
Scalable Brand. U
nparalleled location.
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Today w
e’ll sum

m
arize how

 w
e plan to generate exceptional returns 

w
ith low

 operational costs.  W
e w

ill do this by building a self-
sustained, vertically-integrated business:  W

e ow
n and construct our 

ow
n property, and

m
ake and sell products directly to consum

ers.   



C
raft Beer D

em
and G

row
s, but Slow

s
C

om
petition H

as Peaked
Beer Tourism

:  The N
ext Frontier

I
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Source:  O
regon Liquor C

ontrol Com
m

ission (O
LCC)

C
onsum

ption G
row

s -O
regon
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B
B

L/B
rew

ery

7.2%

2.4%

2.7%

3.1%

`
Barrels sold in-state up

3.5%
 

2018 YoY

`
# of brew

eries leveling off
*2019-20 num

bers are skew
ed, as A

B Inbev
&

 M
illerCoors began reporting.  Q

1 
2019 up 3%

 vs 2018, before these tw
o giants added 80k/m

o
sales.
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# B
rew

eries

# B
arrels

Barrels per Brew
ery Increase

`
C

om
petitors are closing doors, 

opportunity w
ill present

`
Post-C

ovid
w

orld m
eans few

er 
locally-ow

ned craft brew
eries

`
C

ream
 w

ill rise to the top
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7.7 

25.4 

11%

5%
6%

13%
16%

13%
16%

19%

14%

7%
9%

2006
2007

2008
2009

2010
2011

2012
2013

2014
2015

2016
2017

C
raft Beer B

arrels (m
il)

Y
oY

 G
row

th

8.5%

9.0%

9.5%

10.0%

10.5%

11.0%2001
2005

2009
2013

2017

Source:  Bureau of Labor Statistics

D
raught as %

 of total beer consum
ption

Production Tripled in 10 yrs

D
raught beer sales up since ‘01

`
C

onsum
ption

continuesshift 
from

M
acro to M

icro

`
…

but Big Beer m
aking 

acquisitions

`
# ofC

raft Brew
eries

shrinking

`
C

onsum
ers sw

itching from
 

grocery stores to taproom
s

`
46%

 reported m
ore brew

pub 
visits than prior year  -N

ielsen 2017

Source:  Craft Brew
 N

ew
s, 2017 Craft Brew

 G
uide



Portland

A
storia

Bend

H
ood R

iver

C
ascade Locks

The avg. A
m

erican 
visited 2.1 craft 
brew

eries w
hile on 

vacation last year  
-N

ielsen

#1 
U

S
 C

ity
P

O
R

TLA
N

D

Travelocity B
eer Tourism

 R
ankings -2016

6

C
om

paring top beer tow
ns

C
ascade Locks: “the next beer tow

n”

`
Bend
•

162 m
iles to Portland

•
N

ot on a m
ajor highw

ay

`
H

ood River
•

64 m
iles to Portland

•
M

ajor stop on I-84

`
A

storia
•

97 m
iles to Portland

•
N

ot on a m
ajor highw

ay

`
40 m

inutes from
 Portland

`
M

ultnom
ah Falls: O

egon’sm
ost 

popular tourist destination is 10 m
in aw

ay

`
H

iking/O
utdoors M

ecca:  18 
trailheads &

 26 w
aterfalls w

ithin 20 m
inutes

`
O

n Interstate 84, w
ith

the
only 

postoffice &
 lodging on

PC
T

#1 
S

m
all M

etro A
rea

B
E

N
D



Logo
Brand D

irection
M

erchandise
II
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`
A

ctive
A

dventurous, Energetic, Bright, 
Positive, Passionate

`
N

atural  O
rganic, authentic, w

arm
 &

 
w

elcom
ing, rooted-in-place

`
C

reative, Forw
ard-thinking 

Sm
art design, passionate w

ith purpose, vibrant, 
im

aginative

Brand A
ttributes

G
orges Beer C

o is…
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`
H

elm
s W

orkshop is a prestigious 
A

ustin-based brand agency, and has done 
fantastic w

ork in creating our brand and 
iconography

`
Brand captures nature focus 
provides a schem

atic for consistency and 
brand discipline

Logo C
reation

Versatility

`
Prim

ary colors are green and 
cream

`
A

ccent colors allow
 us to show

 
bursts of creativity, excitem

ent

`
Icons &

 oval shape are unique, 
consistent, and m

em
orable
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Em
otional connection

Focus on lighter beer styles

`
“A

 vacation for the afternoon” 

`
Relaxing,O

utdoorA
ssociation

(Think Corona’s “find your beach”)

`
G

orges Beer C
o is:

