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Local Chatter

A winning look at beverage service from inside
Foxwoods Resort Casino with Nick Kabetso.

Retail Review

Charm and selection defines Mystic, and so goes its
newest liquor retail venue.

Lists on the Edge

To stand out, restaurants are turning to unique,
eye-catching wine lists.

Champagne 101

Back to basics with the world’s most celebrated bubbly.

Spirit Watch

Seven trendy products and categories to stay on top
of this year.

February 2017 CONNECTICUT BEVERAGE JOURNAL 3



FEBRUARY

Top Regions for Wine Values >

Location can mean everything for wines that over-deliver.

Casamigos Shifts Gears

How the newly-created import company is driving its
fast-growing tequila.

Management Focus

New Nielsen CGA research spotlights trends in both
on- and off-premise channels.

Applying Order to Chaos

The wild Red Blend category is creating a juicy challenge
for retailers.

0 Follow us @BEVJournalsCTRI

Market Point New Products Beer Column
et ro &ePromS)tio(ris 0 Find us on Facebook
News Front Association News
. . =) Search & Order on
Around Town The Find Serving Up % TheBeverageJournal.com

HOW BEER, WINE

LIQUOR BRAND INDEX  JOURNAL CLASSIFIED AND SPIRITS
WINE BRAND INDEX SHOPPING NETWORK Page 1a GET TO THE
BEER BRAND INDEX DCP NEWS TH E |N DEX MARKETPLACE
The largest compilation of beverage alcohol price and brand information. 090
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in the air and that means big business. We’ve showcased
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RENEWALS
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NEWS FRONT

STONINGTON VINEYARDS FOUNDER
LEAVES BEHIND LOCAL WINE LEGACY
Cornelius  H. “Nick”
Smith, Jr., co-founder of
Stonington Vineyards,
died after a long illness
on November 2, 2016,
at the age of 79. Along
with his wife Happy,
Smith purchased what
is now Stonington Vineyards in the mid-1980s. Together
they transformed the property into a tourist destination,
and produced many award-winning wines along the way.
Smith was passionate about the vineyard and worked actively
throughout the state of Connecticut to promote farm wineries,
serving as a member of the Connecticut Vineyard and Winery
Association. He was “a devoted husband, father, brother and
son, maintaining throughout his life strong connections to
his extended family.” A service of remembrance will be held in
Stonington on May 6, 2017 to commentate what would have
been his 80th birthday. A full profile of the vineyard was run
shortly before his death in the November 2016 issue of The
Connecticut Beverage Journal and can be found online.
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BEAM SUNTORY SUPPORTS MILITARY
FAMILIES VIA ANNUAL DONATION

Beam Suntory s
donated  $100,000 bz
to Operation

Homefront, a national nonprofit that provides emergency
financial and other assistance to military families and
wounded military personnel. Beam Suntory’s donation
specifically supported the program Holiday Meals for Military,
through which the company provided 8,500 holiday meals
to families on 28 U.S. military bases. In addition to their
donation, employees volunteered to pack meals in Illinois and
Tennessee for military families. Beam Suntory has donated

more than $2.5 million to Operation Homefront since 2006.
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MONDAVI HONORED POSTHUMOUSLY BY
AMERICAN WINE SOCIETY
Peter Mondavi, Sr., patriarch of
Charles Krug Winery, posthumously
earned an Award of Merit during
the American Wine Society’s annual
conference in  December. The

decision to recognize Mondavi was

made in late 2015, prior to his death in February 2016 at
age 101. The American Wine Society bestows the Award of
Merit to professionals in the wine industry to recognize a
“substantial and meritorious contribution in viticulture,
enology, education and journalism.” Peter Mondavi, Jr.
accepted the award on his father’s behalf. “Dad would have
been thrilled and humbled by the AWS’s recognition of his
lifelong accomplishments through this Award of Merit,”
said Mondavi.
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U.S. BARS, NIGHTCLUBS CAN EXPECT
STEADY EARNINGS AHEAD

The U.S. Bars and
Nightclubs  industry s
expected to earn a revenue
of $25.4 billion in 2016,
according to IBISWorld,

an industry and market

research  firm. Industry
revenue is expected
to increase 2.9 percent in 2016, as per capita alcohol
consumption and disposable income increase, allowing
people to spend more at bars and nightclubs. IBISWorld
Industry Analyst Andrew Alvarez said, “Bar and nightclub
operators have attempted to respond to volatile growth and
increased competition by diversifying into a range of new
concepts such as wine bars, cocktail lounges and brewpubs.”
Over the next five years, the industry still faces competition
from in-home alcohol consumption, however the financial

performance is forecasted to remain steady.
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KAH TEQUILA JOINS STOLI GROUP USA
PORTFOLIO

Stoli Group USA will
now hold the import,

distribution, sales and

marketing rights  for
KAH Tequila brand.
KAH, which translates to “life” in ancient Mayan, is
produced by Fabrica de Tequilas Finos in Tequila, Jalisco,
Mexico. The spirit was created to pay reverence to and honor
Mexico and its people. The brand makes KAH Blanco,
Reposado, Anejo and Extra Anejo. Stoli Groups’ acquisition
of KAH Tequila comes at a time of growth. Tequila posted a
5.3-percent growth to surpass the 15m nine-liter case mark
in 2015 and “shows no sign of slowing down,” according to

IWSR’s “U.S. Beverage Alcohol Review 2016.”

