
1

RVA
 G

R
O

W
LER

  FALL 2017

fall 2017

Cider
Easy to make, a pleasure to drink.
Time



spcs.richmond.edu/brewer • (804) 289-8133

WHAT’S BREWING, RVA?

The University of Richmond School of 

Professional and Continuing Studies, 

in collaboration with more than a 

dozen community partners around the 

metro-Richmond area, is now taking 

applications for its third class of Beer 

Brewer Professional Certificate 

students.

This 11-month program is designed 

for those interested in entering or 

advancing in the growing craft

beer industry. Students will be

guided through the entire brewing 

business, from procuring high quality 

ingredients and raw materials through

the proper handling, processing, 

packaging and distribution of the

final product. The program highlights 

local, sustainable practices by

partnering with Central Virginia 

suppliers, breweries and distributors.

Students who complete the certificate 

program will be well prepared to enter 

the craft brewing industry in a variety 

of roles, from procurement and supply 

chain management to beer server to 

brewmaster. The network of local 

partners in the program positions 

graduates well to start or advance 

their career in the beer brewing 

industry.

NOW TAKING APPLICATIONS FOR SPRING 2018

BEER BREWER
PROFESSIONAL
CERTIFICATE
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Not the Usual Suspects
Four new beers to ease 
into cooler weather. 
by Hilary Langford

As the sun falls a little sooner each 
day and we bid summer adieu, we wel-
come late nights with good company 
by backyard fires, snuggly comfort food 
and plenty of flavorful brews. While the 
great love-it-or-hate-it pumpkin beer 
debate rages on, let’s turn our attention 
to some worthy autumn-tinged gems that 
warrant a sip and a savor. 

Sour Stout by Väsen 
5.4 percent alcohol 

What’s happening here? That’s likely 
your first reaction to this deliciously decep-
tive sour stout. A most solid and unex-
pected fall beer, this one pours dang near 
opaque, but is remarkably light-bodied. 
Roasted nibs, chocolate and other flavors 
you would expect from a stout immediately 
hit those notes after a swirl of the glass, 
but a sip reveals all the tartness of a well-
crafted sour. Distinctive — but not acidic 
or vinegary — flavors hang out alongside a 
smidge of fruitiness before a bizarro return 
to a dark chocolate finish. Keep an eye 
on its Scott’s Addition taproom — it’s got 
a bourbon barrel-aged version of Smoked 
Farmhouse in the works.

Aragonia by Twisted Ales
 5.3 percent alcohol 

This English brown ale pours amber, is 
medium-bodied and curiously leads with 
bold espresso notes. It settles sweeter on the 
palate than you might expect with detect-
able caramel and chocolate flavors. No bit-
terness here, folks. With fairly low alcohol, 
you’re safe to enjoy more than one of these 
malty delights — but don’t get too twisted.
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17 English Mild by Intermission
4.2 percent alcohol

This brewery might be the new kid on the block with just two offerings on tap 
at press time, but we’re expecting good things if what follows is as tasty as its Eng-
lish Mild. This is an easy drinker, with very little bitterness that fills the glass with a 
deep, rich brown. Roasty malt and caramel flavors stand out, although you might 
also detect a bit of licorice if you spend some time swirling it around on the palate. 
There’s a slightly silky mouth feel and some nice lacing on the glass once the creamy 
tan head subsides. A basic style done just right. 

Reaper’s Red IPA by Three Notch’d
4.9 percent alcohol

Straight out of the Three Notch’d RVA Collab House comes a devilishly good red 
India pale ale in collaboration with Creepy Hollow Scream Park. Crisp, refreshing 
and light-bodied, this brew is perfect for those fall days where it’s hoodie weather at 
sunup and short sleeves by midday. A taste of this shimmering ruby brew unleashes 
both caramel and grapefruit notes courtesy of a Centennial and Cascade hop duo 
and some white wheat, flaked oats and Carared malt. We have a Halloween beer that 
doesn’t involve a controversial gourd, folks.
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Y ou can find a lot of 
handy items at Virginia 
breweries, but there’s 
one thing you’ll never 
find: a coupon for beer. 

