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NABA #47: Madison, Wl Aug. 1 -4, 2018

RESTAURANTS & DINING

¢  The Prairie Café - open for Breakfast from 6:00 am - 10:00 am (M-F}
7:00 am - 11:00 am (5a-5u)

*  Starbucks® Kiosk - available daily from &:00 am - 11:00 am in the Lobby

*  Growlers Bar & Grille - serving a specialty Wiscansin - themed menu
from 5:00 pm - 10:00 pm & cocktails from 5:00 pm - 11:00 pm

¢  Room Service - available 6:00 am - 10:00 am & 5:00 pm - 10:00 pm

MEETING & BANQUET FACILITIES

11 Event Rooms, Totaling 10,300 5q. Ft. of Meeting Space
Bangquets from 10 to 350, and Meetings from 5 to 600 People

2 Executive Boardrooms with LCD Monitors & Blackout Drapes
SPECIFICS & MEETING/EVENT SPACE LAYOUT - See Reverse Side

SALES & MEETING SUPPORT SERVICES

¢  2-Hour Response Guarantee - We know time is of the essence when
planning a meeting. From the first moment you contact us for a quate,
you'll get a response in 2 hours or less - Guaranteed!

&  Crowne Meetings Director (CMD] - Your single point of contact from
the moment you begin planning until the last nametag is removed

¢  Daily Meeting Debrief (DMD) - Meet with your CMD to go over the
itemized billing of that day's expenditures to track and manage your
meeting’s budget and expenses

¢  Professional Crowne Meetings and Banguet Team

&  Onsite Audiovisual Equipment & Technician

CROWNE PLAZA

MADISON

4402 EAST WASHINGTON AVENUE - MADISON, WISCONSIN 53704

HOTEL DIRECT: 608-244-4703 » IN-HOUSE RESERVATIONS: 800-404-7630
SALES: 6058-244-4700 « SALES FAX: 608-244-4759
GUEST FAX: 60B-244-7829 » E-MAIL: crowne@inxpress.net
WEBSITE: www.cpmadisonhotel.com

LOCATION & TRANSPORTATION

e Located off Interstate 90/94/39
on Hwy 151 & (exit 1354)

¢ 3 miles to Dane County Regional Airport

* 5 miles to Business District, State Capitol,
Alliant Energy Center, Monona Terrace 8
the University of Wisconsin-Madison

¢  Complimentary 24-Hour Airport Shuttle

ACCOMMODATIONS

& 226 Rooms, & Floors, Interior Corridors, Complimentary Parking

¢  All Rooms Feature: Individually Controlled Temperature, Remote
Control Color TV with In-room Movies, CD Clock Radio, Coffee Maker,
Hair Dryer, Ironflroning Board, Voicemail, Large Work Desk, Electronic
Door Lock, Express Check-in/Check-out & Complimentary Wireless
Internet

100% Nonsmoking Hotel

30 Executive Suites and 4 Whirlpool Suites

Club Level (key access-only) & Executive Club Lounge
Handicapped Accessible Rooms

Travel Green Wisconsin Certified

. & B 8 @

SERVICES & FACILITIES

Complimentary Business Center & Concierge Services
Complimentary Wireless Internet in all Public Spaces of Hotel
Dry-Cleaning Services Available & Coin-Operated Laundry on-site
Bell Service/Porterage Available

Walet Parking Available & ample Complimentary Self-Park
WVending Areas with Microwaves located on all Guest Floors

IHG Rewards Club Loyalty Program

RECREATIONAL ACTIVITIES

Large Indoor Swimming Pool, Whirlpool & Game Room
Complimentary Access to Fitness Center

Adjacent to East Towne Mall, Madison's Largest Retail Mall
Minutes from Movie Theaters, Bowling Alleys, City Parks &
Restaurants (over 2 dozen area restaurants within walking distance)

& Area Activities - Golf, Bike Trails & Hiking, Tennis, discounted day
passes (55.00) to Badger Fitness (open 24 hours)
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President’s Messaqge

Greetings once again!

As we enter another new
year, [ want to again thank
everyone for being valued mem-
bers of NABA! For going on SO
years, NABA has been the home
to brewery advertising collec-
tors who look forward to our
top-notch quarterly journal, the
Breweriana Collector, and to
attending the annual Conven-
tion. I think you will soon notice
some subtle changes that re-
flect NABA’s Board of Directors’
desire to make our organization
even more valuable into the
future. We have exciting plans
ahead!

Sadly, I note the passing
of Rayner Johnson, a friend to
all in the brewery collectibles
hobby, and a valued member
of our Board of Directors. (Ed.
Note: see p. 43) Ray’s warm
smile and wry sense of humor
will be deeply missed by his
fellow collectors. The only bright
spot to this sad news is that the
legendary Blue & Gray Show,
founded and ably produced
by Ray for so many years, will
continue in his memory. This
show, slated for mid-February,
is being proudly supported and
endorsed by all 4 collecting or-
ganizations: ABA, BCCA, ECBA

and NABA. We are grateful to
Larry Handy for taking the reins
and are confident that it will be as
strong as ever, with Dan Morean’s
auction and John Bain’s Back
Bar display. Please see the ad on
the inside back cover of this issue
for details on how to register.
While there can be no replace-
ment for Rayner on our Board of
Directors, we are very happy to
welcome two valuable additions:
Christopher Watt and Barry Tra-
vis. Each of these two gentlemen
are highly knowledgeable and
are respected and accomplished
breweriana collectors who have
been strong contributors to NABA
and the hobby. Most importantly,
they are also really good guys.
The Board has set many goals to
achieve for 2018, and our mem-
bership continues to grow. As al-
ways, I urge you to promote NABA
membership to your friends.
Please make plans to attend
the annual Convention in Madi-
son, WI in August. The Haydocks
and the Minhaus Brewery will be
welcoming NABA guests, with a
bus trip to visit Monroe to see the
brewery and to view the Haydock
Museum on Wednesday. More
Convention activity information
will be available in the next issue

www.nababrew.com

of this magazine.

The Breweriana Collector is
the lifeblood of our organization
and we will continue our efforts to
make it the best and most inter-
esting magazine possible. We wel-
come your ideas for articles and
member profiles that showcase
the terrific collections out there.
Lee and Ken are always willing
to help “punch up” and enhance
articles, or help you write them
if you have an idea. We also plan
more articles on craft beer brew-
eriana, an exciting growth area of
our great hobby.

All of this effort, and the
expansion of the magazine by
20% (from 40 to 48 pages) comes
at some cost. By necessity, the
Board is minimally increasing an-
nual dues, but only by $5 dollars,
to $35 dollars for 2018. We have
not had an increase for several
years and simply need to cover
costs. We very much hope to
have your continued support and
renewal.

Please feel free to contact me
with thoughts, complaints, or
even compliments!

Happy collecting,

Jobin Fergucon

Email: Fergkate@comcast.net

Winter 2018



Tim Bonin

5212 130th Street
Hugo, MN 55038
ricktcanniff@aol.com

John Cansino

811 Hill Ridge Dr
Lisbon, lowa 52253
Johncan65@gmail.com
Wisconsin breweries

Gene Clark

4222 Caribou Lake Rd
Duluth, MN 55810-9762
(218) 729-0740
gclark1@uwsuper.edu
Heileman Old Style (All)

Don Creekmore

440 Pattie St
Wichita, KS 67211
(316) 371-1828
dic@nationsattic.com
Signs

David Doxie

112 Slater Dr

Wernersville, PA 19565-9455
(610) 927-1260
tetley112@aol.com

T.J. Mangan

1042 Painter Fork Dr
Bethel, OH 45106-7811
timangan@aol.com

David Montemayer

308 N 3rd St

Kentland, IN 47951-1112
(219) 577-2086
Davitmon@yahoo.com

All beer advertising, beer
cans, and beer related
products.

The Breweriana Collector

Steven, Mould

9441 Island Rd

North Ridgeville, OH 44039

(216) 347-1976
steve@mouldsplatation.com

All breweriana; Cleveland Beers

Tim Mouser

851 E Desert Inn Dr
Chandler, AZ 85249
Pizzatim@hotmail.com
PBR

David Nagel

PO Box 123

Matteson, IL 60443-0123
(708) 878-1622
Ippfa@gmail.com

All

James M. (Mike) Newton

303 N 4th Street

Decatur, IN 46733

(260) 414-4746

(260) 432-8718

(260) 432-8834
clipperpale@hotmail.com

All Beer Cans, 1900s - 1960s
Beer advertising containing Beer
and Ladies, local Fort Wayne and
Indiana Breweriana

Dave Pappa

703 N Wilshire Dr

Mount Prospect, IL 60056-2145
dpappa2003@hotmail.com

Ronald Parks (Barbara)

29711 39th PI. So.

Auburn, WA 98001

(253) 941-5889
pageeagle@comcast.net

Pre-Pro and 30s thru 60s North-
west Brewery Advertising

beverage to

& Re-joined
Members!

Michele Price

150 Jefferson Ave

Hartford, Wisconsin 53027-2140
(262) 673-4946

(262) 673-5130
Michele@chandelierballroom.com
Schwartz Brewery, Hartford
Wisconsin

John D Ridge (Debbie)
8033 Molly Pitcher Hwy
Greencastle, PA 17225-9223
(717) 597-8238
jdridge@embargmail.com
Iron City, Straub, anything
Phillies, cans, signs

Chris Romero

1513 Luzern St

Seaside, CA 93955

(831) 915-4007
cjromer11@sbcglobal.net
Cans, signs, glassware

Walter Sanford

559 S. Washington Ave
Kankakee, IL 60901

(815) 954-9545

(815) 929-9258
walter@waltersanford.com
Radeke Brewery Kankakee, IL

Michael Solbrig

2204 W 29th St

Davenport, |A 52804

(563) 323-5001
mikesolbrig.aoe1@gmail.com
lowa and Rock Island
Breweriana

www.nababrew.com

Please join us in
raising a frosty

welcome our New

Roger Stanford

839 Rolling Oaks Dr

Onalaska, Wisconsin 54650-7057
(715) 456-6339
rogerjstanford@gmail.com
Leinenkugel’s, Old Style,
Walter’s, Steinie Bottles, and
overall Wisconsin Brewerania

Jason Thompson

PO Box 229

Marcy, NY 13403-0229
jwthompsonmasonry@gmail.com
All Breweriana; Rome & Utica
NY

Ernst Thoms

206 Windemere Way
Anderson, SC 29625
(864) 225-1588
volleysc@bellsouth.net
Openers, tokens

Jim Van Every

11929 Fisher Road

Fort Wayne, IN 46818

(260) 615-0302
oldjim44@embargmail.com
Fort Wayne area beer hottles
and go withs

Robert Walters

159 High Stone Cir
Pittsford, NY 14534
rwalters@rochester.rr.com



EXECUTIVE SECRETARY’S REPORT

After retiring five years ago, [ am back as Ex-
ecutive Secretary. George Baley really brought the
position into the 21st century. NABA’s Wild Apri-
cot database system is great to work with and use.
Tracking membership and getting statistical data
extracted is really easy. George chose well when he
picked Wild Apricot (you have to love the name).

Since the NABA Convention in Kalamazoo I
have attended shows in Watsonville, CA; Belleville,
IL; and Auburn, MA. Attendance was very good at
all three shows. Lots of breweriana was available
but not so much in the “smalls” category. Attend-
ing shows gives a lot of support to the local clubs
and helps get the word out about NABA.

The Watsonville Show is held once a year, the
second Saturday of November. It has a strong local
support group and has a fair number of walk-ins.
The Belleville Show is usually held in conjunction
with a bottle or coin-op group and has a strong
walk-in crowd. The Auburn, MA Red Fox Fall
Fest has two floors of dedicated collectors and all
transactions are done room-to-room. I did miss at-
tending Guzzle ‘N Twirl this year but I heard they
had a really super walk-in crowd with 400 tables
of breweriana. It is a must to attend for any beer
advertising collector.

Anyone with suggestions or ideas on improving
the NABA experience please send them to me. The
NABA Board is committed to improving and mak-

ing the NABA Convention, newsletter, and website
better. With help from Ken Quaas, Lee has really
made the Breweriana Collector the premier maga-
zine in the hobby. The NABA Annual Convention
always has a lot of quality breweriana and the
next site in Madison, Wisconsin will be an ideal lo-
cation for most of our membership (details in the
Spring issue). The website is a work-in-progress
and we need someone with web experience to take
us to the next level (contact any board member if
you are interested).

Any renewals, changes, or corrections to your
address or collecting information can be made
online at nababrew.com or you can email me or
call if you need help making changes. We have 23
new members since the last issue but also have
about 35 that need to renew from prior periods for
this year along with 40 needing to renew with this
issue. Please take the time to renew by sending a
check or using PayPal (send to nabamembership@
comcast.net).

John Stanley
Executive Secretary
919-419-1546
jfo@mindspring.com
NABA

PO Box 51008
Durham, NC 27717

HJobinw Stanley
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Trade~A-Thoy

reserve up to 3 tables.
Food sales & cash bar on
Trade Floor both days.

Show officially opens @ 3PM Friday, but
pre-registrants can begin setup at NOON.

6 www.nababrew.com

TitleTown

April 27 & 28 2018 N

160+ eight-foot tables available!

If you’re pre-registered, you can

Pre-registration ends April 17th
(prices increase by $5.00 after 4/17)

Registration includes: -

» Thursday night “Early Arrivers” gathering ¢ Hospitality Room Friday & Saturday nights with Door Prize
Drawings & Raffles » Hawaiian Aloha Shirt Contest « “Blue Ticket Raffle” Sat. night r

includes a week’s stay in Hawaii «

Hyatt
Regency
& Ki
Center

38,

Book your hotel room
at 888-421-1442
Ask for “Event gtt18”

rate. OR Ty
Use the special
website set up

e
B

e

fm——
(L5

exclusively for TAT!
https://aws.passkey.
com/go/gttl8

wwaaFlgl?rﬂ'mpter_m [
“<er v

Gl

$95/night
Breakfast coupons
$7 ea. avail. at check-in

Winter 2018
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The "State” of Craft Brewery Tackers

by Dave Witman

Our craft brewing industry continues to brim
with creativity. The colorful and catchy names of
the now thousands of breweries and beers reflect
this imagination, as do the vehicles used to adver-
tise them.

One of the most imaginative marketing tools
employed by today’s craft brewer is the tacker.
What exactly is a tacker?

It is a sign (usually metal) that is most often
flat, with small holes punched at strategic locations
so it can be “tacked” to a flat surface, typically a
wall. Thus, the “tacker.”

