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The financial information included in this review does not constitute statutory accounts as defined in the Companies Act 2006. 
Full accounts for the year ended 3rd October 2021, upon which the auditors issued an unqualified opinion, will be delivered to 

the registrar of companies.
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CHAIRMAN’S REPORT
From what has been a challenging pandemic year during 
which our pubs were closed for nineteen weeks, and 
under restrictions for much of the remainder, there 
are some positives to reflect on. Most notably, through 
careful cost control, coupled with well executed 
reopening plans in April, we finished the year ahead of 
2020 with a positive EBITDA of £5m and net debt reduced 
by £1m.  

Our strategy is based on three key areas. Firstly, to 
focus on the growth of our managed businesses in the 
UK and France. Secondly, to secure the sustainability of 
and income from our leased and tenanted Pub Partner 
estate, and thirdly to grow the income generated from 
Brewpoint with beer sales into our pub business and 
beyond.

At the start of the pandemic in 2020 our intention was 
to grow our managed pub estate through the acquisition 
of new freehold properties. However, the values of pub 
properties in our target areas remain high, and in some 
cases overvalued, so we are finding opportunities to grow 
our managed estate from an internal focus at present. 

For the second year running, income from our Pub 
Partner estate was seriously impaired by the forced 
closures. To protect their cash flow, we did not charge 
commercial rent throughout the period of lockdown. 
Obviously, this had a significant impact on our revenues, 
but it ensured our partners emerged from the lockdown 
in a stronger position.

We have now been back in brewing for over a year. Ian 
Jones and his young team of passionate brewers have got 
to grips with their new brewery and are producing a wide 
range of beer varieties of exceptional quality that are 
resonating with our pubs and customers both here and 
in France, ensuring sales are ahead of expectation. This 

has been endorsed by a basket full of medals they have 
won at this year’s International Beer Tasting competitions.
The outlook for the new financial year is encouraging as 
customers return to enjoy their local pubs. The company 
has a strong balance sheet and we are steadily reducing 
our net debt, built up over the last two years, so that we 
can be prepared for growth opportunities. We will pay 
an interim dividend after the first quarter of this new 
financial year and intend to pay dividends, all things going 
to plan, on a quarterly basis from now on.

Your board of directors changed this year as Paul 
Rawlinson stepped down from a non-executive role 
after nine years. His wise counsel and guidance have 
been invaluable in these transformative years and we are 
indebted to him. Subsequently we were very pleased 
to welcome Ruby Parmar on to the board. Ruby was, 
like Paul, a partner at PWC and was based at Milton 
Keynes. She lives locally and is involved in a number of 
organisations in a non-executive capacity.

Peter and his team have worked tirelessly during this last 
year to prepare the company for life after the pandemic. 
With great creativity and teamwork new initiatives were 
launched and every opportunity explored. On behalf of 
all the shareholders I congratulate them and offer our 
thanks for their impressive energy and resilience.

The company continues to face many challenges - a 
new Covid variant is arriving as I write - but we face this 
new year with confidence and it is evident that for our 
customers the pub, and a social pint of beer, still play a 
vital role in their lives.

Paul Wells, Chairman

Ruby Parmar, Non-Exec Director
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MANAGING DIRECTOR

Peter Wells, Managing Director

Despite all the challenges that the pandemic presented, 
Wells & Co. concluded the year in a better position than 
we had expected. It has been trying, but the team has 
been adaptable and dynamic. Our ability to embrace 
innovation and creativity whilst reacting quickly to 
adversity ensured we did not just survive but were also 
able to establish the foundations of a strategy that will 
help deliver consistent sustainable profit growth for the 
years to come. 

The financial year commenced with us moving into 
our new offices whilst opening the garden space at 
Brewpoint to the public. We were only able to trade for a 
few weeks before we were forced to close in November, 
but the initial demand and subsequent feedback showed 
we had created an experience the local population were 
delighted to have on their doorstep.  

Except for a handful of weeks in December, we were 
then forced to close all our pubs until 12 April, when the 
government announced we could open our gardens to 
the public.

As soon as we understood we would lose our trade, we 
reacted instantly to cut costs. As in the summer of 2020, 
90% of the team went on furlough. The board and senior 
leadership team volunteered a salary reduction and all 
discretionary spend was halted. We were grateful to 
the Pension Trustees who agreed to cover £200k of the 
running costs of the final salary pension scheme. We 
also reviewed all the licensed and unlicensed property 
we owned and sold parcels of land and a handful of 
marginal pubs, to keep our debt levels from climbing to 
an uncomfortable level.

Whilst we hammered down our outgoing costs to a 
bare minimum, we did not slip into full hibernation. 
We created a portfolio of canned beers and quickly 
launched an e-commerce platform. To drive awareness 
of Brewpoint we also delivered a programme of virtual 

brewery tours with tutored tastings of six different 
canned beers, delivered by our Brew Crew. Over 1,000 
people paid to join us over this period, most of whom 
have returned to enjoy the experience in person.
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Our teams in France developed a click and collect 
scheme where their locals were delighted to pick up a 
drink in a crowler (a giant, two-pint can) to satisfy their 
desire for our freshly poured beers. Before this was 
prohibited by the French government, they were selling 
€40k of takeaway beer a week.

This is just one example of how many of our managed 
and Pub Partner pubs reacted quickly, pivoting their 
business models to make the most of the takeaway 
market that rapidly evolved.

A fundamental piece of work we concluded was to re-
segment our UK managed pub estate by splitting them 
into three core trading styles; Heritage, Gather and 
Neighbourhood. Heritage refers to the food-led pubs; 
Gather to the larger, higher-energy pubs in affluent areas 
where you expect to see higher sales of craft beers and 
cocktails. Neighborhood refers to the pubs in the heart 
of their communities, which is where we have moved the 
Pizza, Pots and Pints (PPP) sites. 

There are several other sites that focus on their local 
communities that have a slightly older demographic 
that we have also included in this segment. By doing 
this, it will give us the opportunity to unleash the 
potential of sites that would not have traditionally met 
the PPP categorization. For each of these trading styles 
we have created guest profiles so we can get to grips 
with what customers want and expect, using the local 

demographic data to align their offers. This means we will 
give our guests the consistent experience they expect. 
It also means we can generate operational efficiencies 
with common menus across each of the trading styles, 
economies of scale in purchasing, as well as a clearly 
defined career path for anyone who joins us.