Not at a brewery that’s obeying the law, 
anyway. The Code of Virginia is unam-
biguous. Offer instantly-redeemable 
beer coupons, and you’re on the wrong 
side of the law.

Following this statute and scores of 
others — collectively known as the Alco-

holic Beverage Control Act — is a fact of 
life for businesses in the state’s growing 
craft beverage industry. There are laws 
governing nearly every step of the pro-
cess, from the moment a recipe flows 
from a brewer’s mind to the second it 
quenches someone’s thirst.

Some people within the industry 
wonder whether it’s time to rewrite the 
playbook — if not through a major over-
haul, then at least tweaks that could bet-
ter reflect the realities of the 21st century.

Most manufacturers laud recent 
legislation that has allowed the craft 
industry to flourish. Since the Virginia 
legislature’s 2012 passage of the land-
mark law that allowed sale and con-
sumption on premises at breweries, 
there’s been a flurry of actions aimed 
at bolstering the industry. Still, most of 
the laws that govern craft beer come 
from an era when society had a differ-
ent relationship with alcohol.

Travis Hill, chief operating officer of 
the Virginia Department of Alcoholic 
Beverage Control, says many of Virgin-
ia’s laws regarding alcohol originated in 
the post-Prohibition era. Nevertheless, 

he says, they are centered on public 
safety and promoting fair business prac-
tices, which remain important today.

Some of the regulations, rightfully 
or not, call to mind the stereotypical 
lawlessness of Prohibition-era alcohol 
consumption. “The interior lighting shall 
be sufficient to permit ready discern-
ment of the appearance and conduct of 
patrons,” reads a statute that seems to be 
aimed at forbidding seedy speak-easies.

Another statute appears to prevent 
shady financial relationships that shut 
out competition. When a manufacturer 
sells alcohol to a retail establishment, 
the goods “shall be for cash paid and 
collected at the time of or prior to deliv-
ery.” There are even the traces of Vir-
ginia’s now-mostly-repealed blue laws, 
which restricted business on Sundays. 
“Persons licensed to sell alcoholic bever-
ages at wholesale shall make no delivery 
to retail purchasers on Sunday.”

While those in the craft beverage 
community must navigate nearly all 
the laws at some point, there are a few 
sections of the regulations they brush 
against regularly, according to Porter 

Hardy, president of Smartmouth Brew-
ing Co. in Norfolk and co-chairman of 
the Virginia Craft Brewers Guild’s gov-
ernment affairs committee.

“Much of what we’re dealing with is 
what we can and can’t advertise, and 
what we can and can’t do together with 
restaurants,” he says.

People in the industry sometimes have 
trouble understanding all the intricacies 
of the law. Even Hardy, who practiced 
law before switching careers, sometimes 
needs clarification. “There are consist-
ently times we have to check the stat-
utes and work with the ABC agents,” he 
says. Hill says the department constantly 
receives questions about regulations as 
new business practices and technology 
change the way people communicate 
about and consume alcohol. One exam-
ple is the emerging use of social media.

Advertising regulations make up a 
large part of the ABC Act, and most of 
the laws are straightforward, as with a 
ban on advertising alcohol near schools 
and playgrounds. But social media hasn’t 
fit so tidily into the advertising models in 

Legally Blind

continued on page 8

Some state laws, many 
of them dating back to 
Prohibition, struggle 
to keep up with the 
flourishing craft beer 
industry. 
by Ben Swenson
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place when the laws were crafted. The 
interpretations that come out of discus-
sions hosted by ABC officials offer some 
workable — if unconventional — solu-
tions. “If five restaurants sell my mead, I 
can’t highlight one of those on Facebook 
and say, ‘Go to this or that restaurant,’” 
says Glenn Lavender, who owns Silver 
Hand Meadery in Williamsburg. “But if a 
restaurant posts that they’re selling it, I’m 
allowed to re-post that.”

