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Th
e C

raft B
eer Industry

C
raft B

eer is n
ot on

ly 
grow

in
g locally but the 

global m
arket w

ill be 
approaching th

e $20
0

 
B

illion m
ark by 20

25.



Th
e C

raft B
eer Industry

D
om

estically, C
raft B

eer is 
acceleratin

g its grow
th

 an
d m

arket 
sh

are.  

O
ut of the $116 B

illion
 dollar 

D
om

estic beer m
arket.  C

raft B
eer 

accou
n

ts for $29.3 B
illion

 of th
at an

d 
con

tinu
in

g to gain
 m

arket sh
are 

across th
e cou

n
try.



Th
e C

raft B
eer Industry

W
ho D

rinks C
raft B

eer?

A
m

on
g other, M

illenn
ials! 

M
illen

nial G
eneration cu

rren
tly 

m
akes u

p 22%
 of the popu

lation
 in

 
the U

S.

W
hen it com

es to craft beer th
ey are 

n
ot brand specific and are w

illing to 
try n

ew
 brew

s m
onth

 in an
d m

onth
 

ou
t.



Th
e C

raft B
eer Industry

C
alifornia is by far th

e 
leader in

 the C
raft B

eer 
in

du
stry w

ith over 90
0

 
brew

eries curren
tly in th

e 
state an

d grow
in

g.

C
urrently th

e G
reater 

Sacram
en

to A
rea on

ly has 
few

 true Taph
ouses to be 

able to show
case all of 

th
ose am

azin
g brew

eries.



Lincoln C
om

m
unity



Th
ere is no other place like Lincoln.

•
The m

om
ent w

e m
oved to Lincoln in 20

0
5 w

e knew
 th

ere w
as n

o place else w
e w

anted to be.  
Lincoln w

as hom
e.

•
The Jacobs Fam

ily has been a part of the Lincoln
 com

m
u

nity as soon
 as w

e got th
e keys to our 

house.

•
M

y w
ife w

as the First P
TC

 P
resident at Foskett R

an
ch E

lem
entary School.

•
I have coached both Little League and Jr. Zebra Football as w

ell as served as P
residen

t of the Jr. 
Zebras for 7 years and I am

 currently the V
ice P

resident for th
e Fighting Zebras Football B

ooster 
C

lub at Lincoln H
igh School

•
Tw

o of m
y kids have already graduated from

 Lincoln
 H

igh w
ith 2 cu

rren
tly attendin

g.

•
Lincoln is m

y hom
e and I couldn’t be prouder!



Th
ere is no other place like Lincoln.

•
Lincoln provides the sm

all tow
n feel that people lon

g for.

•
The sense of com

m
unity, w

hich lacks in m
ost oth

er areas, th
rives here in 

Lincoln.

•
R

apid grow
th in population w

ith an expectation of services and am
en

ities.

•
C

urrent P
opulation is over 48,0

0
0

 w
ith th

e average incom
e over $10

7,0
0

0
.

•
Fam

ily and C
om

m
unity focus is a m

ain driving factor along w
ith new

 hom
e 

construction for new
 fam

ilies to continue to flock to Lin
coln

.



W
hy does Lincoln need 

B
rothers Taphouse?



B
rothers Taphouse?

•
Lack of venues for social gathering 
for the purpose of consum

ing 
alcohol.

•
A

ll are E
ast of Lincoln B

lvd

•
The G

lenm
oore, Lakeside, Foskett 

R
anch, Independence, C

reekside 
O

aks, Lincoln C
rossing 

neighborhoods have all been 
neglected or underserved.



B
rothers Taphouse

•
Tow

er M
arket C

enter is surrounded by several neighborhoods and has over 10
,0

0
0

 
residents and grow

ing w
ith

in 1 m
ile and over half the city’s population w

ithin 3 m
iles.

•
Subw

ay, K
aren

’s Little C
afé and V

ia R
om

a already provide din
ing options.



M
arket A

nalysis
B

rew
eries (G

oat H
ou

se, 
D

u
elin

g D
ogs)

Slice, D
illian’s, H

ou
se of O

liver

G
et A

xed (Serves C
ans on

ly)

Infu
sion Tap H

ouse

A
rea of O

pportunity
A

bout a 1/3 of Lincoln

N
E

W
 H

O
U

SIN
G



B
roth

ers Taphouse
•

Tow
er M

arket C
enter currently has space to 

accom
m

odate a 250
0

+
 sqft Taphouse.

•
B

rothers Taphouse w
ould provide a social 

gathering place for thousands of adults looking 
for a relaxed environm

ent to enjoy a w
ide 

selection of C
raft B

eer, C
ider and W

ine w
ithout 

having to travel to th
e other side of tow

n.

•
E

asy access from
 H

w
y 65 w

ould also m
ake 

B
rothers Taphouse an easy destination for those 

seeking a w
ide selection

 of drinking options.