On that front it has been deeply satisfying to see the 
internal promotion of more members of our team than 
ever before. Providing the evidence of an opportunity to 
develop and progress is central to our people plan. I’m 
sure everyone will be aware of the staff shortages which 
are prevalent across the hospitality industry. So, it’s not 
just the “right thing to do” but critical to support our 
growth plans that we can nurture and develop talent to 
take on more pubs in the future. We do have an exciting 
plan that should see us deliver an additional £1m a year 
for the next five years to support our ambition of ‘15 in 
5’ – delivering an EBITDA of £15m by 2026. This strategy 
is based on us moving around twenty pubs from the 
leased and tenanted Pub Partner estate into our managed 
model when their contracted lease agreement comes to 
a natural end. 

Over the course of the last financial year, we transferred 
seven pubs to our UK managed estate from our Pub 
Partner division and will similarly transfer another seven 
this year. With investment these sites will contribute at 
least 50% more EBITDA than they do currently, hence 
this is central to our plans for growth.
We have good reason to be confident with our 
projections; in the short time they were able to open, our 
managed pubs posted a record-breaking profit of £2.2m.
Over the course of the year, we have also launched 
a strategic vision to reflect the fact that there’s more 
to running a long-term business than simply making 
money. Our financial success must be balanced against 
our impact on the people we interact with and the 
planet we inhabit. Going forward, we will be adopting a 
‘triple bottom line’ approach; people, planet and profit 
will each receive the attention they deserve, creating a 
sustainable way of doing business.  We have introduced 
a vision statement for each of these pillars which will 
define the actions we take whilst growing the profitability 
of the business:

People: We enjoy it so much, we recommend our friends 
and family work here
Planet: Our children are proud of the part we play to 
protect the planet
Profit: 15 in 5.  We will deliver an EBITDA of £15m in 5 
years, (by 2026)

I am extremely proud of the resilience the whole team 
displayed over the winter of lockdown, of the plans 
conceived and then flawlessly executed when allowed 
to do so, despite the continuously changing restrictions 
and operational pressures experienced since then. A 
positive EBITDA of £5m, and a reduction of net bank 
debt to £24.1m vs £25.2m last year shows the strength of 
the business.  We have not just reactively survived the 
pandemic, but emerged with a flourish, looking forward 
to an exciting period of sustainable growth.
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FINANCE DIRECTOR

Anthony Fryer, Finance Director

2021 results
In the year to 3 October 2021, sales income from 
continuing operations decreased by £8.0m to £30.5m 
due to the period of forced closure for our business as a 
result of Covid-19. 

Operating loss before exceptional costs was £1.7m (2020 
£1.8m loss) which is £0.1m better than last year despite 
further closure of our sites due to Covid-19 in both the 
UK and France. Loss after tax of 0.0m (2020 £12.5m loss) 
is an improvement on the previous year of £12.5m due 
primarily to the reduction in exceptional costs relating 
to restructuring costs and impairments, the reversal of 
the fair value movement of non-cash derivatives and an 
increase in property disposal profits. Group adjusted 
EBITDA of £5.0m is £1.4m higher than the previous year. 

Financing
The net debt position including shareholder bond is 
£28.9m (2020 : £29.5m).

With having the business closed for the majority of the 
first half of the year until early April, the focus was on 
reducing cash outflow whilst minimising any damage 
to the underlying business or assets. The business has a 
strong operating model that we know works when we are 
allowed to be open; this has been demonstrated during 
the second half of the year when trading was permitted, 
albeit with some restrictions. The business did continue 
to utilise the furlough scheme where appropriate and 
obtained grants when available.

HSBC have continued to be very supportive throughout 
the pandemic with regards to altering our banking 
covenants as necessary. Whilst at no point have we had 
any concerns over cash availability, the annual EBITDA, a 
key measure for HSBC, has understandably continued to 
be suppressed.

With the business having very limited income we have 
had to continue the focus on accelerating the disposal 
of pubs which we had identified as being non-core. 
The disposal of sixteen sites during the financial year 
generated £6.7m of cash for the business allowing us to 
keep debt levels lower.

Defined Benefit Pension Scheme
The impact of Covid has for the second year running had 
a significant impact upon the valuation of the pension 
scheme. However, compared to last year, where the 
business booked a significant increase in the deficit on 
the scheme, the performance of the stock market in the 
final six months of the year has seen this deficit reverse.

Exceptional Costs
There is also a requirement for the auditors to review 

the carrying value of our fixed assets based upon 
an estimation of how pubs will recover following 
coronavirus. For this year we have only identified one 
pub requiring an adjustment. The Cross Of St George in 
Paris has had an impairment of £0.3m due to continuing 
trading challenges.

The exit of the Frontline joint venture saw two of the 
four pubs transferring back to ourselves with the other 
two sites now being fully operated by our previous JV 
partners. There was a final exit cost of £25,000 which has 
again been reflected within exceptional costs.

Coronavirus support received
Whilst no comparison to the strong cashflows we can 
generate when allowed to trade, we have been the 
recipients of support from both the UK and French 
governments.

In total by September 2021 we have received £6.6m of 
benefit with £4.5m in the UK and £2.1m in France.
For the UK, £2.9m of the support has been furlough 
which has allowed us to support our colleagues during 
lockdown. The reduced VAT rate to 5% on food (from 
July to September 2021) has had £0.3m of benefit and the 
remaining £1.3m is a combination of savings on business 
rates and local grants.

For France, £1m has been furlough support with £1.1m 
being government support for the hospitality sector.
We are certainly not ungrateful for the support but, as 
with the wider industry, we are much more comfortable 
being masters of our own destiny and providing those 
experiences people will recommend to their friends. 
A return to full VAT from April 2022 coupled with the 
continual delay in a fair and comprehensive review 
of business rates means that we will face ongoing 
challenges on the path to full recovery, however we 
are confident that the business models we run and the 
investments in sites we have undertaken put us in a 
strong position to achieve this.
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A SIMPLIFIED PROFIT 
AND LOSS ACCOUNT

Continuing income we have generated      £’000
The Group’s turnover is the total amount of money that has been charged for our products and 
services. It includes sales of beers, wines and spirits, rent from the partners of Wells & Co. pubs and 
trading income from our managed houses in both France and England. 