ABC agents have also demonstrated 
flexibility and creative work-arounds 
within the letter of the law. A hallmark 
of Virginia’s ABC Act is the three-tier sys-
tem. Breweries and distilleries must sell 
their products to retailers through third 
parties, called distributors. Manufactur-
ers are not permitted to distribute their 
own beer. But that doesn’t mean that a 
brewer’s spouse can’t be a distributor. 
Aaron Childers owns Pretty Ugly Distri-
bution. Her husband, Shawn, co-owns 
Big Ugly Brewing Co. in Chesapeake. 
Pretty Ugly distributes beer made by Big 
Ugly and several other craft breweries in 
Hampton Roads.

Childers says the idea is not unique. A 
few other breweries in Virginia have an 
affiliated — but entirely separate — dis-
tributor. She says the separation is key to 
the business model’s legality. “There has 
to be crystal clear delineation between 
the businesses,” she says. “We have com-
pletely separate bank accounts and sep-
arate records.” That relationship is per-
fectly legal — even facilitated by ABC 
officials. “I call them all the time with 
questions, and my first line is always, ‘It’s 
me again.’”

There’s a case to be made for a 
complete overhaul of ABC laws given 
the fluid evolution of craft beverages, 
according to Lavender. “When a lot 
of these laws were made, the industry 
was not what it is now,” he says. Mead, 
made from fermented honey and water, 

A Few Odd Beer Laws That Still Exist in Virginia
• While putting a container of beer and ice in plain view might be an easy way for 

a retailer to keep the important stuff cold, it’s also considered enticing patrons to 
drink and thus, unlawful.

• Napkins and coasters are easy freebies to hand out, but the message written on 
them might not help business much. They may only advertise nonalcoholic beer or 
wine, or encourage moderation.

• Brew Thru is a popular drive-in drink stop on the Outer Banks, but it’s also a 
retailer that will remain south of the state line for now. Virginia law prohibits selling 
booze to anyone who is “seated in a vehicle.”

• For those days you feel like you could drink a whole pitcher of margaritas, it’s 
best you indulge in that urge at home. Retailers can’t sell mixed drinks in pitchers. 
That is, unless you’re fancying sangria, the single exception — in which case, it’s 
party time.

• As cute as a craft-beer onesie might look on the new infant in your life, you’ll 
have to travel elsewhere to find it. In Virginia, all booze swag “shall be in adult sizes.”

is especially tricky to deal with, because 
it doesn’t fit neatly in a single category. 
Yet Lavender is certain of ingredients 
he can’t include. “I’m not allowed to fer-
ment any grain at all, because I don’t 
have a brewery license,” he says. Lav-
ender thinks making laws based on the 
outcome of fermentation would make 
more sense than beer, wine, and spirits 
categories. “We’re all just fermenting dif-
ferent sugars anyway,” he says.

But Kevin Erskine, owner of Coela-
canth Brewing Co. in Norfolk, says some 
of the laws, though they seem arbitrary, 
serve to help the industry’s little guys. One 
regulation he highlights is a rule capping 
at $10 the value of gifts — wine glasses 
or hats, for instance — given to patrons 
as a way to promote their products. Yes, 
he says, it’s a pain making sure freebies 
fall within this limit, but this also prevents 
large corporations with deep pockets 
from gaining unfair advantage with lavish 
gifts. Erskine says in aggregate, Virginia’s 
regulations do a fair job reining in the 
liabilities inherent in alcohol production, 
but there can always be improvements.

He says a bigger issue than what 
some see as nanny-state governance 
is overlapping jurisdiction. While the 
breweries must follow Virginia’s laws, 
they have to mind the regulations of 
federal and local governments, too, and 
those different levels of oversight aren’t 
always on the same page.

Virginia is a good place to be as more 
people look to wet their whistle with 
craft beverages, Erskine says. In some 
other states, such as Florida and North 
Carolina, there’s outright antagonism 
between parties within the brewing 
industry. And lawmakers in other states 
aren’t always so eager to invest in the 
craft beverage industry.

