Berks
SL5 9FE

0207 511 7671
www.madisondrinks.co.uk

0844 493 0000
www.ooberstock.com

Maison Maurice Ltd

NR Castlepoint Shopping Centre
Off Throop Road
Throop
Bournemouth
Dorset
BH8 0DL

K1 – K5 North Fleet Industrial Estate
Lower Road
North Fleet
Kent
DA11 9BL

01202 539494
www.jandadrinks.co.uk

01474 361200
www.maisonmaurice.com

James Clay
River Street
Brighouse
West Yorkshire
HD6 1LU
01422 377560
www.jamesclay.co.uk

Jolly Good Beer
Titian Arctic Store
Cambridge Road
Swanley Wood
CB23 3PH
07473 910 735
www.jollygoodbeer.co.uk

Joseph Keegan & Sons

Matthew Clark Wholesale
Whitchurch Lane
Whitchurch
Bristol
Avon
BS14 0JZ
01275 891400
www.matthewclark.co.uk

Middleton Wholesale

One Way Wholesale Ltd
Unit A Anglian Industrial Estate
Atcost Road
Barking
Essex
IG11 0EG
020 8500 1600
www.onewaywholesale.co.uk

Page and Sons
49-51 Hopes Lane
Ramsgate
Thanet
East Kent
CT12 6UW
01843 591214
www.pageandsons.co.uk

Pierhead Purchasing Ltd

Tyne Road
Weedon Road Industrial Estate
Northampton
NN5 5AF

Unit 1 & 2 The Paddocks
Wood Street
Swanley Village
Kent
BR8 7PA

01604 750040
www.middletonwholesale.com

01322 662377
www.pierhead.uk.com

Molson Coors

Pigs Ears Beer Trade & Wholesale

Centenary Buildings
Cleveland Ave
Holyhead
Isle of Anglesey
LL65 2LB

137 High Street
Burton upon Trent
Staffordshire
DE14 1JZ

Units 5/6 Ridge Farm
Rowhook
Surrey
RH12 3QB

01407 762333
www.josephkeegan.co.uk

01283 511 000
www.molsoncoors.co.uk

01306 627779
www.pigs-ears.co.uk

Lacons

Morecambe Bay Wines & Spirits

Real Ale Limited

Unit 4A Dales Manor Business Park
Grove road
Cambridge
CB22 3TJ

Newgate Whitelund Industrial Estate
Morecambe
Lancs
LA3 3PT

371 Richmond Road
Twickenham
Middlesex
TW1 2EF

01493 850578
www.lacons.co.uk

01524 39481
www.baywines.co.uk

0208 892 3710
www.realale.com
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Real Beer Company

Tate Smith

7 Dragoon Close
Heathfield Industrial Estate
Newton Abbot
Devon
TQ12 6TU

Sheepsfoot Hill
Sundella House
Castlegate Malton
North Yorkshire
YO17 7EE

0845 2411122
www.therealbeercompany.co.uk

01653 693193
www.derventiowines.co.uk

Same Day Beers
Corrie Way
Bredbury Park Industrial Estate
Bredbury
Stockport
Cheshire
SK6 2ST
0161 406 0606
www.primodrinks.co.uk

St Austell Brewery Co Ltd
63 Trevarthian Road
St Austell
Cornwall
PL25 4BY
0845 2411122
www.staustellbrewery.co.uk

Sedgemoor Drinks
Units 7 & 8 Barhams Close
Bridgwater
Somerset
TA6 4DS
08450 526720
www.sedgemoordrinks.co.uk

Small Beer Ltd
Unit 1 Churchill Business Park
Sleaford Road
Bracebridge Heath
Lincoln
LN4 2FF
01522 540431
www.smallbeerwholesale.co.uk

Spencers Wholesale
2 Sanders Road
Bromsgrove
Worcs
B61 7AR
01527 831070
www.spencersatbromsgrove-ltd.co.uk

Swallow Drinks Ltd
Stonehouse Lane
Bartley Green
Birmingham
B32 3AH
0121 428 6850
www.swallow.uk.com

Tanners Wines Ltd

Telford Wines
Arcall House
Stafford Park 1
Telford
Shropshire
TF3 3BD
01952 291129
www.telfordwines.co.uk

Temple Wines Limited
NDK House 472 Church Lane
Kingsbury
London
NW9 8UA
020 8905 9484
www.templewines.co.uk

Tolchards Ltd

Vertical Drinks Ltd
100 Kirkstall Road
Leeds
West Yorkshire
LS3 1HT
0113 898 0280
www.verticaldrinks.com

Warwickshire Beer Co
The Bakehouse Brewery
Queen Street
Cubbington
Warwickshire
CV32 7NA
01926 450747
www.warwickshirebeer.co.uk

Westside Drinks
126 Newgate Street
London
EC1A 7AA
0208 996 2000
www.westsidedrinks.co.uk

The Wigan Beer Company

Western House Silverhills Road
Decoy Industrial Estate
Newton Abbot
Devon
TQ12 5ND

Unit 13-14
Victoria Trading Estate
Miry Lane
Wigan
Lancashire
WN3 4BW

01626 333426
www.tolchards.com

01942 821711
www.wiganbeer.co.uk

TotalServe Wholesale Ltd
Unit 2A Arbour Court Arbour Lane
Knowsley
Liverpool
L33 7XE
0151 549 0151
www.jeroboam-and-schott.co.uk

Turner & Wrights
Vine House Way
Lostock
Bolton
BL6 4TW
01204 673010
www.turnerandwrights.co.uk

VC Vintners Ltd

Wines of Interest
46 Burlington Road
Ipswich
Suffolk IP1 2HS
01473 215752
winesofinterest.co.uk

WJ Armstrong
12 London Road
East Grinstead
West Sussex
RH19 1AG
01342 321478
www.wjarmstrong.com

Wild’s of Oldham

Unit 1 Marine Park
Gapton Hall Road
Great Yarmouth
Norfolk
NR31 0NL

Westwood Industrial Estate
Arkwright Street
Oldham
Lancashire
OL9 9LZ

01493 667586
www.vcvintners.co.uk

0161 626 1990
www.wildsofoldham.co.uk

Venus Plc

Young’s Beers Wines & Spirits

26 Wyle Cop
Shrewsbury
Shropshire
SY1 1XD

Venus House Unit 3
62 Garman Road
Tottenham
London
N17 0UT

Unit 20 Churchill Way
Lomeshaye Industrial Estate
Nelson
Lancashire
BB9 6RT

01743 234500
www.tanners-wines.co.uk

020 8801 0011
www.venusplc.com

01282 617775
www.youngsbeerswinesspiritsltd.co.uk
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ALMR Suppliers Members
ABInBev

Bibendum Wine

Budweiser Budvar UK

Charles Wells

Porter Tun House
500 Capability Green Luton
LU1 3LS

113 Regents Park Road
London NW1 8UR

2nd Floor, Hamilton House
Mabledon Place London
WC1H 9BB

The Brewery, Havelock Street
Bedford
MK40 4LU

0207 554 8810
www.budweiserbudvar.co.uk

01234 272 766
www.charleswells.co.uk

0870 2411124
www.ab-inbev.co.uk

Adnams
Sole Bay Brewery
East Green Southwold
IP18 6JW
01502 727 200
www.adnams.co.uk

Anglo Drinks
Unit 6A, Wakes Hall Business
Centre, Colchester Rd Wakes Colne
Colchester CO6 2DY
01787 222 888
www.anglodrinks.co.uk

Asahi UK
1 Forge End
Woking Surrey
GU21 6BD
01483 718 100
www.asahibeer.co.uk

Aspall Cyder
Aspall Hall Debenham
Stowmarket
Suffolk 1PI4 6PD
01728 860 510
www.aspall.co.uk

BBFB
Kings Worthy Winchester
Hampshire SO23 7TW
01962 762 200
www.bacardi.com

Baker Tilly
25 Farringdon Street
London EC4A 4AB
020 3201 8000
www.bakertilly.co.uk

Barclays
Level 27 1 Churchill Place
London
E14 5HP
0207 116 7641
www.barclays.com

The Barn House
Sydenham Chinnor
Oxfordshire
OX39 4LS
01844 352398

0207 449 4120
www.bibendum-wine.co.uk

Black Sheep Brewery
Wellgarth Masham Nr Ripon
North Yorkshire HG4 4EN
01765 689 227
www.blacksheepbrewery.com

BNP Paribas Real Estate

Butterfield Signs

Charnwood Training Group

174 Sunbridge Road Bradford
West Yorkshire BD1 2RZ

Charnwood Academy Sutton Road
Kirkby in Ashfield,
Nottingham NG17 8HN

01274 722 244
www.butterfieldsigns.co.uk

CACI

5 Aldermanbury Square,
Wood Street
London EC2V 7BP

CACI House, Kensington Village
London W14 8TS

0207 338 4000
www.realestate.bnpparibas.co.uk

020 7605 6023
www.caci.co.uk

BOC Sureserve

C&C Group

Wardley Ind Est, Priestley Road
Worsley, Manchester M28 2UT

Tennent Caledonian Breweries UK
Wellpark Brewery,
161 Duke Street
Glasgow G31 1JD

0800 111 333
www.boconline.co.uk

Branding Boutique
Wilson Business Park 1 Queen
Elizabeth Avenue
Glasgow G52 4NQ
0141 561 8262
www.brandingboutique.com

Brewfitt

0141 552 6552
www.candcgroupplc.com

Carlsberg UK
Jacobsen House
140 Bridge Street
Northampton NN1 1PZ
01604 668 866
www.carlsberg.com

International House
Penistone Road
Fenay Bridge Huddersfield
HD8 0LE

Unit 6 1000 North Circular Road
London NW2 7JD

01484 340 800
www.brewfitt.com

0208 450 9131
www.casio.co.uk

Casio Electronics Co.

British Sky Broadcasting

Cask Marque Trust

Sky Business Grant Way
Isleworth TW7 5QD

Seedbed Centre Severalls Park
Colchester
Essex CO4 9HT

0207 032 3467
www.bskyb.com

Britvic Soft Drinks

07768 614065
www.cask-marque.co.uk

CGA Peach

Breakspear Park Breakspear Way
Hemel Hempstead Hertfordshire
HP2 4TZ

20 Lancaster Road Birkdale
Southport PR8 2LE

0121 711 1102
www.britvic.co.uk

01704 550 383
www.cgapeach.co.uk

01623 528 970
www.charnwood.co.uk

Chip & Pin Solutions
Stansted House, Warehouse and
Industrial Space, Bishop’s
Stortford, Hertfordshire
CM23 5PD
0800 881 8104
www.chipandpinsolutions.co.uk

Christie & Co
Whitefriars House,
6 Carmelite Street
London EC4Y 0BS
0207 227 0700
www.christie.com

Coca-Cola Enterprises
Charter Place Vine Street
Uxbridge UB8 1EZ
01895 231313
www.cokecce.co.uk

Compufix
Unit 2, Katherine Mews
Godstone Road
Whyteleafe Surrey CR3 0ED
01942 820 882
www.compu-fix.com

Control Energy Costs
Tollers Farm Drive Rd,
Coulsdon CR5 1BN
01737 556631
www.cec.uk.com

CPL Group
Egerton House 2 Tower Road
Birkenhead Wirral CH41 1FN
0151 650 6910
www.cpltraining.co.uk

BT Sport

CGA Strategy

81 Newgate Street
London
EC1A 7AJ

Waterloo Place Watson Square
Stockport
SK1 3AZ

3 Poulton Close Dover Kent
CT17 0HL

0207 356 5000
www.btsport.com

0161 476 8330
www.cgastrategy.co.uk

0800 328 2206
www.crown-awnings.com

Crown Outdoor
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Cubism Law

GS Systems

Hospitality Jobs UK

Kopparberg UK

1 Plough Place
London EC4A 1DE

119/121 Buxton Road
Stockport Cheshire
SK2 6LR

Suite 1 269 High Street
Berkhamsted
HP4 1AA

Fulham Green 69-79 Fulham
High Street London SW6 3JW

0800 655 6264
www.gs-systems.co.uk

0844 800 6011
www.hospitalityjobsuk.co.uk

020 7831 0101
www.cubismlaw.com

Diageo GB
Lakeside Drive Park Royal
London NW10 7HQ
020 8978 6000
www.diageo.com

Elliotts Agency
Carina House Sunrise Parkway
Linford Wood
Milton Keynes MK14 6NJ
01296 714 745
www.elliottsagency.com

Enotria World Wine
4-8 Chandos Park Estate
Chandos Road London
NW10 6NF
0208 961 5161
www.enotria.co.uk

Epos Group
18-20 Newington Rd
Ramsgate CT12 6EE
0870 428 2830
www.eposgroup.co.uk

