
Maharaja, a big, bullying 
Imperial IPA. “I make beers 
that I want to drink. That’s 
the bottom line,” Avery says. 
“I love our IPA because I made 
the IPA for me—that’s the 
style of IPA I like. I always say: 
I’m making the beer for me; 
I’m just making a little extra 
for everybody else.”

5The demand for weird is 
out there—go find it

Avery has become successful 
by turning the logic of growth 
on its head. “We sell a little bit 
of beer in many markets,” he 
explains. “We’re in 29 states, 
Sweden and Denmark. The 
business model is weird, and 
it probably goes against what 
most breweries try to do—they 
try to saturate their home mar-
ket, and grow geographically. 
The market here is tight, so 
you find other markets. There 
aren’t enough people here to 
buy these weird beers, so I 
need to ship them to Boston 
and Anchorage and Denmark, 
to find those people who share 
my same taste in beer.”

6Evoke passion
“Our brewery in gen-

eral is kind of binary—either 
people love us or they hate us,” 
Avery says. “I guess the flavor 
profiles, some people really 
latch on to them and say: ‘Yeah, 
I get what you’re doing,’ and 
some people are like, ‘What 
the fuck are you doing?’ I knew 
going in that I wasn’t going 
to please everybody. But we 
please enough people. I love it, 
because you do get the fanatics 
that just can’t get enough, and 
that makes it all worthwhile.”

7Win fanatical converts on 
the business side, too

If you’re inside Avery’s wide 
distribution footprint, chances 
are, your local distributor 
hounded Avery until he agreed 
to ship beer to them. “The re-
ally cool thing is going to these 
tastings and people having 
such a good time and having 
that fanatic zeal for it—the 
same goes for the distribu-
tors. Most of the states we’re 
in, we’re in because we have a 

distributor who was calling us 
up for like six months saying, 
‘Hey, when can we get beer? 
When can we get beer?’ When 
you have a distributor who’s 
psyched to have the product, 
they go out and perform for 
you. That’s pretty satisfying.”

8Embrace progress
When I asked about 

popular talk that big beers are 
bastardizing brewing, Avery 
says, “This is what beer can 
be, and should be. It’s just a 
natural progression—back in 
the late ’80’s, Sierra Nevada 
was making beers that were 
as different from beers being 
brewed by MillerCoors as my 
beer is different from a Sierra 
Nevada Pale Ale. That progres-
sion happened in cheese, in 
wine, in bread, in coffee, and 
now it’s happening in beer. I 
think brewers are starting to 
see that they can brew beers 
they’ve always wanted to brew, 
and still be commercially suc-
cessful, or at least successful 
enough to make them worth-
while. Our business model is 
based on that fact.”

9Know which side you’re on
When Avery and Russian 

River’s Vinnie Cilurzo real-
ized they were both brewing 
Belgian Ales named Salvation, 
they settled their differences 
in the kettle room, not the 
courtroom: Not only did they 
both keep the Salvation name, 
but they also released a special 
blend of both breweries’ beers, 
dubbed Collaboration Not 
Litigation Ale. “It’s kind of a 
statement for Vinnie and I that 
we’re bros, that the industry 
should stick together and not 
squabble over beer names and 
stuff. We should fight the good 
fight. Brothers in arms. It’s fun 
to see everybody succeeding, 
and it’s also fun to see that 
everybody basically gets along. 
We all know what we’re fight-
ing for—everybody collectively 
is fighting for the rest of that 
96 percent.”

Paul McMorrow is a writer living 
in Boston, MA.

You love beer.
But will you fight for it?

Brewers Association
www.beertown.org

®

Visit www.SupportYourLocalBrewery.org

Join the fight.

Right now, there are laws being considered that will affect
the craft beers you enjoy and the small breweries that brew them.
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