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Creating Works of Life

On November 8, 2019, I got to sit down with Tony Karlowicz and Edward 
Fabryick, Jr. of Back East Brewery.  The following is an abridged transcript of 
our conversation.

By Eric Grulke

Eric: To start off, this is kind of a personal question, but, the “Back East” name and story, what is that?

Ed: Well, it’s actually pretty simple, if you think about it. One thing we tried to do, when we went through, I don’t know, 

150 names, what we were trying to do was get something that spoke to the region without being too provincial. At first 

glance, you could have said “Bloomfield Brewery”, but we looked towards “where was this eventually going”. So we 

wanted it to have a regional appeal. So we went around the Mulberry Bush, thinking about different things, and then, 

I realized that, I grew up here in Hartford, and I moved to San Diego, I was out there for six years, and one thing that 

everyone would say is: “oh, you’re from back east”. You know, it’s “up north”, “down south”, “out west”, and “back east”. 

So that kind of played well because it gives you the regional appeal without being pin-pointed down to one particular 

location. And then it didn’t hurt that I moved “back east” to start it, and that’s where my cousin and business partner, 

who I hadn’t seen in what, 15 years, (Tony laughs), where we connected and came up with the idea.

Eric: I’m curious how much convincing it took.
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Ed: I think it was like 20 minutes….

Eric (to Tony); and you were like (snaps fingers), yup, I’m in! Let’s do this, let’s start a brewery.

Ed: Well, toward the end I had to convince him a little bit…Well, like anything else, when all the chips are on the table… 

Anthony’s an accountant and he was doing well; I’m an engineer, and I was doing well… It’s hard to take the leap and go, 

well, let’s do this other thing…

Tony: When you have a family, kids, insurance, a house, car, all that stuff, it was certainly a difficult decision, but we got 

to a point where it was kind of like, “either we do this or we don’t” and we decided to do it!

Ed: And it’s not all be cherries and apple pie, but, by and large, everything has gone well. We were fortunate to time 

everything to catch the crest of the wave, so there weren’t many… I think, when we were planning, we were like number 

9 in planning in the state.

Tony: And when we opened, as far a production breweries, we were the seventh. There were only six other ones open. 

I believe two dropped out while we were in planning. Not counting brew pubs or that sort of thing. There was New 

England Brewing Company, there was Cottrell, Old Burnside, Hooker, Relic opened up a couple of months before us, and 

Calvary. And there were a couple of brew pubs.

Eric: So you’ve been here since the beginning. 

Tony: Yeah, we’re the veterans. It’s a little weird that we’ve been doing this for just under eight years and people kinda 

look up to us in the industry, like “oh, Back East is doing this” or we are upgrading our canning line and we sold our old 

canning line and the brewery we’re selling it to couldn’t be more ecstatic that it came from us as if there was some sort of 

magic that we did to it…

Eric: So is that an honor, do you feel a sense of responsibility…

Ed and Tony: Both.

Ed: So when we first started thinking about this, figuring out how we were going to do it, we looked to other people in 

the industry. And, in general, most of the people that you meet in the industry are very helpful. They realize that, well, as 

Curt (Cameron) from Hooker would say “a rising tide lifts all boats”. So everyone was able to give us some of the ground 

rules, ground advice, so we look to pay that back. So now when people come in from either startup breweries or the 

planning of breweries or they just got going, we’ll go out of our way the same way we were helped.
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Eric: Yeah, we’ve definitely heard that from the past couple of breweries we were talking to. And when we were at 

the conference in Denver, everyone’s kind of saying that it’s very collaborative.

Tony: I mean, craft beer is still less than, I don’t know, less than 20% of the industry. When we started it was 8 

or 9%, so cracking double digits was a big deal. There was a sense of the big guys versus us. So these, nameless, 

faceless, marketing corporations that sell beverages and the small guys and girls, the people that live in your 

community that are making a product that they’re making and selling locally versus some big corporation. 

Ed: And I kind of looked at it as an analogy, local hardware store versus Home Depot. Sure, you can get more at a 

Home Depot, more variety, but you’re less connected to what you’re getting and there’s less craft in it, less personal 

touch. 

Eric: And when you look at the market shares and how it’s shifted, and these big box companies… they’re scared. 