Everard Cole
Broadfields Clanver End
Saffron Walden CB11 4UL
01223 370 055
www.everardcole.co.uk

Fleet Street Comms
Cargo Works 1-2 Hatfields
London SE1 9PG
0203 5675800
www.fsc.uk.com

FleishmanHillard
Bankside 2 100 Southwark Street
London SE1 0SW
0207 534 3720
www.fhflondon.co.uk

Fourth Hospitality
90 Long Acre London
WC2E 9RA
0207 534 3720
www.fourthhospitality.com

Freeths LLP
Power House Harrison Close
Knowhill Milton Keynes MK5 8PA
01908 350 243
www.kimbellspubs.com

Gardiff

Guestline Ltd

iKnow UK

Guestline House
Shrewsbury Business Park
Shrewsbury
SY2 6LG

Centurion House Centurion Way
Leyland Lancashire
PR25 3GR

01743 282300
www.guestline.com

H. Weston & Sons
The Bounds Much Marcle Ledbury
Herefordshire HR8 2NQ
01531 660233
www.westons-cider.co.uk

Halewood International
The Sovereign Distillery Wilson
Road Huyton Business Park
Liverpool L36 6AD
0151 480 8800
www.halewood-int.com

0800 064 3333
www.iknow-corporate.co.uk

ILLVA UK - Disaronno

Intercarabao
5th Floor 7 Old Park Lane
London
W1K 1QR
www.carabaoenergy.co.uk

01582 722538
www.hdnwines.co.uk

01843 586 955
www.eposgroup.co.uk

Heineken UK

iTradeNetwork

Elsley Court,
20-22 Great Titchfield Street
London W1W 8BE

Fourth Avenue Centrium 100
Business Park
Burton On Trent Staffs DE14 2WT

01432 352 000
www.heineken.co.uk

0845 301 0099
www.iTradeNetwork.com

Hill Dickinson LLP

James A Baker

No 1 St Paul's Square
Old Hall Street Liverpool L3 9JS

Seven Stars House
4-5 Avon Building
Lower Bristol Road Bath BA2 1ES

Hofmeister Enterprises
Hofmeister House
Windsor Place Faraday Road
Crawley RH10 9TF
01293 310017
www.hofmeister.co.uk

Horizons FS

Kuit Steinart Levy
3 St Mary's Parsonage
Manchester M3 2RD

01843 586 955
www.illva.com

18-20 Newington Road
Ramsgate, Kent CT12 6EE

0800 0935892
www.hittraining.co.uk

0207 694 4879
www.kpmg.co.uk

Unit 2 The Lauries Centre
142 Claughton Rd
Birkenhead
CH41 6EY

Dallow Rd Luton
LU1 1UR

24A Cecil Pashley Way
Shoreham Airport BN43 5FF

10 Upper Bank Street
London E14 5GH

0161 838 7888
www.kuits.com

Invicta Business Machines

HIT Training

KPMG

William Grant
17 Bartley Wood Business Park
Bartley Way Hook
Hampshire RG27 9XA

Hallgarten Wines Ltd

0151 600 8000
www.hilldickinson.com

0560 118 5623
www.kopparberg.co.uk

01225 789343
www.jamesbaker.co.uk

Joelson Wilson & Co
30 Portland Place
London W1B 1LZ
0207 580 5721
www.joelsonwilson.com

John Gaunt & Partners
Omega Court 372/374
Cemetery Road
Sheffield S11 8FT
0114 266 8664
www.john-gaunt.co.uk

KOBAS

Legion

0151 650 5555
www.uklegion.com

Leisure PR & Comms
Grand Prix House,
102-104 Sheen Road
Richmond, London TW9 1UF
0208 605 3544
www.leisurepr.co.uk

Lic Inc
50 Regent Street
Rugby CV21 2PU
0208 605 3544
www.havealic.com

Limegreen Comms
5 Overcroft, Bramshall Uttoxeter,
Staffordshire
ST14 5NQ
07774 925943
www.limegreencommunications.com

Live & Loud
The Tea Building, 56 Shoreditch
High Street
London E1 6JJ
0207 739 0110
www.liveandloud.com

LR Suntory
2 Longwalk Road
Stockley Park
Uxbridge UB11 1BA
0203 7272420
www.lrsuntory.com

Lunn Groves Solicitors

10 Cam Centre Wilbury Way
Hitchin Herts SG4 0TW

Winston House 2 Dollis Park
London
N3 1HFT

34a High Street
Thames Ditton KT7 ORY

Sterling House 158 Hagley Road
Old Swinford
W Midlands DY8 2JL

0845 060 0406
www.gardiff.com

0844 800 0456
www.hrzns.com

0208 398 8829
www.kobas.co.uk

01384 397 355
www.lunngroves.co.uk
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Pettywood & Co

Punch Taverns

Broadfield Park, Crawley, West
Sussex
RH11 9RT

The Ancient House 2 Church Lane
London E17 9RW

Livingstone Road
Walworth Business Park
Andover Hampshire
SP10 5NS

Jubilee House Second Avenue
Burton upon Trent
DE14 2WF

01293 613 400
www.wrbm.com

Mast-Jaegermeister UK
Building 11, Riverside Way
Watchmoor Park Camberley
Surrey GU15 3YL
0203 189 9500
www.jagermeister.co.uk

Matthew Clark Wholesale
Whitchurch Lane
Bristol BS14 0JZ
01275 836 100
www.matthewclark.co.uk

Maxximum UK
Castle Business Park
Maxxium House Stirling
FK9 4RT
01786 430500
www.maxxium.co.uk

Molson Coors Brewers
Welken House, 10-11
Charterhouse Square
London EC1M 6EH
020 7788 2880
www.molsoncoors.com

Monster Energy

020 8521 6262
www.ontrade.co.uk

Ooberstock
9 Queen's Square
Ascot Business Park
Ascot, Berkshire SL5 9FE
0844 493 0000
www.ooberstock.com

Oracle Micros
6 The Grove,
Slough SL1 1QP
01753 536 969
www.micros.com

Orderella
Marble Arch Tower 10th Floor
East 55 Bryanston Street
London W1H 7AA
020 3617 0540
www.orderella.co.uk

Pago Premium Fruit Juice
Thos Winnard Mangham Road
Barbot Hall Industrial Estate
Rotherham S62 6EF
01709 919345
www.pagofruitjuice.co.uk

Paypal

Metropolitan Park Bristol Road
Greenford UB6 8UP

Whittaker House,
2 Whittake Avenue
Richmond,Surrey TW9 1EH

0208 833 2200
www.monsterenergy.com

0844 385 1333
www.paypal.com

Nestle UK Ltd

PDS Design & Build

1 City Place Gatwick
RH6 0PA

No 1 Navigation Court
Calder Park Wakefield WF2 7BJ

0208 686 3333
www.nestle.co.uk

01924 229160
www.pdsdesign-build.co.uk

NSF International

Pelican

Lodge Road Long Hanborough
Oxford
OX29 8SJ

Ash House Tanshire Park
Shackleford Rd Elstead
Surrey GU8 6LB

01993 885 600
www.nsf-cmi.com

01252 705 200
www.pelicanbuying.co.uk

Oasys

Peperami

Ampney House Falcon Close
Quedgeley
GL2 4LS

4 The Mews
Bridge Road St Margarets
Twickenham TW1 1RF

01452 888 450
www.oasys.uk.net

0844 3851333
www.peperami.com

01264 345 500
www.pettywood.co.uk

Pipers Crisps

01283 501 600
www.punchtaverns.com

PXL Associates

Wellington House
The Flarepath Brigg
DN20 0SP

1st Floor
Station Road Business Park
Station Road Thirsk
YO7 1PZ

01652 686 960
www.piperscrisps.com

01845 525747
www.punchtaverns.com

Point Safety Ltd

Red Beetle

Unit 2 26 Hart St
Southport
PR8 6BT

46 Cowper Road Boxmoor
Hertfordshire
HP1 1PE

01704 330315
www.pointsafety.com

01442 870 010
www.redbeetle.co

Polaris

Red Bull

Hi Point House
Thomas Street Taunton
Somerset TA2 6HB

155-171 Tooley Street
London
SE1 2JP

01823 335 292
www.fbh.co.uk

020 3117 2000
www.redbull.com

Poppleston Allen

Reynolds

37 Stoney Street
The Lace Market
Nottingham
NG1 1LS

Britannia Rd, Waltham Cross
Hertfordshire EN8 7RQ

01159 538 500
www.popall.co.uk

Portman Group
4th Floor 20 Conduit Street
London
W1S 2XW
020 7290 1460
www.portmangroup.org.uk

Praxis42
Crockatt Road, Hadleigh
Ipswitch
IP7 6RJ
0870 446 4201
www.praxis42.com

Propel Info

0845 310 6200
www.reynolds-cs.com

RSM UK
25 Farringdon Street
London EC4A 4AB
020 3201 8000
www.rsmuk.com

Salty Dog Brands
Salty Tower PO Box 766
Chesham HP3 3YD
01494 774 422
www.saltydog-grrr.com

Sapient Corporate Finance
42-44 Grosvenor Gardens
London SW1W 0EB
0203 440 2330
www.sapientcf.com

Goose House Brighton Road
Lower Beeding
West Sussex
RH13 6NQ

Southfield Road
Dunstable LU6 3EJ

01444 810 306
www.propelinfo.com

01582 677 400
www.sca.com

SCA Hygiene Products UK

Pub Food Direct

Screach
Studio 25-26, The Kiln
Hoults Yard Walker Road
Newcastle upon Tyne
NE6 2HL
0345 11 33 888
www.screach.com

One Media Solutions

Pernod Ricard UK

Birkdale Business Centre
Weld Parade Weld Road
Southport PR8 2AX

Building 12, Chiswick Park
566 Chiswick High Road
London W4 5AN

Unit 7 Enfield Industrial Estate
Redditch
Worcestershire
B97 6BG

0844 561 5515
www.onemediasolutions.com

0208 538 4484
www.pernod-ricard.com

01527-593907
www.pubfooddirect.co.uk
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Shield Consultancy Services

Vianet

10 Kilburn House Manchester
Science Park Lloyd Street North
Manchester M15 6SE

One Surtees Way
Surtees Business Park
Stockton-on-Tees
TS18 3HR

0845 643 7225
www.shieldyourself.co.uk

Shiel Porter
44 Hurst Road
Horsham
West Sussex
0845 643 7225
www.shielporter.com

SHS Sales & Marketing
Manderson House
5230 Valiant Court
Delta Way, Brockworth
Gloucester GL3 4FE
01452 378 500
www.shs-sales.co.uk

Steelite International
Orme Street Stoke on Trent
Staffordshire
ST6 3RB
01782 829 000
www.steelite.com

Tahola
Suite 18, IMEX
575-599 Maxted Road
Hemel Hempstead HP2 7DX
01442 211 122
www.tahola.co.uk

Tipps App
41 Corsham Street
London N1 6DR
020 3129 2172
www.tippsapp.co.uk

TLT Solicitors
One Redcliff Street
Bristol BS1 6TP
0117 917 7777
www.TLTsolicitors.com

Travers Smith
10 Snow Hill
London EC1A 2AL
0207 295 3000
www.traverssmith.co.uk

01642 867 957
www.vianetplc.com

Vimto
Laurel House 5 Woodlands Park
Ashton Road
Newton-le-Willows
WA12 0HH
0800 066 2133
www.vimto.uk

Wellers
1 Vincent Square
London
SW1P 2PN
0207 630 6665
www.wellersaccountants.co.uk

Why Not! Think People
60 Parker Street
London
WC2B 5PZ

SUPPORT FOR
PEOPLE WORKING
IN PUBS & BARS
If things get tough, we can help.
We have a wide range of FREE
guidance, advice and grants to
help you, your staff and their
families when they need
it most.

020 3418 8000
www.whynotthinkpeople.com

William Reed
Broadfield Park Crawley
West Sussex RH11 9RT
01293 610 200
www.morningadvertiser.co.uk

William Grant & Sons UK
17 Bartley Wood Business Park
Bartley Way Hook
Hampshire RG27 9XA
01843 586 955
www.williamgrant.com

Williams Refrigeration
Bryggen Road
North Lynn Industrial Estate
King's Lynn
Norfolk PE30 2HZ
01553 817 000
www.williams-refrigeration.co.uk

Education
& Training
Support

Housing
Issues

Zenith Hygiene Group

Regal House 70 London Road
Twickenham TW1 3QS

A1(M) Business Centre
Dixons Hill Road
Welham Green
Hertfordshire AL9 7JE

0208 843 8400
www.tweglobal.com

01707 270 260
www.zhgplc.com

Treasury Wine Estates

Real life. Real help.

