
 Washington Beer Commission  
Commissioner’s Strategic Planning Meeting Minutes 
9/13/2022 10:00am 
 
Location: Diamond Knot MLT / Conference Call 
In Attendance: Eric Radovich, Allen Rhoades, Meghann Quinn, Devon Bray, Julie Johnson, Heather 
Brandt, Matt Russell, Tyler Allott 
 

1. Chairman Report 
a. Approve of minutes from July 26, 2022 

i. Approved 
2. Finance Committee Report  

a. Living paycheck to paycheck 
i. WA Brewers Fest – $90,000 under budget 

1. Budgeted to make $171,000 in 2022 
2. Made $81,000 in 2022 
3. Attendance down nearly 20% 

a. Rain Friday and in weekend impacted attendance 
b. Overall expenses up 15% (mostly labor related) 

b. WBC Balance Sheets through August 31, 2022 
i. Accounts Receivable - $77,787 (mostly unpaid assessments) 

1. Auditing this to get exact amount that can be billed as past due 
c. Financial Details as of September 13, 2022 

i. $14,700 in the bank 
ii. $19,178 owed on credit card 

iii. ~$5,000 in the hole 
d. Expenditures 

i. $3,000 in monthly bills 
1. Warehouse/office rent, subscriptions, mobile app, wi-fi, stamps, etc.  

ii. Radovich Communications (RC) paid for work through July (paid on August 1) 
iii. No clear path for WBC to continue paying RC 

e. WA Craft Beer Summit 
i. RC will help WBG produce 2022 Guild Summit on contract ($10K) 

1. Contract will pay Matt and Tyler on WBC staff one month of pay 
f. Winter Beer Festival 

i. Will produce this festival on December 2-3 at Hanger 30 at Magnuson Park 
ii. Makes $33K on an average year ($35K in 2021) 

iii. Looking to use this money to get WBC in the black and pay RC $10K 
g. Belgian Fest 

i. Not likely to produce this festival in February 
ii. Made $14K in 2021 

1. Made $30K+ in prior years. Trending poorly. 
h. Audit 

i. Washington State has informed WBC they will be audited in November  
1. Review audit from 2019-2021 

3. Executive Director Report 
a. Julie Johnson – WSDA Representative term is up in one week 

i. Julie specializes in WSDA exports 



ii. Looking for a new representative more in the marketing side of the WSDA to fill 
Julie’s position 

b. Matt Lincecum 3-year term is up October 31st 
i. Matt has not nominated himself for future term 

c. Allen Rhoades 3-year term is up on October 31st 
i. Will nominate himself to remain on the WBC 

d. WA Beer Production 2021 
i. Anacortes – 800 barrels sold mostly on site 

ii. Loowit – 2,000-2,200 barrels 
1. Distributed within 30 miles of brewery 

iii. Bale Breaker – 27,000 barrels 
1. 90 percent distributed in WA State 

iv. Iron Goat 
1. 2,000 barrels 
2. Mostly Spokane and northern Idaho 

a. Pulled out of Western WA during pandemic 
v. The top 5 production breweries in Oregon make more beer than all 435 

breweries in WA combined 
e. WBC Board Members Questions and Feedback 

i. Most breweries are only involved in local festivals 
1. Cost is too high for travel and labor 
2. Staffing issues to run festivals and taprooms at the same time 

ii. Beer Festivals attendance overall are trending down 
iii. New Ideas 

1. Lager and Pilsner Fest 
a. New trend that people are drinking more light beers 

i. Bale Breaker – Ballard 
1. Going through lagers and pilsners more than 

any other type of beer 
b. Lagers take longer to brew 

2. Reduce the WBC events to 3-4 money making festivals a year regardless 
of location  

a. Use festival proceeds to focus on marketing all breweries  
b.  Focus the mobile app to tourism of statewide breweries  

iv. WBC & WBG 
1. Would it make sense to combine entities and reduce overhead? 
2. WBC is currently limited to making income from tasting festivals  and 

brewery assessments ($35K) based on RCW 15.89 
3. Plan on getting Executive Boards from WBC and WBG together on Zoom 

meeting in early October to discuss future possibilities  
4. Follow with a meeting with WSDA Director 

f. WABL 
i. Lost 3,200 WABL members during pandemic 

ii. Peaked at 4,070 members in summer of2019 
iii. Currently at 1,720 members 
iv. Requires ~2,400 members for WABL to break even (T-shirts, prizes, staff) 

g. Number of craft breweries 
i. We lost about 10 breweries during the pandemic 

ii. Opened 23 breweries during and immediately following pandemic 
iii. Currently at 437 breweries  



