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Our Story – WillameUe Brewery, LLC 
It Began as a Homebrewing Hobby 

•  Jeff’s Hobby – With Brother Chris’ Help 
•  Plans Formed Over Beers in 2003 & 2004 
•  Clear Market Opportunity  
•  LLC Registered in 2004 
 

Willame4e Brewery Founded by Althouse Brothers 
•  Two Seed Investors Commit in 2005 
•  Jeff Heads the Plant InstallaMon 
•  October 2006 – The Inaugural Batch 
•  IniMally Focused on DraQ Beer 
•  Self‐DistribuMon Eugene/Corvallis 
•  Distributor in PDX 

 
2006 Barrelage = 6 
2007 Barrelage = 361 
2008 Barrelage = 1138 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Our First Pivot ‐ 2007 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Oakshire Brewing – Our Brand 

Independence 
Strength 

Community 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Following 6000% Growth, Banks ignore us 
Summer 2008 ‐ Thanks Lehman Bros… 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Who do we know?  What do we 
know? What are we willing to 
lose? 
 
An effectual approach to growth 
capital… 



Innova\on Under Financial Constraints –  
Tank Sponsorship Program (2008‐2011) 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Sub$tle: The value of a strong social 
network (Who do I know? How much 
social capital am I willing to lose?) 



Leadership & History 
Company Growth Led by Jeff Althouse as GM 

•  First Employees Hired in 2007 
•  ConMnuous Plant Upgrades 
•  Capacity Added Annually 
•  OperaMons Professionalized Further Each Year 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March 2009 ‐ Ma4 Van Wyk Becomes Brewmaster 
•  12 Years of Industry Experience 
•  2006 GABF Brewmaster of the Year 
•  10‐Time GABF Medalist 
•  2 World Beer Cup Medals 

 

2009 Barrelage = 1822 
 

2010 Barrelage = 3244  
 



Leadership & History 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2011 Barrelage = 4804 

Chart 

Dec 2011 – Travis Hanson Becomes OperaOons Mgr./CFO 
•  Finance, Univ. of Portland – MBA, Univ. of Oregon 
•  Strong Team Background – ExcepMonal Leader 
•  Professionalized AccounMng and Inventory Systems 
•  Quickly Won Over Our EnMre Team 

Profitable in 2011 



Annual Barrels Sold 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361  1,139 

1,822 

3,244 

4,804 

6,500 

2007  2008  2009  2010  2011  2012 



Market Opportunity 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ConOnued Market PenetraOon on ExisOng Product Mix 
•  22oz Bogle Sales ConMnue to Grow 

•  Full Chain OperaMons – Safeway, Rite Aid, Albertson’s, Trader 

Joe’s, Fred Meyer / Kroger, etc. 

•  ConMnue DraQ PenetraMon in ExisMng Territories 

Diversify Product Mix – CraW Beer in Cans 
•  Opportunity to Become NW Leader in Category 

•  Leverage DistribuMon Network to Gain Placements 



Market Opportunity 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Mainstreaming of CraW Cans 



Market Opportunity 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March 2013 



Spring 2012 – Equity Raise for Growth, But S\ll 
Bootstrapping… 

SOck to our Bootstrapping Roots 
•  Borrow Less, Control More 
•  Future Capacity Will Be Increased Up to 5x (ExisMng Building) 

Start with Cash GeneraOng 
AcOviOes 

•  Where are the margins? 
•  Has our affordable loss  
      calculus changed? 
 

Now we control the conversaOon, 
We are now ‘Bankable’ 

•  Banks that used to ignore us, now call all the Mme 
•  What financial discipline has bootstrapping taught us? 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Inbound Logistics
obtaining raw 
materials and 

labor 

Operations
transforming raw 

materials into 
products and 

services 

Outbound Logistics
delivering the 
products and 
services to 
customers 

Marketing & Sales
promoting the 
products and 

services 

After-Sales Service
service after the 
sale of products 

and services 

Raw 
materials, 
Inbound 
Logistics 
$0.25/pint 
 

Financing 
$0.05/pint 

 

Manufacturing 
Operations 

($.20)  
{Total COGS 

Range 
40-80%/

Sales} 
60% Gross  

Margin 
Packaging 
Storage 
Selling Costs 
$0.10/pint 

Distribution 
COGS ($0.07+ 
Labor($.04/ 
Pint) 
25% margin 

Retail 
COGS ($1.06) 
Labor($0.50) 
Other($0.43) 
30% margin 

Oregon Craft  
Beer 
 
1 – pint at retail 
 

$4.00 
 
 

$0.25+$0.05 $.07+.04 
Mrgn@$.30 

$1.93+Mrgn 
@$0.83 

$.20+$0.10+ 
Mrgn@$0.23 



Inbound Logistics
obtaining raw 
materials and 

labor 

Operations
transforming raw 

materials into 
products and 

services 

Outbound Logistics
delivering the 
products and 
services to 
customers 

Marketing & Sales
promoting the 
products and 

services 

After-Sales Service
service after the 
sale of products 

and services 

Tasting Room Business Model 
• I Love Beer (Self Assessment) 
• My friends and family love my beer 
(Network) 
• I don’t need a distributor, I can sell on 
premise (Unique Business Model) 
• Financial Management (Internal) 

•  With margins this big, I can 
bootstrap future growth 
internally 

•  I can generate cash 
immediately 

Oregon Craft  
Beer 
 
1 – 16 oz pint 
 

$4.00 
 
 

$3.70 $0.25+$0.05 

Industry 
Average 
COGS 
Craft Beer 
$0.25/pint 
 

Finance 
Operations 
$0.25/pint 

 



Inbound Logistics
obtaining raw 
materials and 

labor 

Operations
transforming raw 

materials into 
products and 

services 

Outbound Logistics
delivering the 
products and 
services to 
customers 

Marketing & Sales
promoting the 
products and 

services 

After-Sales Service
service after the 
sale of products 

and services 

Effectuation Still Guides Decisions 
 
•  Keep Cash, Use it Efficiently 
•  Make Choices that Suit Our Goals, 

Vs. Someone Else 
•  Diversify Operations 

Oregon Craft  
Beer 
 
1 – 16 oz pint 
 

$4.00 
 
 

$2.24 Cost $0.25+$0.05 

Industry 
Average 
COGS 
Craft Beer 
$0.25/pint 
 

Finance 
Operations 
$0.25/pint 

 

  @ ~ $1.36 margin 