“The reality is that, especially here in 
Virginia, the government is doing its best 
to help this industry grow,” he says.

continued from page 7

Prohibition in Virginia, Distilled
CLOSES DECEMBER 5, 2017

800 E. Broad St. | Richmond, VA 23219
www.lva.virginia.gov

s p o n s o r e d  b y

med i a  sp ons o r

My Uncle Bill 
used to have a 

still on the hill.
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From apples to a 
sometimes fizzy 
alcoholic drink made 
throughout history. 
by Emma Christensen

In the simplest, most basic defi-
nition, cider is fermented apple 
juice. In the United States, we’ve 
gotten our terms for alcoholic 
and nonalcoholic cider some-

what confused over the decades, so we 
usually refer to alcoholic cider as “hard 
cider” while everyone else in the world 
just calls it “cider.” I follow the global 
crowd for our terminology: alcoholic 
fermented apple juice is “cider”; unfer-
mented apple juice is simply “juice.” 

True cider, like the kind you make 
yourself or get from a good craft cidery, 
is very different from the mass-market 
cider you may be used to. For one thing, 
it’s typically not very sweet. It can be 
tart, sour, balanced, funky, mellow, 
spicy, dry, bitter, apple-y or wine-like but 
it’s generally not what most of us would 
consider sweet. True cider isn’t even 
always fizzy; many traditional ciders 
are actually served still (that is, nonspar-
kling or nonfizzy). 

What is Cider? 
If you, like me, spent your college 

years drinking cider that was as sweet 
as candy and as fizzy as soda, then 
you’ll need to retrain your taste buds. I 
recommend a cider tasting to get a feel 
for what you’re about to make. Head to 
a well-stocked store and pick up a few 
different bottles. Get a mix of U.S. craft 
ciders and imported ciders, if you can. 
Then invite a few curious friends over 
to your place and start opening bottles. 
You’ll quickly get an idea of what the 
wide world of ciders has to offer — and 
what tasty rewards are in your future 
when you make your own. 

continued on page 12
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How Cider is Made 
All cider starts with juice. How and 

where you get this juice, its quality, its 
particular characteristics and its balance 
of flavors — these are all factors that go 
into your finished cider. You don’t have 
to seek out fancy heirloom apples just to 
make good cider, but you do need to put 
some thought into the juice you’re using. 
For now, just be assured that no matter 
what apples or juice you have available, 
you can definitely make a tasty cider. No 
doubt about it. 

Once you have some juice, turning it 
into cider is the easy part. Fresh-pressed 
juice is so full of natural sugars and 
wild yeasts that you can practically see 
it start to ferment in front of your eyes. 
Even pasteurized, store-bought juice has 
plenty of sugar to ferment; you just need 
to add some yeast purchased at a home-
brew store. 

The yeast eats up the sugar and gives 
you alcohol and carbon dioxide in 
return. In a few weeks, you’ll have home-
made cider — it really is just about as 
simple as that!

average ABV: 6 to 8 percent

Smoky BBQ 
Apple-Pear Cider

continued from page 11

Making a Modern Cider 
People have been turning apples into 

cider for almost as long as there have 
been apple trees, so what is “modern” 
cider? This is cider making tailored to 
a new generation of cider drinkers. It’s 
cider made in tiny third-floor walk-ups, 
sunny country kitchens and suburban 
garages with the door rolled up. It’s 
cider that uses what you have on hand, 
whether that’s picking up a gallon of 
fresh juice at the farmers’ market, using 
your juicer to juice your own apples, or 
cruising the pantry aisle at the grocery 
store for some bottled stuff. It’s cider on a 
scale that works for you — small 1-gallon 
experiments or larger 5-gallon batches to 
share with friends. It’s cider made with 
hops, or with fresh pineapple, or with 
bourbon. Modern cider is your cider; it’s 
whatever you want it to be. 

This recipe uses a rather unexpected ingredient: a smoked tea called Lapsang Souchong, which you can find through most tea sell-
ers or online. This tea adds all the smoky goodness you could hope for in a cider, without the need to purchase a smoker. (If you have a 
smoker, by all means smoke your apples before pressing them. And then send me a bottle, pleaseandthankyou!) The tea’s smoky flavor 
can quickly overwhelm the cider, so start with the amount listed and add more after a few days if you think the cider needs it.

Pour the juices into a sanitized fermentation bucket. Check and record the original gravity. (If using unpasteurized juice, crush the 
Campden tablet[s] and whisk into the juice; snap on the lid, insert an air lock filled with sanitizer or vodka, and let the juice stand for 
24 hours.) 