What we have spent 
Out of this we have to pay for:

Raw materials, wines, spirits and beer from other brewers     9,597
Wages, salaries and pensions        12,708
Repairs to licensed properties         1,062
Depreciation and amortisation in continuing business      5,003
Other operating costs          3,733

What’s left
We are now left with our operating loss before exceptional costs from which we have to reflect:       -230

Property Profit - The profit made on disposal of non core assets    1,717
Finance Cost on Pension Scheme  -319

Historical retained profits at start of the year      46,694
Historical retained profits at end of the year    54,970

Our loss then moves by:
Corporation Tax - the tax charge in the current year             -20 
Deferred tax - the movement in the accounting tax on the pension scheme      526
Foreign Tax - the credit in France on the losses we incurred -4
Restructure costs -72
Derivatives - non cash movement on our fixed interest bank agreement 1,455
Impairment - non cash adjustment for movement in property values -255

Loss after tax -50
Movements in reserve:
Exchange Difference - the impact the weakening Euro has on our French business -238
Dividends - the amount we accrued from last year’s AGM vote -1,464
Employee Share Scheme - annual charge for our employee benefit scheme 12
Property - extra profit on pub disposal from revaluation reserve 3,097
Pensions - annual revaluation of defined benefit pension scheme 3,991

Turnover          30,475

Total expenses         32,103

Loss before tax           -1,680

Retained losses for year to 27th September 2020    8,276

For the 52 weeks ending 3rd October 2021

Operating Loss from Continuing Business                   -1,628

Minority Interest - the part of Little Gems we do not own  -14 
Interest Payable - on money borrowed from the bank and other institutions  -1,436
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A SIMPLIFIED BALANCE SHEET

What we own         £’000

Fixed Assets - the brewery, public houses and other assets    125,284
Stock - beer, wines and spirits    778
Debtors - money owed by customers and others   17,652
Cash   16,096

For the 52 weeks ending 3rd October 2021

Less what we owe
Creditors - for supplies of raw materials, wines, spirits, duty, VAT, tax, 
dividends, services and equipment    30,877
Loans - long term money borrowed to run the business    44,951
Deferred Tax    4,948
Defined benefit pension scheme liability   11,485

Share Capital and Reserves     12,579
Historical Profits 54,970

         159,810

         92,261

Net assets    67,549

Shareholder funds   67,594



oWELLS & C 
E S T    18 76

9WELLS & CO. ANNUAL REVIEW 2021

A SIMPLIFIED CASH FLOW
For the 52 weeks ending 3rd October 2021

What trading cash we generated       £’000

Operating profit from continuing business    -1,628
Profit on sale of non core pubs - the proceeds received    1,717
Depreciation and Amortisation - added back as not a cash cost    5,003

What other monies we spent       £’000

Investing in our pub estates in both France and UK and Brewpoint    4,225
Monies paid into the defined benefit pension scheme    1,649
Interest paid   1,596

Net Cash at start of year   -29,531
Net Cash at end of year   -28,855

What other cash came into the Group
Sale of non core pubs - the proceeds received in excess of property profits  4,706
Working capital movements - changes in our levels of stock, debtors and creditors  -2,524 
Movement in Euro borrowings  872

Earnings before interest, tax and depreciation (EBITDA)  5,092

Working Cash Flow  8,146

Total Cash Outflow  7,470

Net cash movement for the year 676
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RETAIL DIRECTOR
It’s hard to believe that I have now been with Wells & 
Co. for nearly eighteen months - we have faced more 
challenges in these months than most people face in a 
lifetime. 

I must admit that I couldn’t have faced these adversities 
with a better group of people, who helped navigate 
through the issues fantastically. The team at Wells & Co. 
have shown great tenacity and resilience to work through 
the challenges we’ve collectively faced. 

We have encountered restricted trading, tiers, table 
service, drinks only with food, ‘substantial food’,  partial 
and full lockdowns to name but a few. In the UK we were 
fully shut for 19 weeks in total, and partially open across 
nine weeks – 28 weeks of full / partial closure and many 
more with the trading restrictions as described.

Throughout this we still managed to focus on not 
just keeping the business together but also growing 
throughout the year as we emerged from lockdown.

By the end of 2021 we will have grown our managed pub 
estate to 28 sites. a huge 36% growth in one year. Our 
new flagship site, Brewpoint, has quickly become a local 
hub of activity, hosting everything from Oktoberfest to 

Christmas cinema nights. 
We have grown by segmenting our pubs so that we 
broadened the appeal of our existing managed estate; 
we are therefore able to spot internal opportunities as 
they arise. This also meant that we moved two previously 
managed sites back into our Pub Partners estate as they 
were a better overall fit. 

During lockdown we undertook the mammoth exercise 
of training all of our colleagues on segmentation and 
what that means for both the customer and us as the 
Wells & Co. team. This has meant that we are focused on 
delivering the right offer, in the right space for our guests 
across the business. We opened our new segments – 
Heritage, Gather and Neighbourhood - with new menus, 
pricing and offers across the board.

Shirley Couchman, Retail Director
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We’ve also implemented new technology through online 
ordering system Preoday, which brought in over £6.5m 
of sales during the year, and new systems to track our 
online reputation with our guests and manage our social 
media platforms under one umbrella, leading to Best 
in Class status for multiple pubs. We reached record 
sales in some locations as a result of this combination of 
technology and ambition, with Cox’s Yard in Stratford-
upon-Avon capitalising most and netting an amazing 
£73k in one week this summer. We did all of this whilst 
complying fully with Covid regulations, gaining a great 
reputation locally – this meant that we became a venue 
of choice each time we re-opened. 

Our Pub Partners have received equal focus. We’ve 
overhauled how we approach the life cycle of a tenant 
relationship, launched new wine menus, and managed 
the estate in a progressive manner to ensure that the 
pub sits in the right segment and operating division to 
maximise both profit and customer satisfaction. 
As we enter this new year we will be looking to invest 

further into the Pub Partner estate, paying particular 
attention to the exterior messaging and signage in this 
part of our business. We’ll be installing new signage and 
decorating the outside of multiple outlets to hugely 
improve kerb appeal and extend our new branding 
further across the estate. All this in addition to the 
extensive rent support provided to help our Partners 
survive and subsequently thrive in a post-pandemic 
climate. 

Finally, it’s been great to collaborate with all our 
colleagues on making Wells & Co. an inclusive and 
welcoming place to work. I’m delighted to say that 
we have partnered with Women in Hospitality, Travel 
and Leisure, an organisation that will help us to craft a 
diversity and inclusion policy that carries real meaning 
for our company and our colleagues.Cox’s Yard

The Oliver Cromwell
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WHAT’S THE (TRIPLE) BOTTOM LINE?

As the pub trade makes it way out of its toughest period 
in living memory, much focus has rightfully been placed 
on the financial aspect of trading – reducing expenditure 
as pubs battened down the hatches for lockdown, then 
returning to trade and profitability on other side. 

However, we at Wells & Co. recognise that there is more 
to doing good business than money. Like many, we’ve 
done some serious thinking during the pandemic and 
decided to emerge with a new way of operating that 
prioritises our impact both on the natural environment 
and the communities around us, including our own 
colleagues. 