6 CONNECTICUT BEVERAGE JOURNAL February 2017

Search and order online at www.thebeveragejournal.com



THE RARE BLEND

‘ ot Ntk 0oms

A BLEND OF OUR
MOST EXCLUSIVE WHISKIES,

Dark gold with dense shades of amber,

harmonious and perfectly balanced rich
depth of sherry character with hints of

toasted nuts and dark chocolate.
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JOHNNIE WALKER.

CELEBRATE RESPONSIBLY
JOHNNIE WALKER BLUE LABEL Blended Scotch Whisky. 40% Alc/Vol. Imported by Diag: KEEP WALKING.

eo, Norwalk, CT.



NEWS FRONT

MICHAEL DAVID WINERY NAMES SCHMITZ
NATIONAL SALES MANAGER
Tom  Schmitz has been
promoted to National Sales
Manager at Michael David
Winery. Schmitz has been

D
M H, W

with the winery for nearly

MICHAEL DAVID

10 years and previously THT T TR

served as Midwest Divisional

Manager. Schmitz has been

in the wine and spirits industry for over 20 years and
before joining Michael David Winery in 2008, he held
sales positions at Peerless Importers in Brooklyn and
Union Beverage Company in Chicago. Michael David
Winery is owned by brothers Michael and David Phillips in
Lodi, California.
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NEW HOLLAND, PABST BREWING
ANNOUNCE PARTNERSHIP
New Holland Brewing
Company and Pabst Brewing
Company announced a long- N
term partnership agreement,
effective  the first quarter
of 2017. The craft beer

partnership will focus on

national distribution and sales of New Holland’s full portfolio
of craft beer. “This partnership allows us to distribute our
beer brands to more consumers throughout the country by
leveraging PBC’s robust sales and distribution platform,” said
Brett VanderKamp, Founder and President, New Holland
Brewing Company. Pabst Brewing Company’s sales force will
sell all of New Holland’s beers to wholesalers nationwide and

they will become part of Pabst’s high-end portfolio.
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HENNESSY COGNAC HONORS ACTOR AT
ANNUAL AWARDS

Hennessy Cognac celebrated
its annual V.S.O.P Privilege
Awards where they honored
Hill Harper, an award-
winning actor, bestselling
author and philanthropist, for

his dedication to empowering

the next generation of
multicultural  professionals.

The Privilege Award is given to individuals who achieve

“unparalleled levels of accomplishment and use their success
to give back to others in their community.” Harper has been
recognized four times on the New York Times best-sellers’
list, has been awarded seven NAACP Image Awards and is
the founder of Manifest Your Destiny Foundation, a non-
profit organization that focuses on providing mentorship
through job programs, conferences and community projects.
He also has leading roles on “CSI: NY Covert Affairs” and
y

Showtime’s “Homeland.”
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TRINCHERO FAMILY ESTATES ACQUIRES
MASON CELLARS
Trinchero Family 1
Estates acquired \ :
Mason  Cellars, H |.|' ’

the owners of dy e R ﬁ
Pomelo and n !

Three Pears wine I’
brands. This
acquisition  will
allow Trinchero to grow their portfolio of super-premium
and ultra-premium wines. Mason Cellars was founded in
1993 by Randy and Megan Mason. Pomelo offers a sauvignon
blanc and a rosé, both of which have earned accolades on
Top 100 Wines and Top 100 Values from Wine Spectator.
Mason Cellars wines include sauvignon blanc and cabernet

sauvignon sourced from Napa appellations.
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LE CREMA PROMOTES MCALLISTER AS HEAD
WINEMAKER

Le Crema promoted Craig
McAllister to Head Winemaker,
who most recently served as
Associate  Winemaker.  He
first joined La Crema as the
harvest enologist in 2007
and has been a steward of La

Crema’s Monterey program,

helping elevate the winery’s
Sonoma Coast portfolio. He
also helped developed La Crema’s single vineyard collection
of Chardonnay and Pinot Noir wines. In his new role, he
oversees all winemaking operations and builds the company’s
portfolio ranging from the coastal regions as far north as
Willamette Valley and as south as Arroyo Seco, California.
McAllister plans to “give more focus” on raising the winery’s

Monterey series.
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ONYX SPIRITS COMPANY HOSTS
FUNDRAISING WHISKEY TASTING

Onyx Spirits Company of East Hartford, in partnership with
Goodwin College, hosted a Secret Stash Beer Bash Whiskey
tasting December 13-14, 2016. Guests had the opportunity
to taste unique whiskies aged in beer barrels during the
two-day event. The process first began with the barrel-
aging of Onyx’s Secret Stash Whiskey. After the aging,
the barrels were given to 15 local breweries to age their
beer in, all of which were featured during the Secret Stash
Beer Bash festival in August. Then, the used beer barrels
were returned to the Onyx distillery and the team created
new whiskies by aging in the 15 different beer barrels.
The result: a limited-edition compilation of whiskies with
unique notes, aromas and flavor profiles. The whiskies
are only available in the Onyx Speakeasy Tasting Room.
All other Onyx products in the state are distributed via
Allan S. Goodman and Winebow. Proceeds from the event
benefited the Goodwin College scholarship fund program.

