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WHO’S BEHIND 
THE BREW?

Craft-beer breweries pouring all over New Brunswick
By Mark DeWolf

— Dunbar worked in the hotel and restaurant business before a stint as a lawyer. Dunbar was admitted to the bar in June of 1995 and the brewery opened later that year. As he says: “I moved from one bar to the other.”Dunbar was encouraged by some of his law school friends, aware of his food and beverage experience, to open up a brewery. “I signed up fi rst as an advisor, then investor, then quit law completely and became an employee and then owner. It was just one of those great ideas that sounded like a cool thing to do. Who doesn’t want to own a brewery?”  
Opening a craft brewery, long before craft beer became popular with a wide audience, has it challenges, but Dunbar focuses on the positives noting “well, there’s the beer. That’s still a big plus. It’s a very positive product to make and sell. I can still cure a down day by going to a liquor store and watching someone in line buying my beer. It never gets old. Our mission statement is to make the world a better place, one beer at a time. That’s what we get to do every day.  I can’t think of a more positive way to go through life. Negatives are no diff erent 

ew industries are changing as rapidly as the beer industry. Consumer allegiance to the big beer companies has swayed as a dynamic group of craft-beer producers engage a consumer more aware and concerned about the origins of their beer. The locavore movement is alive and well in New Brunswick and no more evident than in its beer industry.  
Nearly 20 breweries count themselves residents of New Brunswick with new breweries emerging on an almost monthly basis. These new entrants to the industry all share a passion for beer but the faces behind the business are much more than just ‘beer geeks.’ Many of the new crew driving the New Brunswick craft beer industry forward are business-savvy individuals who come from diverse and eclectic back-grounds. 

It could be argued that the face of the New Brunswick craft beer industry is Picaroons’ Sean Dunbar. Dunbar is in many ways the father of the craft brewing industry. Before becoming a brewer — he has been at the Fredericton-based brewery since it fi rst opened in October of 1995 
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“Our mission statement is 

to make the world a better 

place, one beer at a time.”

SEAN DUNBAR, PICAROONS
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them from friends and relatives. I then had a mental switch to do this commercially. Brewing had become a passion for me. I had a lot of fun building recipes from ground up. Once I had made that mental switch, I wasn’t too concerned, fi nancially. The brewery is in my home. It took lot of money to bring it up to code but once I put my mind to something, I make sure it gets fi nished.” As for challenges, Steeves notes “unfortunately, I have to turn down accounts now. I am in eight diff erent bars and restaurants. I don’t see any slow down any time soon.” Expect to see an expansion of the brewery as Steeves is in the planning stages of building a much larger brewery in a commercial area. The goal is then is to leave his full-time work. He is confi dent of the future as he says “unlike the corporate world we all know each other really well. We all help each other. It’s very refreshing. I am just happy to be part of it.”
Andréé Lééger, 
André Morneault and Mychèle Poitras, Les Brasseurs du Petit-Sault, Edmunston 

One of the breweries that best exemplifi es this new eclectic breed of brewery owners is Edmunston’s Les Brasseurs du Petit-Sault. The less-than-one-year-old brewery, which recently won a bronze medal at this year’s Canadian Brewing Awards for its European-style lager, La Kedgwick is run by three partners, each with a different background. André Léger is the brewery’s general manager. Prior being involved full time managing the brewery, Léger worked for more than 10 years in investment banking in Montreal and later developed a consulting business, providing businesses information technology and knowledge management solutions in Edmundston. André Morneault is brewery’s treasurer and an IT consultant and software architect. A start-up lover, he notes that “he is very passionate about local and craft products,” which led him to want to contribute in starting the region’s fi rst brewery. Rounding out the partnership is Mychèle Poitras who works in communications and marketing for the city of Edmunston, but also for the brewery. About the brewery, she says “this project is all about fun and creativity. Since I do communications for both the city and the brewery, some of the work is similar, be it taking care of social media or putting out press releases. But the brewery, while a serious business, is all about telling local stories, showcasing fun and unique local characters. That’s where I get to have fun!” 
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(in the beer business) than any other small business, I suppose. The positive part seems to make the negatives fade into the ‘shit happens’ territory. It’s just what we do and the negatives aren’t signifi cant.”
 As far as the new faces in the beer industry, Dunbar says that “so far, we’re keeping it pretty much a group eff ort. That’s the way the industry has developed all over the world, really. Competition is good for all sectors but ours seems to combine the individual competitive-ness of the entrepreneurs with a plan to move the whole sector forward. I think that’s the best of all possible scenarios.” As for the future of his business “for Picaroons, it’s more of the same.  We are 20 years old and feeling like we just started yesterday. We’re still bringing out new beers. We have two new breweries under way. We’re taking risks like never before. We’re more and more involved in community activities.”  

