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Executive Summary 

Copper Ridge Distillery (CRD) is a craft distillery to be located in Danville, Illinois in the 

heart of the Midwest, known for an abundance of various grain crops. The convenience 

of availability to the ingredients of our product and close proximity to interstates will 

allow accessibility for production and sales. Copper Ridge Distillery is committed to the 

production and distribution of the highest quality of hand crafted spirits, while creating an 

innovative workplace for employees, and an enriching and authentic environment for 

customers. The distillery’s products will include corn whiskey (also known as its fanciful 

name: Moonshine) as our un-aged product in the flavors of apple pie, peach, and 

cinnamon, along with the aged product of whiskey. Co-owned by Cliff Cauley and 

Amanda Galloway as a LLC (Limited Liability Company), the business will operate as a 

boutique distillery, which will produce distilled spirits in the state of Illinois for the 

distribution in the United States. The owners will retain 100% control over Copper Ridge 

Distillery property and trade secrets associated with production, ingredients, and 

distillation methodologies. With the boom of micro-distillers and the consumer craving, 

we feel our product will be successful and profitable in Vermillion County, with hopes of 

growing nationwide. After further research and analyzing finances we are confident we 

will profit in our business, while bringing a unique flavor to the heart of the Midwest. 
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Company Overview 

Mission Statement: 

Copper Ridge Distillery is committed to the production and distribution of the highest 

quality of hand crafted spirits, while creating an innovative workplace for employees, and 

an enriching and authentic environment for customers. 

Focus 

CRD is a craft distillery to be located in Danville, Illinois on Route 136, which is 

a main road connecting Illinois and Indiana. The business will fulfill the gap of craft 

distillers in the Midwest, between Northern Illinois and Northern Kentucky. The business 

will be co-owned by Amanda Galloway and Cliff Cauley as a Limited Liability Company 

(LLC). Our focus will be on the creation of hard spirits, specializing in aged and un-aged 

whiskey. Whiskey is considered an alcoholic beverage, which contains no added sugar 

(except for the natural creation of sugar) and contains at least 20% alcohol by volume. 

The plan will include opening a location where customers can view the process of 

making the product, test samples, and buy the product, while creating an environment 

where people can learn the history of distilling in America. Furthermore, it is our goal to 

assist our customers in obtaining a greater appreciation for the art of distilling, and assist 

them in acquiring the knowledge of how the product is traditionally produced.  
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Product 

Our product will focus on aged whiskey, corn whiskey (aka: moonshine) and 

three flavors of corn whiskey, including apple pie, cinnamon, and peach. In order for the 

distilling process to be legal, we will obtain a license to distill in Vermillion County 

(Illinois) and pay taxes on our production. The Alcohol and Tobacco Tax and Trade 

Bureau (TTB), along with the Vermillion County Board will assist us in the process, and 

ensure we are abiding by all rules, regulations, and guideline. Products will be sold in 

store and to distributors who will then sell to liquor stores, as established by law. 

  

rd a A a i EE 

Peach Moonshine 
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Opportunity/Goal 

The opportunity we will focus on will be the ability to institute a business plan on 

operating our business efficiently and successfully in order to gain success. Our goal is to 

present the business plan to the board of directors of Vermillion County, Illinois to gain 

approval for establishing Copper Ridge Distillery in Danville, while gaining success and 

growth for both the business and the community. The business plan will elaborate on the 

market analysis, company description, company strategy, marketing plan, financial 

review, along with our action plan to ensure the success of Copper Ridge Distillery. 

  

Marketing Plan: 

1. Executive Summary 

PA Eel pale [a ABNEIATENAE «Mission Statement, Focus, Product, & Opportunity 

3. Market Analysis | *Industry Description, Target Market, Competitive Analysis 

eA line a rd 

  IEE ok lA BIS a dlsnlelgl *Team, Operations, Business Environment, Going Green 

5. Financial Review 

6. Action Plan | 

Industry Description 

The industry of micro-distilleries (also known as craft distilleries or boutique 

distilleries) can be defined as those who “make under 100,000 gallons of spirits in a year” 

(Steinmetz, 2012). Micro-distillers produce spirits by the infusions through re-distillation,  
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utilizing a pot still, and not altering the neutral character of the spirit itself (Craft 

Whiskey Distilling, 2009). The boom of craft distilleries has recently reverberated, due to 

main factors, which will soon be discussed. However, this has not always been the case in 

American history, as distilleries were few and far between for many years. 

According to the History website (2012), the enforcement of the 18" amendment, 

banning the manufacturing, and sale of liquor was known as Prohibition during the first 

decade of the 20™ century. However, the amendment was not easily imposed, and created 

much illegal activity and violence, unlike expected. This illegal activity included the 

production of liquor, sales (“bootlegging”), and creation of illegal drinking locations 

(speakeasies), causing uproar to end the prohibition due to the accompanying rise in 

crimes and gang violence. In 1933, the 21* amendment was proposed, repealing the 18" 

and bringing the Prohibition era to an end. Since the prohibition, the production of hard 

spirits was considered illegal, unless a craft distillers or distiller’s license was obtained. 

