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PRESIDENT'S PAGE

One of the pleasures of being a “roadie” is that I can get around and sample the wares of various brewpubs.
Recently I tried the house brews of a pub new to me, in small tasting glasses, as I did have to get back to a
customer in the afternoon. I was, quite frankly, disappointed. After a stimulating start, all of the beers and ales
faded and left no “memory™ at all. They promised alot, but delivered little, and left no particular desire for more.

I spoke with the owner, who, like many others in the Brewpub trade, has had to make allowances for the
tastes and habits of his patrons. He said that he brewed “for the initial aroma and taste when the nose and lips
first encounter the brew.” I guess he was saying that his customers want something that SEEMS different, but
is really close to what they usually consume.

From the experience I read an analogy into the collecting of Breweriana and to some of its organizations
and publications. New collectors, like new groups and publications, tend to come on BIG TIME, going for flash
and splash. NABA too tries to “brew” our offerings for the long run, with a distinctive and memorable “middle”
and a finish that lasts well and pleases the taste enough to create a desire for more; and for different, but kindred
experiences as well, I guess that at times, NABA succeeds no better than the above brewpub. I wasn't satisfied
in what I'look for in brew; a one-year only member of NABA evidently doesn't find what he or she wanted either.

As important as the effort to make NABA GROW is to all of us, a major effort to KEEP the new recruits
is of equal significance. How does a traditionally Pre-Prohibition centered organization go about either
modifying its alleged stuffiness, or opening its scope of interest to be more open to new ideas, newer collecting
trends? I'd guess that YOU are the key to answering this question. As NABA was changing and growing when
I joined (we can even admit in public to collecting cans now!), so it can continue to do so with and for you.

What I'm suggesting, nay, URGING is to involve yourselfin one of NABA's activities. Write an article for
the BC on your specialty, or favorite brewery. Help host the Hospitality at the Indy Ad Shows, get involved in
HELPING with one of the Chapters. Do something that will involve you in the hobby beyond just sending in
your dues once a year. Don't be like the promise of the Brewpubs' beer . . . all smoke and no fire! Many of us
are ignorant of what you know about your part of Breweriana collecting. Show off a bit! There are few things
more stimulating to a collector than “bragging rights.” If you stay in your closet, who's to know what you have,
what you know?

How, by the way, did you like the new graphics in the last BC? Isn't this one even better? THAT'S part of
what I mean by a conscious effort to make NABA like a truly memorable brew . . . exciting, finely crafted, and
leaving one anxious for more!

PROSIT!
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Jromt Your Fidvitor

The use of the female form to attract a man's attention has a long history. Dr. Sam Sachs, Director of
Detroit's Institute of Arts, commenting on the many nudes used as subject in the fine arts, found a fuzzy line
“where adoration ends and exploitation begins.” We have kept away from this topic previously, but decided to
take a decorous look at women in advertising.

Women had to compete with cute children before prohibition as a subject to be noticed. Young boys were
shown lugging a full case up porch stairs and even with a keg on their shoulder. Today nobody in his or her right
mind would pose a kid with a case of beer, or as Stroh once did, have a seated boy pour a bottle of Brown Stout
into a mug, his face full of anticipation. Women who advertised beer could show form but little skin, unless they
were depicted as angels or mermaids. This made little wings quite popular. Even so, it was all done in good taste;
angels never looked seductive. Mermaids were another kettle of fish.

The code for women being fully dressed led to great artistic skill in depicting attractive faces and
challenging, often very provocative looks. This is now a lost art. The five models which made up Old
Milwaukee's Swedish Bikini Team show seemingly computer-generated smiles. By contrast, the commercial
artists working with clothed women had to pose them creatively and show animation and allure in their faces.

Caution and good taste diminished during the last twenty years in all advertising. Brewers ended up
competing for the young adult market with posters showing decreasing restraint. I remember a wet T-shirt poster
by Pearl, and once-conservative Stroh also felt the need to be competitive.

It is all very tame by comparison with some ads in fashion or fashionable magazines, where the setting has
been pushed into the overtly erotic. But beer ads are meant to sell beer or at least to get the onlooker to think
of beer, and not to cause a stir on the Avenue or be noticed at the agency. A moderate amount of skin goes a
long way when the object is malt and hops, a cool delicious liquid in front of you, and the camaraderie of friends.