While tackers are usually made of metal (most
are aluminum) they might be found in plastic
or even foam board. They are generally thin and
lightweight and come in all sorts of shapes and
sizes. Common geometric shapes include square,

State Brewery
Arizona The Perch Pub & Brewery®
Arkansas Blue Canoe Brewing Co.
Arkansas Diamond Bear Brewing Co.*
Connecticut Two Roads Brewing Co.”
lowa Exile Brewing Co.
Idaho Grand Teton Brewing Co.*
Illinois Brickstone Brewery®
Indiana Burn ‘Em Brewing®
Indiana Sun King Brewery®
Kentucky West Sixth Brewing®
Louisiana Abita Brewing Co.
Michigan Griffin Claw Brewing Co.*
Missouri The Saint Louis Brewery (Schlafly)*
Montana Big Sky Brewing Co.
Montana The Great Northern Brewing Co.
Montana Lewis & Clark Brewing Co.®
Ohio Great Lakes Brewing Co.
Chio Madtree Brewing®
Oklahoma Anthem Brewing Co.*
Oregon Deschutes Brewing Co.
Texas Altstadt Brewery
Texas Austin Beerworks
Texas Community Beer Co.*
‘Wisconsin Capital Brewing Co.
Wisconsin 0'so Brewing Co.
‘Wisconsin Stillmank Brewing Co.*

In the chart above, asterisks indicate tackers that are shown in photos,
next page also.

rectangular, round, and oval. There are many
die cut or figural signs as well, which display
an amazing depth of imagination. (Note that
tackers are NOT made of paper or cardboard,;
those signs are technically posters.) And gen-
erally, wooden signs are too thick and heavy to

be considered tackers.

Although they are mostly flat, tackers over

L

sz A I M3 A Qs
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the past several
years have become
even more eye-
catching. Witness
an increase in
embossed, three
dimensional (like
those resembling
bottle caps) and
convex signs
(shaped like cans
and bottles). So,
it seems that no
matter its shape
or dimension, any
sign made to be
tacked to a sur-
face can be con-
sidered a tacker.
Craft beer
often celebrates its



locale. Many tackers have taken
the shape of the brewery’s home
state. Some are accompanied
by clever slogans and wordplay.
The table (previous page) notes
26 state-shaped tackers that
have been found. The list in-
cludes representation from craft
breweries in 17 states. Three
states (Montana, Texas and
Wisconsin) are celebrated in
form by three different brewer-
ies. Because of the proliferation
of craft brands and their adver-
tising, there may be more—if
not now, then soon.

. ZEM
W 3 CREUNG
H&CH(eh\lEIIf
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e

MADTREE BREWING |

This sign from Griffin Claw Brewing Co. of Michigan
features only the “mitten” portion of the state and not
the Upper Peninsula—no doubt the Yoopers are
probably feeling left out.

This sign from Anthem Brewing Co. of

Oklahoma promotes its logo, but makes

no mention of its brewery name or beer
brands.

8 www.nababrew.com Winter 2018
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About the Author:

NABA member Dave Witman has been
collecting breweriana since 1973. He con-
centrates on straight steel beer cans (both

flat and pull top) and vintage signs, trays,
and tap knobs from New York State. Dave
started collecting craft breweriana in the

early 1980s and now has more than 100
tackers. He is a retired software engineer
and he and his wife are avid craft brewery
tourists. Dave can be reached at:
beerbuddies@stny.rr.com.

About the Craft Brewery Collectibles
Chapter (CBCC):

The CBCC is a NABA affiliate aimed
at a growing part of the hobby involvinlg1
breweriana from craft breweries. The c alp—
ter’s website (www.cbcc.club) provides full
details about the chapter and hosts the
U.S. Craft Brewery Tacker galleries, which
contain more than 2,300 photos of tackers
representing some 800 craft breweries. Ad-
ditional photo contributions of tackers not
pictured are most welcomed, and can be
sent to Dave at cbcc.club@gmail.com.
Ideally, photo contributions should note
sign dimensions, material used, and owner,
if in a collection.

The Breweriana Collector
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YO Ausio™\ Have some good advertising
You might want to consign?

Here is what some of our
recent auction items sold for...
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Millers Antiques & Auction Company, N8779 Hwy 95, Hixton WI 54635
Call Glenn at 715-299-2543 ° wisconsinjunk@yuahoo.com

WWW.MILLERSAUCTIONCO.COM
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STATE OF MICHIGAN

LIQUOR CONTROL COMMISSION
SECOND SURVEY AND STUDY

OF THE

MICHIGAN BREWING INDUSTRY
By Laboratory Division
(Geagley, Edwards, Ohmen) 1944-45

BY LARRY MOTER

Introduction
I had never heard of such a “survey” when I
stumbled upon this document. I was lucky enough
to be given a shot, by a prominent breweriana
seller, to add it to my collection.
Although it says it is the “second” survey and
study (see below re: the first) the actual hard copy

LUECHIGAN SREWERY THIPEOTION AND SUAVEY
UBJED?

A pravious aurvey was conducted and peported to the Ceamlssion
1n 1335 thae ab)eat of shich wes o develop fEates, study and obe
sarve aonditions axlsting in the Michigen Erewing Industry, s
& manng for the oore effectlve comtrel and regulation of tals

lagertant indusgtry, by the Uishigen Liquor Jontrol Coomieaicn.

'3@:\5 GEIJI'U'I af Ehls roport 13 te bring imfarmeatlion contained 1o
ke 1535 survey up to date. EBrewing sooncmlos snd practices
changeé with the tises to the gane oxtent ae any other industey
and while the fundamsntals of bréring have not chenged caterlal=
1y, oany of the detalle bhave, causing much of the laforonton
contalned ln the 1935 report to be ocgolete. Im the copdust af
this survey znd ataﬁ._-.-. particular attantion was direoted to:

. Benltetlen

. daw aterlals

- Srewing Practloes

- fypes of Frofuets Henufactured
- Ruelity of Finished Froduots

L R

IRIRLDUCRION

Sines the repeal of "prehloltion® 1t le pertlnent to point out
the alanged puslic sonssptleon ol rermeabes malt ceverages.
Frier o mpeal, Lo thla counssy ot lesst, Termented nelt béve
smages sontalnlng aléshel were Sorinltely classed a3 alooholic
intomleatlng Deverages, ond op owoh were reguloted and dealt
with accordlngiy.

Howover, thoes most LnteresTed Ln "repeel® strove contlnually
agningt such & claesificaticn, ond on the othar hand, proboted
in g0 fer sg posslble, the thought of Temperence by the assump-
tiom that thay were foods prisarlly, sed did mot Lend thensal-
ved &8 readlly to latexicating purposes es A4 dlstllled splrite.
In fect, theae ztates whe nooepted Ehe return of elocholle bav-
arages, nown ap Donopoly states, prediaeted tha return of ml-
gonolic beverapes lergely in conmmcflon with food; Eant is tha
ue:'v.'l.:.g of o o the publie. Particularly ie thig true in the
gzgs of besr and light wine.

Tharefers, 1% 18 covieus thet the puolic ecoeptances of mlt
beverages hAs Dean pore on the beasis of & Todd then ever belors.
Because of this Teot the ﬂN""—ﬁ? indoatry hes poquliwd a new and
afded significence not previously knoen, erd gt the sazs tize,
aregénts sdditionnl procless and responsalibilities to regulatory
and aontrol officlale.

10 www.nababrew.com

I hold in my hands could possibly be unique. The
pedigree of this 1944-45 study appears to be from
the archives of a defunct brewery’s library or files,
possibly delivered there upon completion by the
Liquor Control Commission.

Through a little detective work, I found that
earlier, “first” survey from 1936—and also a docu-
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Midwestern Region

ment from the same Liquor Control Commission
Laboratory Division, published in 1939, studied
breweries that produced Ale in Michigan. I was able
to get the state library to scan them, and they are
now available online as .pdfs to review, download,
and print (have lots of paper handy). Http address-
es for the surveys done in the 30s are included at
the end of this article (p. 12).

The 1936 survey (predecessor to this 1944-45
one) lists 52 breweries, all from Michigan with the
exception of two from WI (Schlitz and Gettlemen).

I discovered the Old Holland Brewery page to be
missing in the original, but it includes many small
and short-lived post-Pro breweries. The 1939 sur- More next page
vey of Ale Producers includes interesting observa- \ = : T
tions about the high quality of Drewery’s legendary '
Old Stock Ale.

breweries (in brief, of course — there’s no need to
roll your eyes). To do this, we need member par-
ticipation so the survey material is accompanied
by colorful and wonderful breweriana from each
brewery listed.

Next up: Bosch Brewing Co. If you have
Bosch breweriana or know someone who does,
please send photos of your beauties to me at
email accneca@aol.com or our BC Editor, Lee
Chichester, at falconer@swva.net. I know one of
you reading this bought those awesome Bosch
chalks at the Kalamazoo NABA Auction, so step
up, folks!

Ann Arbor Brewing Co. (closed 1949)

A total of 23 Michigan post-Prohibition brewer-
ies were surveyed in the document we’re focusing
on here (1944-45). They are catalogued alphabeti-
cally from Ann Arbor Brewing Co. to Zynda Brewing
Co. We are thinking of doing a series covering all 23

Date: June 4th, 154b Inspection by Maloney & Edwards.

ving Co. R - FIRM NAME: Ann Arbor Brewing Co.

CBTRELOE 00, . . e e e TE
Brewlng €0, + « & 2 ¢ ¢ s s 5 i} LOCATION: 416 So. 4th Street
............ e Ann Arbor, Michigan
- s B Tlr'-'_ ........... 82
Waité Benl Brewing 00 . o o 0 o o 0 o 4 & =5 BREWMASTER: Phillp Halm
Tyoda Brewleg 08. « + « v v 5 o v v o2 s s &7 T
_ x . ANNUAL CAPACITY: Rated 40,000 bbls.
sl Anelysa® . . .00 -0 v v e e e :.-:f Storage x & —-
mtrodoetlon . oo o0 e s e s 0 22,000 bbla.
+RDulnllons ’ 1 Rale
diohigon Brewed .E<--'-i'u e F0h PRODUCTS MANUFACTURED: Beer only.
Jutatate el Jeers . . 91, FE, 33, 9% 2 Brands - Oreasm Top & Town Club.

FACTORY BUILDING: An old two story
brick building, built in about
1505 as & brewery. The bullding
consists of the following rooms:
Grein Milling - Hop Storage -
Brewhouse - Cooler - 2 Ferment-
ing Cellars - 1 Government -

Malt Storsge - 3 Beer Storage -
Racking - Keg Washing & Pltch-

ing - Botiling, Washing, Fill-
ing, Pasteurizing and Easlng.

As mentlored sbove, this is an
old bullding and at the present
time 1s not in too good a con-
dltion of repair. A three sided,
one story tile constructed bullding is used for storasge, meinly
of kege and cases.

SANITARY & COUFORT FEATURES: Very poor, though pérhaps adequate
for men.

EQUIPMENT: Moet all equipment is old, except bottling equipment,
and conslete malnly of the following:

The Breweriana Collector
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grain grinder
Erai“ scele & hopper

tap grant
beer cooler
1 Kuyper pulp filter
1 Klein twosgiout barrel racker
2 steem bollers
open Ffermentation eypress tanika
(5- 122 bbl., 3- 152 bbl.)
vertical Mammut steel storsge
tanks (5- 146 bbl., 4- 222 bbl.
- 40 bbl.)
3~ 85 bbl. horizontal Mammut
steel Government tanks.

graln milling

72 btbl, mash tun

{2 bbl. brew kettle

2 Klein pulp filtere

1 Klein pulp press

I hend operated barrel racker
2 refrigerating machines
(direct exp.) & equipment
closed fermentation cypress
tanke (2- 20 bbl.)
aorizontel Mammut steel stor—
age tanks, (2- 258 bbl., 1-
240 bbl.)
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Along with photos of the brewery buildings _ i
themselves and listing all equipment on site at

the time of the survey (plus the chemical analy- i

TION: One brew oaly.

. . . . . Ziz_:\l}'r - 1309.}"3_- per 72 bols. 57.8%
sis of its beer), the survey proves its origin as a Plakes - 1040 1os. 35.12
bureaucratic instrument when it states its pur- iggggﬁzg BalTin 978 < 2
pose as: “a means for the more effective control 1NG PROUES9ES:  Brewing and hopoing methiods are conven-

. . . . al hops are &G4 in ketule. 10 re removed D
and regulation of this important industry by the - In'Dotion of beew keutle retmer than by hop Jack. An open tyos
. . . . . ”» cooler is ls.e:i All Term ea\::rs are ouﬂn except two. The Lamson
M1ch1gan Liquor Control Commission. They eystem of carporation 1s used. Would judge that two fermenters
are not enow to furnish sufficlent G0z even for storage.

in conventional manner.
g &t tilme of i'lSyQCIJDD.

ad, filled, and ca
teurizer was not wor

inspected “sanitation, raw materials, brewing Botilion s wd

Bowever, tns pas

practices, types of products manufactured and an ;;ﬁ,:’_“*‘;*::23rlie;i;’;ijatzétfiﬁfﬁi o Bank:. ALr 1 udea for
interesting quality of finished products.” Current S0n: “Thus bremery hap no Laborebory.  They e th Wallsteceih

leporatorles on occasion.

INESS & SANITA There was no evidence of rats in the

readers must remember to take into account the )
materials starage_;aom, out the floors were very dirty, The -

strictures of wartime rationing when reviewing the ¥ Baterials glorags room, DUt the floots were very Elrty. Eb
inspector comments about the products’ quality‘ all ‘t""r"nus" the plant, there was _con__sid.e_r'aals dsbrlé of. various
1y oleaned. The entire brewery wae ln need of paint. Out
the Dack or side door were plles o; discarded boxes and
(1936) survey, or the 1939 Ale Producers survey. Foaen are not employed in tals bre
. . with nroper tolle Ty res room feo
This document includes not only a photo of most - ;
The sccomodatlons for men were very meager. At th
sample labels (in color!) for all **except** Ann Ar- iy it e ”:&TZfiiE“?ﬁi Z‘Eias
bor Brewing. Thus, we are thankful to Don “Doc” ‘

beceuse it 1s not egqulpped
Litles.

waich should be removed. The brewhouse proper was not im-
I haVe found that thiS 1944_45 Study iS a bit glve to zay the lesmst and vhile passable should be more thor-
more detailed and illustrative than either the first ubbish. of varigus sorte, Tae bottling room is very Songested
d di rtv Employees were not clean iressed anywhere in plent.
. 5 . o1 . . = 2 - . o
listed brewery’s primary facility building, but also e e of oo ek pemi¥inats Tk ol
¥ had t L ; they were not in the
stete of saniua” on usuz'lly found for open DEBI‘ coolers.

