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Item Year 1 Year 2 Year 3 Year 4 Year 5 Total

Revenue $ $ $ $ $ $

Restaurant Sales 433,833 446,848 460,253 474,061 488,283 2,303,278

Beer Sales 194,040 199,861 205,857 212,033 218,394 1,030,185

Retail Sales 395,016 406,866 419,072 431,645 444,594 2,097,194

Total 1,022,889 1,053,576 1,085,183 1,117,738 1,151,271 5,430,657

COGS

Restaurant Costs 277,315 285,634 294,203 303,030 312,120 1,472,303

Retail/Beer Costs 376,183 387,468 399,093 411,065 423,397 1,997,207

Total 653,498 673,103 693,296 714,095 735,518 3,469,510

Gross Margin 369,391 380,473 391,887 403,644 415,753 1,961,147

Other Benefits

Catering Avoidance 25,000 25,000 25,000 25,000 25,000 125,000

Other Costs

Administrative 190,432 196,145 202,029 208,090 214,333 1,011,029

EBITDAR 203,959 209,328 214,858 220,553 226,420 1,075,118

Other Benefits

Addtl Beer Sales (GM) 448,594 462,052 475,913 490,191 504,897 2,381,647

Goodwill (Marketing) 450,000 100,000 100,000 100,000 100,000 850,000

Net Contribution 1,102,553 771,380 790,771 810,744 831,317 4,306,765

DCF (12%) 984,422 614,939 562,855 515,243 471,711 3,149,171

Cumulative DCF 984,422 1,599,362 2,162,217 2,677,459 3,149,171

Executive Summary 
 

Since its founding in 1878, the Genesee Brewery has become a cornerstone of the 

industrial and cultural landscape for Rochester, New York. In order to accentuate this rich 

history, it is proposed that a Visitor Center be built in one of the brewery’s historic on-site 

buildings. The visitor center will serve four inter-related purposes: a museum highlighting the 

history of the brewery, a microbrewery and tasting room, a retail store, and an alehouse. These 

four facets will work in concert to generate significant brand lift, brand loyalty, and brand 

recognition among consumers locally and nationwide. The design and operation of the visitor 

center will be leveraged by NAB’s experience in similar operations at both Magic Hat (retail) 

and Pyramid (alehouses). In addition to this experience, the low capital investment required 

combined with the fact that the building is owned by the Genesee Brewery (no rent)make this a 

low-risk operation soliciting high margins. These benefits combined with the ability to quench 

consumer demand for fresh beer create a win-win situation for visitors and the brewery alike. 
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Introduction 
 

 Recognized as the second-oldest American-owned brewery in the United States, 

“Genesee” has become a household name synonymous with quality and American tradition. 

Since the first cases were delivered directly to consumers’ doors via horse-drawn carriages, the 

Genesee Brewery has amassed a rich history to share with Genesee consumers and visitors.  To 

capitalize on the story of the Genesee Brewery and quench our consumers’ thirst for fresh 

products and a true Genesee experience, it is proposed that a Genesee Brewery Visitor Center 

be established in one of the historic buildings overlooking the High Falls of the Genesee River 

and downtown Rochester. This will give consumers the opportunity to forge a personal 

relationship with the Genesee brewery, foster consumer loyalty to the Genesee family of 

products, and create buzz around the Genesee brand and its rich heritage. 

 Visitors will walk into a museum and tasting room in which they can learn about the 

history of the brewery and the process of brewing, and taste fresh samples of the Genesee 

family of products. A retail store will allow consumers to purchase merchandise of all the 

Genesee brands, create excitement about the brand in their communities, and become brand 

ambassadors for the Genesee Brewery. The proposed first floor layout can be seen in Appendix 

A. Lastly, the alehouse located on the second floor will provide an NAB themed location for 

visitors to sit back, relax, and enjoy light menu fare food with their friends and family while 

overlooking the High Falls and downtown Rochester. The proposed second floor layout can be 

seen in Appendix B. Appendix C represents an artist’s rendition of the layout of the Genesee 

Brewery Visitor Center. Furthermore, possible visitor center renderings from EMA are included 

in Appendix D.  