We are continuing to publish histories of breweries from various regions. Mike Hajicek from Hutchinson,
Minnesota has researched the Glencoe Brewing Company and provided fine photographs from his collection.
Probably only Minnesota collectors will get involved, but it is interesting to learn how breweries got their start,
how they grew, competed, and ended, and what they left for us to find.

Dave Gausepohl in Kentucky and Charlie Jeske in Illinois will write a column on microbreweries and
brewpubs, to alert us to new opportunities to sample beverages and acquire items. Their column will debut with
the spring issue. Please mail new developments in your area to Dave at 3488 Ridgewood Drive, Erlanger KY
41018. I'will pass on items from THE CANNIKIN (Alabama) and FOAMING AT THE MOUTH (New York)

directly to him.

/2%

Peter Blum
Editor




BOB KAY'S LABEL PAGES

Detroit “Short Timers”

etroit proved to be a very strategic location

for beer traffic during the heyday of the

bootleggers. With the fed's ever-tightening
noose on the illegal breweries in the U.S. and prohi-
bition already repealed in Canada, it suddenly be-
came popular for both Canadian and U.S. brewers to
set up shop across the river in Canada. Of course the
beer wasn't intended for the Canadian market, as
much higher prices were paid by U.S. bootleggers.
Many are the stories of Canadian “border beer” being
smuggled into the hands of the local mob, the Purple
Gang. Two pictures set the mood and show events as
prohibition was in full swing. These were the hard
depression years but somehow the bootleggers
seemed quite prosperous. Thus, when prohibi-
tion finally ended, many wanted to join this road
to riches.

Unfortunately starting up a brewery not only
required know-how but a great deal of money. Scores
of would-be brewers tried but failed to reach even
start-up. This story is about Detroit breweries which
opened but didn't endure. Thus the title Detroit “Short
Timers.”

Right: Bootleggers load beer and whiskey on the Canadian side
Jor the quick run to the wet-American shore.

Times were tough and little was spent on discre-
tionary things like advertising. Thus, collectors trea-
sure just about anything they can get from “Short
Timers.” These labels are some of the few survivors
froma very unusual period of brewery history and tell
an interesting story.

Ecorse, part of the down-river Detroit area, was
the location of a little known brewery called the W.S.
Bache Co., 1935-36. W.S. Bache was listed as the
President, Manager Bottling Dept. and Brewmaster.
Their only brand was Bache's Stratford Stout. This
was an especially elusive brewery with very few
tracks.

The Cadillac Brewing Co., 1934-36, operated
in the pre-pro Union Brewing Co. facility. It ap-
peared to be under capitalized at $150,000 with a
capacity of 75,000 barrels. It was succeeded by the
post-pro Union Brewing Company, 1936-37. Brands
echoed the company names; Cadillac Beer and Union
Beer. Cadillac and Union! Those should have been
popular beers' names in Detroit. Unfortunately they
didn't last.

Left: In full flight from the Coast Guard, a rumrunner dumps the
evidence.




Continued

The C & K Brewing Co., 60,000 barrel
capacity, was in the Hamtramck area of Detroit. It
operated from 1933-35 then was followed by the
Wagner Brewing Co., 1935-37. Labels included
C&K Gold Label Lager Beer, C&K Bock Beer,
Hofburger Beer, Wagner's Lager Beer, and
Nottingham Ale. Some really great labels, but for
such a short time.

The Old Holland Brewing Co. operated from
1935-39. Labels included Old Holland Bohemian
Beer, Old Holland Draft Beer (% gal), Empire
Crown Ale, Empire Half & Half, etc. Another
brewery long gone with very few mementos to
savor.

The Pros't Brewing Co., 1933-36, was fairly
small at 60,000 barrels. It was succeeded by the
Voigt-Prost Brewing Co., 1936-38. The Voigt
name was well known in Detroit Brewery circles
prior to prohibition. Brands included Pros't Lager
Beer, Prost Bock Beer, Voigt's Prost Beer, Voigt's
Double Prost, St. Clair Ale and Voigt's Esquire Ale.
Sadly now they are called “Short Time™!