However, this was not always easily attainable until recent years (Kennedy, 2012). 

Prior to 2003, a distiller’s license, which enabled the legal production of hard 

spirits, in New York cost $50,800 annually (an unreasonable amount for those interested 

in a boutique distillery) with an unlimited amount of production. Today, however, laws 

have been established to allow the creation of craft distilleries when distillers obtain a 

Craft Distillers License (Class-A-1 license). The annual fee in New York is $1,450 with a 

cap of producing 35,000 gallons of spirits a year. (Steinmetz, 2012). However, each state 

is different in regulations. As we will be establishing our business in Illinois, it is 

important to abide by the Class 9 Craft Distiller law, where we can produce 15,000 

gallons of spirits per year with a fee of $1,800 annually abiding by the Tax the Alcohol  
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and Tobacco Tax and Trade Bureau (2012) and State of Illinois Liquor Control 

Commission (2013). 

Since the change in state and federal regulations, a boom of craft distilleries has 

been popping up all across America. Production has gone from 24 craft distillery 

industries in 2000, to 52 in 2005, to 234 in 2011, as new entrants are popping up 

regularly (US Craft Distilling Market, 2011). According to the US Craft Distilling Market 

(2011), “often consolidation to a few large firms in an industry creates opportunities for 

new, smaller entrants to fill market niches and reach customers the large producers 

cannot”. In the appendix, Chart 1 shows the growing rate of distilleries in America since 

the 1980’s, following by Map 1 with the atlas of craft distilleries in the United States. As 

apparent in the maps, California has the most distilleries, with 24 distilleries. However, 

according to Saulny (2007), the “abundance of grain and fruit, the Midwest stands poised 

to capitalize on the confluence of trends unlike any other region and could, in time, come 

to rival California, currently the leader in small-scale distilling”. This allows great 

opportunity for distilleries in the Midwest, including Copper Ridge Distillery. 

Target Market & Distinguishing Characteristics 

The target market for a boutique distillery, such as Copper Ridge, varies from 

state-to-state. As addressed above, New York’s Craft Distiller license allows for the 

production of up to 35,000 gallons annually to market to their consumers (Steinmetz, 

2012). However, in Illinois, this amount is limited to 15,000 gallons annually (The 

Alcohol and Tobacco Tax and Trade Bureau, 2012). By offering a broad differentiation 

approach (Thompson, Strickland, Gamble, 2009) a craft distiller can produce a product 

unlike competitors, in variety and selection, while charging a premium price for the  
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product. Although it may seem larger distilleries like Jack Daniels and Crown Royal may 

be competitors with craft distiller’s target markets, it is unlikely as the product itself is 

dissimilar in taste. Small batch distillation is far more superior than giants in the industry, 

as they are offering far more personal attention to the spirits, allowing for more succulent 

batches than those produced in factory lines, adding to more appeal to consumers. 

Furthermore, craft distillers can offer an old school approach to the method of distilling, 

and allow patrons to experience, appreciate, and learn the art of distilling, dissimilar to 

the corporate giants of our industry. 

As seen in Map 1, there is opportunity for a distillery in the heart of the Midwest. 

There are few distilleries in the state of Illinois and Indiana, sanctioning a gap between 

Chicago, Illinois and Louisville, Kentucky, and inhibiting many potential consumers to 

experience and taste finely crafted spirits. We feel the convenience of availability to the 

ingredients of our product, and close proximity to interstates will allow accessibility for 

production and sales in Illinois and Indiana (as seen in Map 2). As a boutique distiller, 

our market size will be fairly small, as we grow and gain a virtuous reputation for our 

product. 

Competitive Analysis 

Porter’s Five Forces, as modeled in Illustration 1 (Note Desk, 2009) is a technique 

used to analyze industries against competitors and was originated by Michel Porter in 

1980 (Investopedia, 2012). Porter states there are five competitive forces that characterize 

an industry. These forces include the following: threat of new entry, supplier power, 

threat of substitution, and buyer power. Below I will elaborate on the five forces, which 

affect the micro-distillery industry.  
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The threat of new entry indicates the easier it is for companies to join the industry, 

the more competition there will be for the company at hand. In regards to the distillery 

business, there tends to be an uphill climb in the number of companies entering the 

industry. As seen in Chart 1, it is apparent the growing rate has increased drastically since 

2008, and only expects to expand moving forward, as it is easier and more cost efficient 

to obtain a craft distiller license. 