The model of the Triple Bottom Line is rapidly gaining 
momentum across forward-thinking businesses, and 
holds obvious appeal for us at Wells & Co. Instead of 
focusing on just a single bottom line – profit – the Triple 
Bottom Line model, incorporating Planet, People and 
Profit, requires companies to focus attention on social 
and environmental issues alongside their financial 
targets.

Peter Wells explains: “Understandably, a lot of our recent 
work has been geared around delivering financial targets 
and returning the business to a normal footing. Going 
forward, however, we will need to ask ourselves more 
challenging questions about the impact we are making on 
the environment and the communities around us (which 
also includes everyone in our business). To make a clear 
difference, we need to understand where we are now 
and then introduce the measurements and targets to 
improve. 

“We at Wells & Co. have always understood the 
importance of people and community; recent news 
has reminded us of the dire environmental situation 
we are all faced with, and we are determined to evolve 
our family business into one that will make future 
generations proud of the part we play in protecting our 
planet.

”In pursuit of this goal, fifth-generation Wells family 
member Ed Robinson has recently been appointed to the 
new role of Group Planet and Community Impact Lead, 
providing some dedicated focus to help steer us into this 
new way of working. 

Ed adds: “It’s early days in my new role, but I’m already 
learning at a rate of knots and am hugely excited to 
drive the Triple Bottom Line approach to doing business 
across the Wells & Co. estate. Everything from waste 
management to supplier ethics to community support 
will come under the microscope; we need to ensure 
that we’re acting as great neighbours, guardians for 
our environment and responsible operators, all whilst 
continuing to deliver experiences you’d recommend to 
friends. My role will help to shape the future outlook of 
our brewery and pub estate, ensuring that our actions 
match our values when it comes to sustainability and 
social responsibility. 

This will mean evolving the ways we currently do 
business in many respects; no small objective, but it’s a 
hugely worthwhile goal and we’re up for the challenge.” 
This evolution has already begun. Initial projects under 
Ed’s oversight include an audit of the way we approach 
waste management at Brewpoint and in our pubs, 
partnering with a sustainability consultant to join us on 
our journey, and seeking out ways to ramp up our social 
and charity involvement in the communities we 
operate in. 

Speaking of waste management, as we began 
brainstorming ways to ensure a more environmentally 
sustainable future for our business, reducing food waste 
in our pubs quickly rose to the top of our agenda. 

Ed Robinson, 
Group Planet and Community 
Impact Lead
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Help was at hand in the form of Too Good To Go, a 
mobile app that connects customers to hospitality 
venues that have unsold food surplus. For just a few 
pounds, customers net themselves a ‘Magic Bag’ 
containing a great value selection of goodies for 
collection later that day (you won’t know exactly what’s 
in your Magic Bag until you pick it up - that’s all part of 
the surprise). With over 6.8 million Magic Bags rescued 
worldwide to date, the platform is striving to put a real 
dent in the one-third of food produced in the world 
which goes to waste. 

We’re excited to be playing our part. Following a very 
successful trial across a number of our pubs and our new 
home Brewpoint, we’ve now rolled out the Too Good To 
Go platform across our entire UK managed estate. From 
roast dinners to draught beer, our Magic Bags are already 
proving a hit with our loyal pub customers, whilst savvy 
visitors to Brewpoint have been only too keen to help 
take some short-dated canned beer stock off our hands. 

Another hit locally was our collaboration with 
Companions Bakery, a local enterprise established to 
support ex-offenders trying to resettle effectively in 
and contribute to the Bedford community. The bakery 
team were scratching their heads trying to come up 
with something new, special and uniquely Bedfordian to 
make for the annual celebration of the art of real bread 
(20 – 27 February). Someone mentioned Brewpoint, 
which lead to a discussion about the German spent grain 
bread, biertreberbrot. A quick phone call from Julian 
Polhill, volunteer director at Companions, to our own 
Peter Wells, and within twenty-four hours the bakers 
took delivery of two sacks of spent grain from our recent 
limited-edition brew Terrain. 

The resulting loaves were – as Peter will attest – truly 
delicious, and their success has sparked a wider project 
to explore where else our spent grain might add a tasty 
point of difference to the baked goods on sale in our 
estate. We’re busy scheming with Companions Bakery, so 
watch this space for more bright ideas to follow from this 
inspiring collaboration. 

Julian, who operates a farm on the outskirts of Bedford, 
concludes that the project really was a win-win for all 
concerned: “There was some good Terrain mash left 
over, so I fed it to my pigs. I’ve never seen a pig smile 
before.”
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Permanent Range

Our cask range is recognised, trusted and perfectly suited to our pubs; it’s 
what die-hard Wells fans want to drink. 2021 has seen DNA lead the way as 

our biggest-selling draught beer in the UK.

Crafted to meet the needs of the modern marketplace, these are the beers 
we’re championing on draught in both our own pub estate and the Free 

Trade. 2021 has seen Brewpoint break into the low/no-alcohol category with 
the introduction of Nil Point.

Cask Range
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Extended Range

Lockdown accelerated the development of Brewpoint’s range of canned 
beers – now up to fourteen in total – and the varied selection proved a hit as 

an integral part of the virtual brewery tours we hosted during lockdown.

Beer fans abroad enjoy their drinks a little differently to us Brits. Our export 
range features higher alcohol content and stronger flavours, perfectly 

matched to the relaxed Continental drinking style.

Export Range
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SEASONAL CASK 
ALE CALENDAR

During lockdown, our marketing team – much like everyone else – found themselves bored.

They suspected they weren’t the only creatives in town sitting around with not much to do, so launched a seasonal beer 
calendar competition to see if Bedford’s local design talent would rise to the challenge. 

The team put out a call for designers, illustrators, doodlers and other creative types to submit original illustrations that 
would bring Brewpoint’s seasonal cask ale range to life on bars across the Wells & Co. estate. 

The response was impressive to say the least. Bedford has talent! Our team selected a dozen artists, and their beautiful 
artwork has brightened up our pubs an absolute treat over the past twelve months, not to mention delighting visitors to 
the Brewpoint shop when they discovered prints of each design on sale alongside our delicious beer. It’s our pleasure to 
take a look back at the whole selection with you here.   
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BACK TO OUR WINNING WAYS
Ever since planning work on Brewpoint’s creation began back in 2017, one of our key objectives was for it to produce a 
range of beer truly worth celebrating. Freed from the logistical constraints of high-volume production runs and armed 
with a state-of-the-art brewery capable of bringing to life any new brew that our imaginations could dream up, it’s fair 
to say that our first year in our new home has delivered on that objective – and judging from the awards we’ve garnered 
in 2021, the wider industry agrees. 