Wild, who has shared with us photos of rare Ann HEUID AL ANALYSTS: “Creen Top*

Arbor Brewing breweriana, included here. Laboratory Nusber ser. 145 (#253)
So, without more ado, here are some pages & L by Wi 33

from the survey and much of Don Wild’s “good Speciils ety ST

—ieal extract

stuff.”

1936 First Survey link: http://catalog.lib.msu.edu/ -
record=b5346747~S37a .
1939 Ale Producers Survey link: http://catalog.lib.msu.edu/ '

record=b5346746~S37a RESULTS OF CHEMICAL ANALYSIS: (cont'd) "Creem Top."
Eo}or - g - 4.5
Soﬁﬂelﬁaﬁeaﬁ space 1:8 %:33
Iodine reactlon -
Organcleptic test poor taste

Analyses confirmed reporte submitted to Commlssion. A low
balling beer. DMost all congenerics determined are below the
average for Michigan beers. A medlocre quality product.

CONCLUSIONS: This brewar{ is housed iIn an old bullding which
1s not kept in good conditlon. The sanitary corditions of this
brewery should be lmproved. {Inapectnr Dodge eaye that this
concern started to improve conditions immediately after this
inspectlon.) Both brands produced by this concern are the same
brew. Thls concern produces a 10,2 Balling beer with about

2 cohol by volume with a 57. S% malt brew. Beer was not
eling paetaurizsd at time of lnspectlon. Unpasteurlzed beer
will spoil readlly unless kept at keg beer temperature (40° F,)

Feb. monthl shma 2 2 brew instead of one
as ed in J '.I. iﬁﬁﬁ yaﬂp serrs‘a’mpgg brewed
1§ E-S shove a 11ng of 9 and possessing a poor odor and

Recommend that this brewery be re-inspected and the report
thereon be included in this report.

Tme d Fashioned”

BEER

INBOTTLES O DRAUGHT /

AL BREWING COMPANY. ANN ARBOR.MICH.
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ANMOUNCING

FEATURING RARE TOP QUALITY BEER CANS AND EREWERIANA +

\
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BEER

8 BEAND ESTABLISHED 1840 F. | = = T T T i e 3 . o f.- -
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PREVIEW AND PICKUP AT BLUE & GRAY SHOW.

LOTS AVAILABELE FOR PREVIEW FROM FEB. 14-15 IN ROOM 432

CALL 617-448-2300 FOR MORE INFORMATION OR TO CONSIGN



Eastern Region

Chartiers Valley Brewing Company
A brewery short on life, but big on breweriana

CARHEGIE BOGK BEER

=rhe Fimest Bock i Towri™

hy Will Hartlep

Chartiers Valley Brewing company existed for
only 36 years, and only 19 years after its rebirth
following Repeal. But in that short time, it pro-
duced some of the most rare and fantastic breweri-
ana in the hobby.

Carnegie is a small Pennsylvania town located
south of Pittsburgh along Chartiers Creek. Located
in a resource-rich area of Western Pennsylvania,
it experienced rapid growth after the Civil War, as
mining and railroad industries prospered, followed
closely by steel and manufacturing industries.

The jobs that came with this growth attracted im-
migrant labor from eastern European countries.
These workers built their own schools, churches,
and businesses where they could continue their
native customs and tastes, and speak their native
languages. Of course among these businesses were
taverns and breweries.

In its early years, Carnegie had just one small
brewery, the William Lacober Brewery, which
closed in 1860, leaving Carnegie without a beer
producer of its own. In 1901 a group of local busi-
nessmen formed the Chartiers Valley Brewing
Company and hired Henry Widman, formerly of the
United Brewery of St. Louis, as their first Brew-
master.

Oscar Beyers, a nationally known architect
of brewery buildings, was chosen by the new
company to design the new brewery to make a
grand statement. The cost of the plant, adjacent
ice house, and some of the most modern brewing

The Breweriana Collector
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equipment of its time amounted to $425,000, the
equivalent of $9 million dollars today. A rich sum
for a small-town brewery. At the time the construc-
tion was complete, the brewery had a capacity of
80,000 barrels per year and the adjacent ice house
could produce 30 tons of ice per day. The complex
employed 75 union workers.

The Chartiers

. VaIIey Brewery
- and Ice House
e — (0 1910.

Construction of the brewery took two years, and
was completed in January, 1903. The boilers were
fired, and by April, the brewery was producing beer
in three styles. The first was Carnegie Beer, named
for the great (and then still living) local steel mag-
nate, for whom the town also was named. There
also was Frontenac Ale, named for the French-
man who in the late 1600s established forts along
the Great Lakes and engaged in a series of battles
against the English and the Iroquois. And finally,
there was Old Nut Brown Ale, more simply named
for its style and color.
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Joining a higger team

But Chartiers Valley Brewing
was born during a time of tre-
mendous small brewery consoli-
dation in the Pittsburgh area.
The Pittsburgh Brewing Com-
pany Trust had been formed
a few years earlier (1899) and
combined 21 small breweries
into one powerful conglomerate.
In March, 1905, just two years
after it brewed its first batch of
beer, Chartiers Valley joined a
second combine made up of 15
other small breweries like itself
to form the Independent Brew-
ing Company of Pittsburgh.
This group was created to more
effectively compete on scale with
the Pittsburgh Brewing Co. The
breweries forming Independent
Brewing are listed in the box.
Five of them were shuttered
before Prohibition.

The Pittsburgh Pirates
baseball team had close ties to
Chartiers Valley Brewing Com-
pany, due largely to Pirate great
Honus Wagner. Nicknamed
“The Flying Dutchman,” Hall of
Famer Honus was a Pittsburgh
area native who won eight Na-
tional League batting titles. He
lived near the brewery in Carn-
egie and was known to enjoy
its beer. The Pirates sometimes
held events in the brewery’s
social hall, and would bring
visiting teams to the brewery for
tours and beers.

Honus Wagner
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Independent Brewing Company of Pittsburgh

American Brewery, Etna
Anderton Brewery, Beaver Falls
Butler Brewing Co. (closed 1912)

Charleroi Brewing Co.
Chartiers Valley Brewing Co.
D. Lutz & Son Brewing Co. (closed 1910)
Duquesne Brewing Co.

First National Brewing Co.
Gambrinus Brewing Co., New Kensington
(closed 1905)

Globe Brewery, Monongahela (closed 1905)
Hilltop Brewery, Mt. Oliver (closed 1910)
Home Brewing Co., Braddock
Homestead Brewing Co.
Loyalhanna Brewery, Latrobe
Monessen Brewery
New Kensington Brewing Co.

A new start and a hig party
to celebrate

During the Prohibition years,
the Independent Brewing Com-
pany renovated and modernized
the Chartiers Valley plant. The
brewing capacity increased from
80,000 to 200,000 barrels per
year, refrigeration systems re-
placed the old ice plant, and the
brewery work force increased to
100.

Chartiers Valley was more
than ready to hit the ground run-
ning when Repeal came. It was
one of just three among the origi-
nal 16 Independent plants to sur-

vive and re-open after Prohibition.

www.nababrew.com

The other two were Duquesne

on Pittsburgh’s Southside, and
Stowe Township (the former First
National plant).

In September, 1933 Chartiers
Valley celebrated Repeal by host-
ing a party of 5,000 wholesale
and retail dealers. The party
featured a specially-built out-
door bar that was 100 feet long
to serve the 10,000 guests who
attended. Lunch was served ac-
companied by the return of Old
Carnegie Beer to wash it down.
The following day, Old Carnegie
was put back on the market.
Chartiers Valley was back in
business.

Oldl Carnemie:
A

PILSNER
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Soon after Repeal, Indepen-
dent Brewing Company morphed
into Duquesne Brewing Company,
and Chartiers Valley stayed with
that combine, helping to brew all
of Duquesne’s products. In 1941,
Anteek Beer was introduced
at the Chartiers Valley plant.
Chartiers Valley now featured
four brands: Carnegie (the “Old”
was dropped), Frontenac, Anteek
(photo, right, composite sign), and
Nut Brown Ale. Distribution was
expanded beyond Western Penn-
sylvania into Ohio, West Virginia,
New York, Maryland, and Eastern
Pennsylvania.

Breweriana wars

By 1940, Duquesne had
tripled its production and was
well-positioned as the largest
brewery in Pennsylvania and the
eighth largest in the country. The
beer market in Pittsburgh, how-
ever, had condensed into three
brewers: Iron City, Duquesne,
and Fort Pitt. These three com-
peted fiercely throughout the
1940s and 1950s with heavy
advertising budgets that funded
huge amounts of breweriana.
Duquesne spent heavily to ad-
vertise its Chartiers Valley labels,
and the pieces they produced are
awesome.

But this intense competition
took its toll. Pittsburgh Brewing
and Duquesne both realized they
had to move away from multiple
breweries and consolidate into
one central plant. Pittsburgh
Brewing was operating out of just

Bl Sty He

G *ﬁhh}ﬂ.w e Faren v.y.’-.- w-ﬁ:j,
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Above: Nonpareil label.
Below: Frontenac litho.
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Above: Chartiers Valley Post-Pro labels.
Below: Carnegie Half & Half ROG.

two—Iron City and E&O—but in
1950, even closed E&O. At the
same time, Duquesne completed
a massive expansion of their
Southside brewery and siphoned
off employees from Stowe
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Township and Chartiers Valley to man the
enlarged Duquesne facility.

In 1952, Duquesne closed both the
Chartiers Valley and Stowe Township plants
and shifted all production to Duquesne’s
modernized and enlarged Southside Brewery.
In March, 1960, the once-proud Chartiers

Valley Brewery was demolished except for its - - E

signature smokestack, considered one of the
best examples of smokestack industrial ar-
chitecture. But in 1966, citing insurance and
safety issues, Duquesne finally demolished
the stack, too.

With the closure in 1952, Duquesne stopped
producing the venerable Chartiers Valley beers.
Like so many others before them, these products
disappeared forever. Although its bottle labels
and coasters can still be found by collectors, most
Chartiers Valley/Carnegie breweriana today is

Left: Frontenac menu sheet — Right: Carnegie menu sheet.

A product g
Brewing (.

th teF
scarce and held . he e " \.

— AR
tightly by collec- ' s *"—-'l
tors. The high -~
ggf;ggepcrggi S L ‘
and quarts
are among the
most desirable Frontenac cardboard trolley sign.
Pittsburgh area cans.
Chartier Valley brand
lithographs, reverse
on glass, and tin over
cardboard signs all
command high prices
for both their rarity,
quality, and eye-catch-
ing designs.
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Frontenac fle
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Born in the land of sky blue waters

Hamm

BEER
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Stevan Miner

A story of a man, his cans and all things Hamm’s-by Barry Travis

How deeply does NABA mem-  choice was a 12-pack of Schmidt

Becoming a Hamm’s Man

ber Steve Miner take his love for
Hamm’s beer? There are many
signs of his passion—so many
signs. There’s the massive and di-
verse collection of Hamm’s brew-
eriana displayed throughout his
Minnesota home. There’s also the
two full-sized point-of-sale motion
displays (each standing five feet
tall). But maybe the most seri-
ous sign of Steve’s devotion to the
Hamm’s brand is that he wears

it on his sleeve—inside of his
sleeve—every day. That’s because
Steve has the Hamm’s famous
cartoon mascot, “T.H. Bear” tat-
tooed on his arm! Yes, Steve is
very serious about Hamm’s, even
if he is not a very serious guy.

One Hot Day

One hot summer day in the
mid 1970s was the only sign
Steve needed to start down the
road to his prolific collecting
career. He had a typical work-
day toiling in his profession as
a master auto mechanic, then
at the local Dodge dealership in
Mankato, MN. After work that
day, Steve and his carpooling
co-workers decided to stop for
some refreshments before head-
ing home. Their cold beverage of

The Breweriana Collector

beer, which then came in scenic
cans that today are so familiar
among collectors. But this time,
Steve didn’t just drink the beer.
The cans themselves caught

his eye because each one had a
different and attractive wildlife
scene. Those 12 Schmidt’s cans
changed the scenery for Steve as
he discovered a new passion for
collecting beer cans.

www.nababrew.com

Soon Steve began attend-
ing shows and networking with
fellow collectors. His can col-
lection quickly expanded to the
point that he realized, like most
collectors, that you just can’t
have everything. One of his lo-
cal mentors collected Hamm’s,
and both the beer and the bear
appealed to Steve, so he decided
to focus. By the late “70s he was
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24 x 40 Hamm'’s lithographs-circa 1906.

specializing in not only Hamm’s
cans, but also their unique, color-
ful, and plentiful memorabilia.

In those early days, Hamm’s
breweriana could be more easily
found and inexpensively acquired
in Minnesota. And Steve acquired
everything he could.

Hamm’s Rough Road

Hamm’s was on a rough road
when Steve started to seriously
collect the brand. From Repeal
in 1933 until 1965, Hamm’s had
tremendous success and cre-
ated a lot of breweriana to prove
it. Hamm’s had an ambition
to spread beyond its Midwest
stronghold to achieve national ac-
claim, like its midwestern neigh-
bors in St. Louis and Milwaukee.
Moving beyond its flagship St.
Paul brewery, Hamm’s acquired
plants in Los Angeles (the old
Acme brewery), San Francisco
(buying Rainier’s plant there),
Baltimore (formerly Gunther

20

Brewing), and finally, Houston
(Gulf Brewing, makers of Grand
Prize).

By 1965, the Hamm’s expan-
sion was not panning out as
planned. The Hamm'’s family
ended 100 years of ownership
when they sold the company to
liquor giant Heublein, setting the
brand on an odyssey of decline.
Heublein flipped it in 1971 to a

Smooth and Mellow Beer

1930s Hamm'’s back bar sign with fluted metal base-dimensional
Hamm'’s plastic letters backlit with a ROG lower panel.

www.nababrew.com

group of Hamm'’s distributors,
who in turn sold it to Olympia
Brewing Company in 1975. In
1983, Pabst purchased Olympia
and the Hamm’s brand, but then
passed ownership to the Stroh
Brewing Company. As Stroh’s
strangulated, it closed operations
in St. Paul (1997), ending the
production of Hamm’s in its home
state. Pabst acquired the Stroh’s
brands in 1999 and Hamm’s still
survives, brewed by MillerCoors.