The Regal Brewing Co. was in business from
1935-37. Upon closing it became Plant 2 for the
Ekhardt & Becker Brewing Co. Labels included
Regal XXX Ale, Regal Beer, Regal Bock Beer,
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Royal Special Lager and Old Style Lager Beer. 1
wonder what G. Heileman had to say about that?
Maybe if they had spelled Regal backwards?

The Von Brewing Co., 1933-35, capacity
120,000 barrels was succeeded by the Kraft (Kraftig)
Brewing Co. from 1935-37. Labels included Von
Beer and Kraftig Bohemian Beer. Both breweries
were fairly inconspicuous and left little behind to tell
their story.

The Wayne Products and Brewing Co. oper-
ated from 1933-1936; the Wayne Brewing Co. from
1936-37. Labels included Wayne Alt Pilsner Beer,
Wayne Champagne Beer, Bishop's Ale, and 'Night
Life Beer — served only in the best restaurants and
niteries.'

Till next time!

Tl

Bob Kay

Aside from his interest in Breweriana, Bob Kay
has an extensive collection of beer labels. Every
June and December he puts out a catalog titled Beer
Labels which consists of a beer label auction and
the Collector's Corner with news and tips about
label collecting.
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he end of August was also the conclusion of
Lynn Geyer's Advertising Auction 15. The
94 page catalog featured 1122 lots. Some

great pieces of Breweriana have changed hands in the
past eleven years.

Some of the items and their prices were: a Pabst
Brewing Co. beautiful 22' x 38' self-framed tin sign
copyrightedin 1903 which realized $400. AnIndianapolis
Brewing Co. framed litho of a girl in a pink/white gown
brought $484 on a bid which was lowered to 10%
above the next highest. A pre-pro Hoster tin sign went
to a bidder from Hawaii for $285. A lovely Hinkel
Brewing Co. framed die cut brought $528. A Miller
curved convex reverse on glass sign set in a wooden
base brought $292. An Old Mission pre-pro tray from
San Diego brought $275.
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GEYER'S AUCTION RESULTS

Brewing

MILWAUKEE, wis,

A very exciting group of 100 different labels that
were put out by the Koppitz Brewing Co. during
WWII for their Victory Beer, in unused condition
went to a lucky bidder at $825. A set of Hamm's Red
Wing pottery went to a Hamm's collector for $575.
Some of the mugs and steins, of which approx. 300
were A/B and their prices: Budweiser CS-18 $420,
CS-6 $595, CS-10 $528, lot of four CS-95 (without
rack) $143. Some of the nice pre-pro mugs included
a Stroh's salt glaze that sold for $365, McAvoy's
clear glass stein with pewter inlaid lid for $193,
Walter's Pueblo Beer mug for $160. Also included in
the Auction were glasses, both etched, embossed and
with label under glass.

= —

$292

$220

|
¥
5

i

. W -

Information on the upcoming April Auction as well as back issue information (great price guides) can be
obtained by writing Lynn Geyer, 300 Trail Ridge, Silver City, NM 88061 (505/538-2341).
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MONARCH CHAPTER'S FALLFEST
MARKS FULL DECADE

ctober 24-25, 1992, marked the date of
@ Monarchs' 10thannual Fallfest Show, which

for eight years has been held at the Quality
Hotel in Palatine, Illinois at the Junctions of U S. 14
and I1l. 53. The show was sold out as it has been since
its very first year, which tells a lot about the popular-
ity of the Monarch Chapter's show with dealers and
collectors.

On Friday afternoon and night there was room to
room trading with more than 50 rooms usually open.
There were even some traders as early as Wednesday
showing a growing interest in making it a longer show.

Some rooms featured dealers who, despite being
unable to get a table for the show, still wanted to be
a part of Monarch's Fallfest.

At seven o'clock Saturday night our very infor-
mal fund auction took place and without any of our
regular auctioneers, Chapter Prez, Paul Zagielski
tried his hand (mouth) at being an auctioneer for the
first time and the auction came off without any
problems.