We kicked things off in style with no less than three wins at the Craft Beer Marketing Awards (CBMAs). Open to 
breweries from across the globe, the CBMAs recognise and reward the very best marketing in the brewing industry. 

Winners in each category receive an award known as a ‘Crushie’, and Wells & Co. walked away with two UK awards as 
well as a global award for its new logo.

in the UK’s Best Can Design 
category for On Point Pale Ale

Gold Crushie award
for the Brewpoint logo, in 

the Best Unique Logo Design 
category

Global Winners
in the UK’s Best Unique Logo 

Design category for the 
Brewpoint logo

Platinum Crushie award
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These accolades are the culmination of our community-
focused approach; as explained in last year’s review, the 
Brewpoint team have collaborated with local artistic 
talent to bring its new home and brews to life. Working 
with Bedford College, where student Carli Pfurtscheller 
came up with the creative ideas for the logo and 
branding, it was then developed further in-house with 
former Bedford College student Marcus Finch to take the 
brand forward and finalise the overall designs.

Our Head of Sales and Marketing, Tom Foddy, comments: 
“We wanted to create a brand and individual beers 
that were instantly recognisable to our customers; we 
focused on the simplicity of the names and designs to 
make sure that each one really stood out. This thinking 
was key throughout the design process for our beers 
and overall brand, and it’s brilliant to see the designs met 
with this level of recognition at the Craft Beer Marketing 
Awards.”

Reflecting on the Brewpoint logo, Peter Wells adds: 
The first time we saw the design, it was one of those 
moments where something just hits the nail on the head. 
We knew we had something special that nodded to our 
heritage and history and we could happily use for years 
to come.”

Next came the Global Beer Masters, judged blind by an 
international panel of industry experts. Brewpoint’s beers 
were up to the challenge, with Checkpoint and Ink Well 
winning silver and gold in their respective categories. 

More recognition was quick to follow, with Brewpoint 
and its launch range scooping no less than six wins at the 
World Beer Awards, including the ceremony’s coveted 
World’s Best Design accolade for the Brewpoint can 
range.

The awards select the very best in all internationally 
recognised brewing styles, promoting the world’s finest 
beers to consumers and trade. As well as World’s Best 

Design, Brewpoint also came away with five other awards 
across both design and taste categories:
• Gold Award in Best Designed Can Range for Brewpoint’s 
   Can Range
• Gold Award in Best Can Design for On Point Pale Ale
• Silver Award in Stout & Porter for Ink Well
• Silver Award in Classic Pilsner for Midpoint
• Bronze Award for IPA Session for Checkpoint

As Tom rightly notes, “Success at the World Beer Awards 
speaks for the hard work that has gone into making 
Brewpoint’s inaugural range a success; a global pandemic 
is no barrier to global recognition for beers and design 
work of this quality. Consumers drink with their eyes, 
and strong branding on the bar is key in influencing their 
purchasing decisions. These latest wins confirm that 
not only is our design work world-beating, the beer it’s 
bringing into the limelight can more than hold its own 
when it comes to taste.

A year after brewing began at Brewpoint, it was a 
pleasure to wrap up a summer of silverware with more 
success at the prestigious International Beer Challenge, 
an awards ceremony aimed at celebrating the skills of 
brewers worldwide. Another brace of fine results for 
our new range; Midpoint was awarded a gold medal in 
the Lager category, while Ink Well and Checkpoint both 
received silver medals in their respective Stout/Porter 
and Ale categories.

Head Brewer Ian Jones observes: “As a brewing team 
we are delighted that, having been drawn in by the 
incredible innovation and creativity of our marketing 
team, the quality of the beer itself is equally appealing 
to craft beer fans. It is testament to the skill, passion 
and craft of our Brew Crew that we have won awards in 
every competition we have entered since the opening of 
Brewpoint, and all this in our first year of operation with 
brand new brands! We have an extraordinary brewery 
from which to ply our trade, and I can see these being the 
first of many accolades to come over the next few years.” 

Tom concludes: “There’s no doubt about it, accolades 
help when selling beers. They’re particularly important 
as we ramp up our free trade sales efforts, lending 
welcome external credibility to a fresh-faced brand such 
as Brewpoint. They now form part of our business ethos; 
be it our pubs or our beers, we want them to be winners. 

It’s a true credit to our brewing team to be receiving 
critical praise on this level so early in Brewpoint’s journey.
Our new home can already be called ‘award-winning’; 
how many craft brewers can say that?”
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NEIGHBOURHOOD
2021 was the year of the Ox, signifying movement. I think 
we can all agree that the sheer volume of movement we 
have experienced this past year has left us feeling seasick! 

Firstly, a huge shout out to the Neighbourhood team 
who have faced up to the challenges of the past twelve 
months with ingenuity, resilience, and a renewed 
sense of agility. Did the ever-shifting tier regulations, 
lockdowns, trading restrictions and an employment crisis 
stop us from delivering record-breaking sales? No, they 
did not.  

Though this year has undeniably had its lows, thankfully 
the highs have prevailed, with all but two sites delivering 
unprecedented sales figures. Proactive investments in 
our gardens saw us provide additional heat, light and 
shelter to our community during winter. Not only did 
this help the team to capitalise on sales during the period 
when hospitality was limited to outdoor areas only, it 
also saw the teams create wildly popular ‘fan zones’ 
for the England football team’s fantastic run during the 
Euros.

It is worth acknowledging just how tough this period was 
when the gardens were in full swing. Whilst our guests 
were busy socialising in our gardens, the team were 
running food and drink back and forth from the pub to 
the garden. The numbers are quite startling, with Wayne 
at The Flint Cottage in High Wycombe racking up 85 miles 
on foot in a week, whilst one of the biggest single days 
saw Amy at The Tree in Leicester walk thirteen miles in 
just one day! Heroic efforts by the team to deliver an 
experience you’d recommend to friends. 

The mantra for the year has been to grab the 
opportunities presented to us with both hands. I cannot 
think of a better example than the team at the Old White 
Horse in Baldock, who hosted a stage for the local music 
festival. Not content merely to open as usual, they set 
up external bars, external catering stands and drafted in 
additional team members from neighbouring Wells & Co. 
pubs in order to sell as much product as possible. Oh, 
and what a great job they did - taking £34K for the week, 
smashing their previous sales record by an incredible 
£12K.

Not intent on simply growing sales, we also grew our 
estate, bookending the year with two new openings. The 
Flint Cottage, High Wycombe opened in December 2020, 
just before we were plunged back into lockdown, whilst 
the Gordon Arms in Bedford roared back to life as a 
managed site in August 2021. 