They’re coming out with all these “craft lines” themselves.

Ed: Clearly market share is shifting our way. And it’s become 

farm to table, it’s local… you know, 100 years ago, you wouldn’t 

even think about these big conglomerates. Every town had their 

brewery, a beer or two, and that was the local flavor.

Eric: Just considering the market itself, that you guys have been 

open eight years, that you were the seventh brewery on the list, 

and suddenly, look were we are now.

Tony: There’s over 100.

Eric: It’s unbelievable. 

Tony: Yeah, we did it before it became cool. 

Eric: Or you made it cool.

Tony and Ed (laughing): Maybe.

Tony: Maybe we didn’t make it cool. Maybe people were like 

“well, if these guys can do it, anyone can!”
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Eric: So when you guys opened, did you have an initial slate of beers? Were there ones you wanted to have in your core 

offerings?

Ed: Yeah, I would say we had four beers across the spectrum that we wanted. You had to have the entry level, so we had 

our blonde, or golden, ale. And then we had our Back East ale, which I wanted to be like your everyday drinking beer, 

which is why we never gave it a specific name, we just called it Back East Ale. ‘Cause I wanted it to be something that was 

just “give me a Back East Ale”.

Eric: It’s just good all the time.

Ed: Yeah, and then of course porter, and what was the…

Tony: The Misty Mountain.

Ed: They Misty Mountain, yeah. They Misty Mountain is kind of a throwback to IPAs that I had experienced during the 

90s where you started to get to more and more hops, and if 20 units are good, why not 200 units?

Eric: So it’s more of a west coast then?

Ed: Yeah. It started to get a little out of hand…so I wanted to go with something more traditional. So those are the ones 

we started with and then, of course, times change, as people get more and more into craft, as it made its way “Back East” 

we started introducing seasonals… Right now a huge thing is east coast IPA. Think hearty… how would you describe it?

Tony: Well, New England IPAs… hazy and citrus.

Eric: That’s your Ice Cream Man, Gelato Girl, those offerings.

Tony: That’s our flagship now. We produce three times as much Ice Cream Man as we do as our second place beer 

beneath it. It’s still hard to get, but that’s a good thing.

Eric: Want to plug that a little bit?

Tony: November 16th, come out on Saturday, we’re gonna have a Phish cover band covering a show from 1999, probably 

have a tent set up with some heaters, food truck, and we’re open 12-5. It’ll be a good time. So, yeah, that has quickly 

become our flagship. You know, you have to brew what people want. And a lot of legacy brewers are running in to issues 

where they’ve been doing stuff since the mid-90s or 2005 or 2010. They’re still considered legacy brewers. But they don’t 
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want to do different stuff. Or they don’t know how to brew different beers. And you back yourself into a corner. 

So there’s been a lot of closings and they will continue to be a lot of closings in the industry. I’m fairly convinced 

the industry is a little too saturated… A small place, maybe three or four employees, maybe you’re brewing 20, 

30 barrels a week, you’re getting into a few restaurants in the area and you’ve got an active taproom…you’re 

competing basically with all the bars and restaurants in your town, who probably don’t like you because you’re 

stealing some of their customers, but that’s what 90% of the breweries are now. And they’re staying in business and 

they’re doing well because they’re at that small size. As they try to get bigger, that’s where the challenges are going 

to come. As you try to get distribution, a lot of distributors don’t even want to take on any new breweries. You’ve 

been to package stores and bars, I mean there’s no space for more breweries. 

Eric: When we were talking to Labyrinth, they were saying, it’s not even about the beers anymore. People are 

coming for your space.

Ed: That a perfect segue because, you know, when we came in, our entry into the market, Connecticut was not 

primed for brew pub atmosphere. So if you wanted to make it in the industry, you had to get depth in distribution. 