 In summary, the construction of a Genesee Brewery Visitor Center will provide a multi-

faceted experience for the Genesee consumer, create a direct relationship between the 

Genesee Brewery and the local community, and generate excitement about the Genesee family 

of products. This will create a brand lift not just in the City of Rochester and Western New York, 

but will draw visitors from around the country. Because the location of the Visitor Center is a 

short walk away from Frontier Field and close to the Blue Cross Arena, fans will be able to visit 

the brewery before Rochester Red Wings (AAA baseball) and Rochester Americans (minor 

league hockey) games, respectively. Furthermore, sports enthusiasts can bring their friends to 

watch games broadcast on TV while enjoying the freshest beer in town. Not only will the 

Genesee Brewery be a destination for both Rochestarians and tourists alike, but it will provide a 

relaxing environment for employees from the brewery and other businesses around Rochester 

to take their breaks and bring their friends and families to visit after hours. A map of nearby 

businesses can be found in Appendix E.  
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Description of the Business 

Business Concept 

The Genesee Brewery Visitor Center will specialize in the production and sale of fresh 

beer, food, and branded merchandise. The museum will be free-of-charge, and contribute to 

the marketing and ambiance of the visitor center. Visitors will be able to purchase tasting 

tickets, which will include a coupon to use in the retail store towards merchandise.  

Key Production Factors 

Facilities 

 The proposed site for the Visitor Center is Building Nine overlooking the High Falls of the 

Genesee River and downtown Rochester (pictured in Appendix F). Because this building is 

already owned by the Genesee Brewery, rent payments are eliminated which leads to a higher 

margin on goods sold. The view (pictured in Appendix G) is one of the main selling points of the 

alehouse while the historic feel and open floor plan provide ample opportunity to cultivate the 

desired ambiance and Genesee brand experience. Furthermore, the addition of a visitor center 

will increase the value of the facilities, and the demolition of two nearby derelict buildings on 

the premises will remove those image-deteriorating liabilities while freeing up additional space. 

Freshest Beer in Town 

 Due to the close proximity to the brewery and the ability to sell directly to customers, 

the Visitor Center will have the freshest beer in town – one the main draws to the facility.  

Customers will be able to sample beer brewed that very same day, and take their favorite fresh 

brands home in growlers to share.  

Restaurant and Retail Experience 

 While the Visitor Center may be new to the Genesee Brewery, it is not a new business to 

North American Breweries.  In designing and operating the museum and alehouse, we will 

leverage the experiences gained from both Pyramid (alehouses) and Magic Hat (retail) to 

ensure the Genesee Brewery Visitor Center is a success.  Members of both groups have been 

and will continue to be key contributors in the planning and execution of this project. A list of 

Genesee Brewery Visitor Center team members and their roles is listed in Appendix H. 
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Market Analysis 

Market Description 

Rochester is the ideal home for a museum and alehouse not only because of the 

population demographics and the rich history, but also because of the high demand for 

brewpubs. Rochester is a medium-sized city home to over 200,000 people, while the greater 

Monroe County area has a population of over one million people. It is a city known for its 

multitude of colleges and universities, and because of this, Rochester is home to many young 

people. Local colleges and universities include the University of Rochester, Rochester Institute 

of Technology, Nazareth College, St. John Fisher College, and Monroe Community College, 

among others which are mapped with their proximities to the brewery in Appendix I. Nearly 

70% of people living in Rochester are of legal drinking age - our target demographic for visitors 

to the facility.  

For insight into the typical museum-goer, Museum Audience Insight released data on 

over 40,000 museum-attending households from over 103 museums nationwide. In April of 

2010, the survey found that among visitors to history museums at least 78% held a college 

degree. The survey also concluded that 72% of visitors to science museums were under the age 

of 50, and that 80% held a college degree. Because our museum will focus on the brewing 

process as well as the history of the brewery, it is expected that it will attract visitors from both 

of these categories, as well as the younger university crowd.   

General Market Trends 

 Currently, the Genesee Brewery has experienced growth of over 16% in an industry that 

has declined 2.3% compared to last year’s average based on United States Convenience Store 

data - due much in part by 

the recent implementation 

of the new 24oz. can 

production line. 

Furthermore, sales of 

Genesee beer are up over 

100% compared to last 

year’s average. Genesee Ice 

sales have increased an 

astonishing 555% over the 

year average, while Genny 

Light and Genesee Beer are 

up 85.3% and 63.1%, 
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respectively, as seen in Appendix J. Additionally, The Brewer’s Association reported a 15% 

growth through June 2011 in craft beer, with a number of new breweries in planning.  