This year has also seen us celebrate the successes of 
many of our team. Gemma Hall, who joined us back in 
2018 as a team leader, has been promoted to general 

manager of the Old White Horse, while Piero Cucinotta 
secured the Sous Chef role at the Carpenters Arms. 
Excitingly, Mikey Pearson who launched the Carpenters 
Arms in 2018 has now become a dual general manager 
for our Cambridge sites, overseeing both the Salisbury 
Arms and Carpenters Arms. Though new in their roles, 
all three are really thriving and acting as a great motivator 
for the rest of us. 

Despite the Covid closure periods and the trading 
restrictions, which have had an outsized impact on 
these small-footprint Neighbourhood sites, we ended 
the year with a 20% EBITDA conversion rate. This is a 
phenomenal result, and gives me huge confidence in the 
Neighbourhood model as we look to continue to deliver 
a quality streamlined product within highly populated 
residential areas. 

The future is looking bright.

Benjamin Smith, 
Director of Operations - Neighbourhood
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GATHER AND HERITAGE
It feels like the last twelve months have gone in a flash! 

We launched our pub segmentation project in January, 
following a lot of planning work at the back end of 
last year. Heritage, Gather and Neighbourhood are 
now common language for us but didn’t exist as pub 
categories eleven months ago, which proves how far 
we have come on this journey in such a short time. As 
the bedrock on which we will grow the managed house 
estate, a large amount of our central work has been in 
refining each of these offers and making them come to 
life in the sites. Through a period of massive change, the 
teams deserve real credit for how they have embraced 
everything about these new segments.

Last year was certainly split into two halves. Closure in 
November gave us a sense of déjà vu for December as 
we put more marquees up, then saw floods of people 
coming to visit us before businesses started to close by 
area again. We finished 2020 with The Eaton Oak being 
our sole survivor and able to trade Christmas Day. 
Lockdown lasted until April and was certainly harder on 
everyone than previous closures had been - ‘checking in’ 
to say hello became even more important for us. When 
it was confirmed we would open again on April 12th, we 
had a really solid plan to welcome the team back in and 
be ready to trade. We also welcomed the teams at The 
Jam Garden, Queens Head, Park, Playwright and Tree into 
Gather and the team at The Swan into Heritage. At this 
point segmentation came to life. 

Opening week saw more records tumble - Cox’s Yard 
at £56k (going on take a staggering £73k later on in the 
year), The Old Cock Inn at almost £51k, The Eaton Oak at 
£40k, The Jam Garden at £40k and Merlin’s Cave at £35k. 
It was our busiest week so far this year and the teams 
performed admirably, going from stationary to 100mph at 
a moment’s notice. The tenacity with which they rebuilt 
trade created great momentum into April, May and June. 
As the sun shone, all of the sites very much cemented 
their position as the place to be locally- providing great 
experiences while still maintaining our Covid-secure 
ethos. 

As restrictions lifted we carried on in the same vein and 
finished the year with some stunning results. Gather 
took a total of £4.6m and converted this through to 
£1.07m of profit. Heritage took £4.3m, resulting in £664k 
of profit. There were some stand out performances 
within this, with The Old Cock Inn (£339k) and The Eaton 
Oak (£272k) finishing as the most profitable houses in 
their segments. 

Cox’s Yard made a profit for the first time in Managed and 
likewise The Jam Garden and The Tree delivered healthy 
profits for the first time in Wells & Co.  

The Red Lion at East Haddon, Burleigh Arms in 
Cambridge and The Bell at Stoke Mandeville have all 
opened as we have entered the new financial year. I have 
to say a huge thank you to everyone who has supported 
these openings and made them possible. We have also 
been able to make appointments with strong succession 
in place, which is a fantastic position to be in given the 
stop-start nature of past eighteen months. We welcomed 
Jayde Cooke as Operations Manager for Heritage in early 
October as part of our plan for expansion, and can all 
look forward to a very exciting twelve months ahead as 
we expand the estate further. 

As I constantly tell the Gather and Heritage teams, they 
will never experience the trading issues again in their 
careers that they have done since March 2020. The way 
they have gone about their business is admirable; they 
continue to impress me with their passion to achieve, 
especially given everything they have had to deal with.

Amazing work from an amazing team.

Tor Humpherston, 
Director of Operations - Heritage and Gather
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PUB PARTNERS
What resilience our Pub Partner estate has demonstrated 
over the past twelve months. 

Another year of patchy pandemic trading, and another 
opportunity for the talented operators running our pubs 
to showcase their adaptability and tenacity. Despite all 
the challenges 2021 has thrown at them our Partners 
continue to demonstrate operational excellence, and as 
you’ll read elsewhere in this review the result has been a 
number of award-winning pubs and projects. 

The same applies to our colleagues, who have tackled 
the innumerable challenges thrown their way with an 
unyielding “we go again” attitude. We’ve grown closer as 
a result, both as an operations team and with the Pub 
Partners we work so hard to support. Our people really 
do make our business, and we’ve worked hard to support 
their welfare as best we can – our partnership with the 
Licensed Trade Charity has facilitated mental health 
training for our team and provided our Pub Partners with 
vital emotional, practical and financial support as and 
when they’ve needed it. 

We’ve made some significant changes to the way we 
operate this year, including a thorough review of our 
market segmentation – the practice of dividing a target 
market into approachable groups – to ensure that our 
pubs are each the optimal fit for their local consumer 
base. We’re helping our Partners to really understand 
how to provide their target customers with the best 
possible experience. 

Integrating Microsoft’s resource planning platform NAV 
into our business has played a big part in the background; 
it adds value to everything from scheduling meetings to 
processing invoices, and is now really proving its worth as 
a ‘one stop shop’ when a snapshot of the state of play for 
an individual pub or operator is required. 

The online feedback management system Reputation 
has been instrumental in this regard. From reviews to 
surveys, social media to business listings, the Reputation 
platform helps our pubs to  anticipate their business 
needs and customer concerns. This focus on their digital 
footprint ensures that our Partners understand the 
importance of the entire customer journey, beginning at 
the moment someone first discovers their pub online. 
It also allows us to quickly pick up on any potential 
issues that our pubs may be facing and support them via 
encouraging feedback replies, boosting their presence 
on search engines such as Google, and demonstrating to 
their guests that they genuinely care. We will increase 
our Reputation usage and explore other functionality, 
including sending out regular surveys to get a quick 
snapshot and feel for the pub estate. 