You had to get on taps at restaurants. You had to get into liquor stores. So because of that, our focus was on getting 

good production levels, getting good quality, getting distribution, breadth and depth… But that market, with the 

entry of a lot more competitors, now you’ve got a situation where you can do kind of a destination brewery. Now 

taprooms are becoming much more important. You want people to come in and stay. So that’s one dynamic that 

has changed. In the beginning, that (points to nearby wall) was our original taproom. That opening wasn’t even 

there. It was kind of like, if you’ve ever been up to the San Francisco area… wine tasting rooms were ancillary 

to the whole thing. But that’s not the case anymore. So we’re looking at doing about a 5,000 ft2 taproom where 

we’re going to try to capitalize on that. We’ll be able to get a lot of people in, have a bunch of varieties on tap, and 

they can stay, have a good time. We’ll have music, indoor and outdoor seating, and make it more of a destination, 

without sacrificing our distribution. Because, certainly, if you go to your favorite restaurant, I want you to be able 

to get it on tap. Or at your liquor store in cans…

Eric: Yeah, because now people want to come and hang out. Stay for the day. Enjoy the space.

Tony: And that’s why there’s so many breweries. That’s why the bigger, legacy breweries are struggling. The big guys 

have been struggling for a while, as they lost a point here and a point there. I mean, 1% of the whole beer industry 

is a huge number. There’s maybe one or two crafter breweries that even exceed 1 or 2%. That’s how small we are. We 

are .0000001% maybe. It’s a very small number. But, collectively, it’s making a dent in, and changing, the industry. 

Changing it to really being a taproom focus. And that’s great, because we love having people come in here. We’re 

nice people. You can meet us. You can try all the beers. You can take stuff to go. You can have a good time, a good 

experience here. That’s completely different than what it was in 2012 when we opened. 
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Eric: Is that just the market that dictated this kind of growth or were you guys just like “oh, this is the next logical step?”

Tony: So, it was Two Roads when they opened up in 2012. They opened up about six months after us. They had lobbied 

the state to say “we need a new permit”. “We’re creating a large, destination brewery. We’re going to have people coming 

in, and they’re going to want to come and sit down and have a beer. Before that time, all you could do was offer free 

samples. It was kind of a marketing thing. “Here, have a few samples, can I fill a growler for you?” 

Ed: There was limited to-go capacity and we couldn’t serve.

Tony: And Two Roads changed that. They said “look, we’re investing tens of millions of dollars. We’re building this big 

brewery. We want people to be able to come in and we want to be able to function as a bar. People want to come in and 

buy a full pint of beer here.” So the state changed that and that kind of opened the floodgates. And I think the national 

trend of breweries opening up kind of helped that too. There were a few things in play. 

Eric: Ed, do you have your PE still?

Ed: Yes, I pay $285 or $315 every year just to keep my stamp active. 

Eric: Do you find yourself using that at all?

Ed: Certainly all the knowledge that I’ve gained getting there comes into play every day. My degree is in electrical, my 

license is in civil, but I’ve worked in process, wastewater, solid waste, safety…and all those things come into play every 

day.

Eric: Yeah, especially when you guys were starting up, I imagine that’s a great thing to have if you’re two entrepreneurs 

trying to get your brewery off the ground. Just to have that background, just to put it into play.

Ed: Yeah, so I spent the bulk of my engineering career in civil development. All the way from survey to civil engineering, 

permitting, processing. So when it came time to interface with the local bureaucrats, I speak their language. I will say 

that, of the 169 towns in Connecticut, and I’ve worked in a lot of them, Bloomfield was very good in recognizing an 

opportunity and I was able to work with them well and they’ve been very helpful. 

Eric: So did you seek outside help with layout, with equipment selection, or was your background enough to cover all 

that?
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Ed: We’re required by code to bring in professionals. Anything I can do by hand, I will. And knowing when I’m out of my 

depth, we’ll hire people to come in. And, as we’ve gotten bigger and busier, my duties have shifted, and there’s a little less 

of the hands-on and it’s more efficient to have contractors come in. But, certainly project management experience and 

knowing how contractors work doesn’t hurt.

Eric: Anything fancy engineering going on in the back, any fun design, or anything weird you had to incorporate into the 

building?

Ed: You talking green stuff or anything like that?

Eric: It could be that or, when you were up and coming, just trying to fit everything into this building.

Eric: Or when you were expanding. 

Tony: I think one of the things I always try to think about 

is trying to think two or three steps ahead. Not just what 

we’re doing now, but what comes after this. So throughout 

the whole process, we really planned for what’s coming 

next, versus “what do we need right now”. So, oversized 

equipment, planning layouts of production so that when 

we want to put more stuff in there we can do it… that sort 

of thing. And it’s helped us. Knowing that, if we’re building 

a glycol loop, how big should it be? Well, if we only have X 

number of tanks, but we have space for X number of tanks, 

then let’s make the loop big enough for expansion.