The public has been very supportive of the Genesee Brewery, and have been reaching 

out through social media websites such as Facebook and other consumer affairs avenues 

inquiring as to how they can purchase Genesee-branded merchandise. Additionally, internet 

websites have been a source for consumers to purchase non-company-sponsored merchandise 

sold without brand rights. By having an official Genesee Brewery retail store, the company 

would be able to provide consumers with access to authentically-branded merchandise. 

Traditional media outlets, such as the local Rochester Democrat and Chronicle newspaper, have 

also expressed an interest in covering the Genesee Brewery Visitor Center and its opening. 

While the Genesee Brewery has a consistent stream of visitors asking to take tours the 

age and setup of the facilities are not conducive to public tours. Therefore it is apparent that 

the local public supports their hometown brewery – and a museum and alehouse would be 

welcomed by Rochestarians, Genesee brand connoisseurs, and other visitors with open arms. 

Competition 

 The Genesee Brewery Visitor Center will be unique to Rochester. Established local 

brewpubs exist in the area, but none focus attention on the history of brewing in conjunction 

with modern practices and a tasting area. According to a July 17, 2011 article in the Rochester 

Democrat and Chronicle by Karen Miltner-Gannett, Custom BrewCrafters, a brewpub located 

approximately 20 miles from the city of Rochester in Honeoye Falls, draws a crowd of nearly 

700 people on the weekends. Certainly, none of the local brewpubs has as rich a history as 

Genesee.  

 However, there are many restaurants in the High Falls district that serve Genesee 

products and have established customer bases. The Genesee Brewery Visitor Center seeks to 

differentiate itself from the other restaurants in the area with the unique experience of visiting 

the museum, learning about brewing, enjoying fresh beer tastings, and taking in the best view 

in Rochester from the rooftop terrace.  In an effort to promote to our local customers, the 

visitor center will feature a sign that recommends all local establishments which regularly serve 

NAB products. 

 Nearly all of our competitors have established a visitor center which entices consumers 

to visit the brewery and build a relationship with their respective brands, as breakdown of 

which can be found in Appendix K. These visitor centers include features such as brewery tours, 

restaurants, retail/gift shops, and the opportunity to taste fresh products. Establishing our own 

visitor center will allow consumers to build relationships with the Genesee brand, and help us 
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to propel our brand recognition and loyalty to the next level.  Photographs and insights into the 

tours that some of our competitors have to offer can be found in Appendix L. 

Financial Analysis 
 

EBITDA Contribution 

 While the Genesee Brewery Visitor Center will serve to deliver a true brand experience 

for new and existing customers, the center will also create significant contributions to EBITDA.  

First calendar year EBITDA is expected to be greater than $200,000, driven primarily by margins 

on retail and beer sales.  Using estimates for customer traffic (800 people per week) and 

operating hours (11am-6pm Tuesday thru Saturday), we arrived at this base level of EBITDA 

contribution.  Also, the current projections assume that events will break-even financially and a 

moderate savings in catering avoidance.  Comparing our EBITDA and revenue projections to our 

current alehouse and Artifactory operations suggest that our assumptions are rather 

conservative and offer plenty of room for growth (see Appendix M).  If any of these 

conservative assumptions are relaxed slightly, EBITDA contribution will increase substantially.  

Financial Benefits Beyond EBITDA  

Incremental Off-Premise Sales are a major benefit of launching a tangible brand 

experience.  Our past experience on the West Coast and in Burlington strongly suggest that the 

addition of a physical location owned by the brewery for customers to visit, sample, and 

experience the brand will generate significant growth in beer sales in the respective local areas. 

Relaxing the local double-digit market share gains experience with our West Coast brew pubs 

and alehouses owned by North American Breweries, we are projecting a 6% incremental 

growth in sales of Genesee products (see analysis in Appendix N). Using data for the Upstate 

New York market, Genesee can expect 115,826 additional case-equivalents to be sold in a 

calendar year. Detailed financial projections and margins can be seen in Appendix O. 

