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It's Apnl Fool's Day, back in 2001 — while lots of folks were playving practical jokes on
their fnends and spinning yarns for the unsuspechng, the Cannery Brewing Company
was busy brewing their first day's worth of beer. Cumrent owner lan Dyck was, at the
time, too young to be part of brewing operations. His parents were 23 yvear: into the
fine dining business, owning and operating a restauvrant in Penticton, Brtish Columbia,
Canada. The family had a taste for fine wine, upscale food and all the tnmmings that
compliment a finer palette. .. including craft beer.

Micro and craft brewenes were around on the west coast in the 1990s, but it was
certainly nowhere near as prevalent as the craft movement is today. Home brewing
became a hobby in the Dyck household, providing a pleasant distraction from the food
services industry. Their malty expenments guickly became popular amongst fnends and
family. And as they already had the capacity to operate successfully in the restaurant
business, it wasn't much of a stretch to extend operations to include a craft brewery.
Spoflight on Business spoke with lan Dyck about their beginnings, their beer, and the

community they serve in Brifish Columbia.

By John Allaire

v parants quickly realized that the brewery was

growing way faster tham they expected. And it was

doing way better than they thought it would. S,
they sold the restaurant and went into the beer business
full time.” Brewing their first batch in 20071 definitely put
Cannary Brewing shead of the curve of the latest craft
brewing movemant in Western Canada. In fact, the boom of
brewerias in what iz traditionally wine country led Expedia
Caneda to name Penticton as one of the top craft brewing
destinstions in Canads.

"That was pretty awesome for us. Being in the Okanogan
Valley, we ware always known for wine. We have the Golden
Mile Bench wine region here and are very weall-known for
our world- clazs wineries. We have about 180 of them in
the area... But in the last 5 years, we've grown from one
brewery to 5, with two more on the way. So, it's not just wine
here anymore.”

When asked why the ares seems to be attracting a spike
in brewing activity, Dyck naturally points back to the wine
industry. “We always say that it takes & lot of good beer to
make a fine bottle of wine!” This, of course, refers to how
labour-intenzive the vimeyard and wine industry can be,
picking grapes and working the orchards in the hast of the
summar. Dyck opines that the lest thing the wine industry
labourars want to do at the end of a hot day is sit down to a
15% elocohol glass of Cabemet Seuvignon. A nice refreshing
Cannary beer tends to be the beverage of choice for the
end-of- day social.

The whole “wine-making disposition” thet exists in the
Okanogan Valley most definitely contributes to the desire

for, and acceptance of, the craft beer movement. “People
who appreciste wine, good coffes, interesting food... these
are the ones who generally eppreciate craft beer. They care
where the beer comes from, how it"s made, what's going
into the praduct.

So for us it was just totally & natural fit,” Dyck mentions.

Cannery's best seller is their Maramata Mut Brown &ls,
named after a lake and region just north of Penticton. Their
website boasts of the beer’s popularity and taste: “This
velvety soft ale has & stubbornly loyal following. Rich dark
malts are layered in & seamless manner. Fine tuning with
& blend of bittering, aroma, and flavour hops produce an
amazingly smaoaoth finish and & lingering taste. Thiz iz a
full-bodied ale with a rich and gentle flavour”

Dyck explaing that it was this brown ale recipe that was the
original home brew— a recipe that eventuslly inspired the
selling of the restaurant in favour of letting it &ll ride on
brewing beer.

Andthe gamble paid off. Today itis available on tap at most
restaurants and bars around the Skenogan. "It's very drink-
gble. Mot as heavy 8z & porter or & stout. 5.5%, biscuity,
malt-forward. Peogple out here love it.”

So how does the Cannery fit into the P&, and hop-forward
revolution sweeping the craft beer world? They simply let
their taste buds be their guide. "We offer P& -style beers
&5 well, because that's what many of us here like to drink.
And it dossnt hurt that anytime we put & beer up with
LRA in the title on the board, it sells so fast™ Their core

“It's not just wine here anymore.”
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hop-forward ling-up includes their Trellis I.P.A. (described
as ‘Sessionable without compromizing complaxity”), their
limited-edition Wildfire LP.A., and their Muse & Golden
Pramiza Extra Pals Ala.