Venners

Zonal Retail Data Systems

Astra Centre Essex House
Edinburgh Way
Harlow CM20 2BN

Sales Office 115 Milton Park
Abingdon Oxfordshire
OX14 4RZ

01279 620 820
www.venners.co.uk

0131 477 8200
www.zonal.co.uk

Money
Problems

Loneliness

Health
Concerns

supportandcare.org
Our FREE helpline 0808 801 0550*
is open 365 days a year
*calls are free from landlines and most mobiles
Registered Charity No. 230011
Patron: H.R.H. The Prince Philip, Duke of Edinburgh KG. KT.
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Useful Contacts
ALMR

BISL

FLVA

PPL

9 Central Chambers
The Broadway
Ealing
London
W5 2NR

19 Broadwood Terrace
London
W8 6PL

The Raylor Centre
James Street
York
YO10 3DW

1 Upper James Street
London
W1F 9DE

020 8579 2080
www.almr.org.uk

CAMRA

BBPA
Aldermanbury Square
London
EC2V 7HR
020 7627 9191
www.beerandpub.com

Best Bar None
Pentre Farm
Pentre
Bucknell
SY7 0BU
01547 520724

BII
Infor House
1 Lakeside Road
Farnborough
Hampshire
GU14 6XP
01276 684 449
www.bii.org

Beer Academy

0208 876 8199
www.bisl.org

230 Hatfield Rd
St Albans
Hertfordshire
AL1 4LW
01727 867 201
www.camra.org.uk

Cask Marque
B10 Seedbed Centre
Wyncolls Road
Severalls Business Park Colchester
Essex
CO4 9HT
01206 752212
www.cask-marque.co.uk

CPL
Egerton House 2 Tower Road
Birkenhead
Wirral
CH41 1FN
0151 540 6910
www.cpltraining.co.uk

Cyclops

44A Curlew Street
Butler's Wharf
London
SE1 2ND

B10 The Seedbed Centre
Wyncolls Road
Severalls Industrial Park
Colchester Essex
CO4 9HT

0207 499 8144
www.beeracademy.org

0116 201 4100
www.cyclopsbeer.co.uk

BFBI

David Jones Accountants

3 Brewery Rd
Wolverhampton
West Midlands
WV1 4JT

1 Westgate
Wetherby
West Yorkshire
LS22 6LL

01902 422303
www.bfbi.org.uk

01937 581 356
www.drjaccountants.co.uk

British Hospitality Assc.

Drinkaware

Queens House
55-56 Lincoln's Inn Fields
London
W8 6PL
0207 2699689
www.bha.org.uk

01904 415469
www.flva.co.uk

FSB
Federation of Small Businesses
2 Greenleaf Road
London
E17 6QQ
0208 520 5090
www.fsb.org.uk

IFBB
Carina House
Sunrise Parkway
Linford Wood
Milton Keynes
MK14 6NJ

020 7534 1070
www.ppluk.com

PRS
2 Pancras Square
King's Cross
London
N1C 4AG
020 7580 5544
www.prsformusic.com

Portman Group
20 Conduit St
Mayfair
London
W1S 2XW
020 7290 1460
www.portmangroup.org.uk

www.familybrewers.co.uk

Pub is the Hub

Inntegra

Regional Agricultural Centre
Great Yorkshire Showground
Railway Road
Harrogate
HG2 8NZ

Contact Jade Craig via email
jade@inntegra.co.uk
07587 165 328
www.inntegra.co.uk

John Gaunt & Partners
Omega Court
372-374 Cemetery Road
Sheffield
S11 8FT
0114 266 8664
www.john-gaunt.co.uk

LTC
Heatherley
London Road
Ascot
Berkshire
SL5 8DR

01423 546 165
www.pubisthehub.org.uk

SIBA
PO Box 136
Ripon
North Yorkshire
HG4 5WW
08453 379 158
www.siba.co.uk

National Brewery Centre
Horninglow Street
Burton Upon Trent
DE14 1NG

01344 884 440
www.licensedtradecharity.org.uk

01283 532 880
www.nationalbrewerycentre.co.uk

NACM

WSTA

Salisbury House
3rd Floor (Room 519)
London
EC2M 5QQ

Internatonal Wine and Spirit Cenre
39-45 Bermondsey Street
Southwark
London
SE1 3XF

International Wine & Spirit Centre
39-45 Bermondsey Street
Southwark
London
SE1 3XF

0207 766 9900
www.drinkaware.co.uk

0207 089 3877
www.cideruk.com

0207 089 3877
www.wsta.co.uk
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Multiple Operators
There are now more multiple pub, bar and casual dining operators than ever before, and that number is growing all the time as successful
entrepreneurs take over tired and failing venues and turn them into places to eat, drink and be merry
The following pages give details of companies with more than 3 outlets, including the style and number of outlets,
believed to be correct at the time of going to press

P=Pub B=Bar R=Restaurant H=Hotel
For additions and amendments, or if your company is listed and you'd prefer not to appear in future editions please feel free to contact us at
listings@ontrade.co.uk

21 Hospitality Group

Agellus Hotels

5-10

5-10

B

Amazing Attitude Ltd
H

25 Broad Chare Quayside
Newcastle Upon Tyne
Tyne and Wear
NE1 3DQ

178 Gosmore Lane
Wisbech
Cambridgeshire
PE14 0EG

0191 222 0755
www.21hospitality.co.uk

01780 767 086
www.agellushotels.co.uk

Aagrah Restaurants

Ainscoughs

10-50

5-10

R

Aagrah House
4 Saltaire Road Shipley
BD18 3HN
01274 530 880
www.aagrah.com
3-5

PRH

Bispham Green
Near Parbold
Lancashire
L40 3SG

P

0121 452 1862
www.akbars.co.uk

Admiral Taverns

Allgates Inns

100+

5-10

01244 321 171
www.admiraltaverns.co.uk

Adnams

Anglian Country Inns
P

10-50

BPH

Jute House 1 Valmar Works
Camberwell
London
SE5 9NW
0207 733 8805
www.antic-ltd.com

Apartment Group
H

Group Scottish Life House
11-17 Archbold Terrace
Newcastle upon Tyne
Tyne and Wear
NE2 1DB
0191 281 9609
www.apartment-group.com

Apple Tree Inns
3-5

P

Mallards
High Street Midsomer Norton
BA3 2DR

01462 680832
www.acinns.co.uk

01761 411514

Anglian Pubs
3-5

Antic Ltd

10-50

01253 757158
www.ambertaverns.co.uk

Fox Barn Willian
Letchworth Herts
SG6 2AE

R

P

The Victory Offices
112 Victory Rd
Blackpool Lancs
FY1 1QW

5-10

01225 444 437
www.abbeyales.co.uk

Suite H3 Steam Mill Business
Centre Steam Mill Street
Chester
CH3 5AN

Amber Taverns

Akbars Restaurants
184 Hagley Road
Birmingham
B16 9NY

P

020 7444 9960
www.steamandrye.com

5-10

The Abbey Brewery
Camden Row
Bath
BA1 5LB

P

147 Leadenhall Street
London
EC3V 4QT

100+

01257 464718
www.ainscoughs.co.uk

Abbey Inns

3-5

P

Aqua Restaurant Group

The Old Brewery Brewery Yard
Wigan
WN1 1JU

86 Cannon Street
Bury St Edmunds
Suffolk
IP33 1JR

309 Avebury Blvd
Milton Keynes
MK9 2GA

01942 234976
www.allgatesbrewery.com

01284 768 769
www.oldcannonbrewery.co.uk

01908 242 977
www.aqua-restaurant.com

All Our Bars Ltd

Anglia Restaurants
5-10

Arc Inspirations

10-50

P

B

5-10

R

10-50

R

RP

Sole Bay Brewery East Green
Southwold Suffolk
IP18 6JW

Enterprise House Enterprise Way
Edenbridge
Kent
TN8 6HF

107 Salhouse Rd
Caister-on-Sea
Norfolk
NR7 9AW

01502 727 200
www.adnams.co.uk

01732 863044
www.allourbars.com

0207 733 8805
www.angliarestaurants.com

Adventure Bars

All Star Lanes

Anselm Chatwin

100+

3-5

5-10

5-10

Kingsdown Brewery
Swindon
Wiltshire
SN2 7RU

100+

P

B

B

91 Battersea Rise
London
SW11 1HW

91 Brick Lane
London
E1 6QL

0208 099 7421
www.adventurebar.co.uk

0207 422 8370
www.allstarlanes.co.uk

7 Cottage Road
Leeds
LS6 4DD

B

18 Northwold Road
Stoke Newington
London
N16 7HR
0207 8129 862

0113 275 8758
www.arcinspirations.com

Arkell's Brewery

01793 823026
www.arkells.com

P
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Aruba Ltd
3-5

P

01202 554211
www.arub-bournemouth.co.uk
P

The Clock House
Chobham Road
Sunningdale
Berkshire
SL5 0JA

R

Unit 26 Cygnus Business Centre
Dalmeyer Road London
NW10 2XA

P

6 Georgian House
Duke Street Bath
BA2 4AQ

P

151 The Parade Watford
Herts
WD17 1NA
01923 229 651
www.aspirationalpubco.co.uk

AtWill Pubs
P

100 Woodchurch Road
Birkenhead
Wirral
CH42 9LP
01244 458166
www.atwillpubs.com

Authentic Pubs
P

The Bell Inn 8 Thames Street
Hampton
TW12 2EA
020 8941 9799
www.authenticpubco.uk

Azzurri Group
R

10-50

R

65 Deansgate
Manchester
M3 2BW

B

4 Rockfield Business Park
Old Station Drive Cheltenham
GL53 0AN

Barons Pub Company
P

The Cricketers Horsell Birch
Woking Surrey
GU21 4XB
01483 762 363
www.baronspubs.com

Barrio Bars
B

141-143 Shoreditch High Street
London
E1 6JE
0207 749 3940
www.welovebarrio.com

0121 256 3322
www.bermondseypubco.com

Bespoke Inns
5-10

3-5

2 Milton Grange
Main Street
Milton
Derbyshire
DE65 6EF

P

50 Rivers Street
Bath
BA1 2QA
01225 360 017
www.thebathpubcompany.com

Be at One Ltd
B

P

01283 702 621
www.bespokeinns.co.uk

Bills Restaurants
50-100

1st Floor
7-11 St Johns Hill
London
SW11 1TR

R

2nd Floor 15 Greek Street
Soho
London
W1D 4DP

0207 738 2119
www.beatone.co.uk

0207 439 8649
www.bills-website.co.uk

BH

Bitters n Twisted
10-50

Overlord House
1D Colet Gardens
Hammersmith
London
W14 9DH

B

28 Steelhouse Lane
Birmingham
B4 6BJ

0208 600 5210
www.bedsandbars.com
5-10

P

3 Monkspath Hall Road
Solihull
B90 4SJ

Bath Pub Company

0121 236 0345
www.bittersntwisted.co.uk

Black and Blue Restaurants
5-10

Beerhouses

01242 222 380
www.feverbars.com

3-5

0117 947 4797
www.bathales.com

10-50

Bar Fever Ltd

5-10

Hare House Southway Drive
Warmley
Bristol
BS30 5LW

Beds & Bars

0161 839 8678
www.barburrito.co.uk
10-50

P

10-50

Barburrito

Aspirational Pub Co

2 Balcombe Street
London
Marylebone
NW1 6NW

R

01225 938 936
www.banwellhouse.com

0141 342 5200
www.ashokarestaurants.com

100+

Banana Tree Restaurants

3-5

23 Crow Road
Glasgow
G11 7RT

5-10

0207 437 5212
www.balans.co.uk

Banwell House Pub Co

Ashoka

10-20

10-50

R

0208 459 2135
www.bananatree.co.uk

01344 874222
www.ascotinns.com

5-10

Bermondsey Pub Co

10-50

5-10

Ascot Inns

5-10

Bath Ales Brewery

5-10

60 Old Compton Street
Soho London
W1D 4UG

Platinum House
23 Hinton Road
Bournemouth
BH1 2EF

3-5

Balans Restaurants

P

R

31 Wellington Road
Dewsbury
WF13 1HL

Concert Hall Approach
Southbank
London
SE1 8XU

01924 450 404
www.beerhouses.co.uk

0207 928 9370
www.blackandbluerestaurants.com

Bem Brasil

Black Country Traditional Inns

5-10

R

58 Lever Street
Manchester
M1 1FJ
0161 923 6888
www.bembrasilrestaurants.com

Benitos Hat
5-10

R

10-50

P

Unit 4 Tansey Green Road
Pensnett
West Midlands
DY5 4TL
01384 401 820
www.blackcountryales.co.uk