1. The beer barrel-aged whiskey barrels welcomed guests to
the Secret Stash Beer Bash Whiskey event on December
13 and 14. Participating breweries included: Outer Light
Brewing Company, Thomas Hooker Brewing Company, Olde
Burnside Brewing, Stony Creek Brewery, Half Full Brewery,
Still Hill Brewery, Willimantic Brewing Co., Charter Oak
Brewing Co., Cold Creek Brewery, City Steam Brewery, Brass
Works Brewing Co., Overshores Brewing Co., Thimble Island
Brewing Company and Firefly Hollow Brewing.

2. A spirited Christmas tree was on display.

3. Pete Kowalczyk, Co-founder, Onyx Spirits Company;
Nicollette Burns, Allan S. Goodman; Adam von Gootkin,
Co-founder, Onyx Spirits Company; Denise Swistak, Allan S.
Goodman.

4. Jordan Szczygiel, Tasting Room, Onyx Spirits Company,
poured samples for guests during the event.

5. Pete Kowalczyk, Co-founder, Onyx Spirits Company; Sean
Piel of Cold Creek Brewing; Laura Rinaldi, Cold Creek
Brewing; Adam von Gootkin, Co-founder, Onyx Spirits
Company. Cold Creek Brewing was named the 2016 Secret
Stash Beer Bash winner.

6. The Secret Stash Beer Bash Whiskey Tasting was held in
partnership with Goodwin College, benefiting the Goodwin
College Foundation.

7. Guests during the Secret Stash Beer Bash Whiskey tasting.

8. The event was held at the Onyx Spirits Company distillery and
tasting room in East Hartford.

Search and order online at www.thebeveragejournal.com



AROUND TOWN

BROKEN SHED VODKA, BARTENDERS
ACADEMY TEAM UP FOR COCKTAIL
COMPETITION

Positano’s Restaurant of Westport hosted industry
professionals for the Broken Shed Vodka cocktail
competition on December 19. Students and alumni
from Bartenders Academy in Fairfield mixed cocktails
using Broken Shed Vodka for the chance to be named
champion of the “Broken Shed Showdown.” Broken
Shed Brand Ambassador Debra Clark organized the
cocktail competition with Peter Lloyd Clayton, owner
of the Bartenders Academy. Marjorie Maxi, a graduate
of Bartenders Academy, won the competition with her
cocktail “How We Met.” Runner-up was Dorian Dorsey with
“Cool as the Alps” and third place was Wilson Rodriguez
with “Boring Winter Night.” The crowd also voted on a
favorite: Joelyon Thompson’s cocktail, “Berry Nice.”
Broken Shed Vodka is distributed via Brescome Barton
and Worldwide Wines.

1. Andrew Pite, District Manager and Partner, Broken Shed
Vodka; Debra Clark, Brand Ambassador, Broken Shed Vodka;
Samuel Brown, Executive Chairman, Broken Shed Vodka;
Jonathan Bailey, Chief Executive Officer, Broken Shed Vodka.

2. New Zealand’s Broken Shed Vodka is distilled from whey,
which is the excess sugar in milk production. It is then distilled
four times from two distinct water sources. The vodka is
GMO-free and gluten-free with a “smooth taste and hints of
sweetness.”

3. Peter Lloyd Clayton, Owner, Bartenders Academy and
competition organizer, welcoming guests.

4. Marjorie Maxi, first place winner, with her cocktail, “How We
Met.”

5. Dorian Dorsey was named runner-up.

6. Judges and guests during the event: Nick Gordiano, Event
Judge and USBG CT member; Restauranteur David Palombo,
Event Judge; Restauranteur David Gorrie, Event Judge; Adam
Patrick, Event Judge and USBG CT Chapter President; Carl
Summa, Event Judge and USBG CT member; Daniel Rek,
USBG CT Secretary.

7. Competitor Chris Rokosky.

8. Broken Shed cocktails on display.

9. Competitor Anthony D’Amelio.

10. Competitor Miguel Urbina.

11. Mike Tobin, Worldwide Wines; Justin Miller, Worldwide Wines;
and lan Merriss, Massanois Imports.
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AROUND TOWN

Photos by Karl Mischler.

BEER CONN WELCOMES CONNOISSEURS
TO BRIDGEPORT

Beer Connreturned to the Webster Bank Arenain Bridgeport
on December 10 for its third year running. Guests sampled
from more than 100 local, national and international beers
including Brewport Brewing Company of Bridgeport,
Shebeen Brewing of Wolcott, Back East Brewing Company
of Bloomfield, Strongbow Hard Cider, Wachusett Brewing
Company of Massachusetts and Guinness, among many
other brands. Part of the proceeds of ticket sales support
Kids Need More, a 501(c)(3) nonprofit organization to help
enhance the lives of children, families and young adults
coping with cancer and life-threatening ilinesses.

1. Beer Conn was held at the Webster Bank Arena in Bridgeport
on December 10.

2. All from No Worries Brewing Company of Hamden: Geoff
Herpok, Frank Sollitto and Mark Tibor.

3. Firefly Hollow Brewing of Bristol on display.

Burke Haugh, Michael Bushnell, Patrick Casciolo and R.J.
Beck, all from Lock City Brewing Co. of Stamford.

5. Thimble Island Brewing Company of Branford’s Dane Nardi,
Sales Representative and Dan Cole, Manager of Brewing
Operations.