Having worked hard to keep our lines of communications 
open throughout the pandemic, we’ve kept this 
momentum going via the creation of a new weekly 
newsletter, compartmentalised into short and easy-to-
read articles that our Pub Partners can digest whenever 
busy pub life allows. 

Most exciting of all this year has been the opportunity 
to share our beautiful new home, Brewpoint, with the 
pubs that it serves. We’ve brought our Pub Partners along 
for the ride throughout; earlier this year they enjoyed a 
bespoke virtual brewery tour during lockdown, complete 
with a canned selection of the beers they could look 
forward to selling over their bars in due course. As 
lockdown lifted we’ve invited them to visit Brewpoint 
in person to see the creation of our new beer range, 
including a core selection that only they as part of the 
Wells & Co. family could initially order. 

Two years of their valuable feedback via our Wandering 
Brewer Project has culminated in the recipes that 
comprise our seasonal cask ale calendar, a collaboration 
so successful that we’re planning to expand our cask 
range significantly in 2022. At every step, our Pub Partners 
remain integral to the success of our business.

Richard Bishop, 
Director of Operations - Pub Partners
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FRANCE
2021 has been another complicated but interesting year 
for us in Wells & Co. France. 

Thanks to the pandemic, we were only able to partially 
reopen our pubs on the 19th May. However, the team 
were really resilient and creative during the six months 
of closure in order to stay connected with one another 
and with their customers. The main activity has been the 
launch of ‘click and collect’ for our beers. We bought 
canning machines for each of our seventeen pubs and we 
can say that it has been a massive success! 

Indeed, we managed to generate 400K€ in beer sales 
during the period we were closed, including 40k€ in 
just a single week in February. Honestly, none of us 
were expecting that, but our customers really enjoyed 
the initiative that allowed them to keep the link to their 
favourite pub and their favourite beers. This approach 
also helped us to limit beer waste, which was great.

However, it has been really challenging to make this 
idea work with new restrictions coming every day from 
the French Government to limit groups of people in 
our pubs (different in each city we operate in, because 
nothing is ever simple) and difficulties in sourcing cans. 
I’m confident that we have bought every spare can that 
exists in France. We have created a new trend in our 
country; a lot of bars have since tried to imitate us, but 
we were the first!

Then, when the French government announced only 
a few days in advance that we were finally authorized 
to reopen our terraces on the 19th May, it was the best 
news ever. Everyone worked really hard to make it 
happen after six months of furlough for our operations 
management team. Everybody had to adapt very quickly, 
and as a team we made it. First we could open terraces 
only under a 9pm curfew, so we opened fifteen of our 
seventeen pubs. Then we were authorized to open 50% 
of the pub interiors under an 11pm curfew, until the 
30th June when the curfew was finally removed and we 
could open our pubs in their entirety. Even with just 50% 
internal capacity permitted, we managed to take 53k€ on 
the 23rd June during the Rugby Top 14 finals, a new sales 
record for this period. 

The Euros also helped us achieve some great sales 
figures; we took almost 50k€ during the finals of the 
football, even if the French team unfortunately didn’t 
make it that far. 

This year also saw the long-awaited launch of Brewpoint 
beers in our pubs. We managed to get On Point, Inkwell 
and Wit a Minute pouring in time for our reopening. 
Our team was so excited to finally taste them after 
seeing all the teasers from the UK on social media. We 
now have solely Brewpoint beers on tap in our pubs, a 
real point of pride for us as part of the Wells & Co. family. 
They’ve been an instant hit; we have already sold over 
200,000 litres of Brewpoint beer. DNA and Hopscotch will 
arrive before the end of the calendar year, providing us 
with a full and varied range with which to delight French 
craft beer fans. 

We’re feeling all set to make a real success of 2022. 
Everything is in place: great beers, great staff, great 
events and great customers!

Ariane Lapegue, 
Country Manager - Wells & Co. France
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LEADING THE WAY
It’s not just our beers that have been bringing home 
the silverware this year. Our Pub Partner and Managed 
estates have seen some incredible achievements; Wells 
& Co. pubs have defied the odds despite another ‘Covid 
year’, racking up awards and industry recognition both 
regionally and nationally. 

It’s our privilege to collaborate with such switched-on 
operators in helping them to realise successes such 
as these, and our pleasure to share some of those 
successes with you here. 

The annual Campaign for Real Ale (CAMRA) awards 
recognise the finest pubs in the region across a range 
of categories, in turn promoting better beer quality 
and pub experiences for their customers. This year 
The Devonshire Arms, a mainstay in our Pub Partner 
estate, was singled out as Pub of the Year for the second 
year running. The Gordon Arms, newly revitalised as a 
managed Wells & Co. site, claimed the award for Most 
Improved Pub, whilst our Pub Partners at The White 
Horse rounded out this winning Bedford trio by scooping 
the title of Community Pub of the Year. 

camra north bedfordshire 
awards - the devonshire arms, 
the white horse and the gordon 
arms, bedford

muddy stilettos - the red lion, 
yardley hastings

Popular neighbourhood pub, The Red Lion in Yardley 
Hastings, has been named Best Destination Pub in 
Northampton as part of the Muddy Stilettos Awards 2021. 
Readers of the popular lifestyle website made it clear 
via their votes that the pub was a regional favourite, with 
Pub Partners Dave and Nathan reflecting on their win: 
“As for all hospitality businesses, it’s been a tricky 
eighteen months of restrictions and closures due to 
Covid-19, so the recognition is certainly something for 
everyone to celebrate. We wouldn’t be in the position 
that we’re in without our amazing staff who have worked 
hard through the ups and downs that Covid threw at 
us, they’ve played a huge part in helping us achieve this 
amazing accolade.”

The Devonshire Arms, Bedford

The White Horse, Bedford

The Gordon Arms, Bedford

The Red Lion, Yardley Hastings
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national pub & bar awards - 
the tollemach arms, harrington

bii licensee of the year - 
the white hart, welwyn

great british pub awards - 
the knife & cleaver, 
houghton conquest

Wells & Co.’s popular Harrington village pub, The 
Tollemache Arms in Northamptonshire, has been named 
the best in the county in the National Pub & Bar Awards 
2021. ‘The Tolly’ will now represent Northamptonshire 
and battle against 93 other winners from across the UK 
for the top title of Pub & Bar of the Year 2021. Selected on 
overall best practice, the judges picked the pub for the 
regional accolade after a thorough review of the business 
and its competitors. Operator Joe Buckley comments: 
“We are super proud that we have been awarded the 
county winner prize; we’re very lucky to have such a 
beautiful large garden, but it is about attention to detail 
and the team that are working here - they are doing an 
amazing job despite all the pressure that has been on 
them since re-opening.”