While incremental margins on sales will provide tangible profit to NAB, the visitor center 

will also provide an opportunity to generate positive publicity and brand goodwill.  Working 

with our public relations consultants, EMA, we project the initial launch party alone will 

generate $450,000 in publicity value while extremely conservative estimates suggest continued 

operations and events should generate $100,000 worth of publicity annually.  Thus, after 

EBITDA contribution and government support is taken into account, the visitor center is a low 

cost, low risk marketing investment in the Genesee brand, with spillover effects for all NAB 

products. 
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Cost Estimate 

So, what will all of these benefits cost?  The initial estimates show a total cost of $2.6 

million dollars to renovate the proposed site, demolish the two abandoned buildings, and 

invest in the interior design of the building.  Considering a pledge of support and a projected 

$500,000 contribution from our local government, the actual capital invested is $2.1 million 

dollars.  A more detailed breakdown of the costs can be found in Appendix P, and the spend 

schedule for these capital requirements is listed in Appendix Q.  Considering the EBITDA 

contribution, incremental margins, and brand goodwill generated, the Visitor Center should 

payback within 3 years using a discounted cash flow method.   

Organization and Staffing 

Museum 

      The museum will tell the story of the brewery’s history as well as its connections to the 

Rochester community. Visitors should take from their visit to the museum a sense of the depth 

of and a new regard for the Genesee Brewery’s heritage. Traditionally displayed brewery 

artifacts from the era of Genesee’s inception will work in concert with the characteristics of the 

building to convey a sense of authenticity to the period being recreated. Its brick walls, 

hardwood floors, and numerous windows open to brewery buildings which will convey the feel 

of visiting an early 20th century brewery. The potential incorporation of one of Genesee’s 

original horse-drawn delivery carriages would further emphasize this effect. 

      As visitors move through the museum, they will see chronological displays describing 

significant events in the brewery’s history. Old commercials and promotional films from the 

middle part of the 20th century will run alongside various advertising materials spanning the 

company’s history. A nostalgic look at the brewery’s evolution over the decades will include 

authentic memorabilia and emphasize that Genesee grew and evolved with changing times, in 

parallel with the rest of the country. 

      Finally, visitors will see representations of where the brewery stands today. Modern 

advertising materials and signage will set a contemporary atmosphere. Brewery milestones will 

be highlighted with tasteful placards.  

      The culmination of the museum visit will be an opportunity for beer tasting. A 

presentation of the brewing process by one of our brew masters will be available either on film 

or through live discussion. Here visitors can see and touch the ingredients that are used in the 

craft of brewing quality beers. Discussion of different ingredients, different variations of beer 

styles, and the brewing process will generate enthusiasm for partaking in a beer tasting. An 

educational discussion of the brewing process and beer styles will encourage an appreciation of 
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the quality and variety of Genesee’s products – all while consumers can see beer being 

produced in the pilot brewing system. All of this adds up to a fantastic promotion of the 

Genesee brands. 

Retail 

The retail section of the Visitor Center is designed as a destination for Genesee 

consumers to purchase clothing and glassware with logos from their favorite beers: Genesee, 

Cream Ale, Genny Light, Dundee, Honey Brown, and Seagrams Escapes. This retail outlet will 

allow consumers to touch, feel and wear items that will ultimately turn them into visual brand 

ambassadors.  The retail space will also allow consumers to sample and purchase the great 

quality brews that come from the Genesee brewery in both growlers and more traditional 

packages.  Merchandise will be available for purchase at retail prices - similar to those of the 

Magic Hat Artifactory in Burlington, Vermont, with employee discounts available. 

Tasting 

Currently there are plans to install a ten-barrel pilot brewing system which will be used 

to test different brews and allow visitors to learn about and witness the process of brewing 

beer. More information regarding this pilot brewing system can be found in Appendix R. Since 

public tours are not feasible, this is another outlet with which visitors can learn about the 

brewing process and see actual brews in process, without physically touring the facility. In 

addition, short clips of the interior of the brewery and discussions by the Brewmasters will 

enhance this experience. 

Alehouse 

The alehouse restaurant will be located on the second floor, and offer seating capacity 

for up to 80 people, with a projected turnover of nearly 160 people every day and optional 

seating on the rooftop terrace overlooking the historic High Falls with seating for 50. The 

proposed hours of operation are between 11:00AM and 6:00PM Tuesday through Saturday. 

The alehouse will also provide catering services for the brewery and the surrounding areas, 

with an estimated cost avoidance to the brewery from ordering outside catering of over 

$25,000 per year.  Evening and extended weekend hours can be added for events and with 

increased demand. 