`
A

 getaw
ay:  A

 new
 state of m

ind, just a quick hop 
from

 w
ork and hom

e

`
A

ccessible beer; som
ething for everyone

`
A

 curated environm
ent in an unparalleled location

`
Thirst-quenching: post-hike “patio” or 
“rooftop” beers like Pilsner and G

olden A
le

`
Fruit Beers: Locally-sourced in the H

ood 
River C

ounty “Fruit Loop”

`
Low

 A
BV

 C
ore:  N

W
 IPA

s and Pales, 
H

azy &
 low

-A
BV

 session IPA
s



Segm
entation

D
ifferentiation

Positioning
II
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M
illennials

57%
24% 17%

2%

M
illennials

G
en X

Boom
ers

M
atures

*82%
 are m

ore loyal to em
ployers if they had flexible w

ork options  
**60%

 believe they w
ould be m

ore productive w
orking from

 hom
e

%
 drink craft 

beer w
eekly:

*M
illennials m

ake up 
27%

 of the population

Source:  2016 D
ata -Brew

er’s A
ssociation

Target: A
ctive Lifestyles

Target: M
illennials &

 G
en X

`
The G

orge is a hiking &
 biking 

paradise
`

G
O

RG
ES is a lifestyle brand, 

geared tow
ards “outdoors-y” 

fitness junkies

`
W

ant w
ork-life balance

*

`
Love the outdoors

`
Live aw

ay from
 m

etro area
**
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Pilot Brew
ery in Portland

G
reat Press Thus far

`
Jum

p-start on brand building 
&

 Product Testing
`

A
ccess to larger m

etro m
arket

`
O

n-site sales grow
 rapidly:

`
“PortlandsM

ost Im
pressive Street Plaza to 

D
ate…

”  -The O
regonian, 7/9/20

`
“6 beers the new

 school staff is enjoying at 
hom

e” –
The N

ew
 School Beer Blog, 6/23/20

`
“Portland’s best distanced-dining street 
plaza” –

Bike Portland.org  6/26/20

`
“Pineapple Beer and C

ider C
aptures H

earts 
and Tropics”

–
The N

ew
 School Beer Blog, 8/25/20



R
estaurants &

 Brew
pubs

•O
pen suburban locations every 2

ndyear
•D

rive brand aw
areness, reach, volum

e
•Each pub should consum

e 500-1000+ bbl/year*

•Brew
eries generate greater “pull” 

•Test m
arket for new

 beer products
•Event Venue &

 Property are a huge draw
, 

cross-sell opportunity

•O
utstanding sales team

 targets perm
anent taps

•Prom
inent bottle/can facings at retail outlets

•Four perm
anent taps = 100 bbl/year

Step 1:    D
rive traffic to C

ascade Locks

Step 2:    Build in desirable, gorgeous locations

`
U

nique Brew
ery experience

`
Beer only available on-site

`
M

id-sized, suburban tow
ns for 

expansion
`

O
w

n property, build from
 

ground-up

Step 3:    Leverage strong brand

`
W

hen dem
and peaks, w

e target 
key accounts for external grow

th
`

M
erchandise, sauces and m

ore 
sold under “G

orges” nam
e

14

123

D
etails: Flagship Brew

ery &
 Pub

D
etails: Property Expansion

O
ff-Site Sales:  K

ey A
ccounts

*Top Portland Craft Brew
pubs do up to 2000 bbl/year



Property O
verview

Phase 1: Brew
ery &

 R
estaurant

Phases 2&
3:  Event Space, R

etail
12-m

onth Plan &
 Budget

Long-Term
 G

row
th 

III
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O
utdoor 

Seating

B
rew

ery &
R

estaurant

W
edding &

 
Event Space, 

R
ooftop Seating

C
erem

ony / 
C

oncert Venue

B
outique 
H

otel

Parking 
for 40
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The Flagship Building

Building Features

`
Tons of outdoor seating:
`

Tw
o rooftop seating areas

`
Tw

o ground-floor patios

`
Brew

ery
1100-sf C

apacity for on-site 
and significant off-site sales

`
Indoor areas inviting for 
w

inter business

`
A

m
azing view

s from
 patios

`
Brew

ery M
ezzanine Seating

`
H

uge kitchen, office &
 storage

https://youtu.be/D
2m

hR
G

43d-s
Property overview

 video:



18

Event Space

A
dd’lProperty Features

`
Build out planned for 2022

`
N

o Event Space like this in 
C

raft Beer
`

$685k net incom
e year 5 

`
W

eddings on-site help build 
fierce brand loyalty

`
N

E corner expected to be 
hotel, B&

B, tiny hom
e village

`
A

m
phitheater to host concerts 

or w
eddings

`
O

utdoor spaces provide 
additional seating, gam

es, and 
dog areas
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W
illam

ette Falls R
edevelopm

ent Project

C
ornelius Pass R

oadhouse

The “M
cM

enam
in’s” M

odel

O
ut-of-state grow

th

`
N

ew
 Location in 2023, ‘25, ‘27

`
Find underpriced land

`
D

evelop interesting projects 
w

ith unique draw
`

D
ifficult for com

petitors to 
duplicate

`
“G

orges” to be a lifestyle 
brand in beautiful locations

`
N

ot O
regon-specific

`
Expand out-of-state after first 3 
taproom

s



H
ow

 the Business M
akes M

oney
H

ow
 W

e M
itigate R

isk
The Pro-Form

a
O

w
nership &

 Equity
H

ow
 Investors M

ake M
oney

IV
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362k
991k

2.6m

90k

242k

493k

411k

686k

754k

2021
2023

2025

M
erchandise

E
vent Space

B
eer S

ales
R

estaurant

493 

2,600 

754 

D
istribution

O
n-Site Sales

Private Events
R

eal Estate M
aturation

O
ther Incom

e

R
.E. G

ains $222k

Business profit

2025 N
et Incom

e

Incom
e Stream

s

YoY G
ains by R

evenue Stream

`
Beer Sales, Event space are 
both very high-m

argin
`

Sell food and beer largely on-
site, cater our ow

n events
`

D
rive consum

ers to our site, 
vs. low

-m
argin channels

*M
ore financial detail available by request

`
Land Value $3,000,000

`
5%

 grow
th = $150k/year gain

`
$72k in lease incom

e*
`

A
ssum

ptions:
`

4,000 sf C
om

m
ercial

`
$18/SF, 6.9%

 C
ap Rate

`
$1.1 M

illion V
alue

Proform
a N

et Incom
e

$4m

$1.97m

$873k
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G
orges

Q
uote 1

Q
uote 2

P
roperty
V

alue

Land

Phase 1

Equipm
ent &

 Finishes

Brew
ery

2.8
3.5

3.4
3.7

PP&E Value (M
illions)

R
eal A

ssets

Vertical Integration

`
W

e build ourselves, adding 
~$500k to equity

`
N

o rent paym
ent: D

ebt service 
of <$10k/m

o

`
Pub m

akes 75%
 m

argin ($4.50)
`

D
istributor m

akes 43%
 ($1.50)

`
Brew

er m
akes 35%

 ($0.30)
`

Integrated m
argin 91%

 ($5.45)
W

e favor on-site sales because w
e m

ake 
$654/keg, vs $95/keg w

e distribute
$0.55 
$0.30 
$0.65 

$4.50 
C

ost to Produce

Brew
er M

argin

D
istributor M

argin

Pub M
argin

M
argin Breakdow

n: $6 Pint

Integrated 
Profit: 
$5.45

*Seven local craft brew
eries w

ere interview
ed for cost estim

ates.  M
ay vary depending on style.



$1,045

$2,319

$3,485
$3,678

$5,640

$6,579

$8,141

207 

654 

1,150 

1,501 

2,026 

3,364 

5,908 

2021
2022

2023
2024

2025
2026

2027

Trailhead
E

vent S
pace

B
rew

ery R
evenues

P
ub R

evenues
Total R

ev
E

BITD
A

Pub #2
Pub #3

Pub #4
Event
Space

B
rew

ery
Expansion

Silo &
B

ottling

R
estaurant

O
penings

B
rew

ing 
O

perations

$ in 1,000’s

Brew
ery: G

row
th Initiatives

R
estaurant:   G

row
th Initiatives

`
2022: Finish event facilities

`
2024: 1st add’llocation

`
2026: 2

ndadd’llocation

`
2020: Serving at Trailhead, Tap &

 Table locations

`
2021: Flagship open

`
2022: C

ost reduction (incl. grain silo &
 bottling line)

`
2024: Brew

ery expansion to >5k bbl/year capacity

23

Flagship
H

otel
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W
illis Boyer

D
irector of D

evelopm
ent

Travis Preece
C

hief Executive O
fficer

Steven D
enio

D
irector of O

perations
Bryan K

eilty
H

ead Brew
er

`
5 years Restaurant O

w
nership

`
5 years Shell G

lobal Strategy

`
3 years sales, 4 years Real Estate

`
M

BA
 in G

lobal Finance  U
niversity 

of Texas, 2010

Travis has driven sales grow
th 

and delivered value at every 
point in his career.  H

e does so 
by applying an analytical  

approach to strategic decision-
m

aking. H
e has used his 

restaurant sales figures to 
com

pile data on the Portland 
Beer D

rinker’s behavior and 
preferences.