Cannery Brewing sources their ingredients locally as much
as possible, but with such a wide range of flavours and styles
in their product line, they sesk out the best quality ingredi-
ents from word-wide suppliers. "BC has good berley. And
in recent yeers it has become possible to brew a beer with
100% BC ingredients. We have done a couple in the past.

“Qur number one goadl is fo make
great beer for us, our friends and
the community.”

And we are very lucky here because about an hour north,
we hawe one of the highest guality malting houses in Morth
America. It's Sambrinus Malting, and sbout 30% of our
malts come from them. But we also buy German, Englizh
and Awstraliam maltz a3 well it depands on what we're
brewing.”

Thats not to =ay the local community isn't important to
Cannary Brewing. Im fact, the truth iz quite the opposite.
Dyck iz adamant thaet a semze of community iz first and
foremost in every decision they make as a brewery and &
business within the Okanogan Valley., “Cwur number one
goal iz to make great beer for uz, our friends and the com-

munity. We want to make sure it's a place whera everyone is
walcome. We allow kids, dogs... really, anyone is welcoma
hera. It's 8 community mesting place sz opposed to just &
bar.”

Thiz community spirit iz carried forward into the charity work
in which Cannery Brewing participates when called upon.
In fact, their proactive contributions include their Wildfire
I.P.A. which pays homage to the firsfighters that battle the
frequent and devastating forest fires in the region. “Its &
fundraiser beer. Dur way of giving back to the firefighters.
Half of our staff was evacuated from their homes during the
last fire seazon. So, it does hit close to home... the proceeds
from Wildfire go towerd the Canadian Fallen Firefighters
Foundation.”

The Cennery tap-room has become a community hub
of activity. But it also serves as a yardstick for the brew-
ery’s experiments. "One of the coolest things ebout the
tap-room iz it has & built-in audience that iz willing to try
new things,” Dyck points ocut. And if there iz nothing new
an tap in & given week, it isn't uncommean for a Cannery
staffer to sneak & pint cut of the tanks in the back for a small
taste-test amang the regulars. Their feedback could very
wiall influsnce future recipes. Evidence once more that this
iz & brewery that listens and responds to the community it
EEMVEE.

The brewmasters also loozen their apron strings a bit on
Fridays when they typically release & small-batch concoc-
tion for their hardcore customers. “Wa play around a little



bit with the recipes. Who wante to drink the same beer
evary day, nght?" These new taste senzations are paired
with local meats, chesses and =nacks, all served up on
locally-made charcuteris boards.

It's a welcoming experience that is sure to appesal to all the
SEMEBE.

While all thiz customer-experience perzonalization might
make Cannery Brewing zsem like a small, sasily-managed
operation, the numbears tell a slightly differant story. Last
year they brewed 500,000 litres of beer, and totals will be
up by ancther 100,000 thiz year. Thess quantities allow a
signiiicant product volume, but not so much that freshnees

is compromized.

“People who appreciate wine,
good coffee, interesting food...
these are the ones who generally
appreciate craft beer.”

Dhyck points out that their biggest challenge iz keeping up
with demand, az opposed to warehousing overstock.

The brewsry iz currently in their second year at
their new location (their original location was an eold
cannary building, naturally). Dyck explains that their
old location was in an on-trend building with "funky™

occupants, such az a bakery, a gymnastics club, great
restaurant and a built-in vibe to it. "Wea loved it. But we
just ran out of apace. So, we built cur own facility at the
other end of town by the lake.” The new facility means
maore room to move, but not necessarily large and fast
BXpansion.

“Wea are growing every year. But we don't want to grow too
quickly. We have no aspirations of being a national brawery.
We liks the pace we are at now. Of course, every year we
get more tanks, 20 who knows."

Cannery products are mainly available in British
Columbia, with limited distnbution in Alberta, Sackatch-
ewan, Manitoba, the Yukon and Ontario. Thiz wasn't
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necsssarily by design. The original plan was to markst
to BC and distribute through Okanogan and provincial
channelzs. But, like all good products, word getz out
there and the distribution circle sxpands. Dyck axplaing,
that they accepted accounts outside of BC becauss their
clientz came to them and were pazsionate about carrying

their bear.

“Some of the places [outside of BC] really like the
product. So, they go the extra mile and contact us to
make sure they can stock our beer... We aren’t markaﬁng
to them. They are coming to us at thiz point. We can't
kaep up with our local demand at certain times of the
year,” Dyck remarka.

“It'z a problem. But it's a good problem to have.”
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