Sprinkle the yeast, pectic enzyme and yeast nutrient over the juice. Whisk vigorously with a sanitized whisk to dissolve the ingredients 
and aerate the juice. Snap on the lid and insert a filled air lock. Place the bucket out of direct sunlight and at room temperature (70 
degrees to 75 degrees Fahrenheit). Fermentation should begin within 24 hours (bubbles will pop regularly through the air lock). Active 
fermentation will peak after a few days, and then gradually finish within one to two weeks. 

Once you’ve seen very little activity in the air lock for a few days (a stray bubble or two is fine), measure the tea into a mesh bag and 
place in a sanitized jug or carboy. Siphon the cider over the top, leaving behind as much sediment as possible. As you transfer the cider, 
taste it using a sanitized wine thief to check its progress. Insert the stopper and air lock, then place the cider out of direct sunlight and 
at room temperature for another two weeks or up to two months. Taste regularly and remove the tea when you like the flavor. 

When ready to bottle, taste the cider again. If needed, add acid blend for more acidity or tannin for more astringency. Taste again a few 
days later, and continue adjusting and tasting until you’re happy. 

Check the final gravity and calculate the ABV. Dissolve the corn sugar in the hot water and mix with the cider, back-sweetening if 
desired. Bottle the cider. Wait two weeks before drinking or store for up to a year. Serve chilled.

Reprinted with permission from Modern Cider copyright 2017 by Emma Christensen. Published by Ten Speed Press, an imprint of Pen-
guin Random House LLC. Photographs copyright 2017 by Kelly Puleio

2 qt (1.9 l)

2 qt (1.9 l) 

1

1/2 pkg

1/2 tsp

pkg instructions

2 tsp

1/2 to 1 tsp

1/8 to 1/2 tsp

3 tbsp (25 g)

1/4 c (60ml)

apple juice

pear juice

Campden tablet, if needed

white wine yeast

pectic enzyme powder

yeast nutrient

lapsang souchong black tea

powdered acid blend, if needed

powdered wine tannin, if needed

corn sugar, for bottling

hot water, for bottling

2 1/2 gal (9.5 l) 

2 1/2 gal (9.5 l) 

5

1 pkg

2 1/2tsp

pkg instructions

3 tbsp

2 1/2 to 5 tsp

3/4 to 2 1/2tsp

scant 1 c (125 g) 

1 c (240 ml) 

INGREDIENTS 1 GALLON 5 GALLONS  
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A 
favorite beer-maker 
announces a new 
small batch. The 
limited quantity 
makes the beer a 
valuable commod-

ity for sharing, trading and bragging 
rights. It also stimulates fear of miss-
ing out, which leads to anticipation 
— and to angst for those who do miss 
out. Understanding the back story of a 
limited release can help ease the down-
side of these special beers.

Most successful breweries depend 
upon two categories of products: flag-
ship year-round beers and limited-
release beers. 

“Having great flagships is really 
important,” Adam Worcester of Triple 
Crossing Brewing Co. says, “so that you 
can actually make the volume that you 
need to be a successful business.” 

“We want to have accessible, unique, 
complementary beers as the core of our 
portfolio,” says Eric McKay of Hardy-
wood Park Craft Brewery’s Singel, Pils 
and VIPA. Readily available core beers 
support brand building and loyalty.

Limited releases, on the other hand, 
build buzz and help brewery tasting 
room sales. 

“If you’re only releasing your flagship 
options and they’re available every-
where,” Worcester says, “then why would 
people keep coming out for releases?” 

Small-batch beers also provide oppor-
tunity for experimentation, typically on 
a brewery’s smaller pilot system. “We’ve 
been trying to do a couple different IPAs 
to see if we can develop some new flag-
ship IPAs,” he says.

“Some trial batches have been very 
well received, some have been less well 
received,” McKay says. “I have a hard 
time telling beforehand which is which.”

Occasionally, a beer that’s meant to 
have a short life becomes a flagship due 
to consumer demand. Isley Brewing’s 
Choosy Mother Peanut Butter Porter was 
introduced as a novelty and it’s now its 
top-rated year-round beer. 

