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Not Competition, But Unification: A New Era for Craft Beer
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CIO (Chief Investment Officer)
Head of Finance & Investor Relations

9

- A RX e AE R Y
- X2 28 AT 7= 44
- FXIRL BAH(IR) B

- P 243 22

EX|ME
‘gus st 2E
AEos R4 L

S HlAIX

S ChAlol| = Ah2 X8
Bt 7|9 g T 7S
FEEUCL

-~ s
0|24
CAO (Chief Alliance Officer)

9

- W3 5202 A 15

- M- X2 8 DHELY S
- HYHHE 2 R

- HE ENZYENI 8F

EX|ME
‘Ao Ao
i SRR

S oK
H20{2| 7+ H= MejA|E S50
= 2 7|8k oppgCt

CERVISIA BREWING LEADERSHIP TEAM

P

an &

CSO (Chief Strategy Officer)
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