6. Brittany Turiano, Tasting Room “Beertender,” Two Roads
Brewing Company of Stratford.

7. Thomas Hooker Brewing Company of Bloomfield on display.

8. Jeff Browning, Brewmaster and Partner, Brewport Brewing
Company of Bridgeport.

9. Grey Sail Brewing of Rhode Island was among the featured
beer vendors.
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2-3-4 April 2017, dates
that the world of wine

professionals cannot avoid
noting down: Grandi Langhe
DOCG is back!!!! The biennial
event organised by Consorzio

di Tutela Barolo Barbaresco Alba
Langhe e Dogliani open exclusively to

national and international professionals.

Three days of tasting taking place in

the different municipalities of origin, to

allow learning about the wines directly

from the producers and make new business
agreements. A real “journey” with itinerant
tastings on the territory, in some of the most
evocative castles and historic mansions to the
discovery of the landscape of the Langhe, a unique
territory where there has always been a visceral bond
between man and grapevines.

The participation is free and
only reserved to wine sector
professionals.

For further information and
subscription please visit:

www.grandilanghe.com

g CONSORZIO DI TUTELA
2
> BAROLO BARBARESCO
C, ALBA LANGHE E DOGLIANI

ALBEISA

CAMPAGNA FINANZIATA Al SENSI DEL REGOLAMENTO CE N. 1308/13
CAMPAIGN FINANCED ACCORDING TO (EC) REGULATION NO. 1308/13



AROUND TOWN

PIU FACILE SHOWCASES WINE PORTFOLIO
AT BRANFORD LOCATIONS

Bruno Ceniccola, owner of Branford-based Piu Facile,
showcased Italian red and white wines during a December
2016 visit to Local Kitchen & Beer Bar in Branford. Piu
Facile Imports features Italian wines from the Guardiense
Winery, located in a small village of Guardia Sanframondi
in the Province of Benevento, Campania region. During
the December visit to Local Kitchen & Beer Bar, Ceniccola
featured his wine, 5X Better, a 2014 red blend made from
Sangiovese and Aglianico grapes. The wines were also
featured during an in-store tasting at Gabel’s Wine Shop in
Branford in late December.

1. Frank DelGreco, General Manager, Local Kitchen & Beer Bar,
with 5X Better, an Italian red blend.

2. Gina Semonella, Owner, Gabel’s Wine Shop in Branford,
during the Piu Facile wine tasting in December.

3. A Gabel’s customer and wine enthusiast visiting the Piu Facile
wines display.

SKYY VODKA FEATURED DURING ANNUAL
HOLIDAY 5K CHARITY RUN

Christopher Martin’s Restaurant hosted its annual
“Christmas Run for the Children” in New Havenon December
11, 2016. Before the race, runners were greeted with Bloody
Mary cocktails featuring SKYY Vodka. New England
Brewing Company and Narragansett Brewing Company
provided cool brews after the race. The Christopher
Martin’s Christmas Run, now in its 32nd year, has provided
more than 50,000 toys to local children in need.

The SKYY Vodka booth during the 2016 Christopher Martin’s
Christmas Run for the Children on December 11.

USBG CONNECTICUT CHAPTER TO HOST
MEMBERSHIP DRIVE COCKTAIL COMPETITION

Ly
e

L e 4 ]
> Jﬂl
I-.'f_ ! ‘“::fi The United States Bartenders’ Guild Connecticut (USBG
E S,’; CT) chapter will host a membership drive and cocktail
t‘_ ,;-":f competition sponsored by Diageo on February 13. The
= o= USBG CT chapter hosts an array of beverage industry
‘:,',', b events and educational sessions with beverage suppliers

and trade professionals and participates in regional,
national and international industry events to further the
profession and the craft of bartending. The event, held at
Diageo’s office bar in Norwalk, 801 Main Street, begins at
6:00 p.m. Sponsored spirits include Don Julio Blanco, Ketel
One Oranje and Tanqueray 10. Winners will receive prizes
and a one year paid membership to the USBG CT chapter,
presented by Diageo, and one year subscription to The
Connecticut Beverage Journal print and online tools. For
information on how to enter and attend, follow along socially
on Connecticut Bartenders and CT USBG Facebook pages.

|
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AROUND TOWN

LATITUDE BEVERAGE SELECTIONS
FEATURED AT WINE DINNER

Latitude Beverage Company, in partnership with Wine &
Liguor Outlet of Orange, featured 90+ Cellars and Magic
Door wines during a wine dinner at Bistro Basque in Milford
on December 6, 2016. Michael Munk, Regional Sales and
Portfolio Manager, along with Brett Vankoski, Vice President
Wine Director and David McNulty, CT Sales Manager, all
from Latitude Beverage, were on hand to discuss the two
portfolios along with food and wine pairings.

1. David Fernandez, Owner, Bistro Basque; Michael Munk,
Regional Sales and Portfolio Manager CT/NY/NJ, Latitude
Beverage; Brett Vankoski, Vice President Wine Director,
Latitude Beverage; David McNulty, CT Sales Manager,
Latitude Beverage.

2. Michael Munk, Regional Sales and Portfolio Manager CT/NY/
NJ, Latitude Beverage, pouring from a 3-liter limited edition
bottle of Magic Door Rosso, a super Tuscan blend.