As for advice for the new entrants, he says “be prepared for success. Quit your day job, invest in capacity and get ready to make lots of beer. I think that’s the future.” 
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Gettinng too knnow 
Neww BBruunsswwick’s 
crafft-bbeer induustry
Brucee Baartoon, 
Celtic Know Brewing, Riverview

Bruce Barton spent 20 years in the printing industry both on the presses then later in digital prepress before transitioning a passion for home brewing into a business. He says “the skills I gained from this have served me well as I do all my own graphic design. I also spent a number of years in the IT sector before fi nally deciding to open a nano brewery. Running my own brewery has been an amazing experience. I take orders from nobody and I am solely in charge of the entire operation.”

Mitchh Rigggeer, 
Railway Brewing, Florenceville-Bistrol 

Mitch Rigger isn’t a complete newbie to the beer business. Rigger had done some sales and marketing work for Picaroons “way back in the day,” consulting with bars and restaurants in the 90s. As he says “I was hosting beer and food pairings events long before it was cool.” Rigger still maintains his day job. He works as a supervisor of logistics at McCains. About opening a brewery, Rigger says “I developed a love for craft beer when travelling and doing consulting work in the late ’90s. I always knew I wanted to move back home someday, slow down and open a nano brewery.  It’s been rewarding and utterly defeating all in one breath. I love making beer and talking beer and love my customers, but the red tape of a brewery is super discouraging and at times daunting.” Between his day job and running the brewery, he often works 18 hour days. “It’s hands-on and super labour intense work at our scale. With a small brew house we do it all by hand.” 

Shanee Stteevves,, 
Hammond River Brewing, Quispamsis

Shane Steeves works full-time in the IT industry and owns and runs an automotive detailing business but, after home brewing for close to a quarter century, he made the decision to open a nano brewery. “Once I got into all-grain brewing, life changed. I always had four beers on tap at home and was constantly receiving awesome feedback on 

A special thanks to all of those who partner with 
us, locally and abroad, for helping make this 
magazine possible.

Back in 2013 we moved the publishing of Robert 
Simmonds Magazine to a very trusted Atlantic 
Canadian company, The Chronicle Herald, and 
the result was the biggest and best publication we 
have ever done.

Since then, we have produced two more 
magazines with the Herald, with last year’s 
being our best ever.

With an expert blend of international and local 
content, we’re proud to deliver a product that’s 
both inspirational and relevant to our loyal Robert 
Simmonds’ clientele.

This year, we trust you will once again consider 
joining us in this valuable and rewarding journey 
as we plan on telling lots of local stories, while 
keeping you abreast of the latest fashion trends 
from around the world, available in our store. 

So, as we proudly embark on issue number 16, 
we thank you for your patronage in years past 
and for considering this issue of Robert Simmonds 
Magazine – which we promise will be our best yet 
– as your next advertising opportunity.

With warm regards,

Paul Simmonds
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DAY TO NIGHT
Pro tips to make transition from work to the club without re-entering your closet

By Gary Wollenhaupt
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e’ve all been there. You have to 

work all day, but there’s an upscale 

event right after work and you won’t 

have time to go home to change clothes.

So the challenge is to pick out an outfi t in the 

morning that will carry you through the day and 

into the night. No pressure at all.

You may be able to stop and accessorize a 

little, to leave behind the confi nes of the 

workplace and fi t into the fl ow of the evening.

Perhaps you’re invited to a wedding rehearsal 

dinner or cocktails with people you want to 

impress. Perhaps there’s a really big event, like 

meeting your signifi cant other’s parents for the 

fi rst time.
The experts at 

Robert Simmonds 

have outlined some 

ways to make that 

transition so you can 

dress for work and still 

be fashionable for a 

night on the town or 

after-work cocktails.

For a wardrobe 

that can shift from 

day to night, business 

casual to formal, 

start with some solid 

basics. Well-tailored 

jackets, pants and 

suits can be mixed 

and matched to meet 

the situation. Jackets 

or suits can be 

influenced by the 

shirt underneath, or 

the shoes may signal 

your intent.
“Brown shoes make an outfi t less dressy and 

black shoes are more formal, so that’s a good 

place to set the tone,” said Carolyn Snell, senior 

sales associate.

For men and women, the advice is the same: 

Build your wardrobe around amazing founda-

tional items that will take you from work to 

dinner, the weekend, and to next year.

When you have some foundational pieces, 

accessories will add some fl air and fl exibility.

“Things like ties, belts and cuffl  inks can help 

you make the transition,” said Jodi Gilmore, 

men’s sales associate. 

Pocket squares add a bit of fl air, even without 

a matching tie. Socks are another way to add a 

glimpse of elegance.

Women can take the same approach.

“Don’t underestimate the glamour potential 

of a great belt,” said Linda Mayhew, Robert 

Simmonds co-owner. “There’s a belt for every 

occasion: printed leathers, metallic leathers 

with gold/silver/vintage hardware. There’s also 

calf hair and animal print. Many of our Suzi 

Roher belts have extra trimmings like delicate 

chains, crystals, coins and actual working 

watches.”
Handbags and 

jewelry can shift the 

perception of an 

outfi t dramatically.

