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BREWERY

By John Allaire

= ivg years ago thiz summer we actuslly made the decision to go into business and bought the building in Colling-
e ynod,” Freeman points out. “And it'll be four years on Victoria Day that we have been in full operation.”

Four years may not seem like a long time in the grand scheme of things, but in the fast and ever-expanding craft
brewery industry, it's a lifetime. Freeman and hiz partners jumped in with both feet — & bold decizion at the time. “We
ware quite ambitious with our production facility when we started. We bought the building and sunk a lot of money
into it before we even brewed a drop of beer. & lot of people start by contracting their beer production out first, just
to get a zales history and get the brand out there before they invest in a facility. 5o | guess we were what would be
considered ‘old-school” now. The way the market iz now it would seem crazy to do something like that. But it"s just the
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way we started.

Veteran brewers now four years in, and the market is not
showing any signs of slowing down or becoming less
crowded in Ontario. It is increasingly difficult to secure
retail shelf space now in the Liguor Control Board of
Ontario [LCBD) outlets.

But Freeman focuses on the positive and touts the Colling-
wood area as becoming one of Ontaria’s latest beer-lover
destinations. “The great thing about Collingwood now is
thet two other groups have had the same idea. So literally
within one month, three breweries openad up in Colling-
wood. So now we have a great beer culture up here. I'm
happy sbout that. And there are more cideries and braw-
eries opening in the near future. it's great to be a part of
the community.”

Often, the inspiration behind the types of beer craft brew-
eries develop are driven by popularity and current trends

in the marketplace. But Freeman explain: thet he took a
different approsch to deweloping hiz flagship beer. He
was looking for something that wes appealing and less
represented by the trends. “Whenewer you start making
your own beer at home, you realize the potential of what
you can do with different recipes. So | started making my
own beer, and like most early brewsrs, it was average to
bad. But | was experimenting, so my expactations were in
check.”

He adds, “Actuslly, it was my time at Creemore Springs
whera | really learmed sbout the art of making beer.
1t5#39;3 one thing to make & recipe off the cuff and make
& really crazy testing beer — that's a very simple thing to
do. The real art in the craft iz making a well-balanced beer
thet you can keep coming back to, and that you can make
consistantly the same every time.”

The now Molzon-owned Creemore Springs specialized in
very approachable Germean-style lagers. &nd that's where
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Freeman really grew to appreciste the value of consisten-
cy. Az he explainz, “You can ramp up the hops and other
ingredients in cartain beers and make them a real punch
in the face, and people will say “wow whet a great beer”
But thay get through one of them and they have to move
on to something elze.”

With the prospect of opening his own brewery in the near
future, Freeman weas seriously pondering what kind of
beer he wanted to lead with and make his flagship.

| was looking at the markst at the time, six years ago, and
there weren't many craft breweriss that made an American
stybe pale ale as their flagship brew. As it tumed out, by the
time we launched, the whole market had turned that way
anyway. So our Downhill Pale Ale was sctually my final project
in college. | had to design end brew a beer for the course, o |
decided that | was going to brew the beer that was destined
to be my flagship when | started my own brewery. | brewed
Downhill at the college end probably brewed it ancther 1010
15 times again at home before | finally made it at the brewsry
& few years later when we opened.”

Waell, let’s call thet one & success. Downhill Pale Ale i definite-
ly the kind of bear that you can have four or five of over the
coursa of a hockey game on TV, and not feeal that your mouth

has been azsaulted. In fact, bazed on what the industry and
the current market iz churning out for IPAs, it's actually ighter
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in hops without sacrificing the body of the bear.

Freeman mentions that thiz drinkability was definitely by
design. “Yes, we were trying to find that sweet spot where
it wasn't too light — there was a nice body going on —
end the hops eren’t dominating. They are in thare with
& nice hop character. So thet was my real goal, to hit that
right balance between all those elements and make it o
yvou can drink & number of them in one sitting. And to this
day, Downhill iz cur number one seller. Mone of the other
brands have out-sald it yet.”