Black Dog Ballroom
5-10

B

85 High Green Cannock
WS11 1BJ

12 Great Castle Street
Marylebone
London
W1W 8LR

Basement Affleck’s Palace
Church Street Manchester
M4 1PW

01895 263 122
www.askitalian.co.uk

01543 503 859
www.barsport.co.uk

0207 436 6709
www.benitos-hat.com

0161 839 0664
www.blackdogballroom.co.uk

Baa Bars

Barworks Ltd

Benugo

Blanc Brasseries

5-10

Barsportgroup
3-5

B

10-50

B

B

10-50

R

10-50

R

7 Myrtle Street
Liverpool
L7 7DN

23 Exmouth Market
Clerkenwell London
EC1R 4QL

26-29 St Cross St
London
EC1N 8UH

106-108 High Street
Teddington London
TW11 8JD

0151 707 0610
www.baabar.co.uk

0207 713 6216
www.barworks.com

020 7242 3726
www.benugo.com

020 3166 2727
www.brasserieblanc.com
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Blues Smokehouse

Breakfast Group

Brunning & Price

Byron Burgers

3-5

5-10

50-100

50-100

R

B

The Grouse and Ale High St
High Wycombe
HP14 3JG

20 Great Portland Street
London
W1W 8QR

01344 867 575
www.bluessmokehouse.com

020 7436 6572
www.thebreakfastgroup.co.uk

Boparan Ventures

BrewDog

10-50

R

10-50

B

P

R

Yew Tree Farm Buildings
Saighton Chester
Cheshire
CH3 6EG

1st Floor 14-15 Berners Street
Fitzrovia
London
W1T 3LJ

01244 333100
www.brunningandprice.co.uk

020 7092 0600
www.byronhamburgers.com

B & T Brewery

C2 Original Inns

5-10

P

3-5

P

Quality House
5-9 Quality Court
London
WC2A 1HP

Balmacassie Commercial Park
Ellon
Aberdeenshire
AB41 8BX

The Brewery Shefford
Bedfordshire
SG17 5DZ

63-65 Church Street
Lancaster
LA1 1ET

01995 603360
www.harryramsdens.co.uk

01358 724924
www.brewdog.com

01462 815 080
www.banksandtaylor.com

0152 466 006
www.thesunhotelandbar.co.uk

Bottelino's

Brewhouse and Kitchen

Buccaneer Holdings

Cabana Restaurants

10-50

5-10

5-10

R

P

P

10-50

R

Rockwood House
Frenchay Road
Bristol
BS16 2RA

2A Corsica Street
Highbury
London
N5 1JJ

37 Rodney Road
Cheltenham
Gloustershire
GL50 1HX

0117 958 5214
www.bottelinos.net

0207 0649943
www.brewhouseandkitchen.com

01242 239383
www.buccaneer.co.uk

Bowland Village Inns

The Brighton Pier Co.

Buenos Aires Restaurant

50-100

5-10

31-40 West Parade
Newcastle upon Tyne
Tyne and Wear
NE4 7LB

5-10

P

5-10

5-9 Church Street
Churchtown
Garstang
Lancashire
PR3 0HT

Madeira Drive
Brighton
BN2 1TW

01995 603360
www.bowlandvillageinns.co.uk

Brinkley’s

B

01273 609 361
www.brightonpier.co.uk
3-5

R

8 Lancashire Court
London
W1S 1EY

R

Suite 1 Morie Studios
4 Morie Street
London
SW18 1SL
01244 333100
www.barestaurant.com

01462 812 621
www.cabana-brasil.com

Cairn Group
H R B

0191 272 5788
www.cairnhotelgroup.com

Cambio De Tercio Group

Burger and Lobster

3-5

10-50

163 Old Brompton Road
London
SW5 0LJ

R

BR

51 Hollywood Road
Little Chelsea
London
SW10 9HX

37-41 Bedford Row
London
WC1R 4JH

0207 351 1683
www.brinkleys.com

0207 409 1699
www.burgerandlobster.com

British Country Inns

Burning Night Group

5-10

Brasserie Blanc Co

10-50

3-5

10-50

Ampney House Quedgeley
Gloucester
GL2 4BR

Unit 5 Button End
Harston
Cambridge
CB22 7GX

Brakspear Pubs
100+

P

The Bull Courtyard Bell Street
Henley-on-Thames
RG9 2BA
01491 570200
www.brakspear.co.uk
R

106-108 High Street
Teddington
TW11 8JD
0203 166 2727
www.brasseriebarco.com
10-50

0207 843 0470
www.bciplc.co.uk

Broadland Taverns
3-5

Bravo Inns
P

44 Knutsford Road
Warrington
Cheshire
WA4 1AG
01925 573420
www.bravoinns.com

P

P

B

BNG 1-2 South Parade
4th Floor Sovereign House
Leeds
LS1 5QL
0113 8214850
www.burningnightgroup.com

Cambscuisine

R

R

01223 359 506
www.cambscuisine.com

Camelot Inns
5-10

Busada Eatthai
10-50

020 7244 8970
www.cambiodetercio.co.uk

P

Broadland House
54 Whiffler Road
Norwich
NR3 2AY

106-110 Wardour Street
Soho London
W1F 0TR

P1 House 23 Clifton Road
Shefford
Beds
SG17 5AF

01603 418775
www.broadlandtaverns.co.uk

0207 255 8686
www.busada.com

01462 812 621
www.camelotinns.co.uk

Brownsword Hotels

Butcombe Brewery

Breakfast Club Cafes

10-50

10-50

10-50

11 Southwark Street
London
SE1 1RQ

Brownsword Hotels Head Office
8 Gay Street
Bath
BA1 2PH

Cox's Green
Wrington
Bristol
BS40 5PA

Lion Brewery
Waldon Street
Hartlepool
TS24 7QS

0207 078 9634
www.thebreakfastclubcafes.com

01225 320 470
www.brownswordhotels.co.uk

01934 863 963
www.butcombe.com

01429 852 000
www.cameronsbrewery.com

B

H

P

Camerons
10-50

P
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Camino
3-5

R

CAU Restaurants

Charles Wells Pub Co

Cirrus Inns

10-50

100+

10-50

R

P

The Regent Quarter
3 Varnishers Yard
Kings Cross
London
N1 9FD

10-12 Royal Parade
London
SE3 0TL

42 Sparrows Herne
Bushy
WD23 1FU

0161 481 883
www.caurestaurants.com

0208 950 2865
www.charleswells.co.uk

0207 843 0180
www.camino.uk.com

Cavalier Inns

Cheshire Cat Pubs and Bars

Caprice Holdings

The Royal Standard of England
Forty Green
Beaconsfield
HP9 1XS

Ampney House Falcon Close
Quedgeley
Gloucestershire
GL2 4LS

01494 673 382
www.cavalierinns.co.uk

01565 873 395
www.cheshirecatpubsandbars.co.uk

CD Pub Co

Cheshire Pub Company

10-50

3-5

R

3-5 Rathbone Place
London
W1T 1HJ
0207 307 5760
www.caprice-holdings.co.uk

3-5

Cargo
5-10

B

83 Rivington Street
London
EC2A 3AY
0207 739 3440
www.cargo-london.com
50-100

R

35 Rose Street
Covent Garden
London
WC2E 9EB

BR

Suite 1&2 Sussex Mansions
36-37 Maiden Lane
London
WC2E 7LJ

5-10
P

Merlin Way
Bowerhill Trading Estate Melksham
Wiltshire
SN12 6TJ
01225 708 842
www.molesbrewery.com

Castle Rock Brewing Co
P

Castle Rock Brewery
Queensbridge Road
Nottingham
NG2 1NB
0115 985 1615
www.castlerockbrewery.co.uk

Casual Dining Group
100+

CG Restaurants and Bars

Chameleon Bar & Dining

Cascade

10-50

07957 815 301
www.cdpubs.co.uk

0844 371 2550
www.cgrestaurants.com

0207 580 3050
www.carluccios.com
5-10

P

Far Croft Tapster Lane
Lapworth Solihull
B94 5PA

5-10

Carluccio’s

P

B R

PR

Belasis Business Centre
Coxwold Way Billingham
Tees Valley
TS23 4EA
01642 343 465
www.chameleonbd.co.uk

Chaophraya
5-10

R

20a First Floor Blayds Court
Swinegate Leeds
West Yorkshire
LS1 4AD
0113 244 9339
www.chaophraya.co.uk

Chapman Group Ltd
10-50

P

5-10

P

3-5

P

Studio C&D 209 St Johns Road
St. John's Hill
London
SW11 1TH
020 7584 9898
www.cirrusinns.co.uk

City Pub Company
10-50

0207 559 5106
www.citypubcompany.com

Coaching Inn Group
5-10

1-5 High Street
Boston Lincolnshire
PE21 8SH

01625 861421
www.thedogpeover.co.uk

01205 355522
www.coachinginngroup.co.uk

Chestnut Group

Coastal Inns & Taverns

3-5

P

3-5

P

The Packhorse Inn
Moulton
Newmarket
CB8 8SP

The Mayflower
King’s Saltern Road
Lymington Hants
SO41 3QD

01638 751818
www.chestnutgroup.co.uk

01590 672 160
www.ciatgroup.co.uk

Chicago Rib Shack

Colombo Group

5-10

5-10

R

Arch 642 Voltaire Road
Clapham
London
SW4 6DH
020 7720 7059
www.chicagoribshack.com
5-10

R

27 Upper St
Angel, Islington
London
N1 0PN

Comptoir Libanais
R

Levant Group
65 Wigmore Street
London
W1U1JT
0141 332 3215
www.comptoirlibanais.com

0207 704 2123
www.chilango.co.uk

Cook & Indi's World Buffet
5-10

Chipotle
5-10

0207 387 5277
www.thecolumbogroup.com
10-50

Chilango

B

111-113 Camden High Street
Camden London
NW1 7JN

5-10

185 Wardour Street
London
W1F 8ZA

0207 121 3200
www.casualdininggroup.com

01903 856 744
www.chapmansgroup.co.uk

0207 494 4156
www.chipotle.co.uk

Cattle Grid

Charles and Toby Wood

Chozen Noodle

10-50

2-10

5-10

P

BPRC

The Dog
Wellbank Lane Over Peover
Knutsford
WA16 8UP

Avenals Farm Water Lane
Littlehampton
West Sussex
BN16 4EP

R

P

Essel House 2nd floor
29 Foley House
London
W1W 7TH

163 Eversholt Street
London
NW1 1BU

3-5

P

R

90 Renfield Street
Glasgow
G2 1LF
0141 332 3215
www.cookandindisworldbuffet.com

Cosmo Group
R

R

1 Balham Station Road
London
NW1 1BU

Lockton
North Yorkshire
YO18 7NQ

18 CP House Otterspool Way
Watford Herts
WD25 8HP

6C Valley Leisure Park
Beddington Farm Road
Croydon
CR0 4YA

0208 673 9099
www.cattlegridrestaurant.com

01751 460 213
www.foxandrabbit.co.uk

0208 337 0643
www.chozen.co.uk

0800 955 4052
www.cosmo-restaurants.co.uk
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Cote Restaurants

Creative Leisure

Davy’s

3-5

5-10

10-50

R

Woolverstone House
61-62 Berners Street
London
W1T 3NJ
0207 927 0810
www.cote-restaurants.co.uk

P

Dirty Burger
B

161-165 Greenwich High Road
London
SE10 8JA

72-74 Dean Street
London
W1D 3SG

0161 879 9863
www.creative-leisure.co.uk

0207 407 9670
www.davy.co.uk

0203 006 0076
www.eatdirtyburger.com

Crescent Inns

Dawkins Ales

3-5

Old Fleece Rooksmoor
Woodchester Glos
GL5 5NB

Cross Keys
65 Bradenstoke
Bradenstoke
SN15 4EL

The Now Thus Brewery
Unit 7 Timsbury Workshop Estate
Bath
BA2 0HQ

01453 872 582
www.foodclub.com

01249 892 200
www.crescentinns.co.uk

01761 472 242
www.dawkins-ales.co.uk

Cotswold Inns and Hotels

Criterion Asset Management

Deben Inns

P H

100+

P

Di Maggio’s

3-5

5-10

P

3-5

P

5-10

0141 248 2111
www.dimaggios.co.uk

Donnington Brewery
10-50

5-10

P

Cliff Road Waldringfield
Woodbridge
Suffolk
IP12 4QL

01386 769 100
www.cotswold-inns-hotels.co.uk

0207 802 5240
www.criterionasset.co.uk

01473 736 215
www.debeninns.co.uk

County Estate Pubs

D & D London

Deckers Group

50-100

3-5

3 Stainburn Road
Openshaw
Manchester
M11 2DN

10-50

R

Angel Mill Edward Street
Westbury
BA13 3DR

16 Kirby Street
London
EC1N 8TS

Tel: 01373 828 700
www.countyestatepubs.co.uk

0207 716 0716
www.danddlondon.com

Cozy Pubs

Dalziel & Vine Ltd

3-5

P

3-5

P

R P

Unit F Royal Pennine Trading Est.
Lynroyle Way
Rochdale
OL11 3EX
01706 522 262
www.thedeckersgroup.com

01451 830 603
www.donnington-brewery.com

Dorbiere
P

0161 438 4060
www.dorbiere.co.uk

Draft House
5-10

Del’Aziz

P

Donnington
Stow on the Wold
Gloucestershire
GL54 1EP

Millbank Tower 3rd Floor
21-24 Millbank
London
SW1P 4QP

P

R

11 Royal Exchange Square
Glasgow
G1 3AJ

Orchard House Crab Apple Way
Evesham
Worcestershire
WR11 1GE.