Menu 

 The restaurant fare will be focused mainly around bar-type foods such as appetizers, 

with a full lunch menu. Examples of some possible dishes include hamburgers, hot dogs, 

sausages, made-to-order sandwiches and wraps, and salads. Partnerships with different 
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Rochester food manufacturers such as Zweigles hot dogs will help to solidify and unify the 

authentic made-in-Rochester feel.  

Kitchen Specifications 

The kitchen itself will consist of two cooking lines, a condiment counter and beverage 

area, and a preparation area, as described below. Line One will have approximate dimensions 

of eight feet by 16 feet. It will have a standing reach-in refrigerator, a double fryer, a flat-top 

grill, and a char-broil grill. It is expected that Line Two will have a heat lamp, warming station, 

refrigerated counter-top, and a cashier area. There will be a separate condiment counter and 

beverage area with approximate dimensions of eight feet by three feet. This will include a soda 

and ice dispenser, napkins, and cutlery. Finally, there will be a preparation area located in the 

first basement that will include a 12 foot by six foot refrigerator, and a four foot by six foot 

freezer. Additionally, it will include an oven with a four-burner range, a dishwasher with a 

three-compartment sink, a separate two-compartment sink for food preparation, a two foot by 

six foot work table, and stainless steel shelving along the wall. 

 

Kitchen Diagram 

 

 

 

 

 

 

 

Staffing 

Museum 

The museum will be run by a curator who will oversee both the displays and museum 

patrons. The curator will be a subject matter expert on the Genesee Brewery with the mission 

of providing excellent customer service to museum patrons. The tasting component of the 

Standing 

Reach-In 

Double Fryer Flat Top Grill 

Working Space 

Cash Register Refrigerated Counter Top Heat Lamp 

Charbroil Grill 
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museum will require the staffing of a tasting room server.  Weekly tastings with a Genesee 

brewer will be scheduled to attract the home-brewing customer base. To manage flow, tastings 

can be done at specific times of the day. Volunteers may be a possible source of supplementary 

manpower.  

Retail 

The retail area will be staffed by one person during operating hours. He or she will be 

responsible for helping customers find desired items, answering questions, asset protection, 

ensuring that merchandise is properly displayed, stocking and ordering inventory, and working 

with brand team members to develop new items and take suggestions from visitors.  

Alehouse 

The restaurant will require one manager responsible for general daily operations 

including ordering supplies, creating staff schedules, accounting and invoices, upholding 

company policies, and fielding customer comments. Additionally, it is proposed that the 

restaurant will employ three hourly cooks from 10AM to 7PM daily with a one-hour break for 

lunch. The cooks will be responsible for preparing food items, cleaning and organizing the 

kitchen, and other duties as assigned.  

 

Furthermore, two bartenders will serve drinks, wait on the guests, and ensure that they 

have an enjoyable stay at the Genesee alehouse. Among their job duties will be greeting guests, 

taking drink orders and serving the guests, cleaning tables in the seating area, and completing 

transactions. With regard to the beer tasting area, an hourly tasting attendant will be 

responsible for carding customers, serving beer, answering questions, keeping the tasting area 

clean, and completing transactions. 

Opportunities 

Continued Growth 

 In parallel with the growth of the Genesee Brewery since 2009, many new jobs have 

been added. From 2009 to 2011 the number of employees at the Genesee Brewery has 

increased from 330 people to 590 people (a 79% increase over 2009), and it 2012 that number 

is expected to increase to nearly 630 (nearly doubling the workforce in 2009, as seen in 

Appendix S. The construction of a Visitor Center will further increase those numbers and add 

jobs in the Rochester community.  
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Community Connections 

On September 2nd, North American Breweries hosted a meeting that included 

representatives from the City of Rochester, Monroe County, the NYS Economic Development 

Corporation, and Rochester Gas &Electric (RG&E). This opportunity was used to communicate 

intended plans for capital expenditures on the Genesee Brewery Visitor Center. All entities 

present had supportive interest in the project from varying perspectives. The state 

representatives were interested in job creation, RG&E was focused on potential energy 

consumption for the site as well as any utility infrastructure upgrades required for the project. 

The City of Rochester, while questionable in their ability to provide funding other than low 

interest loans, can assist in the approval process for the proposals, and aid greatly in the speed 

to commence the project. Monroe County, also interested in the proposal, could provide 

financial reprieves in the way of tax abatements or a loan to grant. 