SAXTONS RIVER DISTILLERY PRODUCTS
SHOWCASED AT STEW LEONARD’S

Saxtons River Distillery’s Marketing Manager Drew Kacik
visited Connecticut to host a tasting of the Vermont
distillery’s spirits at Stew Leonard’'s in Newington in
December. The Brattleboro-based distillery is known for
its Sapling line of bourbon, rye and liqueur made with
Vermont maple syrup, as well as its Perc Coffee Liqueur.
The in-store visit also showcased the newest Saxtons’
offering, Snowdrop Gin, which launched in 2016. The
American-style gin is infused with 18 botanicals including
ginger, cardamom, coriander, orange peel, and star anise.
All of Saxtons River Distillery’s spirits are distributed in
Connecticut by Cellar Fine Wines.

Saxtons River Distillery’s Marketing Manager Drew Kacik at Stew
Leonard's in Newington.

TWO ROADS BREWING COMPANY
RELEASES NEW SEASONAL BREW

Two Roads Brewing Company of Stratford released a new
seasonal brew, Zero 2 Sixty, a tart IPA. The beer features
a “pleasant balance of tartness along juicy hops” such as
Chinook and Comet. The beer is produced using a mixed
fermentation with a variety of lactic acid producing
bacteria and the house ale yeast. Master Brewer Phil
Markowski said, “The degree of souring has to be carefully
: monitored so the tart flavors remain in balance with the
‘ZE ch f ( | fruit and herbal characteristics of the hops.” Zero 2 Sixty is
i available in six-pack bottles, cans and draft.

| OSIXTY.

P ek

Zero 2 Sixty, a tart IPA.

February 2017 CONNECTICUT BEVERAGE JOURNAL 15



AROUND TOWN

ANGELINI CELEBRATES NEW YEAR WITH
NEW SELECTIONS, ON-PREMISE COCKTAIL

Angelini Wines added seven Spanish wines to its portfolio:
Adras Godello 2014, Finca la Mata 2014, Legado del
Moncayo 2015 Old Vines “Montana,” Legado del Moncayo
Garnacha Blanca 2015, Porta Regia 5 Months 2014, Porta
Regia Monastrell 2014 and Rios de Tinta 2014. “As we look
to broaden and deepen our portfolio, we have found a
wonderful partner in Grapes of Spain. Aurelio Cabestrero’s
company is a serious importer of Spanish wines renowned
for searching out gems. Grapes of Spain brings to Angelini
Wines some young and talented winemakers representing
the new face of Spanish winemaking,” said Paul Cullen,
Connecticut Distribution Sales Manager, Angelini Wines.
“The wines are modern .. with a superb balance of fruit
and oak [and] represent tremendous value for money at
every price point.” The wines come from Isaac Fernandez
Seleccidén and Bodegas Sierra Norte wineries. Additionally,
Angelini Wines’ Carpene Malvolti Prosecco and Russo
Limoncello were featured on the New Year’s Eve cocktail
menu at Stone’s Throw Restaurant in Seymour, including the
“Limoncello Sparkler” made with muddled mint.

1. lIsaac Fernandez Seleccion Adras Modelo 2014 is from the
Ribeira Sacra D.O. region, a 100% Godello.

2. lsaac Fernandez Seleccion Finca la Mata 2014 in Ribera del
Duero D.O. region, made with 100% Tint del Pais (Tempranillo)
grapes. The wine is produced from Tempranillo grapes from
two different vineyards with an average of 60-year-old vines.

3. lIsaac Fernandez Seleccion Legado del Moncayo Garnacha
Blanca 2015 is from Campo de Borja D.O. region, 100%
Garnacha Blanca.

4. Legado del Moncayo 2015 Old Vines “Montana” by lIssac
Fernandez Seleccion from Campo de Borja D.O. region, 100%
Garnacha Tinta (Red Grenache).

5. Bodegas Sierra Norte Porta Regia 5 Months 2014 comes from
the Jumilla D.O. region, 100% Monastrell.

6. Bodegas Sierra Norte Porta Regia Monastrell 2014 is from
Jumilla D.O. region, 100% Monastrell.

7. Issac Fernandez Seleccion Rios de Tinta 2014, from Ribera
del Duero D.O. region and is produced with 100% Tint del Pais
grapes (Tempranillo). The grapes vines are between 15-20
years-old.

8. Laura Lombardi, Sales Representative, Angelini Wines
and Jennifer Recker, Manager and Owner, Stone’s Throw
Restaurant in Seymour, with the “Limoncello Sparkler.”

BEAM SUNTORY’S DEPASQUA EARNS
FROTOG AWARD

Jason Medvegy, Regional Vice President Beam Suntory,
Franchise Region (left) and Marco Pelliccio, State Manager
Connecticut, Beam Suntory (center) presented Mike DePasqua,
Territory Manager Connecticut, Beam Suntory (right) with the
Franchise Region One Team One Goal (FROTOG) Award for
Sales Excellence for 2016 on December 1, 2016. The award
recognizes DePasqua for Connecticut sales growth in 2016
within the franchise region of Connecticut, Massachusetts,
New Jersey, Missouri, Wisconsin and Rhode Island.
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AROUND TOWN

BLUEPRINT SPIRITS’ BRANDS FEATURED
AT GREATER HARTFORD-AREA RETAILERS

During December 2016, Craft Beer Guild of Connecticut
Spirits Specialist, David Blanck, highlighted selections from
the North Haven-based distributor’s craft spirits division,
Blueprint Spirits. Wyoming Small Batch Whiskey, Garrison
Brothers Bourbon, New Holland Beer Barrel Bourbon, Few
“Flaming Lips” Rye and Bourbon, Boston Harbor Distillery’s
Spirit of Boston and Seymour’s Maple Cream Liquor, Town
Branch Bourbon and Rye, Black Dirt Bourbon, Gin Mare,
Grand 10 Distillery and New England Distillery Gunpowder
Rye were among brands featured at 14 area retailers for
on-site tastings, including Kaman’s Fine Wine and Spirits,
Glastonbury; Maximum Beverage, Farmington and West
Hartford; Parkview Wine and Spirits, West Hartford; Harvest
Wine and Spirits, West Hartford/Elmwood; Kay’s Wine and
Spirits, East Hartford; High Spirits, Willimantic; Capital
Spirits, Hartford; and Columbia Spirit Shop, Columbia.