100+

R

26 Church Street
Manchester
M4 1PN

Cotswold Food Club
P

3-5

P

91 Main Road
Meridan
Coventry
CV7 7NL

10 Warehouse K
Western Gateway
London
E16 1DR

24-32 Vanston Place
London
SW6 1AX

74-76 Battersea Bridge Rd
Battersea
London
SW11 3AG

01676 522 509
www.cozypubs.co.uk

07769 220955
www.dalzielandvine.com

0207 386 0086
www.delaziz.co.uk

02920 521 239
www.drafthouse.co.uk

Craft Beer Company

Daniel Batham & Son

Deltic Group

5-10

10-50

50-100

B

6 Charlwood St
London
SW1V 2EE
0207 242 1879
www.thecraftbeerco.com

Craft Union Pub Company
10-50

P

4a South Preston Office Village
Cuerden Way
Bamber Bridge
Preston
PR5 6BL
0121 256 3328
www.craftunionpubs.com

3-5

P

R

Drinkwell Bars
C

3-5

Delph Road Brierley Hill
Dudley
West Midlands
DY5 2TN

Luminar House Deltic Avenue
Rooksley Milton Keynes
Bucks
MK13 8LW

0138 477 229
www.bathams.co.uk

01908 544100
www.delticgroup.co.uk

Daniel Thwaites

Derby Brewing Co

3-5

100+

3-5

98 Bridge Street
Warrington
Cheshire
WA1 2RF

P

Penny Street
Blackburn Lancashire
BB1 6HL
01254 686 868
www.thwaites.co.uk

Dark Star Brewing Co

Masons Place Business Park
Derwent Street
Derby
DE21 6AQ
01332 242 888
www.derbybrewing.co.uk

60 London End
Beaconsfield
HP9 2JD
01494 673 800
www.drinkwellbars.com

DV8 Bars Ltd
B

01260 278553
www.dv8bar.co.uk

Earl Soham Brewery

Crafted Projects

3-5

3-5

22 Star Road
Partridge Green
West Sussex
RH13 8RA

The Wallace Building
Plumptre Place Nottingham
NG1 1LW

Unit 1A Meadow Works
Debenham
Suffolk
IP14 6RP

01403 713 085
www.darkstarbrewing.co.uk

01159 415 840
www.dhpgroup.co.uk

01728 861213
www.earlsohambrewery.co.uk

B R

15-16 Stockholm Close
North Shields
Tyne & Wear
NE29 7SF
www.craftedprojects.co.uk

P

P

B

50-100

DHP Group
5-10

B

P

328
East Anglia Pub Co

Epic Pub Company

Five Guys

5-10

5-10

10-50

P

659 Southchurch Road
Southend on Sea
SS1 2PW
01702 447 071
www.eastangliapubs.com

Ed’s Easy Diner
10-50

R

0207 388 6967
www.edseasydiner.com

Ego Restaurants
10-50

6 Sandy Lane
Aspley Heath
Milton Keynes
MK17 8TT
0207 015 2150
www.epicpubs.com

R P

Firemans Square
Chester
Cheshire
CH1 2JA
01925 602606
www.egorestaurants.co.uk

Elgood & Sons
10-50

P

North Brink Brewery
North Brink
Wisbech
Cambs
PE13 1LW
01945 583160
www.elgoods-brewery.co.uk

P

The Hat & Tun
3 Hatton Wall
London
EC1N 88X
0207 242 9122
www.etmgroup.co.uk

Fuller Thomson
P

01225 865 657
www.flatcappers.co.uk

G1 Group

Castle Acres Narborough
Leicester
LE19 1BY
0116 201 4100
www.everards.co.uk

01328 710 209
www.flyingkiwiinns.co.uk

GC Mallen

Ever So Sensible Group

Food Club

5-10

3-5

61 Bexley High Street
Bexley Kent
DA1 5AA

R

9 Byard Lane
Nottingham
NG1 2GJ
0115 988 6833
www.eversosensible.com

Faucet Inn Pub Co
P

0207 486 5175
www.faucetinn.com
50-100

P

R

R

The Old Lodge
Minchinhampton Common
Stroud
GL6 9AQ

R

6 Camera Place
Chelsea
London
SW10 0BH

P

020 7352 6465
www.foodandfuelpubs.co.uk
B

127-129 Devonshire Street
Sheffield
S3 7SB
0114 272 0569
www.forumcafebars.co.uk

3-5

3-5

The Boot Inn
Barnard Gate
Nr Eynsham
OX29 6XE

59 Longlands Lane Findern
Derbyshire
DE65 6AH

01865 881231
www.few-inns.co.uk

0207 036 9400
www.foundationinns.com

Foundation Inns
3-5

First Restaurant Group

Gaucho
B R

0207 432 9615
www.gauchorestaurants.co.uk

P

Frederic Robinson

P

Salem Bridge Brewery
Wainfleet Lincolnshire
PE24 4JE
01754 880317
www.bateman.co.uk

Giggling Squid
10-50

R

Access House Stephenson Way
Crawley
RH10 1TN
01293 530 455
www.gigglingsquid.com

Gingerman Group
3-5

R

21a Norfolk Square Brighton
BN1 2PD
01273 326 688
www.gingermanrestaurants.com

Enterprise Inns

3-5

100+

3 Monkspath Hall Rd Solihull
West Midlands
B90 4SJ

16 Bristol Gardens
Westminster
London
W9 2JG

Unicorn Brewery
Lower Hillgate
Stockport Cheshire
SK1 1JJ

364 High Street Harlington
Middlesex
UB3 5LF

0121 733 7700
www.enterpriseinns.com

020 7266 6320
www.frgroup.co.uk

0161 612 4061
www.robinsonsbrewery.com

0208 607 5100
www.glendolaleisure.co.uk

P

R

01322 550 830
www.barlorca.com

50-100

5-10

Few Inns

P

George Bateman & Son

Forum Cafe Bars

01554 773357
www.felinfoel-brewery.com

5-10

7-9 Swallow Street London
W1B 4DE

Food & Fuel
10-50

B P

0141 581 2400
www.g1group.co.uk

10-50

01453 832047
www.food-club.com

Elysium Group Ltd

01206 844448
www.elysiumgroup.co.uk

01382 205052
www.fullerthomson.com

70 Hamilton Drive
Glasgow Scotland
G12 8DR

Farmers Row
Felinfoel Llanelli
Carmarthenshire
SA14 8LB

Suite 7 The Centre
The Crescent
Colchester
CO4 9QQ

P

3-5

Elite Pubs

B R

5-10

13 Browns Street
Dundee
DD1 5EG

The Castle Inn
Mount Pleasant
Bradford on Avon
BA15 1SJ

The Buttlands
Wells-next-the-Sea
Norfolk
NR23 1EX

P

Felinfoel Brewery Co

01580 753 119
www.elitepubs.com

020 8996 2000
www.fullers.co.uk

100+

020 7129 7055
www.jackdawandstar.co.uk

The Great House Gills Green
Hawkhurst Kent
TN18 5EJ

0800 0833 005
www.fiveguys.co.uk

Everards Brewery

88-90 George Street
London
W1U 8PA

P

Griffin Brewery
Chiswick Lane South London
W4 2QB

50-100

10-50

5-10

P

Flying Kiwi Inns

3-5

Jackdaw and Star
224 Homerton High Street
London
E9 6AS

100+

146 Freston Road
London
W10 6TR

3-5

Electric Star Pubs
P

Fuller Smith & Turner
R

Flatcappers

ETM Group
10-50

The Piazza
London
NW1 2DY

P

10-50

P

Glendola Leisure
10-50

H P

329
Golden Lion Group

Hache Burger

5-10

5-10

P

Heavitree
R

50-100

Horatio Group
P

3-5

P

C/O Hove Place
35-37 First Avenue Hove
BN3 2FH

Wedderburn House
1 Wedderburn Road London
NW3 5QR

Trood Lane Matford
Exeter Devon
EX2 8YP

406A Upper Newtown Ards Road
Belfast
BT4 3EZ

01273 776622
www.goldenliongroup.co.uk

01258 452 141
www.hacheburgers.com

01392 217 733
www.heavitreebrewery.co.uk

028 9050 9700
www.thehoratiogroup.com

Gordon Ramsey Holdings

Hall & Woodhouse

Huntsbridge Ltd

100+

Heron and Brearley

10-50

R

P

1 Catherine Place
London
SW1E 6DX

The Brewery Blandford St Mary
Dorset
DT11 9LS

0207 592 1360
www.gordonramsay.com

01258 452 141
www.hall-woodhouse.co.uk

Grand Union Bars

Handmade Burger Co

5-10

B

111 Kennington Rd London
SE11 6SF
0207 226 3303
www.grandunionbars.com

Gray & Sons
10-50

P

Rignals Lane Galleywood Essex
CM2 8RE
01245 475 181
www.grayandsons.co.uk

Great Dorset Inns
3-5

P

The Chequers Inn
75 High Street Lytchet Matravers
BH16 6BJ
01202 622215
www.greatdorsetinns.com

Great Northern Inns
3-5

P

The Trent Navigation
Meadow Lane Nottingham
NG2 3HS
0115 986 2754
www.greatnortherninns.co.uk

Greencliffe Taverns
3-5

P

10-50

R

18 Vittoria Street Victoria Works
Birmingham
B1 3PE
020 8902 7857
www.handmadeburger.co.uk

Handmade Pubs
3-5

P

162 Tuffnell Park Road
Tuffnell Park London
N7 0EE
020 3556 3919
www.handmadepubs.com

Horatio Group
3-5

B R

406A Upper Newtown Ards Road
Belfast
BT4 3EZ
028 9050 9700
www.thehoratiogroup.com

Harvey & Son (Lewes)
50-100

P

Bridge Wharf Brewery
6 Cliffe High St Lewes East Sussex
BN7 2AH
01273 480 209
www.harveys.org.uk

Hawthorn Leisure

5-10

P

Old Castletown Rd
Kewaigue
Douglas Isle of Man
IM2 1QG
01624 699 400
www.heronandbrearley.com

46 Moss Lane West
Manchester
M15 5PH

R

Holdens Brewery

Unit L Building 9
Southampton Hants
SO31 1ZL

3-5

P

George Street Woodsetton
Dudley W Midlands
DY1 4LN

Home Counties Pubs

15a Ives Street
London
SW3 2ND

5-10

P

The Refectory Coach House
Portsmouth Road
Godalming
GU8 5HJ
01483 411 840
www.homecountiespubs.co.uk