Power of suppliers is another key force in Porter’s Five, and can be defined as the 

amount of pressure suppliers put on a business. Therefore, “if a supplier has a large 

impact to affect a company’s margin and volumes, then it holds substantial power” 

(Investopedia, 2012). As grain is a substantial ingredient in whiskey, the suppliers have a 

strong hand in power. For example, corn prices may change rapidly, from day to day, 

impacting the price customers purchase the product (Index Mundi, 2013). Therefore, the 

supplier has a large impact in the company’s success. 

Power of Buyers is another force important when analyzing the industry. This 

exasperates on the pressure customer put on a business. Therefore, if a customer has 

enough impact on a company’s margins and volumes, then they hold substantial power. 

Consequently, factors that affect this force are the following: the amount of buyers, 

purchases of volumes, switching to competitive products, buyers can do without the 

product, and customers are price sensitive. In the case of the whiskey industry, the 

consumers hold extreme power, as they can do without the product. Therefore, marketing 

will be valuable in the sense of maintaining relevant sales and finding success over 

buyers.  
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Availability of Substitutes, another Porter 5 Force, is the likelihood someone may 

switch to a competitive product. Therefore, the similarity of products can easily be 

substituted if desired by the consumer. In the business of micro-distilleries, however, 

there has yet reached a point where craft distillers are abundant, and consumers can be 

selective with their options. Therefore, the availability of substitutes is low for the 

industry and CRD. In fact, Kennedy (2011) states, “the well-established distilling 

companies appear to understand that Americans have a growing desire to drink 

something local, unique and perhaps even historic”. 

The final Porter Five Force is Competitive Rivalry, which elaborates on the 

“Intensity of competition between existing firms in an industry” (Investopedia, 2012). 

Therefore, a highly competitive market may result if the products are similar and 

customers who can easily switch products. As stated above, there are few micro- 

distilleries in close proximity of our projected area. Therefore, the intensity of 

competition is low in this industry. 

As stated by Dark Corner Distillery “the spirits industry in general is dominated 

by a few distilleries which mass produce products that flood the market with industrial 

lower grade quality spirits.” (Dark Corner Distillery, 2013). With the creation of CRD, 

we feel we can construct a product with quality ingredients and exceptional, enriched 

flavors by giving our product time and personal attention, unlike giants in the industry. 

Being true to our ancestors and our customers, we feel our product can generate an 

appreciation, knowledge, and history of the craft of distilling in America everyone will 

relish.  
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Illustration 1: Porter’s 5 Forces 
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Illustration 2: Porter’s Five Forces for Micro-Distillery Industry 
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Company Description 

(Above) Cliff Cauley and Amanda Galloway, co-owners of Copper Ridge Distillery 

Co-owners, Cliff Cauley and myself, Amanda Galloway, (pictured above), 

founded Copper Ridge Distillery. We combined our knowledge and experience to come 

up with the ultimate plan to establish a distillery enriched with history and art of 

distilling. Cliff Cauley grew up in the Southern lands of America (Mississippi), learning 

about the craft of distilling. With an abundance of knowledge on the topic, combined 

with education of craft distilling, he felt bringing a micro-distillery to Vermillion County 

would not only help prosper the community, but also assist customers by teaching them a  
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bit of American history, and the appreciation of craft distilling. With Cliff’s passion, he 

decided to take pursuit of his dream and create a family-owned distillery with me 

(daughter, Amanda Galloway) who could assist in the business through marketing the 

product. 

In late 2012, the father-daughter duo decided to visit Dark Corner Distillery in 

Greenville, South Carolina to learn more about how a boutique distillery ran. Not only 

did we experience the daily routine of a boutique distillery, but were able to put our skills 

to use by assisting with distilling, and obtaining a certificate in distilling school. After 

the educational experience, and further research, the plan was put into action. In addition 

to the renaissance taking place across America, it was a great opportunity to bring the art 

of distilling to an area lacking in this particular industry in the epicenter of Indiana and 

Illinois. 

With Cliff as the brains behind the business, he will be responsible for overseeing 

the business, along with research and development. I, on the other hand, will assist in 

marketing, sales, bookkeeping, and ordering of the necessary products. However, it will 

be important to hire an employee responsible for the labor duties of the industry. The 

hired employee will be titled as a “Head Distiller” and will be responsible for the labor of 

making the mashed product, running the still, bottling and labeling the product, stocking 

supplies, and educating customers on the process of craft distilling. The Head Distillery 

will be taught by direct supervision of Cliff. In addition, it will also be important for Cliff 

and me to assume these duties as necessary.  
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Operations 