Our dates for the 11th Annual Monarch Fallfest
are October 30-31, 1993 at the same Quality Hotel in
Palatine. We hope to see all of you there!
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Above: Ken Kositzke from Appleton, W1 is talking with Stan Sliwa while Stan Loula (center with glasses) is checking his wares. Seated
in the center is Chicago area member Rich Klabaca. One always finds something at the Monarch Fallfest, and the fellowship is great.




—150 YEARS OF F & M SCHAEFER ————
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assive duotone commemorating Schaefer's 50th Anniversary contains everything but the brewmaster's sink,

including a small sketch of the 1842 brewery when people were still alive who worked there. Several
elements were incorporated in a color lithograph copyrighted in 1893 (see page 14). Photographs below

show a pre-prohibition tray advertising the main Schaefer brand, Wiener Beer (Wien is German for Vienna), and a
prohibition wood case.
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F & M SCHAEFER:
RUDY J. SCHAEFER, JR.

Left: Schaefer, always immaculately attired, took charge of
brewery marketing after repeal, and through his personal
commitment saw Schaefer beer become a regional favorite.

Bock was brought back in the middle 30's.

Right: The youngest and oldest brewery presidents pose together at
Schaefer's centennial in 1942. Rudy Schaefer, 34, looks down on the
partially seated Christian Heurich of the Washington, D.C. brewery,
whowas also 100years old and still very much in charge. Heurich has
now been revived as a microbrewery by his grandson, Gary.

Below: Rudy Schaefer took his sons into the business. RudolpfJ. III
became president, and William ran the Albany plant. With the brewery
at five million barrels and growing, he brought in professional
management, but the people chosen were not a good fit. Rudy, aworld
class sailor as a younger man and an avid stein collector, retired
December 31, 1969. He left the Brooklyn Brewery for the last time on
his yacht, America, the modern replica of the famous first cup winner.
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F & MSCHAEFER: ALBANY

Aerial photo of Beverwyck Brewery in Albany was taken in 1951, following purchase by Schaefer the
previous year. The old clock tower inthe center was razed and the plant expanded in 1975. Sales, however, failed
to support both the Albany and the new brewery near Allentown. Famous ten foot statue of King Gambrinus,
a part of Beverwyck since 1878, was moved to the new Lehigh Valley plant in 1974,
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—— SCHAEFER'S ALBANY PLANT, 1970 =——
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Above: Purchasedat the Juliaauction, this 22 x 33" lithographwas copyrightedin 1893 andprinted by Trautmann,
Bailey and Blampey of New York. The print owned by Schaefer was not located at the time of acquisition. It is shown
here prior to restoration.
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ITEMS OF INTEREST

SCHLITZ PIECES FROM THE
ROI DAVIS COLLECTION

Tin collector Roi Davis of Denver provided excel-
lent photographs of outstanding pieces from his collec-
tion, because he saw a photo of the Schlitz plaque shown
at left mounted on a billboard (vol. 77, p. 21).

Motoring in the teens had its hazards but may
have offered social opportunities in strange places.

A R . L S e e = v e = =

“The Maid's Dilemma” (above) is a self-framed
tin which was reproduced with a plastic frame. This
piece was missing at the time of acquisition by Stroh.
It was purchased later from a former Schlitz execu-
tive who told a story of a brash new V-P ordering a
storeroom full of old advertising to be emptied for an

lif office. Former owner salvaged it from curb, ready to
% ’ ‘ be hauled away. He was evidently too late to save the
The BEER X f woman sitting on a globe. A copy is known to have

That Made Milwaukee Famous been at Schlitz. Bob Uihlein was said to have been
. furious when he heard of brewery's heritage being
—— . discarded.
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Below: Page from a 1903 calender in the Oldenberg collection
shows little but implies everything. Loosely knotted rope belt was
a clever touch.

Below Right: Old Milwaukee's Swedish Bikini Team was meant to
be a spoofon the “'skin" genre of advertising, but it was not funny
to feminists. The ads were well accepted by the target group and
became part of popular culture. Then the ground rules changed.