Steve Stays the Course

Although Hamm’s staggered
downhill, Steve stayed on an
upward course in collecting his
beloved brand with the smiling
bear mascot. The advertising
Hamm’s had produced reflected
its many regional detours. In the
Midwest, the tagline was “BORN
in the Land of Sky Blue Waters”
because the beer was brewed in
St. Paul. But on each of the two
coasts, the beer was brewed lo-
cally and outside of Minnesota,
so they had to say, “Refreshing
as the Land of Sky Blue Waters.”
Some West Coast signage also
focused on value, proclaiming
“Western prices.” And then there’s
Michigan, where lighted bar signs
were prohibited, so signs that
were lighted everywhere else had
no light fixture installed.

Not surprisingly, Steve has
examples in his collection of all
these regional variations. In fact,
he has variations of variations,
perhaps best demonstrated by the
143 different Hamm’s
ashtrays that accom-
pany the hundreds of
different cans, glasses,
and lighters displayed
in his Hamm’s-filled
home.

Steve Makes the
Scene

The Hamm’s brand
also was famously
promoted with motion
signs that captivated
customers in the bars
and burger joints that

Winter 2018



1960s Hamm'’s backlit white plastic sign.
Hamm’s made signs for ethnic markets that
are hard to find. These debuted after Hamm'’s
bought breweries in L.A.,
San Francisco, and Houston.

sold the beer in the 1960s and
70s. These signs are called the
Scenoramas. It takes as long
as five minutes to fully scroll
through a North Woods camping
scene and waterfall, mesmerizing
the thirsty beer drinker.

Steve knows how to fix things.
A NAPA master car mechanic by
day, his talents extend into coin-
op, pinball, and jukebox opera-
tions. Importantly he brings this
unique skill set and passion to
restoring broken and neglected
Hamm’s signs.

The Doctor of Hamm’s
Over the years, many Hamm’s
signs, especially the iconic Sce-

About the Author

Barry Travis has been close
friends with Steve Miner for nearly
20 years, and the two have be-
come collecting partners and share
the website ibuyoldbeer.com,
where both can be reached. Barry
says of Steve, “He is a generous
Jfriend who is more than just an
asset to my collecting hobby, but
also an asset to my life.” Barry

&IN CANS - IN BOTTLES

Late 1930s Hamm'’s neon with a
polished metal frame.

has recently been elected to
NABA'’s Board of Directors.

noramas, fell into disrepair.
Sometimes they suffered from
being rudely relegated to musty
bar basements, freezing attics, or
dank, dirty garages.

To the delight of scores of col-
lectors, Steve has miraculously
restored the health of ill-treated
motion signs over the years—liter-
ally hundreds of them. His fellow
collectors have fittingly bestowed
him with title, “Dr. Hamm’s.”

You might say that Steve has
earned his Ph.D. in Hamm’s. He
has acquired a wealth of informa-
tion regarding the brand’s histo-
ry, breweriana, and fine products
(both old and cold). Although it
may seem like there is “bear-ly”
anything missing from his col-
lection, Steve is always hunting
for breweriana from his favorite
brand, which, like Stevan Miner,
was born in the Land of Sky Blue
Waters.

Steve Miner (left) in his classic Hamm'’s Bear
logoed suit along with Barry Travis. They
attended a 2015 reunion of Hamms/Strohs/
Olympia employees at Summit Brewing
(St. Paul) and celebrated the 150th
anniversary of Hamm's Beer.

Right: The massive Miner g .
collection ranges from pieces as ;‘ﬂ'
big as a bear to smalls, like his | mn I}EP‘&RTMEHI \
collection of 140
different ashtrays.

.
Minerisms-his words.to live by

“Remind me again how lucky I am to have my own business "
“Nervous like a long tailed cat in a room fulla’ rocking chairs.
“I am the poster boy for why you shouldn't nap in school.”
“You can't drink all day if vou don’t start in the morning!™
“The best time to buy something is when you see it!”

“My favorite kinds of beer? Bottle, keg or can.”

“This is my wife by my first marriage.”
‘A lot of parties have died around me.”

D Stevan Miner

www.nababrew.com
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Lec's Catkk Breweriana

CBy Rich La Susa, CBrewery Historian

Acquiring scarce primary material is a case of good fortune

The biggest challenge for an historian is finding
reliable and verifiable information about breweri-
ana. It never seems to walk through the front door.

It is especially difficult when dealing with small
US breweries that did business in the first half of
the 20th century, particularly the smaller and more
obscure.

So where do you look? Landmark guidebooks
written expertly by NABA members and others are
a great starting point. They are the end result of in-
estimable hours of careful, often tedious, research;
the gathering of information and photographs from
disparate sources.

Collectors have greatly benefitted from the dedi-
cation, passion, and vast knowledge of Herb and
Helen Haydock (general breweriana), George Baley
(back bar breweriana, ball knobs), Bob Kay (mini
bottles, labels), John Stanley and Don Bull (open-
ers), Norm Jay (Chicago openers), Paul Zagielski
(coasters), and Kevin Kious and Donald Roussin
(general breweriana).

And these authors
will be the first to tell
you that they could
not have achieved
their goals without
input and assistance
from collectors. It is a
mutual benefit.

Nothing came
easy. Their journey
from concept to pub-
lished book encoun-
tered many detours
and potholes along
the way. And much
more!

R In the foreword
of his Collectible Beer Trays (Schiffer Publishing,
Inc., 1995), Gary Straub succinctly describes—with
tongue—in—cheek (we think)—conditions historians
may encounter in their quest for information:

“Attempting to identify a beer tray’s manufactur-
ing origins may be hazardous to a collector’s health.
Prolonged exposure may cause severe headaches...
manic depressive mood swings or, in extreme in-

Beer Tap Markers

Ball Knobs 1930¢
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stances, chronic...babbling, rocking catatonic
psychosis. The manufacturer identification pro-
cess is addictive and often leads to a stronger
age-dating habit.”

OK, maybe a bit of hyperbole; but you get the
point.

NABA members Ken Ostrow, Ed Theberge,
and Darrell Ziegler are among those who con-
tributed to Straub’s impressive catalog of vintage
trays from Eastern states. Just locating those
trays and taking photos them was an enormous
task. Then he had to provide essential facts, in-
cluding names of the breweries that used them,
circulation dates, and the companies that made
them. The timeline has boundaries—a brewery’s
opening and closing years. For those, most rely
on the Herculean
work, American
Breweries II,
perhaps the most
valuable brewery-
related guide ever
published. The
New Who’s Who in
Brew is another.

Acquiring infor-
mation about ad-
vertising made in
the late 1800s and
early 1900s can be
excruciatingly dif-
ficult. The brewing
industry’s leading
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publication at the time, The Western Brewer, is a
superb mainstay resource for brewery historians;
not so much for those seeking essentials about
beer advertising.

Useful information about post-Prohibition
advertising can be found in numerous brewing
industry publications, including trade journals
(stories and display ads in “Brewery Age,” “Mod-
ern Brewery Age,” “The Brewer’s Digest” and
others) and specialized magazines that cater to
manufacturers (“Signs of the Times” magazine,
for makers of signs of all types). These publica-
tions, while mass produced, are not always read-
ily available.

When an histo-
rian’s search is for
original material—
dated and detailed
promotional ma-
terials issued by
manufacturers for
their advertising
and brewery mar-
keting records—the
degree of difficulty
is elevated a few
notches. This
material is highly _
coveted, and most i !
elusive.

It is the optimum, similar to what is known as
“best evidence” in our legal system. With it, histo-
rians possess near-irrefutable facts they can use
to speak with authority and confidence. Guess-
work, half-truths and outright falsehoods can be
challenged; disputes more easily resolved.

Most of this material, however, was lost—
likely simply tossed into the trash—when manu-
facturing companies and breweries closed. What
relatively little remains is not in the public do-
main; it just isn’t sitting on a shelf in a public
library. Most is tucked away in private collec-
tions, corporate or individual. Historians have no
access; may not even know it exists.

Finding this “golden” insider information often
involves good fortune; called luck by many.

Luck is measured along with perseverance
when looking back on how I acquired file cabi-
nets filled with Manhattan Brewing Co. (Chicago)
correspondence and other documents in the late
1970s. The complete, improbable, story will be
told in a book I am writing.

Sales and requisition forms, confidential
correspondence, and other materials related to
manufacturers and beer distributors revealed an

The Breweriana Collector
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MANHATTAN BREWING 0. CHICAGOD

immense amount of detailed insider-type infor-
mation—not available to the public—about point-
of-sale advertising Manhattan used from 1933 to
1942.

Much of it was unknown to collectors 40 years
ago, and some is being revealed for the first time.
Pieces include an Old Manhattan Lager Beer Edge
Glow neon sign (which I acquired a few years ago,
shown below) and a companion Edge Glow clock
(not one, to my knowledge, has ever been found);
and Manhattan Pale Dry Beer bottle (two size
variations) and Local 8 Beer tin signs; both one-
only-known.

Also, die-cut
easel-back bar-
tender counter
displays (two
variations), Bock
back-bar hangers
and “Little-Man”
and Ale standup
displays (the latter,
a hand holding a
green bottle).

They were
shipped to beer
distributors
! throughout the US

& in the late 1930s,
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and the documents tell where,
when, and in what quantity.
How many exist, if any, is un-
known to me. If they are in
collections, their owners have to
be willing to share that informa-
tion.

More good fortune followed
a few years later. In 1983, I
acquired a salesman’s sample
book that was used by the
Schoenhofen Company in 1931.
It is a rare, tell-all reference.

How it was found is a good
example of stumbling on to
something. A friend purchased
it at a flea market, in a box of
similar-looking heavy-bound
albums. All but one were filled
with vintage 78 rpm records,
which he wanted. He didn’t re-
alize until later that this oddball
album had nothing to do with
records, but quickly figured out
what he had.

He knew of my interest in
beer advertising and brewery
history and offered the book
to me. Music to my ears! In
exchange, he wanted five beer
trays from my collection and
trade stock. I swiftly, and hap-
pily, obliged. I later replaced
those trays, but I have never
heard of another Schoenhofen

Drink -
—A Case of
o Good Judgment

salesman’s book.

“Green River The Snappy Lime
Drink” and Schoenhofen Com-
pany Chicago are embossed in
gold lettering on the thick cover of
this Badger Ring Book (12 x 14).
It has 27 pages: 13 slick enamel
stock, linen-backed (with black
and white photos of beer, soft
drink, and malt syrup advertis-
ing); and 14 heavy black scrap-
book stock (11 with samples of
actual labels and paper advertis-
ing; 3 with testimonial letters).

No, I haven’t been tempted
to remove the firmly affixed near
beer labels, although I need many
for my collection. Doing so would
violate the integrity of this special
resource, of which I am merely its
caretaker.

The book’s emphasis is on
Schoenhofen’s iconic non-alco-
holic soda brand. Displayed on
the first seven pages are photos
of 16 Green River point-of-sale
advertising pieces and related
items—tray, glass, fountain urn,
and dispenser. There also are six
malt syrup signs, including an
Edelmalt.

Author’s Note: By 1931, Pro-
hibition in the US was in its 11th
year, and there was no guarantee
that brewing and selling legal, full-

g aronto
" Bale

( oronto
iiulz‘

strength beer would ever return.
Brewery owners who stayed in
business after 1920, and complied
with federal law, produced legal
near beer—one-half of one per
cent alcohol—and other products,
including soft drinks and malt
syrups.

The Schoenhofen Company
operated under a few different
names: a troublesome chronology
for historians and collectors to
navigate. This book offers clarity.

The brewery began as
(Matheus) Gottfried & (Peter)
Schoenhofen in 1860. It later
moved to Canalport Avenue and
18th Street, where it did business
as Peter Schoenhofen (1867-
1879) and Peter Schoenhofen
Brewing Co., (1879-1925).

That plant ceased brewing
soon after Schoenhofen merged
with the National Brewing Co.
(founded in 1890) on April 4,
1925, when it changed its name
to Schoenhofen Company and
moved its operations to National’s
plant at 1926 W. 18th St. (In
1933, the name was changed to
the more recognizable Schoen-
hofen Edelweiss Co.)

Edelweiss Brew was its prima-
ry near beer during Prohibition,
and the classic pre-Pro slogan

G_'U‘:‘unta

ale

Sample pages from the salesman’s book, listing various Schoenhofen brand advertising (with sizes) and labels.
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“A Case of Good Judgement” was retained. Haddon Hall
0Old English Brew and Buck (“the Beer-y Beverage”) were
secondary brands. The Buck brand also was used on non-
alcoholic products, most of which were bottled.

Schoenhofen also marketed beer under the names
National Brewing Co., National Malt Tonic Co. and National
Beverage Co., Mid City Beverage Co. (Crystal Brew and
Toronto Pale), and National Beverage Sales Co. (Chicago
Special Brew and Buck).

Because the full page B&W scans are difficult to read
and we've pictured just two, below is a table listing all of
the beer advertising shown in the book. All items are litho-
graphed cardboard, metal, or paper. In a perfect world, the
photos would be in color so we could be amazed by their
beauty! No manufacturers are identified.

I happen to own two of the signs shown in the book, and they've been framed
and are behind glass. This is one example.

Schoenhofen Beer Signs

Tin-over-cardboard:
Edelweiss “The Perfect Malt Brew” (4 x 10)
Edelweiss Light (9 x 19)
Tin tackers:
Edelweiss “A Case of Good Judgment” (10 x 19)
Chicago Special Brew (9 x 19)

Buck “the Beer-y beverage” (10 x 19)
Haddon Hall (9 x 19)
Cardboard:

Edelweiss (two each 17 x 23, 12 x 18)
Buck (27 x 40 tri-fold)

Chicago Special Brew (13 x 21)
Haddon Hall (9 x 17, 18 x 35)
Crystal Brew (11 x 14)

Toronto Pale (11 x 14)
Cardboard string hangers:
Edelweiss on Draught (11 x 14)

Buck (6 x 10)

Chicago Special Brew (6 x 9, 7 x 12)
Edelweiss Tonic (7 x 10 with six “Little Sport” characters)
Cardboard car cards:

Edelweiss “For Complete Enjoyment” and
Edelweiss “Tonight for Dinner” (11.5 x 21;
both also issued as 28 x 41.5 paper posters)

The Breweriana Collector www.nababrew.com

I have seen a few pieces in collections
and own two tin tackers, a variant of the
Drink Edelweiss and a Buck. Both have
bright yellow backgrounds; prominent
words have raised lettering, Edelweiss in
brilliant red, Buck in deep green, with red
trim.

Similar books used by other brewer-
ies may exist—perhaps one is in your
archives—or are waiting to be found by
fortunate (or really lucky) historians.