4. New Business: 
a. WBC Meeting Calendar 2022: 

i. Tuesday, November 8 (Budget Draft for 2023) 
5. Adjourn 2:02pm  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Strategic Planning – September 13, 2022 

1. Reduce number of festivals to just do the festivals that make money 
a. WA Brewers Fest, Winter, Vancouver, Spokane 
b. The model of having 25 breweries pouring craft beer at a festival isn’t enough of a draw 

to get attendees and make money anymore 
c. Saturation of festivals 

i. Too many festivals going on 
ii. Each one has a different theme 

d. We have been able to educate people about craft beer and put down the “yellow beer” 
and drink local breweries beer 

i. Everett Craft Beer Festival – Snohomish County 
ii. Bremerton Summer BrewFest – Peninsula 

iii. Tri-Cities Craft Beer Festival – Yakima Valley 
2. Next year scenario 

a. Is Radovich Communications too expensive for this role? 
b. Current able to pay Matt and Tyler through December 2022, but Radovich 

Communications is currently not getting paid 
c. Helping the WBG out with WA Craft Beer Summit  

i. Will use that money to pay Matt and Tyler 
d. Winter Beer Festival  

i. Will produce in December 2022 
ii. Hoping to make $20,000-$30,000 

e. Belgian Fest 
i. Do we have enough money to produce the festival? 

ii. Has made $15,000-$30,000 in the past 
iii. Would be held in January/February 

f. WA Brewers Fest 
i. Currently do not have enough money to front the costs to produce this festival 

ii. Depending on weather, WA Brewers Fest could net $150,000-$170,000 
3. Beer Assessments 

a. Currently $.10 per barrel gets us $35,000 
b. Raising the tax to $.20 per barrel only gets us $70,000 
c. Breweries already pay a bunch of taxes 
d. 200 breweries invoiced for less than $50 

4. Marketing Breweries 
a. Festivals don’t work for marketing anymore 
b. Work on a way use the WBC to market getting people to visit breweries  
c. Find outside income/sponsorship to raise money to pay for these marketing  

i. Currently the WBC cannot sell ad space on our website and app to outside 
sponsors 

ii. Only way to get money from sponsors is to have them sponsor one of our 
festivals 

iii. If the WBC is unable to grow out of just getting income from festivals and 
assessments, then we are in a hamster wheel of running out of income options 

iv. It is possible to adjust the RCW 
d. Looking at what the cost and time commitment would be to shift the focus of festivals 

to marketing local breweries 
5. Other festivals 



a. There are a lot of festivals out there that is watering down the brewery participation 
along with the attendees 

b. Looking into these random festivals to see if proceeds get donated to 501C3 
organization 

i. Not hard to get 501C3, but hard to regulate  
6. Merging with the WBG 

a. We need to look at each other’s overhead costs 
b. Eric has the breakdown for WBC 

i. Would need to figure out what the WBG are 
c. The guild might not have much overhead costs and wouldn’t want to take the WBC on 
d. Merge the social media, website and app with Guild and have the Guild pay Radovich 

Communications to upkeep those 
i. Would be able to sell ads through the Guild 

e. WBG has gotten rid of events and gone to allied memberships for income 
i. Would look to keep WA Brewers Fest and Winter Beer Festival 

ii. Rest of the income would be ad sales to run app, website and social media 
f. Keep the commission to run festivals, give the guild the app, social media and website 
g. Delete the confusion 

i. People are confused why they are writing two checks to two different 
organizations 

ii. If all is one, you will be able to combine sponsorship dollars to support WA Beer 
as a whole 

1. Would have lobbying, marketing and festivals all under the same 
organization  

7. New Style of festival 
a. Higher ticket price 
b. All beer and food are included  
c. Shortened hours for the festival 

i. VIP experience gets one more hour, but costs more 
d. Would be great to not have to wait in line for more tokens or then beer 
e. Gold medal tasting festival 

i. Only have WA Beer Award or GABF gold medal winners be pouring at the 
festival 