Stren
gths, W

eakness, O
pportunities and 

Th
reats A

nalysis
Strengths

•
Servin

g an u
nder developed area of Lincoln 

•
H

u
ge m

arket w
ith little com

petition w
ith

in the 
im

m
ediate area

•
Team

ing u
p w

ith
 establish

ed an
d su

ccessful Tap R
oom

 

W
eaknesses

•
Starting new

•
U

pfront costs to build it right from
 th

e start

O
pportunities

•
H

u
ge m

arket area that has been
 neglected or 

un
derserved

•
Th

e en
din

g of lock dow
ns w

ill see an
 influx of people 

w
an

tin
g to get out in social en

vironm
ents

•
Servin

g a need that is lacking for th
e w

est side of 
Lincoln

 

Threats

•
Local C

om
petition (negligible due to distance)



M
arketing Strategy



M
arketing Strategy

•
Social M

edia –
 Instagram

, Facebook, Tw
itter and YouTu

be

•
Instagram

 –
 C

reating a daily photographic story highligh
tin

g individual drafts, cans and bottle offerings

•
Facebook –

 E
xpands on daily story w

hile being able to en
gage different com

m
unities online

•
Tw

itter –
 P

rovide fast updates to changes w
ith new

 product com
in

g in

•
YouTube –

 C
reate quick videos describing new

 products –
 “B

rothers Taphou
se P

resents”

•
C

reatin
g overall online presence to attract people both

 local and at a distance w
hile driving them

 into 
B

rothers Taphouse.

•
C

ham
ber of C

om
m

erce E
-blast.

•
W

ord of m
outh cam

paign using existing contacts and sphere of in
fluence already in place in Lincoln, 

R
ocklin and R

oseville.



M
arketing Strategy

•
Social m

edia provides a zero to sm
all cost for reach

in
g out to our target 

audience.  

•
C

reating a presence online prior to having a grand opening w
ill generate a 

“buzz” for the business and create anticipation
 for the opening

•
C

om
bining the use of social m

edia, video content, direct m
ailers and w

ord of 
m

outh w
ill provide a m

ulti-layer canvasin
g of potential cu

stom
ers increasing 

traffic and sales at B
rothers Taphouse.



In
vesting in B

rothers Taphouse
•

Steve Jacobs –
 O

w
ner/M

an
ager of B

rothers 
Taphou

se

•
I h

ave 26 years com
bined experien

ce in cu
stom

er 
service, custom

er support, sales, m
arketing and 

leadersh
ip.

•
I h

ave served on
 m

ultiple B
oards for non-profit 

organ
ization

s for 10
 years and coun

ting

•
Served 6 years in

 the U
S A

rm
y R

eserves –
 7

th 
P

sych
ological O

peration
s G

roup

•
Lives in Lin

coln

•
Lover of C

raft B
eer

•
Jacob and A

ndrea M
arsh

all –
 O

w
n

ers/Investors of 
B

rothers Taphouse

•
O

w
ners of Infusion Taproom

•
W

e have successfu
lly operated Infu

sion
 Taproom

 
for over 6 years and con

tin
ue to do so.

•
Lovers of C

raft B
eer, W

ine and C
iders

•
Successfully navigated th

e C
O

V
ID

-19 pandem
ic 

keeping their business thrivin
g.

•
A

dvocates for sm
all bu

sinesses, bars an
d 

restaurants.



In
vesting in B

rothers Taphouse

•
B

eer has industry average of being m
arked up 75-80

%
 per servin

g w
hen 

dispensed from
 a keg.

•
W

ine has a 70
-75%

 m
ark up w

hen sold by the glass

•
Increased dem

and for C
raft B

eer is fuelin
g the rise in production from

 local 
brew

eries.

•
C

urrently 88 craft brew
eries just in the Sacram

ento R
egion and on

ly a few
 true 

Taphouses in that sam
e region.

•
C

raft B
eer is predicted to rem

ain strong an
d grow

 through 20
25(no data 

available beyond 20
25)



Start U
p C

osts

•
Securing the lease

•
Space build out –

 including bar, D
écor, w

alk in 
cooler, storage, tap installation and plum

bing

•
Signage 

•
Furniture 

•
M

erchandising R
efrigerators

•
P

oint of Sales System

•
A

dvertising 

•
Legal E

xpenses/Licensing

•
Initial P

roduct 

•
Insurance 

•
Total required to open - $180

,0
0

0
 - 

$20
0

,0
0

0



Sources of R
evenue

•
D

raft B
eer and C

ider Sales w
ill be 

the bulk of the revenue w
ith the 

average industry m
ark up around 

75-80%

•
C

an/B
ottle sales typically have a 

m
ark up betw

een 60-75%
 but 

varies depending on the brew
ery.  

C
ans can be consum

ed on or off 
prem

ise(to go sales)

•
W

ine by the glass has a m
ark up 

around 70%
 - F

irst glass typically 
covering the cost of the bottle.



M
onthly E

xpenses and R
evenue

•
E

xpenses

•
Lease (N

N
N

)

•
A

dvertisin
g 

•
M

ain
ten

ance

•
P

ayroll 

•
Insuran

ce 

•
U

tilities 

•
P

roduct 

•
M

iscellaneou
s E

xpenses

•
M

onth
ly D

ebt Service 

•
Total M

onth
ly E

xpen
ses - $32,20

0

•
R

even
ues

•
C

raft B
eer Sales 

•
W

ine Sales 

•
C

an/B
ottle Sales 

•
Total R

even
ue M

onthly- $50
,0

0
0

•
P

redicted M
on

thly P
rofits of - $18,0

0
0

•
P

redicted A
nn

ual P
rofits of  - $220

,0
0

0



D
esign E

lem
ents
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