The idea of a facility on premise for the Genesee Brewery is not a new concept to the 

representatives of these entities. While no commitment is guaranteed, there is a strong belief 

that support is available. The discussion of $500,000 in assistance did not seem unreasonable to 

any party in attendance.  Outreach with the Rochester community will continue, and follow up 

discussions with city officials have already been scheduled. 

Relationship with Local Sports Teams 

 Currently, the Genesee Brewery is a sponsor of the Rochester Red Wings (AAA baseball). 

There are Genesee Brewery advertisements in the outfield and on the cup holders of the 

bleachers. Furthermore, there are Red Wings/Genny Light neon signs purchased by the Red 

Wings General Manager that are hung at local bars. With the advent of the Genesee Brewery 

visitor center, the relationship could be further strengthened by pre-and post-game parties at 

the visitor center, and leveraging the current relationship to entice more people to visit the City 

of Rochester. More information on this relationship can be seen in Appendix T. 

Publicity 

 Recently, the lighting of the “Genesee Beer” sign that had remained dark atop rooftop in 

Auburn, New York for nearly four decades drew a crowd of nearly 5,000 people. The publicity 

from this event in various local newspapers including the Democrat and Chronicle brought a 

publicity value to the brewery of approximately $333,000. Additionally, the giant OT tanks in 

the front parking lot wrapped with banners resembling beer cans gained the brewery an 

additional $362,000 in publicity value (Appendix U). Based on this past experience, it is 

expected that the grand opening of the Visitor Center would be worth about $450,000 in 



 

14 
 

marketing value with an additional $100,000 marketing value per year after that for other 

events. 

Local Events 

 Currently, the Genesee Brewery hosts an annual concert called “Rock the Cans.” Last 

year, this event drew a crowd of approximately 2,000 people. With the establishment of a 

visitor center, it is proposed that more events could be held – three larger events and three 

smaller events. The large events would draw crowds of between two and four thousand people, 

while smaller events such as concerts featuring local bands may draw crowds of several 

hundred people. These events may include pre- and post-game parties for the local sports 

teams, concerts, charity events, and special tasting events with a Genesee Brewmaster (see 

Appendix V). 

Social Media 

 The combination of the visitor center with various forms of social media will prove to be 

a powerful tool in driving brand awareness and increasing customer loyalty. Facebook will be 

used as a promotional tool for the visitor center, and by creating its own page Facebook page 

users can share their experiences, “like” the page, and recommend it and the visitor center to 

their friends.  

 Another popular social media avenue, Twitter, can be used to promote new brews being 

produced, publicize upcoming events at the visitor center, and advertise “meet the 

Brewmaster” nights, holiday promotions and speciality packs, and other sales on Genesee 

Brewery products and merchandise.  

 Lastly, a monthly Genesee newsletter (similarly to Twitter), could be used as a 

communication vehicle. A feasible goal would be to get 1,600 visitors a year to sign up to 

receive newsletters either online or in the mail (Appendix W). 

Challenges 

Security 

  One of the main challenges facing the implementation of the Visitor Center is security 

of the facility and the neighborhood. Because of this concern, it is recommended that the 

Visitor Center be open only during daylight hours. Additionally, it will be necessary to hire an 

additional security officer, whose main focus will be to ensure that visitors and their vehicles 

remain safe during their stay at the Genesee Brewery property. 
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Parking  

 There is limited room available near the building for visitor parking, as can be seen in 

the Site Plan in Appendix X. It may be necessary to work with the city to secure some on-street 

parking as well demolishing the old Cataract buildings to provide additional parking.  

Demolishing the old Cataract buildings would not only provide adequate parking, but also 

create ample space for outdoor concerts and other events in addition to providing a separate 

space between the Visitor Center and the docks and trucks at Building Eight for the safety of 

both visitors and employees. 