Travis w
as m

arried at nearby 
W

ahclella
falls, and enjoys 

hiking w
ith his w

ife and tw
o 

sons, A
sher (2) and Jett (4)

`
17 years C

onstruction
Principal, Ravenw

ood G
roup

`
20%

 annual revenue grow
th

`
C

ertified EarthA
dvantage

Builder &
 C

ity of Portland 
Preferred

W
illis is extrem

ely 
creative and  know

s how
 

to m
axim

ize “bang for the 
buck.” H

e provides a 
strategic advantage for 

G
orges to build or 

renovate properties at cost 
w

ith our ow
n team

.

W
illis is a Portland N

ative 
w

ho has lived w
ith his 

fiancée and tw
o children 

part-tim
e in C

ascade 
Locks for several years. 

`
12 years Brew

ing @
 Lom

poc
Recent w

ins at the G
reat A

m
erican Beer 

Fest in D
enver, CO

:
2018 G

O
LD

 –
Best Porter 

2015 SILVER –
Best A

m
ber/Red 

`
2 years Brew

ing @
 M

cM
enam

ins

`
C

ulinary degree &
 6 years as chef

A
fter a successful career as a 

chef, Bryan m
oved to Portland 

to learn brew
ing in the hopes of 

opening his ow
n brew

ery and 
restaurant. Bryan has a tireless 
w

ork ethic, has w
on national 

aw
ards, built brew

eries, and 
grow

n sales in the U
S, Japan 

and H
olland.

Bryan’s passion for craft, and 
ability to build relationships in 

the industry, serve us w
ell!

`
G

ood Life Brew
ing

8 years Brew
ery M

arketing &
   

Sales experience

`
Bend Brew

ing
4 years G

M

`
3 years Real Estate Investm

ent

Steve Led Bend Brew
ing (as 

G
eneral M

anager) to 22%
 

grow
th annually, then 

becam
e a founding m

em
ber 

of G
oodLife in 2011. A

s 
M

arketing &
 Sales M

anager, 
he helped grow

 G
oodLife to 

#9 volum
e in the state of 

O
regon in 2017.

Steve and w
ife H

eather m
et 

in the Bend beer industry, 
and just w

elcom
ed a future 

beer-lover to the fam
.
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M
ultnom

ah Falls

Portland

G
O

R
G

ES BEER
 C

O
.

H
ood R

iver

H
om

e
Prices

*source: Zillow
2017 

M
edian

2-yr
Growth

$$
/ SF

Incom
e 

/
Price

P
ortland

416k
28%

344
15.3%

H
ood R

iver
424k

32%
246

11.8%

S
tevenson

381k
31%

262
13.3%

C
ascade Locks

172k
7%

153
25.4%

`
H

ood River M
edian hom

e price grew
 58%

 
since 2013*

`
W

e believe local property grow
th w

ill 
accelerate, adding to Property IRR

*Zillow
 D

ata from
 4/2013 –

4/2018

For hikers &
 tourists…

this is TH
E place to stop for a beer

H
iking

H
iking

O
nly R

iver 
C

rossing 
for 21 m

iles
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177,400
10%

 
C

onting.

O
PEN

IN
G

 Q
2 2021

C
onstruction Plan

Business C
apEx

Plan

`
Land C

ost = $485,000
`

Broke G
round M

ay 2020
`

C
om

pleted Sum
m

er 2021
`

C
onstruction Budget = $1.9M

…
w

e have an add’l274k contingency

`
Brand &

 C
om

m
s = $69,200

`
Brew

ery Equip = $160,000*
*purchased 20-barrel system

 11/19 used for 
$160k, against budget of $343k

`
O

pex
C

ushion = $119k
`

Interest Reserve = $62k

0

400,000

800,000

1,200,000

1,600,000

2,000,000

2,400,000

J
J

A
S

O
N

D
J

F
M

$2.1M
 

Budget

464,000
U

tilities,
M

echanical
7 w

eeks

220,000
Fram

ing
7 w

eeks

130,000
Escavation

4 w
eeks

231,000
Int. Finishes

6 w
eeks214,000

K
itchen/Bath
4 w

eeks

90,000
Perm

its 
6 w

eeks

202,000
Ext. Finishes

7 w
eeks

225,000
C

ivil &
 Pave

4 w
eeks

0

100,000

200,000

300,000

400,000

500,000

600,000

S
O

N
D

J
F

M
A

M

171,303
50%

 Brew
ery 

D
eposit 

69,200
Branding
&

 C
om

m
s

171,303
Brew

ery 
Balance

6 m
os

C
onting
181k

615k 
Budget