“If you have no 

time to change your 

wardrobe, switch 

your handbag for a 

glitzy clutch, your 

shoes for something 

sexy and adding a 

little bling with 

jewelry will defi nitely 

make an outfi t stand 

out from its day-time 

counterpart,” 

Mayhew said.
Shawls or toppers 

are a great way to add 

old-Hollywood fl are 

to a simple offi  ce 

dress or business suit 

for night wear.

Keep a blazer on 

the back of the offi  ce door or in the car to throw 

on for a last-minute make over. Robert 

Simmonds carries Smythe, a collection of 

women’s blazers and blouses that are masters 

at maintaining femininity. 

They have fi ts to suit all body types (oversize, 

tuxedo, fi tted riding, cropped, sharp shoulder, 

boyfriend, one button, three button, classic) 

“...and we have the most wonderful tailored 

clothes and decorative and unique button 

detailing,” Mayhew said.

Build your wardrobe 

around amazing 

foundational items that 

will take you from work, 

 to dinner, the weekend, 

and to next year.
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designs. Cole Haan features two-tone wing tips 
that you can pull off  with a pair of jeans or dress 
pants.

“For fashion-forward or trendy styles, check 
out John Varvatos and Donald Pliner brands; 
both lines off er slip-on dress shoes, one of the 
bigger men’s trends of recent years,” said Jodi 
Gilmore, sales associate. Dressy leather boots are showing up in more 

formal occasions as well. Start with high-quali-
ty, well-built leather shoes that can last decades 
and are repairable. A high-quality shoe will be sewn together 

rather than glued. If it’s sewn, then a cobbler or 

ook at good dress and casual shoes as 
an investment that could last a lifetime. 
Start your footwear wardrobe with a 

classic choice that will be suitable for many 
occasions. 

Of course, consider where you’ll be wearing 
the shoe most often and with what wardrobe.

For men, an Oxford or Derby lace up with 
leather soles from a top brand can be dressed 
up and down.Women can start with semi-conservative 

pumps in solid colours. In either case, black 
shoes signal a more formal or business-orient-
ed outfi t, whereas brown shoes or colourful 

SOLE INVESTMENTSA shoe can last a lifetime but who only wants one pair?By Gary Wollenhaupt

PHOTOS: JOY CUMMINGS

STYLE

shoes are more casual, said Carolyn Snell, 
senior sales associate at Robert Simmonds.

For a classic men’s style, look for the Allen 
Edmonds and Cole Haan lines, among others. 
Allen Edmonds specializes in traditional 
lace-up shoes in a variety of styles that go from 
the boardroom to the bistro. “You can go trendier with a monk strap shoe, 

or Cole Haan shoes off er diff erent shades of 
patina for a little extra style,” Snell said.

The Cole Haan line off ers casual, comfort-
able choices. The shoes are built for comfort 
with a lot of cushion in the heel and arch 
support and have modern takes on classic 
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the factory can replace the soles and heels. You 
might buy three or four pairs of cheaper shoes 
in the lifetime of a single pair of quality shoes. 

Allen Edmonds off ers a re-crafting service at 
the factory in Port Washington, Wis., where the 
shoes can be essentially rebuilt while maintain-
ing the individual fi t that’s been worn into the 
shoe.

“After the shoe has been molded to your foot 
you can have it refurbished and it will still feel 
comfortable,” Gilmore said.Women’s shoes come in much more variety 

than men’s but the basic idea is the same — 
quality pays off  in the long run. Shoe collections include Stuart Weitzman, 

Michael Kors, Sam Edelman, UGG Australia, 
Cole Haan and Hunter.

Linda Mayhheww, co-owwnnerr of Robertt SSimmmmoonddss, ooffff errs these tipss fforr wwoommenn’ss shooes:Black pumps: In leather or suede, add instant sophistication 
(but you can wear with a denim)Ankle boot: Great with dresses or jeans to add an edge.Ballet fl at: In black or a colour, a fabulous go-anywhere shoe.

Animal-print heel: A staple, great as an accent to an outfi t; 
now considered a neutral, believe it or not.Metallic heels: Add pop to an evening outfi t, but fun 

during the day too!
Short-stacked heels: Comfortable, on trend.

Platform wedge: Adds height and great style and more 
comfortable than you think.
Casual sneaker: A weekend shoe, great with simple dresses 

and with jeans/casual pants.
Tall fl at equestrian type boot: 
Timeless and can be worn in varied ways 
from dress/skirt to jeans.
All-weather boots: For snow and ice, can be fashionable 

and a must-have for safety.

“Women over 40 tend to buy a lower heel but 
still want great style and need a sexy evening 
shoe and weekend kicks thrown in the mix,” 
Mayhew said. “Women under 40 want 
everything like height, slinkiness, edginess, 
daring or embellished.”

“Women of all ages want shoes that make them feel beautiful, that add sophistication to an outfi t and say something about who they are or want to be.”
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