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HOW THESE
BREWERIES USE
TAPROOM BUILDOUTS
TO FIND NEW
GROWTH

Phatas: Coortesy Dot Bowl & BrewDog

& decision to expand to a new location can be driven by a mix of
growth apportunities, along with brand recognition and market strate-
gies, A multifacered apgroach is required — from overcoming produc-
tioh canstraints to serategically leveraging taprooms as brand-building
hubs — rmany Brewerles now emphacize the imporonce of community
efigagement, regulatery navigation, and a clear alignment with lang-term
grawth philosophies to succeed.

TailGate Brewery has been growing quickly as the Mashville-based company has apened a

tie taproarm — it ninth lecation now — in Murfreesbore in 2024, That bulldeut in 2024

wias irs sierh locatien ta open in just the st oave years.
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Wwia've learned thar local presence graws aur distribudan,”
splined founder Wesley Keegan as the brewery has continued o

expand in Middle Tennessee. “Bvery time we've opened a mproom,

service the accounts barter. Our goal is to grow discribution — awr

mpraams enable more of Tennessee to experience us in person, to
then continue grewing eur distributien,

our distributian i thar ares inereases abour 2 F e, “Afver 10 yea

“WWe are a better resource for cur distribution paroners and can

helpful or not Its: Where is the next one!”
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“ualicy beer, food, custamer service, and an awesame vibe are
critical to mprooms working for the brewery and having chat residu-
al impact en reil sales in the area’ he said.

Ower the past 15 months, Brew Dog USA has committed e
strengthening it wholesaler parcners and stewardship of shared E
business. A3 part of this effart, sald Chief 5ales and Marketing Officer _ =

. -
-

Erlc France, they have recognized the need to evalve the brewery's :
- -

presence in key geographies, especially in Ohig, with a channel-spe- - I ety
cific approach. - ﬁ' P
“Thizs shift is desighed o maximize resulee and build cilored solu- : e
tions for different classes of trade, respending to emerging crends in
the indusery,” France sald,
Opening a aproom in a new area gives BrewDog a direct con-
necticn with the community and affers 2 unique. hands-an way for
conslmears to engage with our brand, he sad,
“We see this is especially impactiul in rravel and leisure spaces,
like alrports and hotels, where we can create memarable sxperi-

ences for travelers” Franco polnted out."Our partnership with the
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Mondragon family Is also a grear example because, with our Dremver
Caprocd, we are able to bring our brand to a truly authentic craft
rrarkerplace.”

Tapreoms are cricical in bullding brand awareness, Taze peinted ouc
“Across our four aprooms, we serve close to one millien guests
annually. Thats a lot of porencal retal custamers,” he said."VWich the
opening of each taproom, we have experienced significant growth on

the retail side.

“Chur wholesalers are always asking for mere magrooms in their
areas. Our marketing ceam works very closely with aproom man-
agement [o ensure strategic alignment on new beers and branding
initiarives "

Community engagement I3 not just an afterthought — icis integral
o the business scrategy. WWhether chrough charitable infdatives,
collaborations, or direct parmerships, there are efforts created thac
extra taprooms become meore than just places to drink beer; they
become valued parcs of the communicy fabric.

Aligning with community values screngthens brand awareness and
fosters goodwill in the neighborheods surrcunding Dust Bowls
EAPFo oS,

“Building relationships has proven to build our business from Day
1" Tare said."Cur markeong team works closely with organizagons
that help promote local business and drive touriam. Ve also support
local goodwill causes through sur Communicy Stewardship Program,
which allows us te contribute to auctons and evens.”

Ar BrewDeg USA, community engagement is equally prioritzed,
with a focus alse on creating memarable guest experiences.

“WWe view cur retail lecadons as 'lighthouses” in thelr communites,”
aid Anne VWizeman, the brewerys finance and sperations executive.
iseman added that BrewDoghs partnership with local businesses
elps align retail offerings wich community preferences while ensur-

ing cheir predence resonates beyond the brewery walls.

“Char parmerships and outreach are essentlal because they ince-
grate our new locations into the communicy and escablish a solid
support network)” she sald.

Keegan underscored the imporaance of partclpating locally to
screngthen ties and build eredibilicy by hostng commaunity events as
ruch as possible and supportng every inidative they can TaillGare
even collaborated with local brewerles to commemaorate the open-
ing of it eighth apream.

“When we can highlight the lecal cookie shop with a cellab beer,
for example, thats good for both of us” he said.

Despite regulatory hurdles, each brewery remains commictad oo
growth, trning challenges into opportunides for innovation. Expand-
ing often brings challenges chat require careful navigacon.

“Ir's an everwhalming part of our business,” Tate saild. “Each cigy has
different requirements, and navigating alcohol licensing and permits
adds layers of complexicg™

Tet, the impartance of metculous planning and partharing wich
experienced professionals to ensure smooth expansions is key.

Every new location comes with a unigue set of challenges, Wise-
rran said about BrewDog's expaniions.

“Underscanding the rules of the game early s crucial to staying on
crack,” Wiseman said.

She added that BrewDog mitigares risks by maintaining strong rela-
tienships with local governments and hirlng regulatory experts.

“Far us, the biggest challenge s the local municipality ar ity
government,” Keegan said.“Some of our area is split up by county
of tawnship. 5o all these great relationships we made with Mashville
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metre? It didn’t mean a thing when we went (o some areas 30-45
minuces sut of tewn."¥What did matcer? Our reputton. Our abilicy
1o spedk the language of city codes. And the immediate affort we
make to make relationships. Il call the mayer, and city council, and
visit the Codes offices and say "Hi, we want o play by the rules, and
pay our taxes, can you help please?” |t goes a really long way.”

Keegan believes the long-term plans are te stay the course and
continue spening brewery/aprooms for TailGare.

“We're a Tennessee-only brewery, with zero taprooms in East or
West Tennessee. And even then, | think there's a lot of fresh markers
for us to expand to.Tennessee s a big state,” he said."Cur business
plan is to be ‘The Best Brewery in Tennessea”

“Exerything we do s to try and make that happen. If opening an-
other maprosm furdhers thar goal, we'll de ic If it doesn'c we dont”
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