STROHS

Bornen
BEER

n M

THE USE OF WOMEN

Left: One of Roi Davis'great pieces shows what can be done with
Just a pair of smiling eves. Not an inexpensive date, judging by
herhat and dress, butwhat man could walk away froma ladywho
can flirt and drink beer at the same time.

Below: With more skin than scales, two mermaids employed by
the J. & M. Haffen Brewing Co. try to drum up some Navy
business. From The Beer Poster Book by Will Anderson.
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IN BEER ADVERTISING

Above: A pretty face, a nice smile and a bouquet add up to the nicest Stroh poster showing a woman. Unfortunately she was asked to
pull down her cut-offs, thus cheapening a great pose.

17



JULIA AUCTION

The auction of the contents of “The Beer
Museum, The World of Beer Memorabilia™ of
Bamesville, PA by James D. Julia, Inc., Oct. 31

B T T
. D TEVENSON | andNov. 1 was themajor breweriana saleevent of
" ‘ Av ID Brewme Co. | | theyear. Conditionwasa problemwithquitea few

———

3 ¥ ‘,‘: items. Pennsylvania was well represented, and
\ - | specialists in that region bid fiercely for rarities.
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$6,500 $2,050
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JULIA AUCTION

Above: Thetopprice for abrewery piecewas 36,750 (with 10% premium, $7425) for this impressive 55"x42"chalk in nearmint condition,
one of three known.

LAST ISSUE MIX-UP

Will the real Susan Chapin please
sit down?

Onpage8 of the last issue we showed
agroup of ladies having a good time
at the ECBA convention. The cheer-
JSulwoman at right is, of course, not
Sue Chapin but Judy Jay. The real
Susan Chapin is shown with her
husband and former NABA presi-
dent, Bob. Sorry about the mix-up.
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Blencoe Brefoing Co.

Selected items from Bob Hajicek's
collection include (clockwise from top
left) an oval stock tray listing both

DR I NK lager and export, an etched glass,

eighth barrel, postcard, arare, vitrolite

‘ N (l[ S AM corner sign, wooden case, the New
Style labeland a cardboard sign. Noth-
ing from Glencoe comes casy.
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Blencoe Breming Co.

A History by Robert Hajicek

lencoe, Minnesota is located about 40 miles

qg west and southwest of Minneapolis, with a
population of about 5,000. On a knoll about

one-half mile south of the Glencoe Courthouse stands
the brewery, a local landmark first built in 1877 by
Edward Lemmel (Lammel). The brewery was originally
a small wood framed structure. A newspaper advertise-
ment from 1894 lists anew brand of beer called EXTRA
CHRISTMAS BEER, being placed on the market for
the first time. An 1895 article reads, “Ed. Lemmel has
stored away 1,100 tons of ice for the use of his brewery
during the summer months. This goes to prove that he
does not expect much of a decline in the sale of that
beverage for the year 1896 (1). In February Mr.
Lemmel may have been looking forward to 1896, but the
summer months must have convinced him otherwise,
because in September he sold the Glencoe brewery to
Peter Eickmann (Eickman)fora consideration of $9,000.

Peter Eickmann had some prior history as a
successful businessman in Glencoe. He owned a
cigar factory and manufacturing interests until he
disposed of them in June 1895. An 1899 Sanborn
map of the brewery property shows no malt kiln;

barley was not malted on premises. Indeed, the
brewery was small and had only a mash tub and
kettle, with a brew house 90 x 70 feet and a brick cold
storage house 80 x 45 feet. In February 1901 the
brewery became the property of a corporation with
Peter Eickmann as president and Frank Eickmann as
secretary. The name of the corporation was the
Glencoe Brewing Company, with a capital stock of
forty thousand dollars.

Thebrewery building underwent amajor expansion
during the spring of 1901. A new brick structure 175 x
120 feet was attached to the cold storage house and the
capacity of the brewery was enlarged. The new three
story structure was built withred brick and Kasota stone
for the door and window sills. All ceilings of the brew,
maltand wash houses, except on the iop floor were brick
arched. The old framed structure was converted into a
bottling house and ice house. A 1901 article reported,
“Frank Eickmann was in Chicago last week purchasing
a brewing outfit for the new building” (2). The property
consisted of the brewery site, a residence, and 28 acres
of land with a spring-fed pond nearby. The ice was cut
from this pond.