Honest Burgers
10-50

R

01284 763 222
www.greeneking.co.uk

01434 607 393
www.theheadofsteam.co.uk

Gresham Inns
3-5

B P

5-10

B R

020 7589 1200
www.ignite-group.com

Illustrious Pub Company
3-5

P

The George and Dragon
41 Boxworth Road Elsworth
CB3 8JQ

60 Southwark Bridge Road
London
SE1 0AS

01954 267236
www.illustriouspubcompany.co.uk
5-10

Head of Steam
Manesty Leazes Lane
Hexham Northumberland
NE46 3AE

P

0845 180 0860
www.idealcollection.com

Ignite Group

Greene King Pub Partners
Westgate Brewery
Bury St Edmunds Suffolk
IP33 1QT

5-10

01902 880 051
www.holdensbrewery.co.uk

Hook Norton Brewery

P

0161 226 1317
www.hydesbrewery.co.uk

Ideal Leisure

01373 828 719
www.hawthornleisure.com
10-50

P

0845 055 5551
www.hixrestaurants.com

0113 250 2659
www.gctaverns.co.uk
P

Hydes' Brewery

5-10

Old Barn House 2 Wannions Close
Botley Chesham
Buckingham
HP5 1YA

0203 302 2040
www.honestburgers.co.uk

100+

01480 424 300
www.huntsbridge.com
50-100

Angel Mill Edward Street Westbury
BA13 3DR

P

P H

Hix Restaurants

The Stansfield Arms
Apperley Bridge Bradford
BD10 ONP

100+

3-5

Old Bridge Inn
1 High St Huntingdon
PE29 3TQ

10-50

P

Brewery Lane
Hook Norton
Banbury
OX15 5NY

Inception Group
B

66 Wilton Road London
SW1V 1DE
0207 095 0377
www.inception-group.com

Indigo Pub Co
10-50

P

63 Western Road
Hove
BN3 1JD

01608 737210
www.hooky.co.uk

Hopback Brewery
P

01273 321 400
www.indigopubco.com

Heartstone Inns

5-10

10-50

Elslack Skipton Yorkshire
BD23 3AY
01282 842 450
www.individualinns.co.uk

44-46 Cranbourn Street
London
WC2H 7AN

PO Box 1111 Cheltenham
Gloucestershire
GL50 9PN

Units22-24
Batten Road Industrial Est
Downton Salisbury
SP5 3HU

0207 734 7807
www.greshaminns.co.uk

01452 812 113
www.heartstoneinns.co.uk

01725 510986
www.hopback.co.uk

P

Individual Inns
3-5

P

330
Individual Pubs

Intrepid Pub Co

Joules Brewery

King Henry’s Taverns

5-10

3-5

10-50

5-10

P

P

P

Pegasus House Pembroke Avenue
Waterbeach
CB25 9PY

PO Box 4795
Henley-on-Thames Oxon
RG9 9FU

The Brewery Great Hales St
Market Drayton
TF9 1JP

01223 862 067
www.individualpubs.co.uk

www.intrepidpubs.co.uk

01630 654400
www.joulesbrewery.co.uk

Individual Restaurants

5-10

10-50

44 Queen Street
Blackpool Lancashire
FY1 2AY

R

Ridgefield House 4th Floor
14 John Dalton Street
Manchester
M2 6JR

ITP Leisure
B

01253 624901
www.itponline.co.uk

Itsu

Inglenook Inns & Taverns

3rd Floor Parker Street
Holborn London
WC2B 5PT

10-50

P

Unit 22 Time Technology Park
Blackburn Road Simonstone
Burnley
BB12 7TW

R

www.itsu.com

Jamie’s Italian
50-100

5-10

R

Kings House 1a Kings Road
Wimbledon
SW19 8PL
0208 543 5988
www.jrc-globalbuffet.com

0161 839 5511
www.individualrestaurants.com

3-5

JRC Global Buffet

R

JW Bassett
5-10

P

The Queens Vaults
29 Westgate St
Cardiff
CF10 1EH

0844 8486 118
www.inglenookinns.co.uk

2 Gay Street Bath
BA1 2PH

JW Lees & Co

Inn Britain

0208 090 9070
www.jamieoliver.com

Greengate Brewery
Middleton Junction
Manchester
M24 2AX

3-5

P

144 Buckingham Rd Bletchley
Milton Keynes
Bucks
MK3 5JB
01296 688257
www.innbritain.co.uk

Inn Excess Inns
3-5

P

The Squire Inn 67 Broad Street
Chipping Sodbury
BS37 6AD
01454 312 121
www.thesquireinn.co.uk

Innovation Pubs
10-50

P

Unit 4 Basepoint
Anderson's Road
Southhampton
SO14 5FE

3-5

B R

K10 Restaurants

020 3397 3739
www.thejamtree.com

JD Wetherspoon
100+

P

P

5-10

P H

Office 1 32 North Street
Bourne
PE10 9AB
01778 422190
www.kneadpubs.co.uk

Kornicis

R

B

195-197 Kings Rd
Chelsea
London
SW3 5ED
020 7349 4440
www.kornicis.co.uk

The Laine Pub Company
10-50

P R

PO Box 85
Brighton East Sussex
BN1 6YT
01273 550000
www.laines.london

La Porchette
3-5

3 Appold Street
London
EC2A 2AF

R

84-86 Rosebery Avenue
London
EC1R 4QY

01923 477777
www.jdwetherspoon.co.uk

The Dog
Wellbank Lane Bramhall
Over Peover
Knutsford
WA16 8UP

County House Glyme Court
Langford Lane
Kidlington
OX5 1LQ

01625 861421
www.kaltonandbarlow.co.uk

01865 595 490
www.latasca.com

Kent Inns of Distinction

Large Bars

3-5

3-5

R

A64 Malton Road
Flaxton
YO60 7SQ
01904 468202
www.jinnahs.co.uk

The Jones Group
164 Town St Horsforth
Leeds West Yorkshire
LS18 4AQ

01462 480111
www.innventure.co.uk

0113 322 9919
www.jonesbargroup.com

iNTERTAIN

Joseph Holt
B

Knead Pubs

020 7539 9209
www.k10.com

The Broadway Hotel
The Broadway
Letchworth
SG6 3NZ

10-50

3-5

0247 6542333
www.king-henrys-taverns.co.uk

Wetherspoon House
Central Park Reeds Cres
Watford
WD24 4QL

5-10

Innventure

P

0161 643 2487
www.jwlees.co.uk

13-19 Old Town
London
SW4 0JT

Jinnah Restaurant Group

07966 434276
www.innovationpubs.co.uk
5-10

Jam Trees

1 Green Lane
Church Lawford
Rugby
CV23 9EF

10-50

www.jwbassettpubs.com
10-50

P

10-50

B

Karlton and Barlow
3-5

P

P

10-50

R

B

8 Filmer Mews 75 Filmer Road
Fulham
London
SW6 7JF

01304 617 362
www.kentinns.com

020 7731 4422
www.largebars.com

Kingdom Taverns
10-50

P

Rowley House Elstree Way
Borehamwood
WD6 1JH

The Brewery Empire Street
Cheetham Manchester
M3 1JD

0208 327 2540
www.intertainuk.com

0161 834 3285
www.joseph-holt.com

01592 200 033
www.kingdomtaverns.co.uk

P

La Tasca Restaurants

The Blazing Donkey Hay Hill
Sandwich
Kent
CT14 0ED

Dean House 191 Nicol Street
Kirkcaldy
Fife
KY1 1PF

100+

020 7837 6060
www.laporchetta.net

Leamside Brewery
3-5

P

Pithouse Lane Leamside
Houghton le Spring
Tyne and Wear
DH4 6QQ
0191 584 2394
www.leamsidebrewery.co.uk

331
Le Bistro Pierre

Little Gems Country Dining

Lucky Voice

10-50

3-5

5-10

R

13-17 Milton St
Nottingham
NG1 3EN
0115 941 2850
www.lebistrotpierre.co.uk

Leeds Brewery
5-10

P

3 Sydenham Road
Leeds
LS11 9RU
0113 244 5866
www.leedsbrewery.co.uk

Leelex
5-10

B

33 Call Lane
Leeds
West Yorkshire
LS1 7BT

Upstairs at the Swan Inn
Broughton Road
Milton Keynes Village Bucks
MK10 9AH
01908 803 198
www.littlegemscountrydining.co.uk

Leon Restaurants Ltd
R

Marston’s Pub Company
B

The Brewery Shobnall Road
Burton Upon Trent Staffs
DE14 2BG

020 7439 3660
www.luckyvoice.com

0844 848 3236
www.marstonspubcompany.co.uk

Malvern Inns Ltd

225-227 Edgware Road
Colindale London
NW9 6LU

01275 462770
www.malverninns.co.uk

0208 200 5256
www.irishbars.co.uk

Mamuska

McLean Inns

231 Putney Bridge Road
London
SW15 2PU
0208 877 9467
www.livelyhood.co.uk
5-10

16 Elephant and Castle
London
SE1 6TH
0203 602 1898
www.mamauska.net

07801 988 492
www.mclean-inns.com

01565 631 234
www.livingventures.com

Marble Beers

London Cocktail Club

41 Williamson St
Manchester
M4 4JS

5-10

B

McManus Pub Co

3-5

P

London Village Inns

10-50

5-10

207 Regent Street 3rd Floor
London
W1B 3HH

908 Stockport Road
Levenshulme
Manchester
M19 3AD
0161 257 2484
www.levenshulmepubcompany.co.uk

Lewis Partnership
10-50

P H R

P

The Wrestlers 98 North Road
Highgate
London
N6 4AA
0208 340 4297
www.londonvillageinns.co.uk

Loungers
5-10

B

Market Town Taverns
10-50

P

4a Mercury Court Manse Lane
Knaresborough
HG5 8LF

0117 930 9971
www.thelounges.co.uk

21 Edgware Road London
W2 2JE

Lovely Pubs

0207 723 0773
www.maroush.com

5-10

Maroush Restaurants
10-50

P

01785 712217
www.thelewispartnership.co.uk

01564 785364
www.lovelypubs.co.uk

P

0207 247 5050
www.mpwrestaurants.co.uk

01423 866 100
www.markettowntaverns.co.uk

Warwick Road Chadwick End
West Midlands
B93 0BN

3-5

R

2nd & 3rd Floors
14 St Thomas St
Bristol
BS1 6JJ

The Moat House
Lower Penkridge Road
Acton Trussel Staffordshire
ST17 0RJ

Little Britain Pubs

0161 819 2694
www.marblebeers.com
10-50

LT Pub Management
100+

P

79 Brook Street Wymeswold
Loughborough
Leicestershire
LE12 6TT

31 Haverscroft Industrial Estate
New Road
Attleborough
NR17 1YE

01509 881 313
www.littlebritainpubs.co.uk

01953 450000
www.ltpubmanagement.com

10-50

P

Barratts Club Kingsthorpe Road
Northampton
NN2 6HT

Le Pain Quotidien

P

P

2 Thorney Lane South
Richings Park Iver Bucks
SL0 9AE

B

R

5-10

Living Ventures

3-5

Marco Pierre White Group

3-5

B

The Coach House
Cradley Herefordshire
WR13 5LQ

0207 580 1960
www.londoncocktailclub.com

Levenshulme Pub Co

5-10

3-5

0207 089 7070
www.leonrestaurants.co.uk

020 3657 6900
www.lepainquotidien.co.uk

McGowan Irish Bars

Livelyhood Pubs
P

R

6-7 Great Newport Street
London
E9 6AS

3rd Floor 65 Clerkenwell Road
London
EC1R 5BL

P

52 Poland Street
London
W1F 7NQ

4th Floor St Margarets House
Southwark Street
London
SE1 1TJ

R

100+

3-5

4-6 Princess Street
Knutsford
Cheshire
WA16 6DD

0113 243 4008
www.leelex.co.uk
10-50

P R

R

01604 713 601
www.mcmanuspub.co.uk

McMullen & Sons
50-100

P

The Hertford Brewery
26 Old Cross Hertford Herts
SG14 1RD
01992 584911
www.mcmullens.co.uk

Mentor Inns
5-10

P

Kemp House 152 City Road
London
EC1V 2NX
0800 583 9501
www.mentorinns.co.uk

The Meredith Group
5-10

P

51 Upper Berkeley Street London
W1H 7QW
0203 195 3011
www.themeredithgroup.co.uk

Merlin Inns

Marston's Inns and Taverns

3-5

10-50

84 Smithbrook Kilns
Cranleigh Surrey
GU6 8JJ

P

Marston's House Brewery Rd
Wolverhampton
WV1 4JT
01902 711 811
www.marstonstaverns.co.uk

P

01483 278172
www.thedrummondarms.co.uk

Milk Street Brewery

Marylebone Leisure Group

3-5

5-10

93 Marylebone High St London
W1U 4RE

The Griffin 25 Milk Street
Frome
BA11 3DB

020 7486 3905
www.mlglondon.com

01373 467766
www.milkstreetbrewery.co.uk

B

P

332
Miller’s Collection

Morton-Scott Pub Co

NYC Bar and Grill

Odley Inns Limited

3-5

3-5

3-5

3-5

P

The Peat Spade Inn Longstock
Stockbridge SA20 6DR
01264 810612
www.millerscollection.co.uk

Mint Group
3-5

B

Mint House 191 Stonehouse St
Clapham London
SW4 6BB
020 7498 5615
www.mintgroup.co.uk