The operations of the business will be as follows: Immediately after the Craft 

Distiller’s license is obtained, we will begin producing a base spirit of corn whiskey that 

will be used for all of the initial products (whiskey and corn whiskey). Furthermore, 

aging of the whiskey will begin. We will work each day for five days straight making a 

product called mash (one batch of mash per day), which consists of the following 

ingredients: corn, malt, water, and yeast (Smiley, 2003). Mashing is the process where 

starches will be completely converted to sugars, which is then converted to alcohol 

during fermentation. On the sixth day the first batch of mash, which has been fermenting 

for five days will be heated, drained, and then distilled. The leftover grain and sugars will 

be recycled and used for the next batch (also called “mashing back’). When the liquid is 

put into a still, the alcohol boils at 172 degrees Fahrenheit. The steam then is condensed 

into alcohol. This is the basic process of distilling, which is the same principle of the 

water cycle (evaporation, condensation, precipitation). On the sixth day, said product will 

be run through the still one last time, known as the spirit run (regular mashing will 

continue consecutively). The final product will be known as corn whiskey (the fanciful 

name is “moonshine”), which is un-aged; unlike whiskey which is aged in a charred oak 

barrel. The sixth day will also comprise of bottling and labeling, which will be done by 

the Head Distiller. This six-day process will continue consecutively. 

 



Amanda Galloway 17 

é Process of Distilling Corn Whiskey: 

2. Ferment 
a EN al {3 
days) 

8. Aged or 

bottled 

Process of 

Distilling a) 
Corn heated 

Whiskey 

6. Steam 
condensed 

into 

alcohol 

4. Corn 

gel] 

drained 

5. Distilled 
@172%F 

Alcohol 
| Steam 

Stone Furnace Cold water 
into worm box Vi 

Cold water — ZW : 
out of worm box Florey 

©2004 HowStutfWorks & Icke 

Source: How Stuff Works (2004)  



Amanda Galloway 18 

The un-aged product of corn whiskey will be produced with flavors (cinnamon, 

apple pie, and peach) and will be based on personal and consumer preference. In 

addition, a board will be assembled to test the products and provide feedback. Unlike the 

flavored un-aged corn whiskey, the regular whiskey will need to be aged as soon as 

possible in a charred oak barrel for approximately six to nine months, depending on the 

size of the barrel. The ultimate goal of our process is to produce 300 bottles per week of 

750 milliliters a bottle. 

Business Environment 

Along with the operations of the business, it is also important to create an 

environment relished by customers at Copper Ridge Distillery. As stated previously, it is 

important to the owners to establish an environment of education and appreciation of the 

arts of distilling. Therefore, the storefront of the business will be used as a mini museum 

to showcase the history of American distilling. The storefront will also allow customers 

the opportunity to purchase apparel, barware, and local crafts. The distilling operations 

will be separated from the storefront by partitions, and will give customers a front row 

view to the processes of distilling. The copper pot and distillation system will be arranged 

behind a glass partition for all to see and experience the art of distilling. Furthermore, an 

area for test tasting will also be made available, so customers can savor the homemade 

products. In the same location of the distilling operations, customers will also be able to 

purchase Copper Ridge Distillery spirits.  
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Going Green 

Not only do we feel we can produce high quality spirits, we feel supporting and 

protecting our environment is a key ingredient to achievement. According to the Center 

for Sustainability (2011), sustainability in business can be defined as “"a non-traditional 

strategy that strives to maximize effectiveness. Sustainable business practices restore 

environmental quality and build social equity, while increasing long-term profitability.” 

Companies around the globe are integrating effective methods of sustainability in order to 

help people, the environment, and businesses. 

Efforts in sustainability have created global popularity in order to contribute to a 

better world. Choi and Ng (2011) found consumers respond favorably to companies who 

engage in sustainability, and less favorably to those who do not engage in sustainability 

(even when swayed by lowered prices on a product). This, in turn, shows how a business 

can profit by building a sustainable business to enhance marketing and sales. Copper 

Ridge Distillery believes there are always ways to ensure sustainability is intact in 

distilling. The following techniques can be implemented by CRD to ensure sustainability 

in craft distilling: 

* First, in the variations of making whiskey, it is possible to use the grain 

three times in distilling before losing the starch and enzymes. 

Second, the cooling water is essential for making spirits and can be 

recirculated and used numerous times in order to preserve water. Not only 

will these methods help with the financial aspects of the company, but also 

help in making strives to enhance our environment.  
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Third, grapes that are not suitable for wine can be used in the distilling 

process to add flavor, in which would otherwise be waste. 

Fourth, the charred white-oak barrels used to age bourbon can additionally 

be used to age scotch; as scotch is aged in these used barrels. This will be 

a future plan, as CRD will primarily be focusing on whiskey and 

“moonshine”. 

Fifth, the spent grains left over from the distilling can be used to feed 

swine and cattle, which is high in protein. Widyarathe and Zijlstra (2007) 

found the distiller’s grain soluble from wheat caused a higher weight gain 

in pigs than those fed with corn soluble, proving distiller’s raw material 

can be used in as feed for pigs and cattle). Given that we have family 

members in the swine and cattle industry, this will be highly beneficial to 

avoid spent waste. 

Sixth, we will propagate our yeast in order to have a never-ending supply 

of yeast, which will lead to consistency in the product, while maintain 

sustainability. 