Creating a New Beer
Jeremy Moynier, senior innovation 

brewing manager for hop-focused 
Stone Brewing, describes the process of 

coming up with a new product. “[It’s] 
kind of an art,” he says. The idea can 
come from the brewing team, from 
the sales team or from potential ingre-
dients, such as the recently released 
Fruitallica, a double India pale ale with 
kiwi, yuzu and habanero. 

“We work with some 
breeders out here and 
look at new experimental 
hops,” Moynier says while 
on a hop-finding trip to 
Yakima, Washington, “so 
a lot of times we’ll get an 
idea from different hops.”

“We’ll let brewers play with ideas for 
new beers,” Worcester says. This sum-
mer’s helles lager was suggested by one 
of the team’s brewers. “It’s not a sexy style, 
but it doesn’t really matter because we’re 
only making seven barrels of it,” he says. 
“When it gets [from the Foushee loca-
tion] to the Fulton location, though, it gets 
a little trickier, because when you’re mak-
ing 20 to 40 barrels, you’ve got to make 
sure it’s something people like.”

McKay explained that a lot of Har-
dywood’s small-batch beers arise from 

collaborations with team members, art-
ists or other brewers. Matt Shofner, the 
brewery’s marketing manager, explains 
that these beers showcase the “person-
ality behind the product.” He pointed to 
Cassowary, whose label highlights the 
creativity of Hardywood staff member 
and visual artist Tyler Thomas. “We’re 
proud of the look, the flavor, and how 
those things come together to form a 
personality or a story,” he says.

Which takes us back to a brewery’s 
need for core beers.

Why the Limit?
Since anticipating market response 

can be tricky, knowing how much to 
make can be even trickier than Hardy-
wood’s Trickery. Will you alienate cus-
tomers if you don’t make enough, draw 
jeers because you made too much or 
have excess inventory that loses money 
for the brewery and retailers?

“For us, a lot of limited releases have 
been limited because of capacity con-
straints,” McKay says. “A couple of times, 
we couldn’t get core beers to retailers 
[since we] had to scale back to produce 
limited-release beers.” 

He says that many of these beers 
demand space. Think of barrels sitting 
while beers age. Also, there’s the risk of 
loss, which can be the result of evapora-
tion or barrels that are dumped because 
they’re not up to snuff. And some are time 
intensive — for instance, washing and 
crushing local ginger to make ginger tea 
rather than using pre-made syrups. 

The Infamous Line
Many beer aficionados have waited 

for hours to purchase bottles of a 
coveted beer — and many have left 
empty-handed.

“The 2012 Gingerbread Stout release 
was the first time I had really experienced 
line-waiting for beer — I was incredibly 

flattered and humbled, but 
also felt a little guilty that peo-
ple were waiting in the cold,” 
McKay says. “Then it started 
to sink in — people kind of 
enjoy it, meeting like-minded 
people.” To ease the wait, 
Hardywood has brought in 
early-morning vendors serv-

ing doughnuts and ham biscuits. 
“It’s interesting to see on social media 

how the reviews change from the begin-
ning of the day,” Shofner says. “If you got 
the bottle, it was the smoothest release 
ever. If you didn’t get the bottle, it’s a 
whole different story.”

“One thing that’s important,” McKay 
says, “is transparency, how much beer 
you have produced, how much is avail-
able, and what the bottle limit will be.” 

And those are numbers that can’t be 
nailed down till the final bottling.

A Formula for Success
How limited releases accelerate a brewery. by Annie Tobey

Hardywood Park Craft 
Brewery’s 2012 holiday 
release, Gingerbread 
Stout, was the first 
beer that co-owners 
Patrick Murtaugh 
and Eric McKay saw 
customers line up for.
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Why pay more  
for Virginia’s best  
craft breWs?
Bon Air Provisions always has 24 of your favorite craft beers on tap, at great, affordable prices! 
Plus, gift certificates, fresh seafood, hand cut meats, wild game, deli, and 70+ labels of wine!
Buford Road Shopping Center | 2624 Buford Road | (804) 320-0064  
BonAirProvisions.com | Monday-Saturday 10am-8pm, Sunday 12pm-5pm
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One Norfolk beer-maker 
doesn’t want you to slip 
softly into that pumpkin-
spice night.