Employee Lunch 

                Since most brewery employees only have about 30 minutes for their lunch break, it 

will be tough for employees to have time to sit down and eat in the restaurant itself. In order to 

accommodate these employees, we will fill the potential void with the introduction of 

“premade & wrapped” sandwiches, salads, etc.  Additionally, there may be an option for “call 

ahead” ordering by employees for timely pick up service & payment during breaks.  Our 

Alehouse Division has substantial experience accommodating short employee lunch breaks 

which will facilitate seamless operations. 
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Appendices 
 

Appendix A: First Floor Layout (Museum, Retail Space, Pilot Brewery, Tasting Area) 
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Appendix B: Second Floor Layout (Alehouse) 
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Appendix C: Artist’s Rendition of the Genesee Brewery Visitor Center 
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Appendix D: Possible Visitor Center Designs, Artist 

Renderings from EMA 
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Appendix E: Map of Businesses Around Rochester 
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Appendix F: Proposed Building for the Genesee Brewery Visitor Center 
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Appendix G: View from the Rooftop Terrace 
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Appendix H: Genesee Brewery Visitor Center Team Members and Roles 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Team Members: 

• Glenn Hancock – Director, Retail Operations and Alehouses 
• Dani Gleason – Manager, Artifactory 
• Sanna Williams – Retail Manager, Artifactory 
• Janine Schoos – Brand Manager, Genesee and Dundee 
• Katherine Tirone – Manager, Network Optimization 
• Mark Minunni – Director of Engineering 
• Mike Atseff – Director of Operations Accounting and Analysis 
• John Henderson – VP, Contract Manufacturing and Government Affairs 
• Cheryl Henke – VP, People 
• Bob Peter – Director, People 
• Mike Bauer – Continuous Improvement 
• Jeff Cardell – Continuous Improvement 
• Adam Gillan – MBA Intern, Continuous Improvement 
• Kelly Seibert – MBA Intern, Continuous Improvement 
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Appendix I: Map of Local Universities and Colleges 
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Appendix J: Growth of the Genesee Brand 
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Store Data for 2011 
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Appendix K: US Brewery Visitor Center Comparison 
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Based on our Tours and Research, 
The Best Brewery Experiences 
Include: 

 Knowledgeable Guides 
 Quality Tasting Area 
 Attractive Retail Store 
 Furnished History Displays 
 Ample Parking 
 Visible Signage 

Appendix L: Brewery Tour Competitive Analysis 
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Custom Brewcrafters 

“The Barn” 

Brewery tour through 10K BBL system was great hands-on discussion of the brewing process. 

Retail section was cluttered and trivial. Tables for food, but only open during events 
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          Saranac 

                     Utica, N.Y. 

Great retail center. Well merchandised.                                                          

Beer was front and center as visitors enter. 

The brewery wasn’t running 
     Captured the feel of an earlier era. 
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    DogFish Head 
                                  Milton, Delaware  

Great tour of a working brewery and stress on unique methods built an anticipation to try the beer. 

 

 

              The retail was mediocre.  There was a large selection of beer available. 
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    Anheuser-Busch 
                             Jacksonville, Fla. 

No touch or feel of ingredients. No sensory 

experience. Didn’t feel like a brewery. 

No artifacts displayed, only pictures. This 

dampened the talk on the company’s history. 

   Nice retail center. Good mix of items and price points. It was separated from the tasting area, though. 
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  Yuengling 

There were many artifacts to look at and a deep sense of the company’s history was well 

developed. The retail area was huge and had a nice mix of items. The two areas did overlap too 

closely, though. 

      The tour felt crowded and rushed. 
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    Heavy Seas 

                                             Halethorpe, Md. 

                   

Outstanding tasting experience before the tour. It had the feel 

of a party or a neighborhood pub. Many visitors were repeat 

customers. 

 

The building and parking lot 

were poorly marked. The sign 

could easily have been missed. 

 Retailing seemed an 

afterthought. 
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        Old Dominion 

                                     Dover, Delaware 

 

 

This is a small brewery, but there were no parking space available. There were also no retail 

items available for sale on the premises (including beer) except for their sodas. 

The tasting was pleasant and the guide 

was friendly. The brewery was running, allowing for a 
sensory experience and a more 
interesting tour. 
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2010 Avg. EBITDAR* 

$422,028 

2010 Revenue Comparison to Genesee Visitor Center 
Projections 

 Artifactory Retail:  $885,824 
 Genesee Retail:   $589,056 
 Restaurant Average*: $2,323,483 
 Genesee Restaurant: $433,8,33 

*excludes Seattle location 

No retail data for alehouses because they are smaller operations 

Appendix M: Contribution to EBITDA 

 

 

 

 

 

 

 

 

 

 

 

 

EBITDAR and Revenue Analysis 
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Appendix N: Incremental Sales 

 

Upstate Convenience Stores 

W/out Brand Lift Sales CE % Market 

Genesee 648,483 7.80% 

Competitors 7,665,403 92.20% 

Rochester sub Premium 8,313,886 100.00% 

   