Seventh, implementing organic grain will also assist in the business; 

however, one must wait three years before being certified in organics. 

Regardless, this plan will be effective in the near and far future ahead. 

Eight, using the method called “backing” (which is the product leftover 

after the alcohol is removed) can be utilized to spray in fields for fertilizer 

and composition. Living in the Midwest, this could be of assistance to the 

many farmers in the general area, to help prosper the land.  
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* Finally, in attempt to flourish the community, ingredients will be bought 

locally from farmers in the area. This will assist in striving on pride as a 

form of marketing, but to also ensure success personally and locally. 

Marketing Plan 

SWOT Analysis 

A SWOT analysis is a “tool for sizing up a company’s resource capabilities and 

deficiencies, its market opportunities, and the external threats to its future well-being” 

(Thompson, Strickland, Gamble, p. 106, 2009). SWOT stands for the internal strengths 

and weaknesses of the company, followed by the external opportunities and threats. First, 

the internal strengths of the company will be addressed as the attributes to the 

competitive advantage of the marketplace. Illustration 1 offers a constructive visual of the 

SWOT analysis (Business World, 2012). 

Copper Ridge Distillery offers a skill and expertise unlike competitors nearby. We 

will appeal to patrons by offering a rustic, historical, and artisan approach in the craft of 

distilling, unlike surrounding distilleries like North Shore Distillery (2012), located 

approximately 145 miles north of our location in Danville, IL. North Shore Distillery 

offers a more modern approach to boutique distilling, masking the true history and art of 

distilling in early America. It is our goal to create an environment that will employ old 

copper stills and emulate traditional techniques associated with the production of spirits 

in a way that was done before the advent of modern technology, as whiskey was intended 

to be made. Furthermore, another added strength of CRD is the location of our facility, as 

there 1s a tremendous gap in the heart of Illinois and Indiana. The closest facilities are  
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located approximately 150 miles in radius to our projected location. In addition, the 

availability to interstates nearby allows for easy accessibility to the sales of our product. 

Moreover, the accessibility to a wide range of grains in the Midwest will offer a fresh and 

rich taste, offering a competitive advantage over those across the United States. Finally, 

our most important strength and distinctive competence is our product itself. Our 

innovative and unique flavors offered in our recipes will appeal to various whiskey 

connoisseurs, as we have researched greatly in our product. The recipe will be sure to 

appeal to the taste preference of various consumers, whether they prefer a bold or sweet 

essence of whiskey and corn whiskey. Next, we will discuss the internal weaknesses of 

CRD, allowing for the owners to focus on what will need to be changed short term and 

long term to effectively compete in the market. 

A likely weakness of Copper Ridge Distillery is the lack of experience in owning 

a business by the operators. However, research and experimentation will need to be 

conducted in order to run the business successfully and effectively. Another weakness is 

the lack of space our building offers. It will be important to organize the building space 

so that consumers are aesthetically appeased, while being able to practically operate the 

business. Furthermore, another weakness could be our lack of products at the initial start 

of the business, as we will be experimenting with what products will sell well with 

consumers. However, as we grow, experiment, and understand the needs of our 

consumers, our product list will also develop. As elaborated in the internal analysis, it is 

important to also focus on the external analysis, including opportunities and threats to our 

potential business.  
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The opportunity of our business focuses on the potential prospects available for 

our distillery. This includes the opportunity for potential growth nationwide as we build 

our marketing and sales. With the rapid popularity of online sales, we will be able to take 

advantage of selling our products online to those who will not have easy accessibility to 

our product. Furthermore, the opportunities of utilizing a distributor outside our company 

could potentially offer our products to various stores statewide, which we may not have 

reached. In addition, another opportunity is the rapid boom of the distillery industry. 

Clauson-Wicker (2011) states “micro-distilleries have been popping up like mushrooms 

across the United States. They produce spirits in custom batches, using local ingredients”, 

and elaborates how consumers seem to enjoy the uniqueness of the regional and quality 

whiskey. This booming trend will cause recognition and popularity from consumers as 

Copper Ridge Distillery opens in the Midwest. 

The final aspect of the external analysis is the threats that may arise while 

operating the business. Regulations can be seen as a threat, as there are many laws that 

must be abided by while opening this type of business; otherwise the business could fail. 

Therefore, ensuring we keep up with Illinois state laws, Vermillion County laws, The 

Alcohol and Tobacco Tax and Trade Bureau, and federal laws, we will succeed in 

following proper procedures. In addition, another threat is the risk of not being able to 

obtain a loan for our business. Therefore, having an effective business plan will be 

important for gaining financial assistance. These external threats will be carefully 

inspected to run the business efficiently.  
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Illustration 3: SWOT Analysis 
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Source: Business World (2012) 

Marketing Mix 

According to Peterson, Jaret, and Schenck (2005), there are four elements that 

encompass the marketing mix (also known as the Four P’s): product, place (distribution), 

pricing, and promotions. These elements are helpful when elaborating on the marketing 

techniques essential for success. We will first elaborate on the product, followed by 

place, pricing, and promotions in the marketing mix. 