The Coelacanth Brewing Co., pro-
nounced SEA-luh-kanth, originally 
planned to offer a Pumpkin Beer 
Amnesty program, promising coupons 
and cans of its own pumpkin-free beers 
as long as the pumpkin-flavored ones 
were surrendered.

“We’re trying to make the world a 
pumpkin-spice-free place for our chil-
dren,” says Kevin Erskine, the brewery’s 
president and chief executive. He’s not 
kidding. OK, maybe a little bit.

But Erskine heard from Virginia 
Department of Alcoholic Beverage 
Control, which got a complaint from 
someone with very specific knowledge 
of brewery laws, which reminded him 
of the state’s arcane rules: no outside 
alcohol, even if it’s just going to be 
dumped down a drain, and no cou-

pons. A beer has to be sold for the 
same price to everyone.

“We know that the International 
Pumpkin Spice machine just wants to 
keep its death grip on fall specialty bev-
erages — we just didn’t know the extent 
of their power,” he said in a follow-up 
tongue-in-cheek news release.

So, Erskine formulated a new plan: 
On Sept. 15, he asked customers to 
bring empty commercially produced 
pumpkin-spice beer bottles to the 
brewery where they were recycled. 
And the brewery’s Caramel Apple Pie 
Porter was on hand for a special price. 
It couldn’t advertise that price because, 
well, it’s Virginia.

The desire for all things pumpkin 
may finally be diminishing. The New 
York Times, citing Nielsen data, recently 
reported that after sales spiked 20 per-
cent in 2013, the amount of money con-
sumers spent on pumpkin-spice goods 
grew by 12 percent the year after and just 

Pumpkin 
Spice 
Backlash

One Virginia brewery wants the madness to end. by Kimberly Pierceall

– r v a –

10 percent each of the next two years.
Erskine said his brewery has made 

a point of not making any pumpkin-

inspired beers, nor will it ever.
“I thought this year people would 

finally start to smarten up,” he says.
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Coelacanth Brewing Co. is just saying no to pumpkin beer.
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An old  
fAvorite hAs  
A new look

321 West 7th St.  
(804) 232-3446  

legendbrewing.com
@legendbrewingco

5810 Grove Avenue 
RVA 23226 / (804) 285-1758 

jackbrownsjoint.com

We offer over 100 craft beers and our  
award winning burger menu. We have  
beers from around the corner and from  
around the world. Let our highly trained  

staff guide you through our extensive  
menu, and experience the burger  

people love to talk about.

Facebook: jackbrownsrichmond 
Instagram: @jackbrownsrva 

Twitter: jackbrownsrva
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Directions:

In a bowl, crush the tortilla chips. In a separate bowl, crack four eggs. Whisk 
eggs until combined.

Dip the bread in the egg, then the 
chips. Grease a pan and place the 
bread in the pan.

When one side of the bread starts to 
brown, flip to the other side.

Spread the cheese dip and jalapeños 
over the bread.

When the other side of the bread 
starts to brown and crisp, take it out of 
the pan and slap that bad boy together.

* To make the cheese dip, use one 
bottle of Corona, 8 ounces of shred-
ded cheddar and 8 ounces of cream 
cheese, cubed. In a saucepan, pour 
the bottle of Corona and let simmer, 
then add the cheddar and cream 
cheese and stir until combined.

Ingredients:
Handful of tortilla chips
4 eggs
2 slices white bread
1 batch of homemade Corona cheese dip*
1 sliced jalapeño

Fall Flings 
Five can’t-miss events              
for beer lovers.
Festival of Grapes and Hops 
You can mark the changing of the seasons in historic 
downtown Petersburg during its ninth annual 
celebration of beer and wine Saturday, Sept. 30, 
from 11 a.m. to 5 p.m. Along with wine and beer, 
you can do a little shopping at the booths of artisan 
vendors, snap your fingers to live music and sample 
funnel cakes, burgers and barbecue. Tickets cost 
$20 in advance and $25 at the gate. There’s also 
a $10 walk-around, nontasting ticket available. 
festivalofgrapesandhops.com.