Ed: Let’s plan for expandability.

Eric: You brought it up. Is there anything sustainability focused that you guys are looking in to?

Ed: All our spent grain we distribute to local farmers, so certainly that’s typically done industry wide. What I’d like to do 

in the future is look to solar power, all the green highlights, and the other thing is CO2.

Eric: CO2 recapture, sure.

Ed: Now, some people would say that, to really make it worthwhile, you need to be at a 100-barrel system. We’re not quite 

there yet. But certainly something that we’d look to as much as we can because why waste it?
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Eric: You guys are constantly scaling up your equipment. Do you have any small batch stuff still or are you only 

into the bigger batch?

Ed: We started off with 5 gallons in a garage, then a 10-barrel system that we recently sold, and now we’re at a 

20-barrel steam-fired system. And we’ve mixed and matched tanks as we’ve gone along, selling some off as we’ve 

moved forward. 

Tony: A lot of people ask if we have a pilot system. And we don’t. I don’t know if that’s where you were going with 

that question. We still have our 5-gallon system. 

Ed (laughing): It’s been a while since we’ve used it. I’ll be honest, we’re not going to make a bad beer on the system 

that we have. It might not be the beer that we’re looking for… So, in terms of piloting, we’ll do our due diligence in 

terms of recipe development and we’ll do it at a one-batch and see if it’s where we want it to be, and we’ll modify it 

as we go forward. We pilot on our house system.

Tony: When we first did Ice Cream Man, it was three years ago in October. It was going to be a one-time batch. It 

was a fundraiser for the Jason William Hunt Foundation, which is a nationwide charity that raises money to bring 

at-risk youth out into the wilderness for a one- or two-week retreat sort of thing. And it’s been very successful 

at helping young people get their lives back on track. The family was originally from Connecticut, it’s based out 

of Ohio and is named after his son, and we did it in 2016, and Ice Cream Man was a huge hit and then we did it 

again… and then a few months ago we came out with a beer named “Double Scoop”, which is a double-IPA version 

of that. It is fun to take a beer that everyone loves and change one thing out of it. And whether we do it another 

time, add some sort of fruit in there or maybe we’ll change the malt or change the hops. Gelato Girl is Ice Cream 

Man with a galaxy dry hop. 

Eric: Any other specialty beers for a purpose?

Ed: Sure, for specialty occasions or causes… And Anthony is very good at this, he’s very charitable. So if things 

come up and it’s for a good cause we’ll do something special. 

Tony: We have two service veterans on our brewing staff and they came up with the idea for doing a special beer, 

came up with the recipe, came up with the label… Double Time Double IPA. We have it here in four-packs and on 

tap. We donate a dollar for every pint and every four-pack sold to Canine’s for Warriors, which is an organization 

that matches four-legged friends with veterans. And then the Pink Boots Society is a nationwide industry that 

does stuff for women in the brewing industry. Whether it’s brewing or distribution or marketing, and there’s 

a Connecticut chapter of the Pink Boots Society. We have a couple of ladies on staff and wanted to do a Pink 
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Boots beer. So it was called “You Want a Peach of Me?” and it was a peach beer and we used a special Pink Boots 

hop blend, which I think was four or five different types of hops in there. And we’ll be doing that again, though 

probably not the same beer, in the spring. Probably brew it in March. 

Ed: To follow up, some of the things that we do that are one-offs, might not be the same the next time. For one, 

there’s really no baseline to compare with and there’s always room to do better or stay current with the market or 

just to mix it up. We have a rotating series called “Tony Goes Dancing”. It’s never the same beer.

Eric: I was going to ask you about that later…

Tony: There’s really no funny story behind it. 

Ed: Well…maybe you just don’t want to share it…

Tony: I’ve heard stories…

Eric: You just don’t remember them…

Tony: I went out to a bar once and the bartender didn’t know who I was and she started telling this story because 

they had the beer on tap. The story was about this guy Tony who works at the brewery and someone caught him 

out doing this ballroom dancing class and his wife didn’t know…and I said “where the heck did this story come 

from?”. When you’re tight-lipped about thing people create their own stories to fill in the gaps. 