Collingwood’s other styles aveilable out in the retail
outlets are just as approachable as the Downhill. Freeman
points out that he lets his own taste buds do the thinking
for him. “Honestly, in the end, we make beer that we like
to drink ourselves. So when I'm designing a beer, I'm not
really thinking of what's popular in the marketplace of the
moment. I'm thinking of what am | going fo be able to
drink a couple of parsonally, and then | kind of hope the
market takes to it.”

Collingwood’s ESB, or Extra Special Bitter, is a wall-bal-
snced English-style pale ale.

"People who try it and possibly don't expect to like it end
up loving it. Out of all of our beers, it probably has the
most cult-like following. People who love it really love it.
But its not as massively popular as the Downhill,” explains
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Freeman. And finally, there is the Rockwell Pilzner, Colling-
wood's third permanent brand. &z a familier pilaner, it
iz by far their most approacheble beer. It was intended
to be their big seller, but despite all efforts, choosy
Collingwood drinkers have kept it in a close second. “We
wanted to get something out there that we thought might
overtake Downhill. And the Pilzner iz popular on tap, but
the Downhill still beats it &t the LCBD. s our lightest at
4.6% — a Czech-style Pilsner”

“We bought the building and sunk
a lot of money into it before we
even brewed a drop of beer.”

Bearing in mind that thiz iz a business, after &ll, and not
just & personal brewing edventure, Freeman admits that
they are wandering into the IP& word. "It has taken us 2
few years, and we were a little hesitant to make it because
there are so many cut there. &lzo, | wasn't sure | would be
doing anything different from the other IPAs out there. 5o
| wanted to design something that was more in line with
what | have been doing with the octher beers.”

He continues, "The result a nice hop aroma, but it's not
in-your- face. And admittedly, part of making thiz one was
to balance the busines: zide with my taste preference.
IP4s tend to be craft brewers’ best zellers agd | guess |
have resisted for about az long az | can. Sowe'll be launch-
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ing the IPA in the LCBO in May."

Like most craft breweries, community plays a huge role in
the zuccess of Collingwood. “Our goal iz to be a commu-
nity brewery. We aven bill ourselves az The Collingwoed
Brewary. So it's really important for us to have tie: to all
sorts of community groups and support local activities,
which we do sz much sz we can. We are trying to tie that
support in with our tap reom and give people the oppor-
tunity to come and uee it for their own activities. Commu-
nity groups, sporte teams, whatever.”

Getting the meszage out to the community iz no small
feat for the brewery because they are tucked away in
an industrial area, a little off the beatsn path. Howsver,
they often take their activities on the road to spread
the good word. Freeman menticns, "There are festivals
and & few other typss of events that we participate in.
And we support lots of charities and community groups
through fundraising.

Things like sponscring a hole on the gelf course for
charity tournaments, or donating gift basketz or tap
room experiences. We help with fundraizers for schools
and churches in Collingwoed. We are always trying
to leverage our space and resources to help people
improve the community.”

Sowhat's next?

"Far us, it's a couple things," Freeman points out. "We did

one expansion almost two years ago where we doubled
our production capacity by adding tanks. And hopsful-
ly in the next six months we will be further along on our
next expansion, which will ence again be increasing our
capacity by adding more tanks again. An expansion of cur
packaging facility iz alzo in the works."

Freeman cloees off by explaining that distribution diver-
sification iz becoming necessary, just by virtus of dimin-
ighing shelf spaca for retailers. "The market iz so crowded
now that it iz getting tough to find shelf space. When we
first started, we could call ten LCBO: in a day and sight
of them would take uz on. Now we hear ‘call us back in a
month’ because space iz so limited. 5o we are trying find
other avenuss to sell our besr. Raecently, we have turned
toward the Beer Store. Wae've launched three fulltime
brands with them at thiz point. And we will be rotating the
[PA there in June.”

“The real art in the craft is making
a well balanced beer that you
can keep coming back to.”

That's good news for those of us who love Collingwood's
very balanced flavours. As summer slowly approaches
in Ontario, you can be sure to ses a can of Collingweood
sitting on the arm of a Muzkoka chair at a lake near you.
Lock for it at your favourite beer retailer and don't forget
to tell them who sent ya! Kick back and relax!
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