Robert Hajicek has been a member of N.A.B.A. since 1987, and has attended five national conventions.
He collects Grain Belt beer advertising and items from breweries in Hutchinson, Minnesota. Robert holds

a master of science degree in mechanical engineering.




(Continued)

In October 1901, “Fritz Mosiman moved with his
family to a house near the brewery and will do the
cooking for the men employed by the Glencoe Brewing
Company” (3). “Four horse-drawn beer wagons were
kept busy coming and going every day, delivering
bottled beer to establishments in the area. There was a
bedroom in the brewery for the wagon drivers so they
could sleep after returning from neighboring towns.
They got up early and got home late and didn't get much
slecp sometimes™ (4).

The Glencoe Brewing Company did not have a
monopoly in the city. Other brewerics had depots. The
1899 Sanborn map shows the G. Heileman Brewing Co.
and Minneapolis Brewing Co. depots on the same block
in downtown Glencoe. In 1902, “J.B. Mayer concluded
the sale of his saloon building to the Hamm Brewing
Company for the consideration of $4,000” (5).

In July 1993, Peter Eickmann employed a man by
the name of Fred W. Jumer as bookkeeper. This is not
the first time these two men had met. When Fred Jumer
was 13 years of age, he began to leamn the cigar trade in
Glencoe under Peter Eickmann. His parents were na-
tivesof Bavaria, whosettled inMcLeod Countyin 1868;
Fred was bom there on October 8, 1871. His schooling
was limited, and from the age of 12 he was required to
carn his own living. After working in the cigar trade for
a few years with Eickmann, Jumer attended business
college in St. Paul. He then wentto Arlington, Minnesota
where he owned and operated a cigar factory with
partner Theodore Schlegel.

About five years later Jumer bought out his partner
and conducted the business alone, also writing insurance
andholding the office of village recorder. Afteranumber
of years Fred Jumer sold his interests in Arlington and
went to Ward County, North Dakota, where he pur-
chased a homestead in 1901. In 1903 he moved back to
Glencoe and later traded his North Dakota farm to Peter
Eickmann for brewery stock.

Fred Jumer “was a hard-working man, shrewd and
knowledgeable in the ways of business. More than
anything, he was ambitious™ (4). In 1904 Jumer was

@Blencoe Brefwing Co.

Above: Stock “Old Friends" set inwood grain, lithographed on
tin over cardboard, with Glencoe text. Hajicek collection.

appointed assistant secretary and in the fall of 1905 he
became secretary of the brewery. In this position he
continued until November of 1906 when he and his
brother Max purchased the stock in the Glencoe Brew-
ing Company from Peter Eickmann. Fred Jumer was
named president of the company. The stockholders inthe
brewery at this time were William Harpel, Sr_; John and
Max Jumer; Henry Eickmann; Clem Seifert and Jacob
Herman. “One of the first things he (Fred Jumer) did was
to hire a man named Jacob Herman, a master brewer
educated in Germany. There was another man doing the
brewing but sometimes the beer was sour™ (4). Accord-
ing to the newspaper, there were two brewers at the
Brewery before Jumer took over. They were Jim
Glumboski and Frank Eickmann, who in December of
1906 went “to Fort Wayne, Indiana where he accepted
a position as brewer with the Birkhover Brewing Co.” (6).
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Anarticle fromHistory of McLeod County summa-

rized Fred Jumer's success with the Glencoe Brewing
Company. “Under his management and clean, system-
atic business policy, the company's business was in-
creased from 4,500 barrels in 1906 to 13,000 barrels in
1915. Many improvements also were made, the cellar
capacity of the brewery being increased by the installa-
tion of a new and larger cooperage; the old brew kettle
holding only 50 barrels was replaced by anew 135 barrel
brew kettle, other improvements including new air
compressors, engines, pumps, a complete new elevator
and conveying system, malt cleaning and polishing
machines, new stecping tanks and malting floors. The
bottling department was increased in capacity by install-
ing new and larger steaming and soaking tanks and
adding one of the latest improved labeling machines™
(7). The volume of beer produced in 1910 is listed as
6.400barrels ofkeg beerand 4,000 cases of bottled beer.
(8) Inlate December of 1906, Fred Jumer advertised for
sale a well-established ice business including a large ice
storage house indicating the installation of mechanical
refrigeration. The 1899 Sanborn map shows an ice
house about 150 feet southwest of the brewery.