Eric: So did you tell her who you were?

Tony: Yeah and I told her that I don’t go out every Thursday night at midnight to do ballroom dancing, 

unbeknownst to my wife… It was a good story.

Ed: And so what’s great about that is that every time we release it, it’s going to be something different. And if 

something catches particularly, then maybe it becomes something that develops into its own brand. It gives us the 

opportunity to stretch our legs and think about different options.

Tony: And one of the things we do, and I think it’s certainly helped us, is that we’re not coming out with new beers 

every week. We have a lot of beers that are very popular and people like them and they ask for them. And we’re 

not always trying to come out with something new just for the sake of being new. And some places do that, and it 

works for some places. And it doesn’t work at a lot of places because you’re not really developing a brand. You’re 

not developing something that somebody wants. You’re saying, “what’s the newest beer by ABC Brewing Company 
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and oh, hey, look, we got a new beer out!”. I think those places are doing themselves a disservice by not really 

developing a brand identity. Misty Mountain used to be our flagship beer and now we brew three times as much 

Ice Cream Man. And you can find Misty Mountain in almost every single store across Connecticut and you can’t 

find Ice Cream Man. The stores will get it in two or three cases and they’ll call their best customers and it’ll be gone 

by the end of the day. 

Ed: A lot of times I can’t get it!

Tony: I know somebody. Ask me next time. 

Tony: But it’s what people are looking for. You have to be brewing what people want and it’s a great thing to have 

a strong brand like that. And again, that’s something we did because we wanted to develop a brand instead of just 

saying “hey, look at us, we’ve got a new beer!”. 

Ed: And, in general, we try to stay fairly traditional, not stepping way out of the box. But embellishing on what we 

already have. Stretching a little bit, but not, like Anthony was saying, you can make something crazy, but then you 

become known as the brewery that does these weird things, and then you’re tied into being the ones that always 

have to do these weird things.

Tony: And we’ve gone out of the box a lot. We were the second brewery in Connecticut to start canning. This was 

back in 2013, New England Brewing Company was doing it – no one else was doing it. It was a big risk. A lot of 

customer were saying “I’ve been drinking bottles; good beer comes in bottles. Crappy beer comes in cans.” We were 

kind of on the forefront of that.

Ed: I don’t even see that as a risk. Even at the time. It was a no-brainer. 

Tony: Yeah, it was. For environmental reasons and quality of beer. For convenience. You get a better seal from 

oxygen. We were also one of the first in Connecticut to perfect the hazy IPA when we came out with Rakautra, 

probably over four years ago now. So we do some things different. It’s not all traditional styles because now that’s 

not exactly what people are looking for. I think, to Ed’s point before, we don’t do a lot of things with a lot of crazy 

ingredients, but that’s not to say that we never will. We have a Berliner Weisse series with different types of fruits in 

it. 

Ed: But that’s traditional.

Tony: Well, in Germany. 



www.fando.com

Creating Works of Life

Ed: What I was saying was bringing back and paying attention to some of the styles that have been neglected. 

There’s many, many different styles. I think the hallmark of craft beer is that you don’t have to drink the same style 

every time. Depending on the season or your mood, you can move across the spectrum in so many different ways. 

And a lot of these styles have been forgotten, particularly in America. I guess if you were in Europe, you would 

probably see a lot more variety of styles, but we’re getting there. 

Eric: You guys are still rebels on the 12 oz. cans.

Tony: Yeah, we are. That’s what you get when you are the second brewery in Connecticut and you start canning 

your beer and then another brewery comes along and sets the trend for 16 oz. 

Ed: And who would that be?

Tony (dryly): Ah, Treehouse. 

Laughter

Tony: Not ashamed to single-handedly give them credit 

for starting the hazy IPA trend or for starting the 16 oz. 

cans. Like I said before, we were the second brewery in 

Connecticut to start canning, the first was Connecticut 

Brewing Company. You’ll notice that their beers are still in 

12 oz. cans. A lot of times when people ask, I respond that 

we’ve done countless studies and our beer tastes exactly 

the same in a 12 oz. can as it does in a 16 oz. can. The real 

story behind it is that when we bought our canning line, 

we made a commitment and there’s lots of stuff on the 

canning line and stickers that are designed for 12 oz. cans. 