AGED IN THE WOOD

Drirnk CHICAGO

SPECIAL
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During the holiday season, gift giving and
generosity know no bounds. Just like a cork
popping on New Year’s Eve, the auction prices

: of breweriana are flying as we approach 2018.
AU CT I O N Here’s a look at some of the hottest items to hit
the auction market before the holidays.
Cheers!

HysTERIA Crft/Micro

by Chris Warr

Above: Etched Three Floyds Brewing, Burnham Pilsner glasses,
lot of four, $328
Below: Breckenridge Brewery Never Summer Snowboard, $305

Above: DogFish Head Tap Handles
Lot, $305
Left: HoDag Ale Wisconsin, $400

The unpredictable nature of auctions is what

intrigues all of us and after seeing these three F 0 r ‘l‘ Pl t t SBF ECE“"R“

prices, I'm left shaking my head.

Another light which sparked a lot of conversation was this ROG Fort Pitt
Special Beer Lighted Sign, which normally can be had for around the
$500 mark. This example lit up the night prior to the holiday season
finally ending at $1,976.

Trommer's Malt Beer Gillco Cab light. Non-original base $1,825

(if 'm not mistaken, this lens was later paired \{vith an'original base, Miller High Life Lighted Dome Light. Typically in the $1,200
so | guess now | understand the realized price.) range, this one soared to over $3,050. Wow!!
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Tap Knobs are really starting to shine again with numerous desirable knobs
selling for over $500—then there are these, which lit up the Holidays!

Far Left: Westminster Ale Roger Williams Brewing Co. Providence, Rl $1,593 Center Left: Chautauqua Bru Jamestown, NY $1,900 Middle: Indiana Beer
Polished Metal Ball Knob Indiana, PA $1,700 Far Right: (2) Old Lockport Lager & Lord Derby, New Philadelphia, OH $700 each
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1860s Henry Weinhard City Brewery cover,
Portland, Oregon $413

e T
e

S N

Above: Duluth Brewing & Maltlng Co Tin

Factory Scene, 33 in. x 43 in., Duluth, MN, $4,000 _.-j}';“ o R ngnslgr Eeer
Left: Miller High Life Girl Corner Sign, / ouk BEsT e San Josenn
Miller Brewing Co. Milwaukee, W1, 6 ft. tall, $3,250 / lgﬁén;?rp

Brewing Co.
Newark, NJ
$911

Hieber's Re-
verse Glass
Beer Sign,
The Hieber
Brewing &
Malting Co.,
Spokane, WA,
$4,800

¥

Peter Doelger's
Etched Glass Reverse
Glass Neon Lighted Sign, New York,
broken neon tube/unknown working
transformer, Dated 4/23/1934,
24.75in. x 15 in., Neon Products
Lima, OH, $1,520

‘ATLAS BR hu Schlitz Atlas Brau Reverse on

- Glass (ROG) Brass
“E)ON DRAUGHT N ' Advertising Sign, 33 in. long, $4,340
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1930s Heidelberg Beer Neon Covington, KY $1,030
and (right) Brucks Jubilee Beer neon
Cincinnati, OH $1,025

Above: C&J Michel Brewing Co.
Perfection Painted Beer Glass,
LaCrosse, WI 3.75 in. tall, $2,026

Right: Golden Glow Beer Ale
“Halo” Dome Light, Golden West
Brewing Co., Oakland, CA, 13 in.

x 9 in., Price Brothers, $4,175

CACLL SHEAIRD OO, CATANALGUA. PR,

Old Dutch Bock Beer Lithograph, Eagle Brewing
Company Catasauqua, PA, 20.5in. by 14 in., The
Wolf Co., Philadelphia, $2,375. A group of three of
these were found at an estate auction. The other

two have been sold privately by the seller
for similar prices.

L "":’ FINE

p Sigok b

Garden City Brewing Co. Stein, N f'}":fffﬁﬂ~*rf“?‘*"“"- Pa.
Missoula, MT, Made in Sranps o " s
Germany, $509

Above: Early Pre-Prohibition Flock’s Beer Tin Sign,
Flock Brewing Co. Williamsport, PA,
Mfg. by Tuchfarber Co. Cincinnati, OH $4,500

Left: Senate Beer & Ale Clock, Chr. Heurich
Brewing Co. Washington, DC, PAM Style, $788

Right: Schneider’s Cardboard Thermometer Sign,
Ph. Schneider Brewing Co. Trinidad, CO
10.751in. x 14 in., $184
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Above: National Bohemian Beer Sign, New in Box, Baltimore, MD,
15 in. round, Halsen Mfg. Co. $2,900

HANLEYS
oy ) Left: James Hanley Peerless Ale Backbar Neon sign, Providence, RI, 1930s,

PEE R LESS ALF Rt

T
- B
|

J .
ARISTOCRAT OF
e & @ B E E R
WE SERVE
ﬂl.
)

Seitz Beer Cash
Register Lighted
Sign, Seitz Brew-
ing Co. 1934-
1938, Easton, PA
$3,450

Kogoliog

ARISTOCRAT OF

---.BEER

Kingsbury Aristocrat of Beer Art Deco Cash Register Light,
Kingsbury Brewery Manitowoc, W1 $1,704

Left: Real Photo w/Spanish American War Calvary Soldiers
and several Pabst Signs, $2,250
Right: 1930s Pilsner Urquell Pilsen Czechoslovakia Gillco Cab Light, $3,450
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Purchasing beer signs, trays, steins, mugs, labels,
glasses, tab knobs, bottles and other breweriana items
from all breweries.

Discovered Relics purchases individual items and whole
collections for all the items listed on this page. No
collection is to large or small.

Beer Cans

Wanted quality cone tops, flat tops and early pull tabs
beer cans.
Discovered Relics has been purchasing collections for

‘over twenty years and has a strong reputation for paying
top dollar for collections.

Many rare cans and rare breweriana items have been
sold by Discovered Relics over the years.

Advertising

Looking for all types of vintage advertising. Country
Store, Gas & Oil, Agriculture, Soda, Automotive, Coffee,

Discoverd Relics is big on collecting vintage lithographs
of all types. So if your thinking of selling your lithograph
be sure to call.




POSTCARDS FROM THIE
PRE-PROHIBITION PAST

BY MATTHEW OLSZEWSKI
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What comes to mind when you see an old post-
card? A note from your uncle Joe on vacation in
Hawaii? Or childhood memories of sending and
receiving postcards in the mail?

Long before email and text messaging existed,
sending postcards and letters to family and friends
was commonplace. Sending greetings from places
you were or had been was a part of the culture.

Looking at old postcards provides a glimpse into
the past. Examining an old postcard and reading

the correspondence can transport you back in time.

That may be just one reason that these paper time-
capsules are sought and treasured by many.
The earliest postcards date back to 1861 with

the first versions commercially produced by John P.

=

U &7’§

Charlton of Philadelphia, PA. Postcards have been
a popular means of communication ever since.
Early postcards were used solely to communicate
and had no pretty pictures or frills, just an ad-
dress and space for correspondence. In the early
20th century, the photo postcard was born. “Real
Photo Postcards” were produced starting around
1902 via a simple process of developing a photo
negative onto a piece of postcard-sized paper that
had a pre-printed back. Suddenly, postcards got
a lot more interesting.

A VARIETY OF CARDS AND SUBJECTS

Photo postcards depicted a broad range of
subject matter inexpensively. From simple images
of people and houses to more elaborate photos
featuring historical sights and events, photo
postcards captured a vivid depiction of the world
at that time.

Often, they shared a source of the sender’s
pride, like a newborn child or a newly-built home.
They pictured main streets in big cities and small
towns, which were popular because there were
few cameras in the hands of residents or tourists.
Photo postcards also became commercialized,
as businesses used them to proudly showcase
their products and places of business. Some of
these cards feature pictures of large corporations
in industrialized America, while others display
smaller businesses found in major cities as well

A circa 1910 photo postcard (right) showing an unidentified saloon exterior (possibly along the Erie Canal). At the left of the building, and
in the detail photo at left, a large tin corner sign from The Haberle Brewing Co. of Syracuse NY hangs outside. (Author’s Collection)
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Circa 1908 photo postcard of The |
Central Square NY Drum and Bugle [
Corps. Pictured in the image are
a porcelain corner sign (detail far
right) from The National Brewing
Co. of Syracuse NY and (above) a
large exterior reverse glass
lighted sign.

as backwater towns throughout
the country.
A PICTORIAL OF
PRE-PROHIBITION HISTORY
Around the time photo post-
cards began circulating, the US
brewing industry was burgeon-
ing. Marketing-savvy breweries
used photo postcards to market
the size, scale, and quality of
their operations and products.
Local hotels and saloons also
used them to show off their
businesses and the popular
beers they sold. Many photo
postcards from that era show
both interiors and exteriors and
are critical for breweriana col-
lectors when the photos show
the beer advertising displayed
on their walls.

Early photo cards offer
a rare glimpse into the pre-
Prohibition brewing industry.
Taverns and saloons advertised
the plentitude of brands served
in the large cities and small
towns across the US. In addi-
tion to those cards documenting
sprawling brewery complexes
with their multitude of buildings
(offices, brewhouses, bottling
works, storehouses, and sta-
bles), we find postcards showing
the variety of beer delivery ve-
hicles, from horse drawn wag-
ons to early motorized trucks.
Then there are postcards with
images of people enjoying beer,
like brewery workers posed with
kegs, and saloon patrons toast-
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ing their frothy glasses over lunch
or after a hard day’s work.
A CONSTANT AND PAINSTAKING
SEARCH

I have been collecting antique
and vintage brewery advertising
for more than 15 years. It began
for me with bottles and trays
and grew to include a wide range
of brewery advertising in many
sub-categories. [ also have long
collected antique paper, photo-
graphs, and postcards. It wasn’t
long before I combined my two
collecting passions into one. I live
in Upstate New York, and one of
my favorite things to do during
our long winters is to sift through
boxes of old photos and postcards
acquired at flea markets and local
estate sales.

I am always on the lookout for
picture postcards that show any
venue—hotel, restaurant, saloon,
tavern, etc.—where brewery ad-
vertising is on display. No matter
how subtle or nearly unnoticeable
in the background, there is noth-
ing like seeing pre-Pro breweriana
hanging from a sign, sitting on a
back bar, or pictured in the win-
dow of its “natural habitat.”

Sometimes, the beer adver-
tising depicted in old postcards
jumps right out. But other times,
finding breweriana in antique
photo postcards can be chal-
lenging, requiring a trained eye
and a magnifying glass (or even
a jeweler’s loupe). Breweriana
tends to blend in or get lost on
a relatively small (5.375 x 3.375

www.nababrew.com
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inches) black and white

card. Even after repeated

viewings, I often discover
things in cards that I had missed
before. Of course, large corner
signs are easy to see because
they are hanging in front of a
hotel or saloon. But a calendar or
back bar sign in an interior can
be nearly invisible. Even exterior
views showing building facades
or street scenes can be tricky, as
the images are often “busy” with
a jumble of action frozen in the
moment. My favorite cards are
exterior views of buildings where
porcelain, tin, and reverse glass
beer signs can be found on build-
ing corners and porch posts, or
displayed in windows facing onto
the street.

A GLIMPSE INTO
BREWERIANA HISTORY
These early postcards are im-

portant to the hobby for numer-
ous reasons, but two in particular
stand out. The first is that they
provide an historical snapshot of
the use and placement of early
brewery signs and advertising. We
collectors hold items in our hands
or hang them on the walls in our
homes. Yet nearly all of us won-
der about how they were original-
ly displayed in their first “homes.”
The visuals on postcards can
help answer questions about how
and where signs, calendars, and
lithographs were displayed—and
in what kind of environment (was
it a smoke-filled tavern with a
hand-carved wooden bar and a
footrail but no stools and spit-
toons lining the floor?). We might
also wonder how the collectible
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Dated November 1910 postcard showing Jack Reef's Hotel in Memphis NY. We can see a pair of porcelain corner
signs: One from National Brewing Co. of Syracuse NY; and the other advertising Haberle Brewing's Congress Beer,
also of Syracuse NY. Far right is the actual Haberle porcelain corner sign pictured on the card. (Author’s Collection)

survived, sometimes more than
100 years later, after it was re- %
moved from display following the
advent of Prohibition.

The second important value of
these postcards is when they re- =
veal otherwise unknown breweri-
ana. These rare postcards provide |
a final photographic record of the
existence of certain brewery signs
and advertising forever lost to col-
lectors—in fact, cards like these

Left: Circa 1907 bar interior photo card
showing a painted aluminum sign advertis-
ing Congress Export Beer from the Haberle

Brewing Co. of Syracuse NY. Actual sign
above. (Author’s Collection)

might offer the only proof that Antique picture postcards

certain brewery advertising ever can be found in different places,

actually existed. including online auction sites.
For me, finding a piece first Sometimes it takes good old-

in a postcard and then later in fashioned leg work and labor-

reality—obtaining it from a flea intensive sifting through paper

market or auction, or seeing it in ~ and albums. While finding these
a friend’s collection—can be quite early brewery-related photo post-
a thrill. If you own both (a picture cards has become increasingly
of how a piece was originally dis-  challenging, I continue because
played plus the piece itself) you I enjoy the unique view into the
gain a deeper appreciation of the  past that they provide.

history behind your breweriana,
making collecting truly unique.

Below: Circa 1910 James Deegan Saloon exterior view in Syracuse NY. Pictured are a large reverse on
glass lighted Bartels Beer sign and a porcelain corner sign. Above: Actual porcelain corner sign seen in
the image advertising Bartels Brewing Co. Crown Beer. (Author’s Collection)
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UPDATE: THE FATE OF THE
GETTELMAN BREWERY BUILDINGS

BY SUSAN APPEL

In the Fall 2017 issue of NABA’s Breweriana
Collector (Volume 179), an article appeared con-
cerning the attempt to rescue the threatened
1850s buildings of the former Gettelman Brewery
through the legal route of historic designation.
These buildings are located in Milwaukee on what
is now the property of MillerCoors, which had
previously announced its intention to demolish
these historic buildings for employee parking and
truck transit.

Milwaukee’s Historic Preservation Commission
had voted to approve permanent historic designa-
tion for this group of buildings earlier in the year.
This prevented MillerCoors from taking any ac-
tion on the buildings for 180 days pending their
appeal.

Such a designation does not rest only with the
Historic Preservation Commission, however. In
Milwaukee, an application for permanent historic
status moves from the HPC to the Zoning, Neigh-
borhoods, and Development Committee (ZND),
whose criteria include the HPC’s, but also other
issues, such as broader city planning concepts
and directions. Although the ZND review of the
Gettelman application was initially scheduled for
June 13, it was delayed until September 19.