W Brand Lift Sales CE % Market 

Genesee 731,622 8.80% 

Competitors 7,582,264 91.20% 

Rochester sub Premium 8,313,886 100.00% 

   

Avg. $ per case $12.91   

New Sales 83,139  

 

 

 

 

 

 

Food Channel 

W/out Brand Lift Sales CE % Market 

 227,212 31.28% 

Competitors 499,170 68.72% 

Rochester sub Premium 726,382 100.00% 

   

W Brand Lift Sales CE % Market 

Genesee 259,899 35.78% 

Competitors 466,483 64.22% 

Rochester sub Premium 726,382 100.00% 

   

Avg. $ per case $12.91   

New Sales 32,687  
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Item Year 1 Year 2 Year 3 Year 4 Year 5 Total

Revenue $ $ $ $ $ $

Restaurant Sales 433,833 446,848 460,253 474,061 488,283 2,303,278

Beer Sales 194,040 199,861 205,857 212,033 218,394 1,030,185

Retail Sales 395,016 406,866 419,072 431,645 444,594 2,097,194

Total 1,022,889 1,053,576 1,085,183 1,117,738 1,151,271 5,430,657

COGS

Restaurant Costs 277,315 285,634 294,203 303,030 312,120 1,472,303

Retail/Beer Costs 376,183 387,468 399,093 411,065 423,397 1,997,207

Total 653,498 673,103 693,296 714,095 735,518 3,469,510

Gross Margin 369,391 380,473 391,887 403,644 415,753 1,961,147

Other Benefits

Catering Avoidance 25,000 25,000 25,000 25,000 25,000 125,000

Other Costs

Administrative 190,432 196,145 202,029 208,090 214,333 1,011,029

EBITDAR 203,959 209,328 214,858 220,553 226,420 1,075,118

Other Benefits

Addtl Beer Sales (GM) 448,594 462,052 475,913 490,191 504,897 2,381,647

Goodwill (Marketing) 450,000 100,000 100,000 100,000 100,000 850,000

Net Contribution 1,102,553 771,380 790,771 810,744 831,317 4,306,765

DCF (12%) 984,422 614,939 562,855 515,243 471,711 3,149,171

Cumulative DCF 984,422 1,599,362 2,162,217 2,677,459 3,149,171

Appendix O: Detailed Financial Projections and Margins 
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Task Revised Estimate

Site Work $19,500

Exterior Rehab $50,000

Structural Renovation $184,500

Interior Renovation $474,500

Utilities $725,500

Demolition of Two Buildings $616,000

Design Costs $530,000

Total $2,600,000

Appendix P: Capital Requirement Estimate 
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Appendix Q: Spend Schedule 
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Appendix R: Pilot Brewery and Brewing Process 

An in-house microbrewery will allow us to provide an experience in which guests can learn about the 

brewing process, and get a feel for the production facility without actually touring the brewery. 

An effective tour will: 

*Engage guests 

*Give a high-level explanation and demonstration of the brewing process 

*Allow visitors to have a multi-sensory experience of what is used to make beer, and how it is done 

 Provide an experience to guests that is both enjoyable and memorable 

                   

  

 

 

 

 

 

 

 

 

 

 

 



 

41 
 

Appendix S: Growth of the Genesee Brewery 

 

*200+ new jobs created in last 30-months 

* 2010-2011 1/4 of newly hired positions in professional/technical roles 
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Appendix T: Opportunities for Partnerships in the Community 
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Appendix U: Publicity 
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Appendix V: Proposed Brewery Events 
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Appendix W: Marketing Opportunities with Social Media 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 Source: Artifactory has over 10,000 sign ups over the last 6 years so roughly 1600/year.  The biggest source for 

names is a signup sheet at the register that people filled out while they are being rung up.   

• Twitter  
• Promote new brews  
• Events at Visitor Center  
• Brewery tours  
• Meet the brewmaster 

series  
• Holiday 

promotions/packs  
• Sale on merchandise  

• Newsletter  
• Monthly newsletter  
• Similar to Twitter, it 

would be used as a 
communication vehicle  

• Aim to get 
approximately 1,600* 
sign ups per a year 

• Facebook  
• Use as a 

promotional tool 
for Visitor Center.  

• Increase exposure 
of the Genesee 
brand nationwide. 
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Appendix X: Site Plan 

 




