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1 Impatience is a virtue
Martin Dickie grew up intrigued by alcohol, but he 
never figured he’d be working with beer. “When I 
was younger, I was always fascinated by distilling, 
rather than brewing,” he says. Dickie began study-
ing distilling in Edinburgh, Scotland. The course 
was a joint exercise in distilling and brewing, and 
it wasn’t long before Dickie came around to the 
hoppy side. “You make any changes to the process 
in distilling, it takes 10, 12 years before you can fully 
appreciate the change to the process, whereas in 
brewing, it was a couple of months. For me, brew-
ing was a lot more enjoyable. I like to experiment 
with things a lot.”

2 Break the mold
Dickie brewed in England for a bit, before return-
ing to Scotland, teaming with longtime drinking 
buddy James Watt and founding BrewDog in late 
2006. “In the mainstream British market, every-
thing is so traditional,” Dickie says. “The variety of 
beers goes from a 3.5-percent bitter to a 4.5 bitter, 
using a mixture of Goldings hops and Fuggles—or, 
if they’re really outrageous, maybe a bit of 
Challenger. We spotted a big gap in the market to 
do something a bit exciting, different than every-
body else, make it nontraditional, a bit edgy, a bit 
modern. A reflection of ourselves, and the beers 
we wanted to drink ourselves.”

3 To hell with everybody
BrewDog’s founding philosophy was simple. “We 
just decided we’d make the beers we wanted to 
drink ourselves, and to hell with everybody else. 
And if other people would come with us and drink 
the beer, then that would be fantastic.” BrewDog 
launched with an Imperial Stout, followed up by 
the hop-forward Punk IPA. How did that philosophy 
play out on the brewery’s home turf, Scotland’s 
rural north coast? “Not particularly well,” he 
confesses. “We were running out of money fairly 
quickly. We had to do something pretty radical to 
turn things around.”

4 Get wired
The choice facing Dickie and Watt was simple: 
either change their beers to placate their home 
market, or change where they sold. They chose the 
latter. They identified markets where consumers of 
their style of beer lived, and sent sample cases to in-
fluential beer bloggers. They got positive feedback, 
and used it to persuade importers and distributors 
that BrewDog could sell in their markets. Then, 
in the fall of 2007, BrewDog swept the top three 
prizes in a national competition sponsored by a UK 
supermarket giant—a win that came with national 
distribution. The brewery is now selling in major 
domestic retailers and in 14 countries.

5 Make it different, and enjoyable
Dickie’s beers are bold and flavor forward, but 
they’re also quite distinct from many of the 
American craft brews they draw inspiration from. 
Dickie is a fan of hops from New Zealand because 
they lend his ales unique flavor profiles. “Our beers 
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BrewDog Brewery 
commands a global 

audience from 
a tiny outpost 
on Scotland’s 

northeast coast. Its 
beers have inflamed 

critics and ignited 
a debate about 

what beer in the 
UK can and should 

be. And it’s done 
so while churning 
out a staggeringly 

wide portfolio. Not 
bad for a brewery 

that’s only been in 
production for two 

years now. 
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