Just days before that meeting, MillerCoors
proposed what it termed a “compromise.” It of-
fered to preserve only the original Schweickhardt-
Gettelman family home (used later for offices and
extended with an addition that is itself historic).
The proposal
was to cut
the original
1850s house
away from its
addition and
move it to a
not-quite-
clear loca-
tion, probably
across State
Street and
somewhere
in the vicinity
of the Miller-
Coors tour

A colorful crown collection featuring Gettelman’s .
highly recognizable frothy pilsner glass, raised in ~ C€Tter. With
a toast. Collection of Brian Langenbach.

A view of the last remaining buildings from the old Gettelman Brewery, which
date to 1856. It appears that only the house in the foreground will escape
demolition. Brewer George Schweickhardt built these structures and his
daughter married Adam Gettelman, who took control of the brewery in 1874.
The brewery was run by the Gettelman family until it sold to Miller Brewing
Co. in 1961. Gettelman operated as a division of Miller until 1970 before
ceasing operations. Photo courtesy Susan Appel.

that element “preserved,” MillerCoors proposed
proceeding with demolition of the two original
lagering cellars (hand-built in the mid-1850s) and
the building above them. Although the building
above the cellars had been modified, it nevertheless
included the original brewery, which later became
the malt house, and still later served various other
purposes. Even though there was discussion as to
whether this was a proper proposal under the rules
of the designation procedures, this “compromise”
proposal was upheld.

As before, public input was provided by various
members of the community and brewery historians.
Their comments largely supported preserving the
entire Gettelman group as a unit, both as a famil-
iar landmark and because it represents the only
surviving example of a Milwaukee brewery from the
“pioneer” era of the city’s brewing history. As was
pointed out more than once, separating the house
from the other architectural elements here would
effectively destroy the historic integrity of the site.
Importantly, the Gettelman site would lose its es-
sential ability to demonstrate—through dramatic
contrast with the huge and modern MillerCoors
plant—how drastically the scale of brewery build-
ings has changed through the brewing history of
Milwaukee. In the future that scale shift would

Cont. Next Pg.
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Pre-Prohibition era self-framed tin sign, 20 X 15 inches.
Collection of Tim Worden.

This 1950s three-dimensional sign was hand made of wood and
composite. It features the “Fritizie” character of that era, named for the
brewery president, Fritz Gettelman. This sign hung in the brewery’s
rathskeller and is the only one known. Collection of Tim Worden.

Two early glass skeleton neons, featuring the Gettelman
script logos from the 1930s (top) and 1940s (bottom).
Collection of Tim Worden.

have to be imagined or compared in pictures, be-
cause it would no longer physically exist.

Regardless of the validity of those arguments,
the members of the ZND Committee accepted the
MillerCoors “compromise,” and voted for historic
designation only for the soon-to-be detached
house segment. Sadly, this decision was then
reinforced by the final vote of the full Common
Council in its meeting of September 26, without
further public input.

This means that this rare surviving pioneer
brewery of the 1850s will largely disappear. The
house will presumably be used for some purpose,
perhaps as a museum of some sort. But it will lack
the historic context it has had for over 160 years,
from the beginnings of the Schweickhardt-Gettel-
man brewery until the current day.

Recent reports indicate that little “deconstruc-
tion” has yet occurred. And it appears that since
the house is now designated as a historic land-
mark, whatever plans and actions MillerCoors
has for it will have to be approved and overseen
by the Historic Preservation Commission through
the mechanism of its Certificate of Appropriate-
ness. How truly “appropriate” the decision of the
Milwaukee government really was in relation to the
Gettelman buildings remains highly debatable.

Coming in 2019 (or late 2018)

Volume 2 of each!
Back Bar Beer Figurines and Beer Tap Markers
Gathering new material for both the
Back Bar and Ball Knob books.

I need your help and input.
Back Bar Book-Features new additions,
plus chalk wall hangings!

Ball Knob Book-Includes new ball knobs and
expands to the “next” generation!

To
participate,
email me
at gbaley@
comcast.net
or phone at
219-325-8811

& BBBF $29.95 ppd
BTM $39.95 ppd
Both $66.00 ppd

Need a copy of either of the first volumes?
Send payment via PayPal at iawl1@comcast.net * Or a check to:
George Baley, 1585 W. Tiffany Woods Dr., La Porte, IN 46350
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Brewing Beer
In Western Maryland (II)

A Pictorial History of the Brewing Industry in
Cumberland and Alleghany County, Maryland
Volume Il - The German/Queen City Brewery
and Alleghany County
By James Wolf and Robert Musson

I remem-
ber the first
time I drank
Old German
beer. It was
spring 1974, in
Charlottesville,
Virginia. [ was
taking a former
girlfriend back
to her home
from a sorority
dance at Long-
wood College.
Near her house,
I stopped at a
Safeway to buy
a six pack for
the ride home.
In those much
different days driving and drinking was semi-legal
and it was okay to have an open container. The
DUI limit was then .15 instead of the current
.08 (the good old days were fun — everyone rode
around drinking beer). I remember I was short 6
cents and had to bum some small change from
her to get the beer, which I remember was around
$1.29 tax included. That may have been a small
contributing factor why that relationship did not
work out—bumming beer money off my date.

The Old German was the lowest-priced
six (non-returnable bottles) in the
store, except Brown Derby, which
from prior experience, I knew to
avoid.

(B.D. note: I remember in fall,
1971 during my freshman year
in college, drinking Brown Derby
at $0.79 cents a six from the
Farmuille, VA Safeway. I can
attest that it was the cheapest
six in the store, in a white/brown
can. I suspect it was a “past-its-
prime” six, leftover from the late 60s
made by the Regent Brewing Com-
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pany in Norfolk, VA, and

I remember clearly that I
got ill on 2 beers. I mention
this because now I know
that in the 70s, Queen City = 4
brewed Brown Derby for &
Safeway and they pack-
aged it in a different can).

Anyway, I do remem-
ber enjoying the Old Ger-
man on the then-country
roads back to Hampden
Sydney College. I remem-
ber it had a fuller body
than most of the cheap
beers we drank in our col-
lege days. Little did I know
Queen City was doomed
to fail toward the end of
1974, thus closing 73
years of brewing (founded
in 1901) and bringing an
end to the Cumberland brewing Industry.

The hobby is fortunate that Robert Musson
teamed up with the well known Cumberland col-
lector, Jim Wolf, for the final Volume (II) in the
Western Maryland pictorial series. They were able
to network a ton of collectors for resource mate-

rial. There are too many folks to credit but I do
want to point out two Queen City/Cum-
berland specialists: Jim Dickel, whose
western Maryland store was featured
on “Antiques Road Show;” and
the well known coaster collector,
“Beer Baron Bob” Gornall. Gornall
was a tremendous resource as a
former Queen City Brewing Co.
Marketing Manager during its
final years (prior to assuming a
very successful career as a Miller
Coors distributor in Cumberland).

German Brewing Co. pre-Pro
Mildred American Artworks tray.

Winter 2018



Queen City Brewing bottle crown lightup sign.

Another interesting source was
the final Union President, William
Allen.

This book has it all. First:
great pictures of breweriana (all
types) from the birth of the brew-
ery to its death in 1974. Second:
the name changes throughout
due to war and anti-German
sentiment. For example, in WWI,
the German Brewing Company
became the Liberty Brewing Co.
Fearing a dispute with the Lib-
erty Brewing Co. of Pittsburg, the
name was changed to the Queen
City Brewing Co., with Queeno
as the name and brand during
Prohibition. Toward the end of
Prohibition the name changed
back to the German Brewing Co.
(1933). WWII caused the name

Queen City
Brewing Co.
1960s Nashua
horse set.

NASHL A

and branding to change back to
Queen City Brewing Co. Most
folks know “Herman the German”
was the beer character (created
1951) marketing Queen City main
brand, “Old German Beer” with
the catchy slogan, “the original
old German beer” (slogan used
both pre- & post-war). During
WWII, the slogan changed to “the
original Queen City beer.”

If you collect wire loop openers
like me, you’ll see a ratio of about
10,000 post-war slogans to one
of the WWII slogans on wire loops
advertising the beer (note: there
are 2 WWII variations, 1 of which
is virtually impossible to find).

So, back to enumerating the
excellence of this Volume II.
Third: it offers a great chronologi-
cal history and business history,
including the original investors,
the officers, the Brewmaster, the
brands, the plant expansions,
and the industry changes that,

Queen City Brewing Co. oval outdoor sign, 1950s.

The Breweriana Collector
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over time, led to the demise of
this famous regional brewery.

Toward the end of the book,
past and present microbreweries/
brewpubs are featured along with
about 14 smaller western Mary-
land brewers. The most notable is
Frostburg Brewing whose plant
still stands, today used as an
apartment building. Rare breweri-
ana exists from this company—
most notably, labels.

We are blessed with another
superlative effort by both Rob
Musson and Jim Wolf. Ordering
info: Rob Musson (grossvater@
zoominternet.net). Jim Wolf has
copies too: (jwolfl@goeaston.net).
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GERMAN BREWING CO.
[

CUMBERLAND, M

German Brewing Company
metal “steinies” sign.

Queen City
Brewing
Co. 1940s
cardboard cone
bottle sign.
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THE MANY SIDES OF & SIX-POINTED STAR

In a metropolitan area
with over 100 breweries,
Gottlieb Gluek was once

third largest brewer in

Minneapolis. They survived
Prohibition and used the
star extensively. (Collec-
tions of Steve Freedman
and Dan Scoglietti)

Breweriana collectors may
sometimes wonder about the
origins of the six-pointed star
that was used as a symbol by
breweries, especially before
Prohibition. There were many
prominent brewers from all
over the country who used this
symbol, but why?

Today, that symbol is per-
haps most widely known as the
“Star of David,” the symbol of
the Jewish faith. Could it be
that many brewers were in fact
Jewish, and were using that
symbol as an emblem of their
heritage? Could it have sym-
bolized something else and if
so, why was it so prominently
used? And why don’t we see
that star being used on brewery
and beer logos today?

Indeed, since the mid-20th
century, the star has been

solidly connected with Judaism.
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BY SCOTT BROWN

But the well-known six-pointed
star, assembled from the su-
perimposition of two equilateral
triangles pointing in opposite di-
rections to form a hexagram, also
has other ancient associations.
Beyond Judaism, other religious
faiths (including Hinduism, Bud-
dhism, Islam and Christianity)
have incorporated the symbol
throughout history.

In South Indian Hindu
temples, it symbolizes the per-
fect meditative state of balance
between man and God, leading
one to Nirvana. In Indic lore, the
intersecting triangles represent
the male and female. Islam con-
siders both King David and King
Solomon to be prophets, so the
star in that religion is known as
the “Seal of Solomon” and is often
displayed on mosques. For some
Christian denominations, the
figure is known as the “Star of
Creation.”

But, other than the obvious
fact that it is a heavenly beverage,
what does any of this have to do
with beer?

In fact, the six-pointed star
has a nearly millennium-long
connection with the brewing in-
dustry. The historical and archeo-
logical record points to the 14th
century as the time when the star
became more widely associated
with both the Jewish community
and communal brewers.

As it turns out, more regular
use of the star symbol by both
groups began in parallel in the
same region of central Europe—
now Southeastern Germany and
neighboring northwestern Czech
Republic, but formerly the Ba-
varian and Bohemian regions of
the Holy Roman Empire. Here,
the Jewish community of Prague

www.nababrew.com

Sternbrau, literally “star beer,” was made by the
Star-Peerless Brewery in Belleville, lllinois, which
closed in 1958. It must have seemed natural to
use the star in advertising.

Collection of Bill Rawlski

adopted it for their flag, while the
local German brewers of Ober-
pfalz employed it as signal that
their zoiglbier—a popular, highly-
malted dark brew—was freshly
available. These small-town brew-
ers hung the star outside the
brewhouse when a new batch

of the rich, dark beer was ready
to be tapped. They even began
marking the wooden barrels with
it. Soon their emblem became
known as the Zoigl star.

By the 1500s, the six-pointed
star had evolved in stature and
became the official symbol of the
Brewer’s Guild. Then known as
the bierstern (beer star) or brau-
erstern (brewer’s star), it symbol-
ized an artfully-made product
that was both high quality and
wholesome. The six points have
been said to denote the six in-
gredients needed to make beer:
water, hops, grain, malt, yeast,
and the brewer. Alternatively,
they are sometimes described as
representing the three ingredients
of hops, malt, and water and the
three “elements” needed for brew-
ing: fire, air, and water.
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William Peter Sr. was born Wilhelm Jacob Peter in Baden-Wiirttemberg, Germany, but anglicized
his first name after coming to America in 1850. The star remained prominent in their advertising
after repeal as these post-Pro trays demonstrate.

By the late 19th century the
star could be seen on a wide vari-
ety of advertising and packaging,
since so many American brewers
came from Germany. To them,
the star signified the same high-
quality product that had been
available in the fatherland. It was
a reassurance, maybe something
like the beer version of a Good
Housekeeping Seal.

As the German brewers be-
came prosperous and proudly
built larger and more architec-
turally ornate breweries to sig-
nal their brand’s prominence,
the star was sometimes just
as proudly incorporated onto
the facade. At a time when the
industrial age brought a new
spotlight on sanitation, the beer
industry vigorously promoted its
products with a focus on quality,
freshness, and cleanliness. The
six-pointed star was a recognized
symbol among the many German
immigrants and it provided this
reassurance.

Although the use of the star
continued after Repeal, there was
a pullback from German symbol-
ism, given the sensitivities that
followed World War I. Tragically,
by the late 1930s, the rise of Nazi
Germany thrust the use of the
star into the most vicious acts of
anti-semitism. Most notably, by
decree in 1939, all Jews in Nazi-
occupied areas were required to
wear the star on an armband.

The Breweriana Collector
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Not surprisingly, this prompted a
greater decline in use of the six-
pointed star to promote American
beer.

After World War II and the
founding of the State of Israel in
1948, the star became the promi-
nent feature of the Israeli flag.
Since then, it has been known
almost exclusively as the symbol
of the Jewish people. A few secu-
lar examples of a six-point star
do remain, including its use in
law enforcement. But as far as its
once-prevalent association with
beer, this symbol of purity and
quality in brewing will remain
the responsibility of breweriana
collectors to remember and pre-
serve the additional history of the
six-pointed star.