The product is “the description of the product or brand, its packaging, and its 

attributes” (Peter & Donnelly, 2001). The main product of Copper Ridge Distillery will 

be the aesthetic spirits. The product will be presented in a bottle appealing to consumers, 

along with a label that catches the eye (see appendix for examples). Our goal is to create 

a label, which encompasses the old, traditional elements of “moonshining”, but ensures 

our customers are drawn to the product. The label will emulate the business logo (seen in 

the appendix) with sepia colors, and a “deep-rooted” look. The bottle will also be  
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consumer appealing, in its traditional shape of a mason jar, unlike many whiskey bottles 

on the shelf (see appendix for bottle example). 

We will emphasize our product as described previously in the business plan: a 

traditional and historical spirit, full of rich and exuberant flavors. Our product will 

contain quality taste with the help of our personally designed and built equipment, 

impeccable water, and fresh grains. Furthermore, the products will also be developed in 

time to preserve customer interest. Therefore, we will constantly be testing and creating 

new flavors for our consumers to experience and purchase. 

The place (or distribution) elaborates on how we will develop our product in the 

marketplace. It will be essential to obtain distributors who will sell our products to liquor 

stores (abiding by laws). This will help ensure our product is on the shelves of many 

liquor stores in the area. In addition, I will market the product by visiting establishment 

where liquor is sold; whether it is a liquor store or restaurant. Furthermore, we will reach 

out to our customers by creating a newsletter to keep consumers in touch with our new 

products or promotions. This will be set up through our website, which will also promote 

the spirits by offering recipes, heritage, and information on upcoming products and 

events. 

Pricing is another important factor in the marketing mix elaborating on the value 

of our product. Our product will be on the middle-end of price in the industry, in order to 

retain success. In comparison to competitors, our price will be reasonable and the value 

of the product will be prestigious. Our goal is to price products to cover all costs and 

profit margin, by at least $8 per bottle. Therefore, we will need to consider the price of 

the distributor and store mark ups in order to sell our product at a reasonable price. For  
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example, Po Lo, the owner of Lo Artisan Distillery recommended we take in 

consideration the possibility of the distributor marking up a product 40% from our 

wholesale cost and 30% mark up to retailers. Prices on products will be altered as 

necessary. 

The promotion consists of a “description and justification of planned promotion 

mix” (Peter & Donnelly, 2001) and explains how communication and marketing message 

will be sent to prospective customers. We will promote our product through various 

media techniques. This will include social networks like Facebook, local radio and 

newspaper businesses, and outdoor ads. With the convenient location of the distillery 

being in close proximity to I-74, it will allow us the prospect of renting a billboard for 

advertising purposes. The interstate billboards will help in attracting tourists and local 

residents, and assisting with promoting the business. In addition, attending trade shows 

may also be an option, as a way to advertise our product and meet new distributors. 

Moreover, we will also offer products based on seasonal events. Such events will include 

college football season where we will offer tailgating specials, along with the Kentucky 

Derby where bourbon is a traditional spirit and can be made especially in this instance to 

create mint julep. Such specials will only be offered for a limited time. We will 

continuously research and alter our advertising and promotion techniques as necessary to 

retain success. 

Financial Review 

After further research on the marketing mix, it is essential to look at the aspects of 

the businesses finances in order to plan for success. This included analyzing the monthly  
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expenses, starting costs, income, and generating a financial statement. Once completed, it 

is important to further decide whether the construction of the business will be profitable. 

In the case of Copper Ridge Distillery, it was determined the business can profit 

significantly within just a year. Below I will elaborate on how we determined the future 

financial success of the business. 

The monthly operating costs were determined by researching the best and most 

reliable sources to be used for the business. These sources included the supplies on labels, 

bottles, grain, and barrels. Furthermore, it was important to include monthly costs on 

propane, electric, phone, and insurance services. The monthly costs added up to 

$12,435.95 per month, including supplies, services, payroll, lease, taxes, and the loan 

note (shown in Monthly Operating Expense). In addition, it was essential to calculate the 

starting costs including equipment, material, and permits. This total calculated to 

$29,840.44 to initially start the business. The business is currently estimating taxes at the 

current rate. However, a bill is in session, called the Small Distillery Excise Tax Act of 

2011 (Gov Trak, 2011) and will hopefully pass in order to assist small distilleries with 

excise taxes. Currently small boutiques are paying the same tax as giants in the industry. 

