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San Diego is regarded  
as one of the top 

craft-brew centers in  
the United States.

448,447  
Barrels of beer brewed in 

San Diego in 2013

96  
Active brewhouses in  

San Diego in 2014

38  
Brewhouses in various 

stages of planning

14  
Medals won by  

San Diego brewers at 
this year’s Great 

American Beer Festival

SAN DIEGO, CA

It’s a Social Thing
Brewer employs innovative marketing  
to tap success in California 

The connection between celebrity and fan is 
a powerful marketing tool, and such relation-
ships have been the foundation of Saint 
Archer Brewing Company. The San Diego–
based brewer, launched in 2013, is riding  
the wave of a rather unique combination of 
athlete “ambassadors” and a network of more 
than 5 million social media followers to build 
one of the fastest-growing breweries in 
Southern California.

Saint Archer’s story begins with Josh 
Landan, an award-winning action-sports 
filmmaker who had an idea for an athlete-
owned craft brewery. “The action-sports 
world had birthed every kind of brand from 
clothing to footwear, but craft beer hadn’t 
come from us yet, and that’s crazy,” he says. 

Landan assembled a partnership with 
professional skateboarders Mikey Taylor and 
Paul Rodriguez, and the group recruited top 
brewing talent to get the beer flowing.

True to its roots, Saint Archer brews with 
an action-sports lifestyle in mind. The three 
launch beers—Blonde Ale, Pale Ale and 
IPA—all fall on the lighter side of brewing, 
more refreshing after a day of rigorous out-
door activity. Since launching, Saint Archer 
has added Coffee Brown Ale, Scottish Ale 
and White Ale—the latter won gold at this 
year’s Great American Beer Festival.  

Landan notes that Saint Archer has built 
its following almost entirely through Insta-
gram. “We had a whole detailed marketing 
plan, and we ended up doing none of it,” he 
says. Combining the social media audiences 
of their high-profile athlete ambassadors—
more than 20 professional skateboarders, 
surfers and snowboarders—the fledgling 
brewery found quick success in the highly 
competitive San Diego beer market.

Saint Archer also caught the attention of 
one of San Diego’s craft-beer giants. “I can’t 
think of another brewery that has created this 
kind of excitement and impact in such a short 
period of time,” says Stone Brewing Co. Presi-
dent and co-founder Steve Wagner. “The 
quality of the beers across their lineup, and 

the creativity with which they approached a 
crowded market, has attracted a lot of new 
fans to the world of craft beer.” Stone signed 
on to distribute Saint Archer before the first 
kegs rolled out of the brewery, and Saint 
Archer now ranks among the leaders in 
Stone’s 35-brand distribution portfolio.  

Expansions will boost Saint Archer output 
from the 7,500 barrels of its first year to 
35,000 by the end of 2015, and it plans to sell 
all of that in California—except maybe the 
bottles of White Ale that will be served on 
Alaska flights in December and January. The 
brewer’s dedication to the California lifestyle 
is what makes Saint Archer and Alaska a 
perfect match, Landan says. “Even the air-
line’s tagline, ‘Explore more, spend less,’ 
embodies what we’re all about. It almost 
seems like it’s meant to be.” —Don Ayres

The social media buzz surrounding Saint 
Archer launch events and promotions 
helped fuel the brewery’s popularity.

Saint Archer Brewing's founder, Josh Landan.

Top: Paul Rodriguez (left) and Mikey Taylor serve up pints at  
the Saint Archer tasting room. Below: Cans of White Ale travel 
through the production line; a Saint Archer bottle cap.

“I can’t think of 
another brewery  

that has created this 
kind of excitement 
and impact in such 

a short period  
of time.”

—Steve Wagner
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