Author’s Note: I'd like
to thank Jim Welytok,
Steve Freedman, Dave
Olsen, Dan Scoglietti,
George Arnold, Bill

Rawlski, and Ken
Quaas for their
generous contri-
butions to this
article.

Valentin Blatz
worked at his
father’s Bavar-
ian brewery before
coming to the US in
1848. Continuing his devotion to having
the star signal their quality product, Blatz
prominently displayed it on a wide variety
of breweriana, like this Old Heidelberg
stein top, into the 1940s, as well as on their
brewery. (Collection of Dave Olsen)

www.nababrew.com

Like William Peter, George Ehret used the star exten-
sively to promote his brew. This pre-Pro reverse on
glass measures 9 x 15 in. but gives a bold appearance.

(Collection of Ken Quaas)
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Above: The Brewer's star illuminates the maiden
and she looks back approvingly in this pre-Pro
reverse on glass Blatz sign.
(Collection of Jim Welytok)

Below: Pre-Pro Blatz tray with their trademarked
individualized star logo boldly displayed.
(Collection of Jim Welytok)
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It’s hard to imagine a more
unlikely tale of survival in the
annals of American brewery his-
tory. This brewery began with
a juggernaut, and it survived
earthquakes, fires, multiples
ownerships, closings, and even
a massive industry consolida-
tion. Today it remains standing
tall and is synonymous with
its city’s unique beer heritage,
although it now faces one of the
biggest changes in its history.

The juggernaut that gave
birth to what became San Fran-
cisco’s Anchor Brewing Com-
pany occurred almost 170 years
ago, with California’s 1849 Gold
Rush. The territory—on the
cusp of being made a state—
was flooded by 300,000 people.
The tiny settlement of San
Francisco, which boasted only
200 people before the Rush,
became a boomtown of 36,000.
The figure represented mostly
men in search of their fortunes,
which was thirsty work.

To the rescue came Got-
tlieb Brekle, who was one of
thousands of German brewers
emigrating to the US about that
time. Brekle bravely ventured
across the rugged continent,
to the blossoming city of San
Francisco. There, in 1854, he
converted an old beer and bil-
liards saloon into a brewery.
Brekle successfully brewed a
different kind of liquid gold,
until his death in 1888.

Brekle’s brewery was then
taken over by two of his coun-
trymen, Ernst Baruth and his
son-in-law, Otto Schinkel. They
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What’'s Brewing?

by lKen Quaas

re-named it “Anchor” but
there is no certainty as to
exactly why. Was it in honor
of San Francisco’s establish-
ment as a major port city?
Or was it because they had
traveled halfway across the
world from Germany and
had “dropped anchor” in
San Francisco? Whatever
the reason, that name would
prove a perfect fit—for a
variety of reasons—over the
next century of the brewery’s
existence.

Anchor drops

Things went smoothly for the
first 10 years, as Baruth and
Schinkel brewed their steam beer
to great popularity and wider
distribution across the city. But
the brewery named Anchor then
encountered a series of disasters
that would most certainly have
capsized most businesses.

First, Baruth died suddenly in
February, 1906. Then, just two
months later, San Francisco was
shocked by the most devastat-
ing earthquake to ever strike an
American city,
leveling the
brewery—and
virtually the
entire city—to
ember and
rubble. Schin-
kel, the faithful
son-in-law,
somehow
managed to
quickly rebuild
his brewery
in a different
location. But

www.nababrew.com

Anchor beer has become synonymous with San Francisco,
and was that city’s last local brewery until the advent of
craft breweries. Photo courtesy Anchor Brewing Co.

The Anchor Brewery, before it was destroyed by the 1906 earthquake.

The Anchor of a Brewing Renaissance
An unlikely story of survival, success, and succession

within a year, he was hit and
killed by one of the city’s famous
streetcars in 1907.

This tragedy was another
of many points when Anchor
should have been dislodged into
oblivion. This time, the brewery
was rescued by two more German
brewers, Joseph Kraus and Au-
gust Meyer, supported by liquor
store owner Henry Tietjen. The
trio guided the brewery until the
biggest seismic tremor ever to
hit the brewing industry rocked
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-STEAM BEER
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This cardboard sign is the only one known of this

design. Collection of Ken Harootunian

San Francisco and the rest of the
nation: Prohibition. Anchor, like
most breweries of the time, was
dormant.

Anchor is raised again

With Repeal, Anchor was
revived by Kraus, who once again
resumed brewing their steam
beer, a local favorite. Just after
re-opening in 1934, however, the
brewery experienced yet another
seemingly insurmountable ca-
lamity: it burned to the ground.
Undaunted, Kraus re-opened in
an old brick building nearby, with
new partner Joe Allen.

The two steered Anchor
through the period of post-World
War Il brewery consolidation, as
pressures grew in the 1950s from
the large national brands (Schlitz,
Pabst, Budweiser) and from pow-
erful multi-regionals like Hamm’s.
These powerhouse breweries had
been crushing smaller concerns
with marketing muscle, especially
television advertising. Even the
two biggest California brands,
Acme and Lucky (both of which
dwarfed Anchor) had succumbed
to takeover.

Anchor stayed small, but
stayed put. Kraus died in 1952
and Allen struggled on until
1959, when, at the age of 71, he
retired and closed the brewery.

But instead of sinking, Anchor
was pulled up yet again, this time
in a different location by local
businessman Lawrence Steese,

The Breweriana Collector

Anchor Brewing
Co. to last. In do-
ing so, he focused
on making a high-
quality, flavorful
brew that sharply
contrasted with
the watery, ad-
junct-filled lagers
that comprised
the 1960 and ‘70s
American beer
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This intricately-lithographed label dates from the mid-
1930s. Anchor was not known to create equally elaborate
breweriana — what little there was tended to be simple.

who did not want to see the na-
tion’s last brewer of steam beer
evaporate into thin air. Steese
hobbled into the early 1960s with
Allen along as his brewing advi-
sor. But by 1965, bankruptcy was
imminent.
The white night from
the appliance family

In the meantime, there was a
young man from lowa who had
graduated from nearby Stanford
University and settled in San
Francisco. He enjoyed Anchor
Steam beer and heard it might be
headed to the bottom for good.
The man was heir to an interna-
tionally-known
appliance
company
with a name
famous for
dependability,
but he was
looking for a
different kind
of challenge.

Fritz May-
tag irked his
relatives by
spurning the
Midwestern
family busi-
ness (he was
named for its
founder, his great-grandfather) in
favor of brewing beer on the West
Coast. But Maytag brought along
his family’s passion and dedica-
tion to quality, and rebuilt the

landscape.
Jumping ship

on the sea of sameness

When Fritz Maytag bought
Anchor in 1965, the nation’s
independent breweries had
dwindled to just 163, fewer than
half of the 350 in 1950 (source:
US Brewer’s Association). Many
more would drift into oblivion,
some failing to stay afloat after
they cheapened the ingredients
and quality of their brews.

Maytag’s dedication to qual-
ity and later, variety in style,
helped Anchor grow a reputa-
tion that in the ensuing years

The two tap handles above are

circa 1950. At right is the third

and rarest, encased in green. It

resides in the Brewery’s own

collection. Photo courtesy of
Ken Harootunian
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extended beyond San Francisco.
Anchor developed a cult-like
following and gained influence
among increasingly beer-savvy

consumers.

Anchor is widely credited
with reviving and modernizing
some of today’s most popular
American beer styles. They
introduced a dry-hopped ale

(Liberty Ale), a dark porter

(Anchor Porter), a barley wine
(Old Foghorn Barleywine Ale),
and a once-yearly Christmas
Ale (Anchor Christmas Ale). As
a result, the brewery is consid-
ered a cornerstone—an anchor,

in fact—of the now-
booming American craft
beer movement. Indeed,
Maytag and Anchor
helped bring the “craft”
back to beer.
Lacking breweriana
before 1965

Ultimately, Anchor’s
survival until Maytag’s
rescue also came about
because it did not invest
what little capital it had
in advertising, in an
attempt to compete with
bigger beer brands. In
fact, it produced remark-
ably little breweriana for
a long-lived brand (albeit
a small one).

NABA member Pat-
rick Franco, an expert
on Northern California
breweries, says: “When it
comes to Anchor brew-
eriana, there is unfortu-
nately nothing to collect.
[The brand] didn’t even
have a ball knob. There

is very little advertising pre-
1975 from Anchor, with only
three tap handles and no light-
up signs, trays, or reverse glass.
They just made phenomenal
beer—my all-time favorite—but
not much advertising. They
were a true craft brewery for

100 years.”

Member Ken Harootunian is
also a long-time Anchor fan and
collector. “I've been drinking
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Anchor since 1980 and have been
an even bigger fan since moving
to San Francisco in 95,” he says.
“I loved the place so much I was
always looking for vintage, pre-
Fritz Anchor stuff. It’s impossible
to find, because they did very lit-
tle advertising and when they did,
they did short runs, because they
had very few regular accounts in
which to place the advertising.”
After stability, more change
In 2010, after 45 years at the
helm of Anchor, helping to steer a
craft beer revolution in America,
Fritz Maytag decided to retire.
After careful consideration, he
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Collection of Ken Harootunian

sold the fabled brewery, which
had become a treasured brand
known across the world, to San
Francisco businessmen Keith
Greggor and Tony Foglio, who

ran an investment firm called the
Griffin Group. Greggor and Foglio
knew a bit about how to turn an
obscure local brand into a famous
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giant: they were responsible for
growing Skyy Vodka and eventu-
ally selling it to Campari in 2007.
When they bought Anchor, Foglio
told the press that it was “some-
thing we want to build on for the
rest of our careers and pass on to
the next generation.”

But seven years later, in
August of 2017, the Griffin Group
announced it was selling Anchor
to Japan’s Sapporo Holdings Ltd.
That company is Japan’s oldest
brewery—the best-selling Asian
beer brand in the US—and al-
ready owns the Sleeman Brewery
in Canada among other interna-

tional holdings.

Greggor defended the
sale of this American
icon to a foreign com-
pany, telling the press,
“People bleed Anchor,
they’re passionate about
it... this is something
that Sapporo under-
stands and respects.”
But Anchor may be
forced into competing on
a bigger scale—never its
forte—as other multina-
tionals like Sapporo are

| buying up craft brewer-
ies, seeking growth.

Currently, Anchor’s
$33 million in sales rank
it as the 22nd largest
craft brewery. But the
figure is a tiny fraction of
the $4.9 billion dollars in
sales that Sapporo had
in 2016. Surely Sapporo
J/  will want to lift Anchor to

new sales volume.

In its storied history,

Anchor has outweighed
the calamities of an earthquake,
fires, Prohibition, bankruptcy,
ownership changes, and brewing
industry consolidation. Now, it
may once again have high seas
to navigate. But craft beer lovers
hope that, despite its new owner-
ship, Anchor stays firmly lodged
in the City by the Bay, where it
has survived since the time of the
Gold Rush.

Winter 2018



What is steam beer?

At its height before Prohibition, steam beer was brewed by more
than 25 different California brewers. There have been various expla-
nations for the use of the name “steam beer.” The most popular one
(probably because it comes from Anchor, steam beer’'s most famous
purveyor): West Coast brewers had to improvise their process for cool-
ing their boiling wort, because there was no mechanical way available
to do so. Their solution was to pump the hot stuff from the kettle into
large, shallow, open-topped bins arranged on the roof of the brewery.
There, the cool Pacific coast night air (which creates San Francisco’s
famous fog) provided a natural coolant, and as it did, created a cloud of
steaming vapor that streamed skyward. Once the hot wort had cooled
enough, the lager yeast was added for fermentation.

Another explanation for the name is that the carbon dioxide
pressure produced by the 19th-century steam-beer-making process
was very high, making it necessary to let off “steam” pressure—which
created a hissing sound—before dispensing the beer.

It is also possible that the name is derived from Dampfbier (trans-
lates literally as “steam beer”) a traditional German beer that also was
fermented at higher temperatures.

The steam beer style is like a hybrid of ale and lager because it is
fermented warm (like an ale) but uses bottom-fermenting lager yeast.
It typically produces a brew of medium amber color, with a moderately
malty flavor, accompanied by a hop bitterness. This is considered true
of Anchor’s version, as well.

Ironically, steam beer—both in America and as Dampfbier in

Germany—was viewed in earlier days as being cheap and low quality.

Not so with modern-day Anchor Steam Beer, which trademarked the
term in 1981 and has firmly established an identity for its brand as

a fine craft brew. Anchor Steam, however, does not claim any close
similarity between its present-day product and the pre-Prohibition
steam beer.

There were many northern California breweries that made a steam
beer before Prohibition, advertised by this oval tray (courtesy of
antiqueadvertisingexpert.com) and porcelain enamel sign.

On Oct. 31, 2017, I was working on my column
for this magazine. One of the new books I was
reviewing is titled, The Nation’s Capital Brewmas-
ter — Christian Heurich and his Brewery 1842-1956.
We like to include pictures of member’s breweriana
with the reviews, so I thought of my good and long-
time friend, Rayner Johnson, who was perhaps the
“king” of Heurich collectors (along with his passion
for Robert Portner, and National Bohemian breweri-
ana, and beer cans .

I immediately emailed him but did not get his
usual prompt reply. I figured he was at his favorite
local craft brewery, Fair Winds in Lorton (northern
Virginia) where he loved to spend time. He also
worked as their canning supervisor. Rayner loved
all things craft beer.

Regrettably, I would not hear from Rayner
again. The next day, his friends began to receive the
terrible news that Rayner
had collapsed at Fair
Winds after complain-
ing of a headache, which
developed into a devastat-
ing stroke. Sadly, he was
unable to recover once
taken to the hospital.

He peaceably passed at
the age of 75 on Novem-
ber 5th, leaving his wife
Kathy, sons Charlie and
Matthew, and countless
friends in the breweriana
hobby and Virginia craft
beer industry.

Rayner left a big
footprint in our hobby.

Photo courtesy Larry Handy

Remembering Rayner M. Johnson
by Larry Moter

He was the founder, heart, and soul of the renowned
Blue & Gray Show. The Blue & Gray is more than
just a breweriana show. It is an event that celebrates
not only breweriana and beer can collecting, but also
craft brewers and their beer, which, thanks to many
brewers’ friendship with Rayner, has always been in
bountiful supply at the Blue & Gray.

(Editor’s note: We are pleased to announce that,
through the support and efforts from various mem-
bers of all 4 major collecting organizations, the Blue &
Gray will be held in 2018. Please see the inside back
cover of this issue for details and mark your calen-
dars for February 14 - 18).