If the bill passes, it will greatly aid our business with tax purposes by decreasing the 

monthly expenses. 
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Monthly Operating Expense 

ms ae Costofltem Source 
Federal Excise Tax $2,325.38 TTB 

State Tax $775.13 State of Illinois 

Insurance $300.00 

Grain Bill (Include essence flavor) $784.00 Index Mundi 

Electricity $500.00 Ameren 

Propane $500.00 Ameren 

Payroll $4,000.00 per budget 

Phone $35.00 AT&T 

Advertising $250.00 per budget 

Labels $189.00 Chicago Minute Man Press 

Jars/Lids $897.44 Fill More Container 

Shrink Band PVC $30.00 Fill More Container 

Bank Note (Loan) $800.00 

Travel/Transportation Fuel $300.00 per budget 

Barrels $750.00 The Barrel Mill 

Lease of Building $500.00 David & Theresa Wright 

Total 12,435.95 

 



Starting Costs 

gen 
Type ll hood 

Phone service 

80 gal still 

53 gal whiskey barrel (15) 

Gas burners (2) 

Certified hydrometers 

Bottles 

Labels 

Bottle filter/filler 

POS system (2) 

Building Repairs/Upgrade 

5 gal whiskey barrels (15) 

Lic/permits/Bond/Ins/LLC 

Grist mill. 

Merchandise 

Caster Wheels 

Stainless steel paddle 

Glass enclosure 

Alarm system 

Propane 

Water tank 

Reverse osmosis system 

Stainless steel back splash 

Water lines/Faucets 

Mason jar lights 

Tasting bar 

Disposable shot glass 

Refractometer 

Parrot 

Basset Training x 2 

Tasting Rep lic. 

Old Still Replicas 

Web site 

Silver Solder 

Wort chiller 

Hot Water Heater 

Service Sink 

Stainless Steel Sheet 

Grains/Yeast/Enzymes 

" Costofltem 
$1,400.00 

$35.00 

$4,000.00 

$2,175.00 

$500.00 
$300.00 

$957.00 

$189.00 
$552.00 

$1,579.98 

$3,500.00 
$2,500.00 

$3,000.00 

$164.99 
$250.00 

$251.95 
$16.89 

$1,856.64 

$319.95 

$500.00 
$187.95 

$500.00 
$428.72 

$211.33 

$225.00 

$359.00 

$134.00 
$22.99 

$139.00 

$40.00 

$100.00 

$500.00 
$400.00 

$20.36 

$29.99 

$451.98 

$113.00 

$428.72 

$1,500.00 
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Craigslist 

AT&T 

per budget (homemade still) 

Kentucky Barrels 

per budget (homemade) 

Optics Planet 

Container and Packaging 

Chicago Minute Man and Press 

Soggy Bottom Distillery 

Joyfay 

per budget 

Kentucky Barrels 

Midwest Supplies 

per budget 

Global Industrial 

Food Service Warehouse 

Dulles Glass and Mirror 

Alarm System Store 

Ameren 

Tanks for Less 

Ebay 

Shop Starland Metals 

Home Depot 

Etsy 

Mats Mats Mats 

Koyal Wholesale 

Right Tool USA 

Rainier Distillers 

Basset Certification 

State of Illinois 

per budget 

per budget 

Home Depot 

Ebay 

Lowes 

Home Depot 

Shop Starland Metals 

Index Mundi 
  

Total $29,840.44 
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Once the monthly and starting costs were produced, it was essential to estimate 

the monthly income. We plan to produce 1060 bottles per month, at a retail sales cost at 

$32 per bottle. Wholesale cost per bottle will be $17 per bottle. In addition, we estimated 

15% of our sales will be retail sales, while 85% would be wholesale sales. This calculated 

to $5,088 retail sales, and $15,317.00 in wholesale sales, while allowing the total income 

per month to estimate at $20,405.00 per month. Once the income was subtracted by the 

monthly operating costs (at $12,435.00), the total profit was determined at $7,969.05 

monthly. 

RvR NEN BRESLIN IE 

Number of bottles produced per month | 

Retail Sales cost per bottle 

Wholesale Sales cost per bottle 

. % of Retail Sales 

% of Wholesale Sales 

Retail Sales S$ 5,088.00 

Wholesale Sales ER $15317.00 aan 
Total Income per month “Va BE hua S 2040500 © . Te | 

' Monthly Income S$ 20,405.00 

| Monthly Operating Expense i $ 12,435.95 
' Monthly Total Profit $ 7,969.05 

  

  

  

    

  
  

    
  

  
  

    
  

Operating Expense vs. Monthly 

Income 

Monthly | 

Operating 

Expense 

36%  
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Another aspect of our financial review was including a financial statement. 

According to Kieso, Weygandt, and Warfield (p. 5, 2004), “these statements are expected 

to present fairly, clearly, and completely, the financial operations of the enterprise”. The 

financial statement includes the following information: income statement, balance sheet, 

cash flow statement, and statement of shareholder’s equity. The income statement 

includes the cost of goods sold, combined with the net sales to estimate the net operating 

income at $224,454.72 annually. The income statement also estimated the operating 

expenses, while calculating the net operating income to generate the net income at 

$95,628.60 annually. 

