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Old Forester Distilling Opens in 
Louisville

Returning to the same building it once called home, Old Forester Distilling 
has opened to the public at 119 W. Main Street in Louisville, Ky. 

“The $45 million, 70,000-square-foot distillery will guide guests through 
the brand’s history and bourbon-making process of Old Forester, a brand 
sealed in history as America’s First Bottled Bourbon,” according to a  
company statement.

“Over the last 148 years, Old Forester has had its share of memorable 
moments and enduring accomplishments,” said Campbell Brown, Old Forester 
President and Fifth Generation Brown family member. “Today marks yet 
another chapter to a story that has survived Prohibition, world wars and the 
changing palates and tastes of consumers across the globe. We are delighted 
to now welcome friends old and new into our new, old home.”

Old Forester Distilling will add production capacity of approximately 
100,000 proof gallons annually. Visitors will follow the bourbon-making 
process in an immersive experience that leads them from fermentation 
and distillation to the on-site cooperage where handcrafted barrels 
will be raised, fired and aged in an on-site warehouse before bottling  
and shipment. 

“As Brown Forman’s founding brand, Old Forester has stood the most 
difficult test of all ... the test of time,” said Paul Varga, CEO, Brown-Forman. 
“We are thrilled to open our doors today on Louisville’s historic Whiskey 
Row, inviting the world to a unique experience in urban distilling, brand and 
company history and bourbon hospitality.”

The tour experience at Old Forester begins with a primer on bourbon history 
and the role played by both Old Forester and its hometown of Louisville. From 
there, guests follow the whiskey’s journey through the distillery.

Four 4,500-gallon tanks guide guests to a glass elevator, where they ascend 
through a light-filled atrium in full view of the 44-foot-tall copper column still, 
designed and constructed by Vendome Copper & Brass Works in Louisville.

Guests then make their way to the cooperage. Brown-Forman is the only 
major spirits company to craft its own new barrels. Tour guests will look on as 
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Suppliers and retailers of alcoholic beverages 
advertise their respective products and offerings in 
a wide variety of digital outlets. Questions arise as to 
how the complex legal landscape of alcohol regulation 
applies in these digital spaces. Advertising media 
include social network services (e.g., Facebook), video 
sharing sites (e.g., YouTube), blogs and smartphone 
applications. In addition to these types of media, 
which engage consumers directly on their televisions 
and personal devices, other types of media target 
consumers in retail places. These media include digital 
screens, which are physically present in store, as well 
as seemingly invisible technology which targets the 
consumer in-store on his or her smartphone.

The Law Plays Catch-Up
Tied House laws, which address the financial 

relationships between supplier and retailer licensees, 
were enacted well before any digital media was 
invented. As a result, the alcohol laws have been 
playing catch-up with this technology. Nevertheless, 
it is clear that social media qualifies as advertising 
for the purpose of alcohol beverage laws, and more 
and more jurisdictions are creating specific legislation 

The Specialty Food Association’s (SFA) annual 
State of the Specialty Food Industry Report reveals that 
specialty food remains one of the fastest-growing 
segments of the food business. Fueled by increasing 
interest from both consumers and retailers, total 
sales jumped 11% between 2015 and 2017, hitting 
$140.3 billion last year. Specialty food sales outpaced 
the growth of all food at retail — up 12.9% vs. 1.4%. 
Product innovation and the wider availability of 
specialty foods through mass-market outlets is also 
playing a part in the industry’s success. Sales through 
foodservice increased 12.8% and online by 21% as U.S. 
consumers make specialty food a regular part of their 
diets both at home and when dining out.

“The specialty food industry is a business that is 
constantly evolving,” said Phil Kafarakis, president of 
the Specialty Food Association. “Consumers of all ages 
are embracing specialty foods and making purchases 
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