On Friday, September 6, 1907 at four o'clock inthe
afternoon, one of the most disastrous fires at that time in
the history of Glencoe occurred when the Glencoe
Brewing Company was gutted. “The substantial main
building crected in 1901 at a cost of $50,000 is practi-
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Left: Glencoe Brewery 1992;
west-facing side.

cally in ruins. Only the walls are left standing, together
with a heap of debris and twisted steel and iron to mark
the site of this once imposing structure. When the fire
was discovered by the employees in the building, the
cupolaand the third floor were a seething mass of flames.
In spite of the desperate efforts which were made by the
fire department and citizens the building was gutted,
except that the coolers, kettle and mash tub were saved
by a steady stream payed upon it from the chemical
engine of the fire department. Fortunately, all the walls
are intact, except that on the west which was badly
bulged and cracked by the intense heat and will have to
be razed and rebuilt” (9). “The total loss to the brewery
is $13,000 in round figures. The insurance received
exceeded $7,000” (10).

The Glencoe Brewing Company continued on with
its business. Rebuilding of the brewery commenced
immediately. Enough Uncle Sam lager was on hand in
the stock houseto supply customers for three weeks. The
brewery was reconstructed and put in the same substan-
tial condition as it was prior to the fire.

Fred Jumeradvertised heavily in the Glencoe news-
paper and relied on customer support fora local product.
Oneadvertisement from 1907 reads, “‘Don'tdrink bottled
beer shipped in when your home product is better —
Glencoe Brewing Co.” (9). The brewery also bottled
Bock beer at this time. It is believed that Jumer first
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(Continued)

introduced Uncle Sam New Style Lager, as the 1907
newspaper ads list the name, and then changed to just
Uncle Sam Beer (see label pictures).

The brewery continued until prohibition legislation
ended production in 1918. Fred Jumer continued as an
entrepreneur by accepting the position of president of the
newly formed Peoples State Bank in June of 1918. The
brewery building wasunoccupied from 1918 until 1922,
when Fred Jumer started a poultry processing plant in
the building, known as the Jumer Products Co., and
continueduntil 1926, at whichtimehe retired. Mr. Jumer
died May 19, 1944. The brewery site was used asamink
farm from about 1934 until late 1950's. The current
owner is using part of the brewery for apartments.

Blencoe Brefwing Co.
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WHAT'S

Last year's cool summer did not help beer sales at
all; it was an uphill struggle for most brewers.
Evidence of confrontation and bad news is not hard to
find.

Coors, which has developed a “we can do it by
ourselves” corporate culture over generations of geo-
graphic isolation, still occasionally marches to its
own drummer when competition becomes a burden.
Long ago the Feds decided that brewers should not
use the alcohol content on a label, to avoid one-
upmanship and escalation. If a change is deemed
good for brewers, it would be best to let the industry
speak in unison. But unity in a very competitive
period is an ideal and not always obtainable. Coors
wants to list alcohol content and won a suit against the
BATF (Bureau of Alcohol, Tobacco and Firearm of
the Justice Dept.) on the grounds that their commer-
cial free speech rights were violated. The BATF may
appeal. On another subject, Coors is going ahead
with Zima Clearmalt. This type of non-beer has been
tried anumber of times in recent decades, always fruit
flavored and colored. Perhaps the time for a “white”
low-alcoholic beverage has come.

Competition is also behind layoffs of some 340
salaried employees nationwide at Miller, as produc-
tion is being reassigned between plants in the face of
an estimated 3.5 — 4.% decline in shipments in 1992.
According to Miller's Chairman, Warren Dunn, as
quoted in The Milwaukeee Journal, this was the final
phase of trimming the salaried work force of 3,500 by
10%. On the positive side, Miller hired 48-year old
marketing expert John MacDonough from Anheuser-
Busch to be the new President and Chief Operating
Officer. And in a move with major international

BREWING

implications, Miller acquired a 20% stake in Molson
Breweries for $273 million. The deal will permit
Miller to distribute all Molson brands, including
Foster's.