A lot of our cans are pre-printed, so we have palettes and 

palettes of those cans already made, so it’s not so easy to 

just switch. And what I like about the 12 oz. can is that we 

can do six packs and four packs. It’s rare that you’re going to see a six-pack of 16 oz. cans because the price will be 

well in excess of $20. And people just don’t want to pay that for six servings. 

Ed: And to realistically do both 12s and 16s, because I don’t think we’d ever not want to do 12s, you’d need 

dedicated lines. That’s like doubling our canning capacity. You don’t want to shift things back and forth, you’d want 

to have one line that’s for 12 and one line for 16. And who knows, maybe we’ll get there.
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Tony: Right now we’re too small to have two separate lines. Sierra Nevada can come out with a slim can, a 22 oz. 

can, and a 30 oz. can… You know they can do all these things. They require different tooling, different lines; it’s 

something that a brewery our size is not really doing. So we’re sticking firm to the 12 oz. cans. And until we find a 

study that beer in a 16 oz. can tastes better than a beer in a 12 oz. can, then we’ll switch. 

Eric: So, I’d love to hear about the expansion.

Tony: Our production expansion or our taproom?

Eric: Both!

Tony: In December of 2018, we finished expansion that nearly tripled our capacity. This means that most of our 

beers are more readily available in package stores. We put in eight new tanks (60 barrels each) and we’re brewing at 

a 20-barrel brewhouse now. And we got all the stuff that goes along with it. Larger mill, grist case, two grain silos in 

back, steam boiler, hot liquor tank, cold liquor tank…

Ed: And I think the metric is, everyday we’re brewing four to six times as much as we were with the old system. 

Eric: Does most go to distribution?

Tony: Our taproom is up about 40% over last year, while keeping the same hours (Thursday and Friday from 4-8 

and Saturday from 12-5), and our distribution has more than doubled, which is great! And the distribution more 

than doubled in the geography that we were distributing before. There was demand for our beer in Connecticut 

and Western Mass and we were able to more than double our production and still keep in that territory. We were 

able to get more beer into more places and we’re excited that the demand was there. 

Ed: So we were capitalizing on depth of market penetration because once we saturate the depth…

Tony: Right, then we have to spread.

Ed: And one of our initiatives now is getting our lab put together. Because that’s going to put the polish on all the 

beers that we makes. When you can get in-depth, scientifically, about what we’re doing, QA/QC-wise, not only will 

it help our efficiency, it will help our overall product that end up in your glass.

Eric: That’s beyond yeast counts…
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Ed: It’s full spectrum. Certainly yeast management and evaluation of the finished beer. 

Eric: Get a turbidity on the hazy IPA?

Ed: Yeah, I need a turbidity meter. Yeah, so just knowing more is always better.

Tony: And we mentioned it before, we’re doing another expansion, and expansion of space. So we’re taking the last 

unit in our building, about 4,500 ft2, and we’ll be adding a taproom. So we’ll have extended hours; we’ll probably 

be open five days a week. We’re excited about that. We’ll be hiring more people, full- and part-time. Again, a lot 

of food trucks and a lot of focus on music. We won’t be doing our own food; that’s not something we want to do. 

Neither of us have experience in the restaurant business, it’s incredibly difficult…

Eric: To be fair, neither of you had experience in the brewery business…

Tony: That’s true! And I think we could probably pull it off, but we don’t really have the desire to be in the 

restaurant business. When we started, there was no retail. There was no taproom. You were a factory. It was 

production. It was distribution. It was sales. The whole model has changed and we’ve been fortunate to adapt 

with that and stay on top of that, but we definitely don’t want to get into the restaurant business. There are great 

restaurants that serve our beer and people that know what they’re doing there. But we’ll have food trucks here. We 

do want to have a big focus on music and kind of make it a destination. We’ll have some games in there…

Ed: And that’s what people want, from what I’ve seen. The drinkers that come in, if you’re not serving food, 

they’re not disappointed if you have a food truck. As long as it’s the right food truck. And then your menu can 

dramatically change every night. So you come in, you have the beers, you have different food every time, you have 

some live entertainment, music, and then different games… that seems to be where the sweet spot is right now.