Mission Burrito
5-10

R

99 Park Drive Milton Park
Oxfordshire
OX14 4RY
www.missionburrito.co.uk

Mitchells & Butlers
100+

P

27 Fleet Street
Birmingham
West Midlands
B3 1JP

The Marquis
51-52 Chandos Place
London
WC2N 4HS
020 7379 0367
www.mspubs.co.uk

P H

64 Vicar Lane Bradford
West Yorks
BD1 5AH
01274 952 111
www.mylahore.co.uk
50-100

R

St Marys House,
42 Vicarage Crescent
London
SW11 3LD

Company

P

The Rising Sun
Bashley Common Road
Wootton
New Milton
BH25 5SF

Mojo Bars

The Chambers 14 Coombe Road
New Malden Surrey
KT3 4QE

3-5

5-10

P

0208 942 4650
www.newpubco.com

Noble Inns
3-5

Moleface Pub Company
P

63 Friar Gate
Derby Derbyshire
DE1 1DJ
0115 933 5659
www.molefacepubcompany.co.uk

P

The Princess of Shoreditch
76–78 Paul Street
London
EC2A 4NE
020 7729 9270
www.nobleinns.co.uk

Novus Leisure
10-50

Montpeliers

B R

29 Queensferry Street
Edinburgh
EH2 4QS

Clareville House
26-27 Oxendon Street
London
SW1Y 4EL

0131 226 1370
www.montpeliers.co.uk

0207 968 2400
www.novusleisure.com

Moorhouse's Brewery

Number Works Pub Co

3-5

3-5

5-10

B

P

Ossett Brewery Pub Co
P

01733 370 500
www.oakhamales.com

P

P

81-82 Akeman Street Tring Herts
HP23 6AF
01442 890 844
www.oakmaninns.co.uk

Oak Taverns
5-10

The New Pub Co

0844 549 9090
www.mojobar.co.uk

Oakham Ales

3-5

Nandos

01524 596 000
www.mitchellsoflancaster.com

18 Merrion St
Leeds
LS1 6PQ

01743 365 661
www.odleyinns.co.uk

Oakman Inns & Restaurants

01425 610360
www.newforestpubcompany.co.uk

B

01302 365989
www.nycbarandgrill.co.uk

2 Maxwell Road Woodston
Peterborough
PE2 7JB

11 Moor Lane Lancaster
LA1 1QB

3-5

11 Market Place
Shifnal Shropshire
TF11 9AU

3-5

R

B P

3 Wood Street
Doncaster
DN1 3LH

3-5

3-5

Mitchells Hotels & Inns

P

MyLahore Group

0207 738 1120
www.nandos.co.uk
New Forest Pub

0121 498 4000
www.mbplc.com
100+

P

P

8a Buttermarket Thame
Oxfordshire
OX9 3EW
01844 213 867
www.oaktaverns.co.uk

Odley Inns
3-5

P

11 Market Place Shifnal
Shropshire
TF11 9AU
01952 461 517
www.odleyinns.co.uk

OHH Company
5-10

P

5-10

P

Kings Yard Low Mill Road
Ossett
West Yorkshire
WF5 8ND
01924 261 333
www.ossett-brewery.co.uk

Ottolenghi
3-5

R

Unit 20-21 The Arches
Hartland Road
London
NW1 8HR
0203 227 4999
www.ottolenghi.co.uk

Palmers Brewery
50-100

P

The Old Brewery Bridport
Dorset
DT6 4JA
01308 422 396
www.palmersbrewery.com

Paradiso Olivelli Group
3-5

R

The Montpelier
43 Choumert Road
London
W1U 1NE

The Old House at Home Burton
Near Castle Coombe Somerset
SN14 7LT

0207 486 3196
www.ristoranteolivelli.co.uk

01454 218 227
www.ohhcompany.co.uk

5-10

Old Mill Brewery
10-50

P

Mill Street Snaith
East Yorkshire
DN14 9HU

Parched Pubs
P

The Roebuck
50 Great Dover Street
London
SE1 4YG
020 7357 7324
www.parchedpubs.co.uk

01405 861 813
www.oldmillbrewery.co.uk

Partnership Pubs

Only Pub Company

The Grafton
20 Prince of Wales Road
London
NW5 3LG

3-5

B

Duke's Chambers 7 Duke Street
London
W1U 3EE
020 7935 5722
www.theonlypubcompany.com
P

P

020 7482 4466
www.pauldalyvenues.com

PD Venues
3-5

Oakham Ales
3-5

3-5

B

Moorhouse's Brewery
Moorhouse Street Burnley
BB11 5EN

The Booth Hall East Street
Hereford
HR4 9HR

99 High Street Leicester
LE1 4JB

11 Hoxton Square
London
N1 6NU

01282 422864
www.moorhouses.co.uk

01432 264 888
www.thenumberworkspubs.co.uk

0116 223 5256
www.oakhamales.com

0207 613 4855
www.pauldalyvenues.com

333
Peach Pub Company

Pivovar Bars

10-50

5-10

P

B

The Peach Barns Somerset Road
North Aston Bicester
OX25 6HX

Unit G10C Elvington Ind. Estate
Elvington Lane York
YO41 4AR

01869 220110
www.peachpubs.com

www.pivovar.co.uk

Pearmain Pubs
3-5

100+
P

123 High Street
Horsell Surrey
RH3 7DS
01423 757561
www.pearmainpubs.co.uk

Pebble Hotels
3-5

02380 277 808
www.pebblehotels.com

Peter Pizzeria
R

45 Ashby Square
Loughborough
LE11 5AA
01509 606505
www.peterpizzeria.co.uk

Phoenix Pub Group
3-5

P

Suite 3 186 St Albans Road
Watford Herts
WD24 4AS
0845 388 5073
www.phoenixpubgroup.co.uk

01895 251222
www.pizzaexpress.com

Pizza Hut UK
R

67 Calthorpe Street
Banbury Oxfordshire
OX16 5EX
www.pizzahut.co.uk

Pleisure Group
5-10

P

16 Madeira Place
Brighton
BN2 1TN

3-5

P

020 7407 9934
www.redcarpubs.com

01773 510 863
www.pubpeople.com

Real Greek

Pubs of Distinction

5-10

3-5

307-308 Linton House
164-180 Union Street London
SE1 0LH

P

Matrix Park
Buckshaw Village
Chorley
PR7 7NB

R

020 7620 0162
www.therealgreek.com

Real London Pubs

Pub Love

The Market Inn
1 Market Street
Brighton
BN1 1HH

3-5

P

The White Ferry House
1a Sutherland Street
London
SW1V 4LD

P

01926 420 390
www.pugpubs.com

Prezzo

Jubilee House Second Ave
Burton upon Trent
Staffs
DE14 2WF

020 7253 7624
www.phocafe.co.uk

020 8505 2400
www.prezzorestaurants.co.uk

Pickles Pubs

Probably A Pub Company

3-5

3-5

Stourside Place.
35-41 Station Road Ashford
TN23 1PP

5-10

P

P

01283 501 600
www.punchtaverns.com

Risley Park Risley
Derbyshire
DE72 3SS

01535 632 115
www.picklespubs.co.uk

0115 9392313
www.probablythebestpubsintheworld.co.uk

Ping Pong

Provenance Inns

5-10

5-10

0207 625 6635
www.realpubs.co.uk

P

020 8767 4040
www.ramblinns.com

Raw Pub Company
P

P

Bennell Farm
Comberton
Cambridge
CB23 7DS
01223 264576
www.beechwoodgroup.co.uk

Red Car Pubs
3-5

Rambl Inns

The Old White Bear
6 Keighley Road Cross Hills
BD20 7RN

North London Tavern
375 Kilburn High Rd
London
NW6 7QB

3-5
P

15 Clerkenwell Green London
EC1R 0DP

R

p

Redberry Inns Ltd

Punch Taverns

Johnston House 8 Johnston Road
Woodford Green Essex
IG8 0XA

10-50

p

01273 329483
www.reallondonpubs.com
10-50

141 Regent Street
Royal Leamington Spa
CV32 4NX

100+

3-5

Real Pubs

01785 231450
www.porkys.co.uk
R

R

01772 458 400
www.thedeanswift.com

3-5

18 New Globe Walk
London
SE1 9DR

P

The Wheatsheaf Pub
24 Southwark Street London
SE1 1TY

15 Maisies Way
South Normanton
Alfreton
DE55 2DS

Pug Pubs

Porky's BBQ
3-5

Red Car Pubs

10-50

020 7233 6133
www.publove.co.uk

01273 573573
www.pleisure.com

50-100

Pho Cafe

R

Hunton House Highbridge Estate
Oxford Road Uxbridge
UB8 1LX

100+
H

Beaulieu House Roman Road
Dorking
RH4 3ET

3-5

Pizza Express

Pub People Company

P

The Wheatsheaf Pub
The Hop Exchange
24 Southwark Street
London
SE1 1TY
020 7407 9934
www.redcarpubs.com

Red Chilli Restaurant
3-5

R

Unit 3F Standard Industrial Estate
Henley Rd London
E16 2ES

c/o The Durham Ox Westway
Crayke York
YO61 4TE

Units 3 & 4 Silver House
Adelphi Way
Chesterfield
S43 3LS

020 7473 3546
www.pingpongdimsum.com

01347 821 506
www.provenanceinns.co.uk

01246 475445
www.rawbrew.com

Pitcher & Piano

PS The Pub Company

Reading Pub Co

Red Oak Taverns Limited

10-50

3-5

3-5

100+

5-10

R

B

P

P

Astute House Wilmslow Road
Wilmslow
Cheshire
SK9 3HP
www.redchillirestaurant.co.uk

P

P

Hammersmith Studios
55A Yeldham Road London
W6 8JF

The Grouse & Ale
High Street Lane End
HP14 3JG

213 Caversham Road
Reading Berkshire
RG1 8BB

Unit 133 8 Shepherd Market
London
W1J 7JY

0208 741 2325
www.pitcherandpiano.com

01494 882 299
www.grouseandale.com

0118 986 3040
www.readingpubcompany.com

0203 637 3009
www.redoaktaverns.com

334
Redcomb Pubs

Richardsons Events

Samuel Smith

10-50

3-5

100+

P

R P

Village Gate Pub
225 Aylesbury Road Wendover
Buckinghamshire
HP22 6BA

1 Earl Street Northhampton
NN1 3AU

01296 623884
www.redcombpubs.co.uk

Richoux Group

Red Hot World Buffet

5-8 Cochrane Mews London
NW8 6NY

3-5

R

01604 630 666
www.richardsonsevents.com
10-50

R

2nd Floor St Georges House
St. Georges Road
Bolton
BL1 2DD

020 7483 7000
www.richouxgroup.co.uk

0845 1270 501
www.redhotworldbuffet.com

93 Davies Road
West Bridgford Nottingham
NG2 5HZ

Red Mist Leisure
5-10

P

Units B&C Crondall Place
Coxbridge Business Park
Farnham Surrey
GU10 5EH
01252 913513
www.redmistleisure.co.uk

Remarkable Restaurants
10-50

R

The Grafton Arms
13 Eburne Road
London
N7 6AR

P

67-69 Abbeville Rd
London
SW4 9JW
020 8675 2201
www.renaissancepubs.co.uk

The Restaurant Group
R

5-7 Marshalsea Road
London
SE1 1EP
0203 117 5001
www.trgplc.com

Revolution Bars Group
50-100

B

21 Old Street
Ashton under Lyne
Lancs
OL6 6LA

0115 931 3085
www.ridgeandfurrowinns.com

Rocket Restaurants
3-5

R

Huntington House
Princess Street Bolton
BL1 1EJ
0845 127 0501
www.rocketrestaurants.co.uk
R

1 Rufus Street
London
N1 6PE

P

Route Organisation Ltd
5-10

P

2 Winmarleigh Street
Warrington Cheshire
WA1 1NB
01925 644 580
www.routeorg.co.uk

The Rushmore Group
3-5

B

61 Poland Street
London
W1F 7NU

San Carlo
5-10

R

33 Curzon Street
London
W1J 7TR

San Marco Group
R

96 Whittingham Lane
Broughton Preston
PR3 5DB
01772 861240
www.sanmarcogroup.co.uk

Sapporo Teppanyaki
3-5

R

91-93 Liverpool Road
Manchester
M3 4JN
0161 831 9888
www.sapporo.co.uk
P R

The Swan Old Road
Whittington Worcester
WR5 2RL
07811 111 076
www.scoffandquaff.com

Seafood Pub Company
5-10

P

The Lodge Eel Beck Farm
Rimington Lane Clitheroe
BB7 4ED
0207 930 4007
www.seafoodpubcompany.com
3-5

P

16 Duke Street St James
London
SW1Y 6DB

S.A. Brain & Co
P H

02920 402 060
www.sabrain.com

Salisbury Pubs Ltd
P

The Three Fishes
Mitton Road
Mitton nr Whalley
BB7 9PQ

Alford Arms Frithsden
Hemel Hempstead
HP1 3DD

01254 826 888
www.ribblevalleyinns.com

01442 864 480
www.salisburypubsltd.co.uk

0207 930 4007
www.shannonpubs.com

Shepherd Neame
100+

P

The Faversham Brewery
17 Court Street Faversham Kent
ME13 7AX
01795 532 206
www.shepherdneame.co.uk