New York City, where things often get done in
complex and mysterious ways, is the scene of a
controversy between independent distributors and
Anheuser-Busch. An independent distributor would
be out of line anywhere else; he has no assigned
territory and buys and sells wherever he can. The
independents, many now minority owned, are wor-
ried that a $1 rebate policy by A-B to their distribu-
tors may drive them out of business.

What good news there is, has been provided
mostly by the micros and brewpubs. More are able to
develop sales to their break-even point and are look-
ing forward to actually making a little money. The
products are definitely getting better and the brewers
are becoming technically more secure. And at a time
when the industry is under social pressure, small
brewers are providing a badly needed dose of good
old American personal enterprise and product.

Last November I had the opportunity to attend
the graduation of the ten-week Siebel course in
brewing,. In addition to brewers from the U.S., Latin
America and Asia, there were a number of actual or
future microbrewers. Two graduates knew about
NABA: our banquet speaker of the 1979 convention
in Detroit, at that time 18 year old John Stroh III, and
“K.C.” Lichtendahl, fresh out of Princeton last sum-
mer, who was one of our tour guides at Schoenling.
It was nice to see that some management traditions
are still being observed.  PHB

25



BOOK REVIEW

Jerry Apps, Breweries of Wisconsin (University of Wisconsin Press),

114 N. Murray Street, Madison, WI 53715). 252 pages.

$19.95 Paper, $29.95 Hard Cover.

Jerry Apps, Professor of Adult and Continuing
Education at the University of Wisconsin — Madison,
has produced this volume as a companion to earlier
books on barns and mills of Wisconsin. Inevitably,
the book gives the impression that the author is not a
specialist in brewing or its history, but it is a work of
considerable interest, nonetheless.

The book begins with a generally orthodox his-
tory of brewing, notable only for estimating the origin
at 7000 B.C., agood thousand years earlier than most
authors are willing to push it. He also states that beer
antedates wine, which is difficult to support. Some of
his current judgments also show a lack of profession-
alism, such as stating that light beer is cheaper to
produce than standard, and has only about a third the
calories.

Apps is on firmer ground when he turns to the
history of brewing in Wisconsin. He treats the devel-
opment of the industry as integral with the huge
German immigration beginning in the 1840's, and
accounts for the concentration of large brewers in
Milwaukee. He devotes a chapter to the rise of the
temperance movement and another to Prohibition.
Wisconsin, toits discredit, was one of the 36 states to
ratify the Prohibition amendment, but as might be
expected, voted early and enthusiastically for Repeal.
Apps has some interesting quotations from old brew-
ers on how their firms survived Prohibition. He has a
chapter on barrels with some similarly valuable
quotations from old coopers on their remarkable
craft.

Beginning with Chapter 10, Apps treats the
Wisconsin brewers individually, beginning with the
late, lamented Blatz and Schlitz, proceeding through
Pabst and Miller — for whom he apparently has a
high opinion — to the smaller brewers in the state.
The quality of these varies, from a perceptive account
ofthe decline and fall of Schlitzto generally uncritical
treatments of the surviving firms. He does not men-
tion Heileman's disastrous performance after its take-
over by the Australian Bond group, and he gives no
inkling of Point's decline in output in recent years.
The book closes with appendices on surviving brew-
ery buildings, brewers that left the industry after
1950, some recipes for home-brewing, and a listing,
which does not purport to be complete, of Wisconsin
breweries from 1835 to 1985. The appendices are
valuable as references, and for beer-touring in search
of old buildings. For the appendix on brewers that
failed since 1950 Apps interviewed several officials
of the old firms, producing quite a few interesting
quotations on the reasons why they believed their
firms failed. If one takes the industry as a whole, it is
quite clear that the economies of scale of the large
national firms were what did in the local brewers, but
this was clearly not how the local managements
viewed the situation. Apps shows little recognition of
the economies of scale in his treatments of the indi-
vidual brewers, whether large or small.

In sum, the book is no masterpiece, but it is well-
written, readable, a<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>