The next aspect of the financial statement was the balance statement, which 

“reports cash received and cash spent by the firm” (Titman, Keown, & Martin, 2011). 

This estimated the beginning balance, cash inflow, and outflow to generate an amount of 

$65,788.60 annually. Furthermore, the balance sheet calculated the cash, account 

receivable, inventory, and prepaid expenses to total the current assets at $143,436.48; as 

we do not estimate any fixed assets, the total assets will remain at $143,436.48 annually. 

Finally, the short-term and long-term liabilities and accounts payable were summed to get 

a total of liabilities at $143,436.48 annually, formulating a balanced financial statement. 

 



   
' Income Statement 
 Netsales 

a tertdssoll. — Fr ra 

Net Operating Income : ey 

~~ $ 9562860 

' Operating expenses N=" 

Cash Flow Statement 

Beginning balance 

Cash inflow Cl ma 

' Balance 
Sheet 
| Cash 

Accounts receivable 
Pa 

' Prepaid expenses 

Fixed assets 
Total Current Assets 

| Total Assets 

Accounts ee 
payable == =~ 

Short-term 

LOLS i i 
Accrued & other liabilities 

| Otherlong- Total Current Liabilities 
term 

liabilities 

| Shareholders’ equity 
Total Total Long-term Liabilities ~~ 

~ Liabilities 

_ and Equity 

  

Ending Cash Balance 
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$244,860.00 | BE 

$224.454.72 

$244,860.00 ATE 

~~ $6578860 

~ $ 95,628.60 
~'$ 15,317.00 
$2,650.44 
$29,840.44 
=S14343645 . a 

$143,436.48 

I 

8 4040000 . 

$44,550.00 

$98,886.48 | a, 
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In conclusion, the business will thrive and succeed tremendously throughout the 

years. In fact, Copper Ridge Distillery should be able to pay off their loan within four 

months of operating, assuming the products are sold as planned. These numbers have 

given us the motivation to continue with our operations, and begin the plans of starting 

the distillery. We feel we will not only be able to profit within, but bring about business 

and profits to our community in Vermillion County. 

Company Strategy & Action Plan 

The process of creating a micro-distillery is complicated, and requires many 

processes and procedures, which must be followed thoroughly in order to abide by 

federal and state regulations. The first step to starting our business is to meet with the 

board of Vermillion County to present our business plan. Once we have their approval, 

we will need to obtain the articles of organization (Limited Liability Corporation), apply 

and obtain a Federal Employee Identification Number, gain our Illinois business number, 

address our insurance and bonds, and purchase our local liquor license. Furthermore, a 

Federal Basic Permit application must be obtained, while an application for the Illinois 

for the Craft Distiller’s license must also be sent. Once obtained, it will be legal to begin 

distilling. At this time, we will start the process of distilling and aging our product, while 

designing a website, sending our labels for COLA approval (Certificate of Label 

Approval), and starting the construction on the building. During this time, distributors 

will be contacted to market our product and encourage their support in selling our 

products to liquor stores. Although it is unlawful for distilleries to sell directly to liquor  
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é stores, it is, however, legal for Copper Ridge Distillery to sell within the distillery. 

Furthermore, media groups will be contacted for interviews; brochures will be made, 

along with signs and business cards for marketing purposes. 

Action Plan   

  

  
e Meet with Vermillion Co. Board 

4 «Obtain LLC 
  

  

  

® Acquire EIN 
  

  

e Obtain Illinois Business Number 
  

  

e Address insurance & bonds 
  

  

e Purchase liquor license 
  

  

» Acquire federal basic permit 
  

  

| + Obtain craft distiller's license 
  

  

e Start distilling 
  

  

¢ Age whiskey 
  

  

e Design website 
  

  

«Send labels to COLA 
  

  

.~ * Construction on building 
  

  

~ * Contact distributors 
  

    e Contact media for interviews/marketing 
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@ Appendix 

Map 1: Operating Distilleries in the United States 
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Source: Google Maps (2013) 

Chart 1: Number of Craft Distillery Entrants by Year 

Number of Craft Distillery Entrants By Year 

Source: The US Craft Distilling Market (2011) 

Chart 2: Craft Distillers by Year 

Total Number of Craft Distillers By Year 

    

Source: The US Craft Distilling Market (2011)  
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Map 3: Operating Distilleries by State in 2011 

Gp a 

Source: The US Craft Distilling Market (2011) 

Chart 3: Monthly Corn Prices for Five Since 2007 

Dec 2007 ~ Nov 2012: 141,200 (78.39 %) 

  

      

Source: Index Mundi (2013)  
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Copper Ridge Distillery Logo: 

Copper Ridge Distillery Bottle 

Source: Massachusetts’s Beverage Business  
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Label for Corn Whiskey Bottle 

  

  

Source: Chicago Minute Man and Press (2013) 
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