The Knife & Cleaver has been named the UK’s Best Pub 
with Rooms in the Great British Pub Awards Pub 2021. 
The Houghton Conquest mainstay was honoured at 
the livestream ceremony after fighting through several 
rounds of challenging judging to be crowned the eventual 
winner.

The awards, organised by pub industry bible The Morning 
Advertiser, celebrate excellence across the sector in 
fifteen different categories, from best food to best live 
entertainment venue.

Ed Bedington, editor of The Morning Advertiser, explains: 
“We’ve seen the importance of pubs in society during 
the recent lockdowns we’ve all suffered through, and 
these awards aim to recognise those that are doing an 
outstanding job in their field. By winning Best Pub with 
Rooms, The Knife & Cleaver has shown it really is a 
business for its community, and the entire country, to 
treasure.”

The team at Welwyn favourite, The White Hart, should be 
feeling justifiably proud after reaching the finals of the BII 
Licensee of the Year award for the second year running. 
Pipped to the post by eventual winner The Pityme Inn in 
Wadebridge, the White Hart team nonetheless showed 
an incredible level of creativity and drive to reach the 
final stage of this prestigious competition. 

Wells & Co.’s Communications and Marketing Manager 
Lauren Troiano was left in no doubt: “We’re extremely 
proud of operators James and Tom and the resilience 
they’ve shown throughout the pandemic, and more 
recently following a devastating kitchen fire. The team are 
always raring to go with an abundance of entrepreneurial 
spirit and get up and go. Even though they didn’t win, 
we’re still so proud of them reaching the final for the 
second year in a row”.

The Knife & Cleaver, Houghton Conquest

The White Hart, Welwyn

The Tollemache Arms, Harrington
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PINT-SIZED PROJECTS
A core component of Brewpoint’s original design brief 
was the need for a brewing setup that gave us the tools 
we needed to needed to get back to what we do best: 
creative, progressive brewing. 

In stark contrast to our old Havelock Street site, where 
creativity and flexibility were hampered by the need 
to fulfil large volume production runs on an ageing 
infrastructure, our new brewery needed to offer our 
Brew Crew the chance to experiment, to innovate, and to 
turn this new-found freedom of movement to interesting 
opportunities as and when they presented themselves – 
and the team have done themselves proud in 2021. 

With Brewpoint’s launch range of beers established and 
Covid trading regulations relaxed to the point that we 
were able to welcome guests to dine and drink inside our 
new home, we wanted to give our visitors reasons to get 
excited, to try something new and to know that there’d 
be something fresh awaiting their next visit. 

Enter our Passion Project brews. 

An idea conceived by our Head Brewer, Ian, the Passion 
Project sees the members of our Brew Crew take it 
in turns to suggest a beer that they would personally 
like to bring to life. Brewpoint’s usual stringent quality 
and testing controls remain in place, but there are no 
restrictions on beer categories or stylistic interpretations 
– the idea is to foster as much creativity as possible, and 
the result has been some truly unique (and delicious) 
brews. 

From Schwarzbiers to dark rye saisons, double IPAs to 
Belgian and German styles, we’ve seen a wide variety of 
small-batch beers served over the Brewpoint bar in 2021, 
with no clear winner emerging yet. One thing is for sure, 
though: the Passion Project keeps things interesting, for 
both our brewers and our loyal customers. 

With the Passion Project delighting visitors to Brewpoint 
on a regular basis, the autumn gave our brewers the 
chance to focus their creativity on an event with a 
distinct theme. Oktoberfest, the world’s largest Volksfest 
(beer festival), began life in Bavaria, Germany and has 
now been co-opted by beer enthusiasts worldwide. 
We made the most of the occasion at Brewpoint, with 
themed events running every Thursday and Friday night 
throughout October. No detail was overlooked: we 
booked celebrated Oompah band Deutsch Blasmusik, 
devised a menu featuring fan favourites such as 
Bratwurst, pretzels and Currywurst, organised some 
themed party games and gave the décor in the Garden 
Bar an injection of Bavarian flair. 
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The only thing missing was a beer, served in traditional 
stein glasses, to match the occasion – so we came up 
with two.

Viennese Charm, a 4.8% ABV Vienna lager, is a classic 
speciality style brewed to the German purity law 
Reinheitsgebot, incorporating only premium pilsner and 
Vienna malts with Noble hops. A light toasted, malty beer 
with a refined hop character, it quickly found favour with 
Oktoberfest revellers at Brewpoint. 

Accompanying it was Braupunkt, a 4.6% ABV cloudy 
kellerbier (translated literally to ‘cellar beer’ in reference 
to the cooler temperatures the beer is brewed and 
conditioned under) that proved as popular with Bedford’s 
beer connoisseurs as it does in the Munich beer gardens 
it originates from. 

Featuring toasted cereal and honey notes up front, 
creamy smooth mouthfeel, and crisp, refreshing 
bitterness to finish, our Lead Brewer James Hunter 
explains:

“Braupunkt is a young, fresh Helles (translated as ‘bright’, 
‘light’ or ‘pale), so still a malty, fully-attenuated pilsner 
malt showcase, the hop character (aroma, flavour and 
bitterness) is more pronounced, and the beer is cloudy. 
Overall, it should remain a light, refreshing, easy drinking 
golden lager.” 

Judging from their rapturous reception – not to 
mention the £20k in profit generated by our Oktoberfest 
celebrations – our Brew Crew created something special 
in Viennese Charm and Braupunkt. 

This newfound creativity was never going to stay 
confined to Brewpoint for long. The opportunity to 
create something special for the Royal Navy’s HMS Albion 
was one we grabbed with both hands. 

Tom Foddy, Head of Sales and Marketing, explains: “Via 
our close relationship with the Brewers’ Company and 
their affiliation with the Royal Navy, we were presented 
with the chance to supply a beer to be served on 
the HMS Albion. The opportunity to have Brewpoint 
represented on this enormous ‘amphibious transport 
dock’ of a ship was too good to turn down, especially 
considering Charles Wells’ love of all things maritime; 
we’d like to think our founder would be pleased to see 
his descendants tending to the needs of thirsty sailors 
four generations down the line.”

The resulting beer was Dock & Davit, a 4.0% ABV pale ale. 
The tasting notes speak for themselves: ‘An opening salvo 
of lemon-lime and sweet tropical fruit flavours leads the 
way into this refreshing pale ale. It’s been packed with 
hops on top of a tasty malt base, thanks to the generous 
addition of Vienna malt. Refreshing bitterness to finish. 
Best enjoyed on board HMS Albion.’
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