Signature Pubs
10-50

P

19 Rutland Street Edinburgh
EH1 2AE
0131 221 9978

P

The Ploughman Staniland Way
Werrington
Peterborough
PE4 6NA
01733 327 696
www.theploughman-werrington.co.uk

Simply Italian
R

23 High Street Battle
East Sussex
TN33 0EA

0207 629 6239
www.sancarlo.co.uk
3-5

3-5

3-5

Shannon Pubs

020 7065 6800
www.rshmr.com

3-5

01937 832 225
www.samuelsmithsbrewery.co.uk

5-10

The Cardiff Brewery
Crawshay Street Cardiff
CF10 1SP

Ribble Valley Inns

The Old Brewery High St
Tadcaster
LS24 9SB

Scoff & Quaff

0808 877 9903
www.rossopomodoro.co.uk

50-100

www.revolutionbarsgroup.com
3-5

P

5-10

Renaissance Pubs

100+

3-5

Rossopomodoro UK

020 7272 2171
www.remarkablerestaurants.co.uk
5-10

Ridge & Furrow Inns Ltd

Simmonds
P

01424 772 100
www.simplyitalian.co.uk

Sir John Fitzgerald
10-50

P

Café Royal Buildings
8 Nelson Street
Newcastle-Upon-Tyne
NE1 5AW
0191 232 0664
www.sjf.co.uk

Smith & Western
5-10

R

North Parade Horsham
West Sussex
RH12 2QR
01403 251891
www.smith-western.co.uk

Smoke Ltd
3-5

R

Apartment 1,
Telegraph House
Sheffield
S1 2GA
01442 864 480
www.smokebbq.co.uk

Snug Bars
5-10

B

32-36 Railway Street
Hertford Herts
SG14 1BA
01992 587674
www.thesnugbar.co.uk

Soho Bars (London) Ltd
3-5

B H

83 Wardour Street
Soho
London
W1D 6QE
020 7434 9413
www.sohobars.com

Soho House Group
10-50

B H

72-74 Dean Street
Soho
London
W1D 3SG
0203 006 0076
www.sohohouse.com

335
South Devon Inns

St Arnold Group

TGI Fridays

3-5

3-5

100+

P

P

Timothy Taylor
R

23 Gandy Street
Exeter
EX4 3LS

The Griffin Parsonage Street
Halstead Essex
CO9 2JT

253-254 Capability Green
Luton Beds
LU1 3LU

01392 213924
www.southdevoninns.co.uk

01787 476 569
www.saintarnold.co.uk

0208 521 6262
www.tgifridays.co.uk

Southern Counties Taverns

St Austell Brewery Co

Thai Group

5-10

100+

P

P

3-5

R

63 Trevarthian Road
St Austell
Cornwall
PL25 4BY

4 West Bar Banbury Oxfordshire
OX16 9RR

01243 841034

0845 241 1122
www.staustellbrewery.co.uk

Thai Leisure Group

5-10

R

24 Cranbourn Street
London
WC2H 7AB
0207 395 0390
www.spaghettihouse.co.uk

Sports Bar & Grill
5-10

R

Marylebone Station
Melcombe Place
London
NW1 6JJ
0207 723 8890
www.sportsbarandgrill.co.uk

Ssoosh Inns
3-5

P

Steamin Billy Brewing
5-10

P

Cow & Plough Stoughton Park
Gartree Road Oadby
LE2 2FB
0116 272 0852
www.steamin-billy.co.uk

Stonegate Pub Co
100+

P

Porter Tun House
500 Capability Green
Luton
LU1 3LS
0845 126 2944
www.stonegatepubs.com

Sussex Pub Company
3-5

P

Dock of the Bay
156 Park Lane
Burton Waters
Lincs
LN1 2WP

The Three Crowns
Billingshurst Road
Wisborough Green
RH14 0DX

01522 826957
www.beautifulpubs.co.uk

01403 700239
www.thethreecrownsinn.com

Stanley Pubs

Sussex Pub Group

3-5

P

5-10

Carrwood Park Selby Road
Leeds
SW1Y 5BN
0207 839 4000
www.thaileisuregroup.com

Thai Square Restaurants
10-50

R

21-24 Cockspur Street
London
SW1Y 5BN
0207 839 4000
www.thaisq.com

The Real China Ltd
10-50

R

167 Broadway
Bexleyheath Kent
DA6 7ES

10-50

P

0207 284 326
www.stanleypubs.com

01243 575246
www.thesussexpub.co.uk

Star Pubs and Bars

Tadcaster Pub Company

50-100

10-50

P

01843 602 010
www.thorleytaverns.co.uk

Thornbridge Brewery

P

3-4 Broadway Park
Edinburgh
EH12 9JZ

Commer House Station Road
Tadcaster North Yorks
LS24 9JF

0500 94 95 96
www.starpubs.co.uk

01937 835 020
www.tadpubco.co.uk

Stay Original Co.

Tavistock Leisure

3-5

5-10

H B

P

Riverside Brewery Buxton Road
Bakewell
DE45 1GS
01629 641 000
www.thornbridgebrewery.co.uk

Three Cheers Pub Co
5-10

Titanic Brewery Co
10-50

P

The Stonhouse
165 Stonhouse Street London
SW4 6BJ
020 7819 9312
www. threecheers.co.uk

Time Well Spent Pubs

Callender Place Lingard Street
Burslem
Stoke-on-Trent Staffs
ST6 1JL
01782 823 447
www.titanicbrewery.co.uk

TLC Inns
10-50

P

The White Horse Heath Road
Ramsden Heath
Essex
CM11 1NA
0845 293 7563
www.tlcinns.co.uk

Tokyo Industries
B

17 Westgate Road
Newcastle Upon Tyne
NE1 1SE

Tom Conran Restaurants
3-5

020 7792 4101
www.tomconranrestaurants.co.uk

Tonkotsu
3-5

R

382 Mare Street
London
E8 1HR
0208 533 1840
www.tonkotsui.co.uk

Tortilla
10-50

R

Balfour House 2nd Floor
46-54 Great Titchfield Street
London
W1W 7QA
0207 637 5849
www.tortilla.co.uk

Town & Village Hotels
3-5

Douro Terrace
Sunderland
Tyne And Wear
SR2 7DX

The Red Lion
Old Road Buckland Betchworth
RH3 7DS

Commer House
Station Road
Tadcaster
LS24 9JF

0203 002 4739
www.stayoriginal.co

0191 565 1122
www.tavistockhospitality.com

01737 843336
www.timewellspent.co.uk

01937 833 311
www.commer.co.uk

P

R

127 Westbourne Park Road
London
W2 5QL

Manor House
Pilton
Somerset
BA4 4BE

10-50

P

0191 232 1122
www.tokyoindustries.com

The Old Police Station
Gladstone Road Broadstairs Kent
CT10 2TA

5-10

Knowle Spring Brewery
Keighley
West Yorkshire
BD21 1AW

10-50

Thorley Taverns

Holly House
Chestnut Avenue
Chichester
PO19 5QE

P

R

0208 303 8023
www.therealchina.co.uk

Tufnell Park Tavern
162 Tufnell Park Road
London
N7 0EE

P

01295 269 502
www.thaigroup.co.uk
3-5

P

01535 603 139
www.timothytaylor.co.uk

39 Aldwick Road
Bognor Regis
West Sussex
PO21 2LN

Spaghetti House

10-50

H

336
Tragus Group
100+

Vapiano
R

163 Eversholt Street London
NW1 1BU
020 7121 3200
www.tragusgroup.com

Trust Inns
100+

P

Blenheim House Foxhole Road
Chorley Lancashire
PR7 1NY
01257 238 800
www.trustinns.co.uk

Turtle Bay Restaurants
10-50

R

3-5

Wahaca
R

5-10

Woodward & Falconer
R B

19-21 Great Portland Street
London
W1W 8QB

119 Waterloo Road
London
SE1 8UL

0207 268 0080
www.vapiano.com

0203 697 4140
www.wahaca.co.uk

Venture Inns
5-10

8 Market St
Newton Abbot
Devon
TQ12 2RB

10-50

B

Peek House
20 East Cheap London
EC3M 1EB

01626 354 010
www.venture-inns.com

020 7337 2670
www.wearebar.com

The Victorian Chop House

5-10

3-5

0117 929 0209
www.turtlebay.co.uk

3 St Anns Churchyard
Manchester
M2 7AR

The Old Brewery
Castle Eden County Durham
TS27 4SU

Two Kiwis
3-5

P

The Sausage Tree Saffron Road
High Wycombe Bucks
HP13 6AB
01494 452204
www.twokiwisltd.co.uk

Underdog Restaurants
3-5

R

402 Metropolitan Wharf
70 Wapping Wall
London
E1W 3SS

0161 832 2245
www.tomschophouse.com
10-50

P

Victoria House 2 Lucas
Horsted Keynes
Haywards Heath
W Sussex
RH17 7BN
01825 791 794
www.victoriainns.co.uk

Village Brewer

www.thehawksmoor.com

3-5

Upham Pub Company

22 Coniscliffe Road
Darlington
Co Durham
DL3 7RG

10-50

P

Stakes Farm Cross Lane
Upham Hampshire
SO32 1FL
01489 861 383
www.uphampub.co.uk

P

01325 354 590
www.villagebrewer.co.uk

Urban Leisure Group

3-5

5-10

53-55 Salisbury Road
Queen’s Park London
NW6 6NJ

Suite 237 Great Northern House
275 Deansgate
Manchester
M3 4EL

020 7604 5956
www.ulg.co.uk

0292 022 0255
www.vivabrazilrestaurants.com

B

Welcome Taverns

R

3-5

293 Green Lanes
London
N13 4XS

P

Wye Valley Brewery
5-10

01885 490505
www.wyevalleybrewery.co.uk

0207 841 0700
www.yosushi.com

Wharfebank Brewery

York Brewery

3-5

3-5

P

Unit 4 Pool Business Park
Pool In Wharfedale Otley
West Yorkshire
LS21 1FD
0113 284 2392
www.wharfedalebrewery.com

Yo Sushi
50-100

P

Whitbread Court
Houghton Hall Park
Porz Avenue Dunstable Beds
LU5 5XE
01582 424 200
www.whitbread.co.uk

Young & Co

0208 875 7000
www.youngs.co.uk

Zaza
27 High Street
Bushey
Herts
SE3 0TJ

100+

Vogue Nightclub
2 Bradford Place Walsall
WS1 1PL

Northgate Street
Devizes
SN10 1JW

The Little Brown Jug
Chiddingstone Causeway
Tonbridge Kent
TN11 8JJ

01922 644 242
www.coutureleisure.com

01380 723361
www.wadworth.co.uk

01892 871 042
www.whitingandhammond.co.uk

Vale Brewery Company

Wagamama

Windmill Taverns

3-5

3-5

100+

3-5

R

P

P

Riverside House 26 Osiers Road
Wandsworth
London
SW18 1NH

5-10

Wadworth & Co

P

01904 621 162
www.york-brewery.co.uk

Whiting & Hammond
P

P

12 Toft Green
Micklegate York
YO1 6JX

100+

Whitbread

3-5

P

P

Brewery Stoke Lacy
Bromyard
Herefordshire
HR7 4HG

01204 301 774
www.thethomasegerton.co.uk

Utopia Clubs Ltd
C

P

95 Farringdon Road
London
EC1R 3BY

5-10

P

Woody Grill Ltd

The Thomas Egerton
272 Blackburn Road
Egerton Bolton
Lancashire
BL7 9SR

100+

Viva Brazil

P

01429 839 241
www.wearinns.co.uk
3-5

Victoria Inns

Station Road
Mouldsworth
Cheshire
CH3 8AJ

020 8616 9587
www.woody-grill.com

Wear Inns

8 Broad Quay Bristol
BS1 4DA

R

P

01928 740 977
www.woodwardandfalconer.com

We are Bar
P

3-5

R

0208 420 4271
www.zaza.co.uk

Zerodegrees
B

Tram Way Business Park
Brill Buckinghamshire
HP18 9TY

23-25 Eastcastle Street
London
W1W 8DG

72 Blackfriars Road
London
SE1 8HA

29-31 Montpelier Vale
Blackheath
London
SE3 0TJ

HP18 9TY
www.valebrewery.co.uk

0207 631 3140
www.wagamama.com

0207 928 2126
www.windmilltaverns.com

0208 852 5619
www.zerodegrees.co.uk

EXTRA FAMOUS!
PERSONALISE
YOUR
BOTTLE
AT THE
DOVETAIL

ON DRAUGH
T AS
AS IN THE B TASTY
OTTLE

Please drink responsibly.