Ray was an elder statesman in the collecting
hobby and a welcoming ambassador to collectors
and craft beer enthusiasts alike, always generous
with his knowledge and humor. He was a contribu-
tor to “Virginia Craft Beer Magazine,” a current
member of the NABA Board of Directors, and a past
board member of the BCCA.

Like all his friends, I miss Rayner deeply. I like to
imagine him now,
in the eternal tap
room in the sky,
doing the same
types of things he
did here on Earth
with so many of
us. He generously
pours the beer,
holds court, and
shares his caring
way and gentle
humor, making
many friends
along the way.

Photo courtesy Larry Moter
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Officially Recognized NABA Chapters

Buckeye (NW OH, SE Ml)
Contact: John Huff, 7300 Crabb Rd,
Temperance, MI 48182; cadiac500@aol.com

Capital City Chapter

(Washington DC, MD, No. VA)

Contact: Jim Wolf, 9205 Fox Meadow La,
Easton, MD 21601; jwolf@goeaston.net

Chicagoland Breweriana Society
(Chicagoland)

Contact: Ray Capek, 3051 Ridgeland Ave,
Lisle, IL 60532; rbcapek@sbcglobal.net

Craft Brewery Collectibles Chapter
(At Large) website: cbcce.club
Contact: Dale Miller, cbcc.club@gmail.com

Gambrinus Chapter (Columbus, OH)
Contact: Doug Blegan, 985 Maebelle Way,
Westerville, OH 43081;
dblegen@msconsultants.com

Gateway (MO/IL St. Louis Metro Area)
Contact: Kevin Kious, 908 Daniel Drive,
Collinsville, IL 62234;
whoistheaileman@aol.com

Goebel Gang (South Bend, IN)
Contact: Leonard Wentland, 903
Greenview, South Bend, IN 46619

Great White North Brewerianists (Canada)
Contact: Phil Mandzuk; philman@mts.net

BREWERIAN
COLLECTOR

Hoosier Chapter (IN)
Contact: Mike Walbert, PO Box 6133, South
Bend, IN 46660; mikewalbert@att.net

IBC Chapter (Indiana)

Contact: John Ferguson, 3239 Five Points
Rd., Indianapolis, IN 46239;
fergkate@comcast.net

Just For Openers (Earth)
Contact: John Stanley, PO Box 51008,
Durham, NC 27717; jfo@mindspring.com

Miami Valley Chapter (Dayton, OH)
Contact: Bob Kates, 2474 Apricot Dr,
Beavercreek, OH 45431;
bkates@woh.rr.com

Mid-Michigan Chapter

Contact: Clayton Emery, 3900 N. Seeley Rd,
Manton, MI 49663
claytonemery32806@aol.com

Michigan’s Dog-Gone Good Chapter
(Frankenmuth, Ml & Detroit area)

Contact: Dave Alsgaard, 577 E Chippewa
River Rd, Midland, MI 48640; 989-631-7239;
dalsgaard@charter.net

Monarch Chapter (Chicagoland,
Northern IL)

Contact: Paul Cervenka, 630-379-1522,
cerpaul@aol.com

All advertising materials & inquiries should be directed to:
Lee Chichester

The Breweriana Collector

PO Box 878

Meadows of Dan, VA 24120

540-593-2011

falconer@swva.net

Magazine

CLASSIFIED ADVERTISING
NABA members may advertise up to six lines

(about 50 words) in the

Advertising Guidelines

North Star Chapter (MN, WI, Midwest)
Contact: Brent Kastler; 612-987-8771;
brent@illumineassociates.com

Packer Chapter

(WI & Adjacent States — A, IL, MI, MN)
Contact: Dan Hable; 18675 Ibsen Rd.;
Sparta, W1 54656; 608-269-1199;
dwhable@yahoo.com

Patrick Henry Chapter (Kalamazoo, M)
Contact: Joe Wilson, 3849 Forest Trail,
Allegan MI 49010; 269-355-2715;
upbeers@sbcglobal.net

Port of Potosi (SW WI, Eastern 1A, NW IL)
Contact: Larry Bowden, 960 Broadway,
Platteville, WI 53818; listorew@gmail.com

Queen City Chapter

(Cincinnati, So. OH, No. KY)

Contact: Dave Gausepohl, 8930 Evergreen
Dr, Florence, KY 41042-8713; 859-750-4795;
beerdave@fuse.net

Reisch Brew Crew (Central IL)

Contact: Greg Lenaghan, 2507 Huntington
Rd, Springfield, IL 62703;
g.lenaghan@comcast.net

Schultz & Dooley Chapter (New York State)

Contact: Bill Laraway, 627 Kenwood Ave,
Delmar, NY 12054; brew.coll@verizon.net

Three Rivers (Fort Wayne, IN)
Contact: Mike Newton
260-414-4746
clipperpale@hotmail.com

PAYMENT
US funds must accompany order.

Make check payable to NABA.

Buy-Sell-Trade area for $5.00 per issue. We are
unable to provide proof copies or tear sheets of
Classified ads.

DISPLAY ADVERTISING

Full page.......cccovoeeieiiieiie e $150
Half page ......cccccoeeeeeiieeieeceeeee $ 80
Quarter Page .....cccceeeveeeeiieeiiieeeieenns $ 40
Eighth page .......c.cccoeevveveeieeeeene $ 20
Business card (3.5 x2in.)..ccccceee..... $ 15

Place any classified or display ad for four con-
secutive issues and pay for three only. We
recommend that display advertisers supply
high-quality .pdf or .jpg versions sent via email.

With text and photos, however, we can compose.

Oversized or undersized ads will be changed to
correctly fit your paid space.

DEADLINES
Issue Materials Receipt Publish Date
Spring February 20 April
Summer May 1 June
Fall August 20 October
Winter November 20 January

Advertising is accepted only from members of
NABA. The Officers, Directors, and Editorial
Staff make no effort to investigate the value

or authenticity of any item offered for sale

or trade, or of the business reliability of the
persons placing advertisements. NABA and its
Officers and Directors disclaim responsibility for
inaccuracies that may occur in its publications,
as well as any liability for any transactions to
which it is not a party.
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WANTED: Latrobe, PA breweriana. Serious collector seeking
items from Loyalhanna Brewing Co. and Latrobe Brewing Co.
(Rolling Rock), Latrobe, PA. Also collect western PA memo-
rabilia: tap knobs, neons, signs, box lights. Call Jim Mickinak,
724-539-7941 or email 10easyst@comcast.net.

rv181

BUTTON SIGNS wanted. | am a serious collector of buttons
and have 125. | am looking for others in excellent condition. I'm
willing to buy or trade for excellent TOCs in equal trade. Please
send photos of any you have that are available and what you
want for them, to Barry Hunsberger, 7057 Queenscourt Ln.,
Macungie, PA, 18062; barryMGD@aol.com, or 610-216-7608.
rv181

WANTED: Breweriana Collector issue #99 with article on
Bartels Brewing Co. Also interested in any Syracuse NY
breweriana. Serious collector, especially interested in tin signs,
lithographs, reverse painted glass, etc. Contact George

Angeloro at 315-440-8212 or angeloro63@aol.com. rv181

WANTED: RADEKE BREWING, Kankakee, IL. All items, top
dollar paid. Call Walter Sanford and send picture to 815-954-9545

or walter@waltersanford.com rv184
WANTED: Berlin Brewing, Berlin, Wl items. Will pay
premium prices. Contact Tom Curran, 608-575-2276,
curran4dtom@gmail.com

rv184

MEMBERS-ONLY Sale!

Breweriana Collector special set of 50 issues: Only One Bundle

Available. Bundle includes 50 select past issues of NABA's pre-

mier BC magazine: don’t miss 1996 #93: Breweries of Kenosha;

1998 #102: Beer keg revenue stamps; 2001 #114: Fesenbeier of

WV; and many more. $75 postage paid. jfo@mindspring.com
NABA

BACK ISSUES of the BC for sale: Issues 93, 95, 97; 99 & 100;
102; 105 - 132; 135 - 139; 141 - 145; 147 - current. Issues are $3
each and ten for $25. Shipping is $2.50 for one issue and free for
3 or more. Make check payable to NABA and send to NABA, PO
Box 51008, Durham, NC 27717

NABA

APPLICATION FOR MEMBERSHIP

PHOTOCOPY, FILL OUT, AND MAIL TO: NABA, PO Box 51008, Durham, NC 27717

OR join online via our secure server, using a credit card or

PayPal: See NABABREW.COM and hit the “JOIN” button.

I wish to join NABA and payment is enclosed. Annual Membership dues are: US $35, Canada $40 (US); and overseas $50
(US); Family +$5. Please make your check or money order payable to NABA (please type or print legibly!).

Name Spouse
Address
City. State Zip plus 4

Phone (incl. area code)

Amt. Enclosed $

email address

Please check the areas of breweriana that you collect
including specific brands or cities, for i

Specific breweries, brands, cities

Sponsor,

. You may select a MAXIMUM of six different listings,
nclusion in the Membership Directory.

O All Breweriana U Clocks Q Lamps @ Neon Signs O Salt Shakers
O Ash Trays U Coasters 1 Leaded Windows O Openers O Show Promoter
Q Barrels U Corkscrews 4 Lithographs 0 Paper Items Q Signs

0 Books & Magazines U Crowns 1 Matches O Patches O Statues

1 Bottles 1 Dealer 1 Match Safes Q Photos Q Tap Knobs

O Brewery Equipment U Foam Scrapers 1 Medals O Pinbacks Q Thermometers
0 Calendars U Glasses 1 Menus/menusheets Q Pitchers Q Tip Trays

a Cans O History 3 Mini Beers O Playing Cards Q Tokens

Q Cases O Knives Q Mirrors O Postcards Qa Trays

a Chairs U Labels 0 Mugs & Steins O Reverse On Glass Q1 Watch Fobs

Be sure to fill out ALL the requested information.

This is used for the Membership Directory.

If you skip an item, you’ve limited the usefulness of your listing.

The Breweriana Collector

www.nababrew.com
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Date: February 11, 2018 & October 14, 2018

Name: Prison City Show

Contact: Bill “Willy" Novak  630-291-7943

Time: 9:00 AM to 2:00 PM

Where: Knights Of Columbus, 1813 East Cass St. (RT. 30), Joliet, IL 60439

Date: Feb 14 - 18, 2018

Name: Blue/Gray

Contact: Larry Handy 267-221-8300  ohhugo1@aol.com
Time: ??

Where: Washington Dulles Hilton Airport

Web: bluegrayshow.com

Date: Sat., Feb. 17, 2018

Name: Hamm'’s Collectibles

Contact: 7?7

Time: 9:00 AM to 3:00 PM

Where: Medina Entertainment Center, 500 Hwy 55, Medina, MN

Date: Saturday, March 3, 2018 & Saturday, Nov. 17, 2018

Name: Windy City

Contact: Ed Harker ¢ 773-244-2734

Time: 7:30 AM to 2:30 PM

Where: American Legion Post 76, 570 S. Gary Ave, Carol Stream, IL 60188

Date: March 10, 2018

Name: The Buckeye Chapter Show

Contact: John Huff, 419-367-9713

Time: 9AM-2PM

Where: UAW Hall, 5411 Jackman Rd, Toledo, OH

Date: Sunday, March 11, 2018 & Sunday, October (21st or 28th) 2018
Name: Brew City Advertising Show

Contact: Jim Welytok * 262-366-1314

Time: 10AM to 2PM

Where: American Serb Hall, 5101 W. Oklahoma Ave, Milwaukee, W1 53219

Date: Sunday, April 8, 2018 & Sunday, October 7, 2018

Name: Westmont Stroh’s

Contact: Ray Capek * 630-778-1482

Time: 9:00 AM to 2:00 PM

Where: V.F.W. Post # 9284, 400 E. Devon Ave, Elk Grove Village, IL 60007

Date: Sunday, April 22, 2018 & Sunday, November 4, 2018

Name: Chicagoland Breweriana Society

Contact: John Warnik « 708-764-2337

Time: 9:00 AM to 2:00 PM

Where: V.F.W. Post # 9284, 400 E. Devon Ave, Elk Grove Village, IL 60007

Date: May 5, 2018

Name: Old Style Beer Show

Contact: Bill “Willy” Novak * 630-291-7943

Time: 9:00 AM to 2:00 PM

Where: Omni Center, 255 Riders Rd, Onalaska (Lacrosse) WI

Date: Sat., June 23, 2018

Name: Windy City Picnic/Trade

Contact: Ed Harker « 773-244-2734

Time: 7?7

Where: Busse Woods Forest Preserve, Elk Grove Village, IL

Date: July 29, 2018

Name: Prison City Picnic

Contact: Bill “Willy” Novak * 630-291-7943

Time: ??

Where: Belmont Athletic Club, 650 Highland Park, Joliet, IL 60439

Date: Sunday, September 16, 2018

Name: Monarch Fall Fest

Contact: Paul Cervenka « 630-379-1522

Time: 9AM to 2 PM

Where: American Legion Post 76, 570 S. Gary Ave, Carol Stream IL 60188

NABA'S
47th Convention

August 1 - August 4, 2018
Madison, Wiscongin
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FOUNDER’S
AWARD

Given for distinguished
service and
contributions to NABA
and to the
Breweriana Hobby

2012 Bob Kay
2014 George Baley
2015  James Kaiser
2017  Helen Haydock
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ABA-ABA UNITE!

Washmg’[un Dulles Hlltun Alrport -
13869 Park Center Rd, Herndon, VA.

FEB . 14-18TH 2018

2+ floors<180+ roomseHospitality rooms-Back Bar display
Easy in and out-set up once and you're done!

Pre-registration deadline - February 1st, 2018

Pre-registered attendees $30 entry for the entire show which included the
hospitality rooms, pizza, coffee and donuts, soda and snacks.

Pre-registered family member/guest-$10.00 which includes all above.
Walk-ins and Guests: $15.00 per day at door or $35 for the entire show.

Registration form available at http://bluegrayshow.com
Show Goordinator Larry Handy-267-221-8300 ohhugoi@aol.com



LOOKING TO

(HIN OUT

YOUR COLLECTION?
PAYING TOP DOLLAR

----------------------------------------

Especially ltems Showing
Product & Factory Scenes

PLEASE SEND PHOTOS WITH PRICES

ALL CORRESPONDENCE WILL
BE ANSWERED

* SCOTT ROSENMAN *
PRIVATE COLLECTOR
& PART-TIME DEALER

443-756-3222 CELL Ta - INED'
VISIONS@VISIONSM.COM P A
1300 YORK ROAD, SUITE 320 b b B @ r
BUILDING A a Stsfd_e
LUTHERVILLE, MD 21093
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