Eric: Do you have a tentative opening date for the new space?

Ed: Well, I wouldn’t say anything down on paper, but late spring 2020 is what we’re thinking. Several approvals are 

in place and now it’s a matter of getting everything built out. 

Eric: So you started with this space that we’re in right now and the smaller space in back. Did you have to expand 

for the operational portion?

Tony: The building is 18,000 ft2. Four separate units. We had all 4,500 ft2 here in Unit A and slowly, over the years, 

taken over Unit B and Unit C, and now Unit D where the taproom is going to be. 
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Eric: Happy landlord!

Tony: Yes! One of the rare ones that pay our rent on time and every month.

Ed: And it’s no coincidence that we selected a building like this. Industrial facility, perfect. Solid floors, sanitary 

sewers, three-phase electric, natural gas, and it was always about if and when we could push over. The opportunity 

was there. Not the most aesthetically pleasing, but, you gotta work with what you have.

Tony: When you have friendly staff, great beer, and people come despite the atmosphere. We’re excited that the 

new atmosphere in the new place…

Ed: It’s dramatically different. You’re going to want to come in, sit down, and hang out.

Eric: Did you work with an architect? And who does your labels?

Ed: Yeah, we worked with an architect. The idea was let’s focus on making this a place that people want to be.

Tony: We work with Abacab Designs, they’re a Connecticut-based company. Brian there does all our labels. He has 

since the beginning. I think he does a great job with it, so we’ve stuck with him. As far as the taproom, we worked 

a company based out of Brattleboro, Austin Design, and they’ve worked with some other breweries before. And 

we started talking with them and about their experience and what they’ve done impressed us. They did the latest 

expansion at Treehouse, they did Lawson’s Brewery in Vermont, they did the design for The Alchemist Brewery in 

Vermont, and Northampton Brewery, so they have a lot of brewery/taproom experience. Austin Design also has an 

office in Greenfield, Massachusetts. They’re not in our town, but they’re close enough. 

Ed: They’re on the East Coast. They’re “Back East”.

Laughter.

Tony: Different area code, but they’re right off 91. They understand the dynamic. 

Ed: They understand what our consumers, our patrons are going to want. And that’s critically important. 

Tony: It was important for us to have crowd control. It’s important for us to have a few different types of places. 

Some people come in big groups. How do we handle big groups? Sometimes it’s people who have met online and 

they’re meeting here for the first time. So it’s kind of exciting to have that place where two people just want to sit 

and have a quiet spot. 
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Ed: So you’re going to want to have the people who want to play cornhole, sometimes it’s people who want to hang and 

chat away from the music, and sometimes there will be people who come for the music. So getting flexibility of those 

spaces and accommodating for the fact that, in four years, the dynamic might be different. What we don’t want to do is 

paint ourselves into a corner where we’ve got this thing that was great right now, but in four years is going to be jaded. 

Who knows where the market will be at that time. So we’ve worked hard to build flexibility for reconfiguring the space 

and just generally making sure we can do surface updates over the years and general décor, without having to totally 

revamp everything. And I think Austin Design understands that. 

Eric: Any last thing you’d like to say to the public?

Tony: Sure! If you haven’t had our beer, try it, we’re on tap at a lot of restaurants in Connecticut and Western Mass, and 

we’re pretty much in all the package stores. If you haven’t been to our brewery, we’re on Blue Hills Avenue in Bloomfield, 

right off 91, and we’re open Thursday and Friday from 4-8 and Saturday from noon to five, and in the spring of 2020, 

we’ll have the large taproom, so come on and check that out. Hang out and have a beer with us, and pick up some beer to 

go. And support your local brewery!

Ed: And I’d like to thank everyone who’s had our beer and who continues to be a loyal customer and who appreciates 

what we do. 

Back East Brewing Company is a Craft brewery located in Bloomfield, CT. Founded 

by Tony Karlowicz and Edward Fabrycki, Jr., two cousins with a passion for great-

tasting, high-quality beer, Back East opened their doors in July 2012 and is now 

distributed throughout Connecticut and Western Massachusetts on draft and in 

cans. They love having people visit their tap room and hope you can stop by.

https://www.backeastbrewing.com/home