1. Craft Beer Guild of Connecticut spirits display at Kaman’s
Fine Wine and Spirits, Glastonbury on December 9, 2016.

2. Maximum Beverage, Farmington on December 9, 2016.

3. Harvest Wine and Spirits, EImwood on December 22, 2016.
Parkview Wine and Spirits, West Hartford on December 31, 2016.

SLOCUM & SONS SHOWCASES BRANDS
ON-PREMISE IN DECEMBER

Slocum & Sons, along with Max a Mia in Avon, hosted a
Badia a Coltibuono wine dinner on December 6, 2016.
Featured selections included Adriano Adami Prosecco
Garbel Valdobbiadene; 2010 Badia a Coltibuono Chianti
Classico Cultus Boni; 2014 Badia a Coltibuono Chianti
Classico; 2011 Badia a Coltibuono Chianti Classico Riserva;
and 2008 Badia a Coltibuono Vin Santo del Chianti Classico.
Emanuela Stucchi, Owner and Managing Partner of Badia
a Coltibuono, spoke about the wines during the event. The
featured wines were paired with creations by Executive
Chef Stephen Lundgren, including tomato brushetta, rabbit
porchetta, lamb carpaccio, porcini mushroom risotto,
and cannoli for dessert. Closing out the year, Farmington
Gardens of Farmington hosted its fifth annual New Year’s
Eve celebration with Veuve Clicquot to ring in 2017. Guests
sampled Veuve Clicquot and other premium selections
during the night. The midnight toast featured pours from a
15-liter bottle of Veuve Clicquot.

1. Kat Cassidy, Della Terra Wines; Emanuela Stucchi, Owner
and Managing Partner, Badia a Coltibuono; and G. Pate, Avon
Bottle Shop, during the wine dinner.

2. Brian Mitchell, Beverage Director, Max Restaurant Group,
pouring wine selections.

3. Guests during the wine dinner.

Phil Chabot, Owner and General Manager, Farmington
Gardens, holding the 15-liter bottle of Veuve Clicquot, which
was poured for the midnight toast on New Year’s Eve.

5. Bottles of Veuve Clicquot decorated the tables while branded
balloons drew attention aloft during the New Year’s Eve
celebration at Farmington Gardens.
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LOCAL CHATTER

From Vegas to Connecticut,

Foxwoods’ Director of Beverages

Wagers on Taste

BY LAUREN DALEY

Nick Kabetso has always loved casinos. Since he was a little boy
growing up in Youngstown, Ohio, “I always had in mind that I
wanted to work at a casino. Other kids wanted to be firefighters and

astronauts; [ wanted to work at a casino.” Mission accomplished.

Kabetso applied to what he considered to be the top college
in the world to learn all things casino: The University of
Nevada-Las Vegas. After earning his Bachelor’s in Hotel/Motel
Administration with a concentration in Food and Beverage in
2003 from UNLV, Kabetso spent 18 years in Vegas, working
various posts atavariety of casinos. Today, Kabetso is the Director
of Beverages at Foxwoods Resort Casino in Mashantucket. He’s
now looking to reshape what people think of when it comes to
casino cocktails, he said, forgoing the formulaic for thoughtful
craft creations.

THE BEVERAGE JOURNAL: So tell us a little about yourself.
How did you get to Vegas?

KABETSO: Well, I grew up in Ohio, and knew [ wanted to go
into the hospitality industry and casinos ... To this day, ['ve never
stepped foot on a Disney property. If my dad couldn’t gamble
somewhere, we didn’t go [laughs]. I spent my entire childhood
going to Vegas, Atlantic City, several times a year ... The energy
of a casino, the noise. When you’re 7 years old, that makes
an impression.

And the number one hotel school in my mind is University of
Nevada-Las Vegas. Cornell is the other; they’re not nearly as
[hand-on educationally as casinos]. We have the Strip, they have
the Ivy League [laughs] ... So I moved to Vegas for UNLV and
spent 18 years there working in casinos.

TBJ: What was it like to study hotels and casinos in Vegas?

KABETSO: It was awesome. We had the Vegas Strip in our
backyard, a mile from campus — it’s the best learning ground
for the hotel/casino food and beverage [industry] in the world.
There’s a lot of talent [on the Strip], and it was a great experience.
They have the biggest resorts in the world, so you’re not learning

at a 100-room motel, but a 5,000-room monster.

A lot of the executives up and down the Strip are UNLV alumni
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who come to classes, speak, give tours on property, mentor
students. So you come out well-rounded, doing everything from
the beverage side to front of house management. We had to do
cooking classes; I got to learn back of house as well.