Virginia Blue Ribbon Craft Beer Fest at the 
State Fair
In its inaugural year, you can stop by the Blue Ribbon 
Craft Beer Festival on Oct. 6-8 from 2 to 7 p.m. As 
you walk around talking to brew masters and owners 
from 35 Virginia craft breweries, you can fill up a 
souvenir tasting glass with unlimited 4-ounce tastings. 
Tickets are $15 and must accompany an admission 
ticket to the State Fair. blueribboncraftbeerfest.
eventbrite.com. And those visiting the festival Oct. 6 
can also attend Barn Appetit, a farm-to-fork dinner, 
that will begin at 6:30 p.m. statefairva.org.

One-Year Happy Bee-Day Party
Blue Bee Cider moved to its swanky new digs at 
Summit Stables just a year ago, and on Saturday, 
Oct. 7, from 1 to 9 p.m. you can help the cidery 
celebrate its birthday. Food collaborations are 
planned with Back Creek Farms, King of Pops and 
Idle Hands Bread Co., among others, as well as live 
music, local artists’ booths and a dunking booth. 
bluebeecider.com.

Center of the Universe                                      
Brewing’s Growl-O-Ween 
Halloween is so overrated — unless you get to bring 
your dog. On Saturday, Oct. 28, from 2 to 5 p.m. 
put on your costume — dog costumes optional — 
and dancing shoes to head over to Ashland for the 
brewery’s third annual Growl-o-ween to help raise 
money for the Friends of Hanover Dog Parks and the 
Hanover Humane Society. Carnival-style games will 
include bobbing for tennis balls, musical chairs, toss-
and-catch and a photo booth, plus contests, food from 
Carytown Burgers & Fries and a mini dog park when 
it’s time to let dogs be dogs. Each carnival game costs 
$1. cotubrewing.com. 

East Coast Covenant Beer Festival
At the Fulton location of Triple Crossing Brewing on 
Saturday, Nov. 11, from noon to 10 p.m., some of the 
most exciting breweries on the East Coast will bring 
their best beer, much of which hasn’t been tasted in 
Richmond before. Attendees will pick up a custom 
glass and insulated tote bag when they walk in and can 
taste 4-ounce samples from 24 breweries, including 
Union Craft Brewing, Bond Brothers Beer Co. and 
Finback Brewery. Pizza and small plates from Ellwood 
Thompson’s Local Market will be available to purchase, 
plus the brewery will offer free cold-brew coffee from 
Black Hand Coffee Co. Tickets cost $75. Designated 
drivers pay only $3. eastcoastcovenant.com.

Excerpted from “Grilled Cheese & 
Beer: Recipes for the Finer Things 
in Life.” Reprinted with permission 
from Hatherleigh Press © 2017.

Grilled 
Cheese 
and Beer

by Kevin VanBlarcum and James Edward Davis

Pairing: To commemorate 
Jack Black’s finest perfor-

mance, we recommend some-
thing light with flavor to go 

with this one. Sierra Nevada’s 
IPA has enough hop character 
to balance the spice nicely. Its 
new tropical release will add a 

different dimension.

Nacho Liberte

It’s the ideal combination. 
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Pirate  
adventure

Cruises
thru September

$37 Adults, $22 Kids

daily  
sightseeing

Cruises
thru early November
Morning, Afternoon  

& Sunset Sails

departing from  
riverwalk landing,  

yorktown.

visit sailyorktown.com  
or call 888.316.6422.

for a bygone era aboard  
The yorkTown SchoonerS 

6008 W. Broad St. / 282-1248 
Mon-Wed 4pm-12am  
Thurs-Sat 12pm-12am  
Sun 12pm-10pm 
theanswerbrewpub.com

6004 W. Broad St. / 288-8929 
Mon-Sat 11am-12am 
Sun 11am-10pm  
mekongva.com

MEKONG 
IS FOR 
BEER 
LOVERS

MEKONG 
IS FOR 
BEER 
LOVERS