There’s a catering facility in the actual college; students run it as
[a restaurant] in one class. If you concentrate in back of house,
they do menu designs, cooking, everyone takes a turn, being a
manager, runner, busser...

TBJ: That’s intense. When did you start bartending?

KABETSO: | started bartending at age 21 at Harrah’s Casino
... Then at Rio, a full

casino resort; that was awesome. I was 23, and [ worked in the

[and] at an Italian restaurant, Mama Jo’s

resort’s Club Rio VooDoo Lounge, the casino floor bar — it was

all about energy; it was an awesome experience ...

[Then] I interviewed at Treasure Island with Director of Beverage
Todd Kunesh [in 2003]. Adam Odegard was Vice President;
they offered me a position as Assistant Beverage Manager. Then
Todd became my beverage mentor. He taught me the ropes on
everything — management, mixology, wine — and set my passion
for the beverage industry. Before that, I was more of a nightclub
bartender, slinging drinks, entertaining people.

T8J: How did he inspire you? What sparked this new passion?
KABETSO: He kept pushing me. He knew I knew the bar
business, and had the right personality to manage people, and
he unlocked my passion. He sent me to the Southern Wine and
Spirits of Nevada’s Academy of Spirits & Fine Service in 2004 ...
We learned the nuances of spirits, what differentiates single malt
Scotch from blended American whisky from Canadian bourbon.
How you can play on those drinks, using creativity like a chef. Or,

just like with wine, how to pair a cocktail with food.

LOCAL CHATTER
CONTINUED ON PAGE 26
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NAUTICAL

G AMERICAN
GIM 4

We searched the world to find the most exotic ingredients— and our discovery
of more than 10 unique botanicals led to an exceptional new gin with notes
of citrus and spice. To round out the bold taste experience, a rare coastal
botanical— the inspiration for our name— delivers a subtle hint of sea salt.
Enjoy Nautical on the rocks, with tonic, or in your favorite classic gin cocktail. I' el

TS ALCAT L Tl
May every glass you raise salute your never-ending spirit of exploration.




RETAIL REVIEW

Universal
Package Store

BY SAVANNAH MUL

mong the vintage boutiques

and ice cream parlors, past the

historic drawbridge in Mystic,
sits newly-opened Universal Package
Store. The brand’s history, however,
dates back to 1943 with its first location
in Noank, a village in Groton. The two
stores are about three miles away from

each other.

“We found a need for this here,” said
Owner CJ Brady. “We were looking to
continue our growth and this fit [it].”
Brady owns the stores with business
partner Erik Schafer. General Manager
Bob Neville helps run the stores. Brady
said they have plans to open Universal
Package Store locations in Glastonbury
and Storrs.

Brady explained the Mystic location
mirrors the Noank store in many ways,
though most notably in its “vintage
feeling.” A custom six-door stainless

built

for the location and above it hangs

steel walk-in cooler box was

A
CJ Brady, Owner, Universal Package Store.

and
“70s
and ‘80s adorn the walls, adding to

a retro Budweiser sign. Beer

alcohol advertisements from the

the atmosphere.

With their continued growth, the team
applies the same business model to each
location. High-touch customer service
selections of

coupled with thematic

wines, fine liqueurs and
craft beer, as well as national
their

selections is recipe

for success.

“We staff appropriately and
spend the time to talk about
the wines. We try and make
it as educational as possible
for the consumer and allow
them to try wines they never
had before,” Brady said. In
the Mystic

location, they

LOCATION

17 WEST MAIN STREET
MYSTIC, CT

FACTS
SQUARE FOOTAGE: 2,200

YEARS IN OPERATION: 4 MONTHS

approximately 4,000 SKUs,

selected based on

feature
all of which are
staff

customer recommendations.

interests, product tastings and

“We like to show products they may have
never seen before, like off-the-run wines
and things of that nature,” he said. Brady
said he sees trends in the “upswing in
finer liqueurs” and consumers paying
more attention to the individual stories

behind each brand.

In-store tastings hosted by distributors
help

introduce brands to the store, he said.

shine a light on products to

“We're finding out what the locals want
and the tourist foot traffic that comes
through,” Brady said.

“Word is spreading about the type of
business we run,” Brady said, “The buzz

is resonating and we’re happy.” =

FEATURE
YOUR STORE

®

If you own a small, medium or megastore and would like
to be featured, email: dana@thebeveragejournal.com
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new
products

1. ‘LOVE’ BY ANNA
DE CODORNiU

Perfectly timed for Valentine’s Day 2017,
the limited edition bottle of Anna Blanc

de Blancs Reserva is a celebration of

love, romance and beauty. The rose
petal-wrapped design invites consumers

to personalize the bottle with a heartfelt
message. Anna Blanc de Blancs Reserva is
a blend of 70% Chardonnay, 15% Macabeo,
7.5% Xarel-lo, and 7.5% Parellada sourced
from Codorniu’s vineyards in D.O. Cava.

E3 SRP:$15
aveniubrands.com

4. KERRYGOLD IRISH CREAM

Infinium Spirits has added 21 states for
distribution of Kerrygold Irish Cream Liqueur.
Produced by Kerrygold, which specializes

in Irish dairy products (notably butter and
cheese), the velvety liqueur is a premium blend
of natural Irish cream, real chocolate and oak-
aged Irish whiskey. Named World's Best Cream
Liqueur at the 2016 World Drink Awards, it is
now available in 36 states. 34 proof.

E3 sRp: $24.99
kerrygoldirishcream.com

2. LA HECHICERA RUM

La Hechicera ultra-premium aged rum

has joined the Phillips Distilling portfolio.
Produced by Casa Santana, Colombia’s
only privately owned, family-run distillery, La
Hechicera is a blend of rums aged 12-21
years. For three generations, the Riascos
family has been creating rums using the
solera method and aging the blend of
mature rums in American white oak. The
rum is bottled directly without any additives,
allowing woody notes to shine through.

E3 smp:$44.09
phillipsdistilling.com

5. CHATEAU LIVERSAN
HAUT-MEDOC

This Bordeaux estate—the property of Marquis
de Latresne in the 18" century—was acquired
by the Lapalu family in 1995. The vines, next to
Pauillac, face south for optimal exposure, and
the gravel topsoils are excellent for vine roots.
The deep ruby wine shows aromas of red fruits
on a slightly spicy background; 50/50 Merlot
and Cabernet; 12 months in French oak, (1/3
new). 90 points, Wine Enthusiast. Marketed by
Bronco Wine Co.

E3 sre: $28.99
broncowine.com

3. CHICK TO CHIC ROSE
OF SYRAH

This Rosé of Syrah has been produced in the
South of France’s Languedoc region, known
for producing elegant dry and off-dry rosés
with freshness, minerality and aromas of
exotic. Traditional winemaking in stainless
steel tank guarantees the fruitiness and
freshness of aromas. It's a perfect match
with sandwiches, salads, grilled fish or just
an aperitif. The playful package adds extra
appeal for active, outgoing, social-minded
women. Marketed by Bronco Wine Co.

E3 SRP:$15.99
broncowine.com

6. CAPTAIN MORGAN
‘LOCONUT’

Captain Morgan is going “Loco” this spring,
introducing a coconut spiced rum shot to the
category-leading supplier’s portfolio. Captain
Morgan LocoNut is a brand new blend of real
coconut liqueur, Captain Morgan Original
Spiced Rum and Caribbean spices. Rolling
out now, the new shot is aiming to be a hit on
beaches and in bars. 40 proof.

E3 SRP:$14.99
captainmorgan.com
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the find

GETS A MAKEOVER
Tequila Herradura has unveiled new luxury packaging, conceived
to capture the “craft and charisma” of Casa Herradura, the last
true tequila-producing hacienda on the planet. The updated labels
feature bold colors and more recognizable expression names,
reinforced via an embossed ribbon over the bottle cap for each

entry in the line. herradura.com

MARYLAND RYE SPECIALIST

CRAFTS

Baltimore-based Sagamore Spirit, dedicated to putting
Maryland back on the map as the premier distiller
of rye whiskey, has released a Cask Strength Rye
made with a unique process. Sagamore Spirit
ages two different mash bills—a high rye and a
low rye—then blends them. Each barrel ages to a SAGAMORE |
slightly different proof (close to 111 or 112), and a = SPIRITS

ladle of Sagamore Farm spring water is added for RYE
i

smoothness. The Cask Strength Rye Whiskey, aged [t
just under four years and sold for $73.99, joins an
83 proof rye released previously. Limited markets.
sagamorespirit.com

NEW

RARE & PRECIOUS
The latest limited-release from The Macallan represents only the
second non-vintage release of a
40-year-old expression to come
from the Speyside distillery. In early
2006, as Master Whisky Maker
Bob Dalgarno began crafting The
Macallan 30 Years Old Sherry Oak,
for which nine marrying casks

were filled and bottled, Dalgarno’s
intuition led to a tenth cask being
filled and laid back down. Now it
has been tapped to create 500
bottles at 90 proof, available at
SRP $8,000. themacallan.com

THIS

LIKES TO HANG OUT
For those who believe that
adding chocolate can make just
about any situation—or drink—
better, the “Chocolate SideCar”
has arrived. Handmade from
Belgian chocolate, the solid
confection is designed to fit

on the ridge of all glassware.
Available in dark and milk
versions, as well as a variety of
flavors (orange, lemon, lime,
strawberry and mint). Ideal for
sweet, creamy cocktails, and chocolate-friendly wines like Brachetto
d’Acqui and Port. Wholesale pricing available; 15-piece gift set (top
photo) SRP is $29.95. chocolatetext.com

RIESLING’S SECOND CALLING
Riesling from the steep shale slopes of Germany’s Saar makes Ferdinand
Gin unique. The family of Master Distiller Andreas Vallendar has been
distilling for generations. For the gin—named after Ferdinand Geltz,
the historical figure who also co-founded the VDP Mosel-Saar-Ruwer
winegrower’s group—a30 finely balanced botanicals are taken from the
estate plantings and nearby forests (quince, lavender,
thyme, juniper, angelica root, rosehip and more).

The grain base is distilled several times,
then steam-infused with freshly harvested herbs.
Vallendar adds more botanicals for fresh floral
notes then rounds the spirit out with a precise
measure of late and selected harvest wines
from the Saarburger Rausch vineyard. After
resting for four weeks, Ferdinand’s is set
to a drinking strength of 44% alcohol using
demineralized water, then filled into nostalgic-
looking wine bottles and enclosed with a
natural cork sealed in beeswax. SRP $59.
baronfrancois.com
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COLUMN

BY JACK KENNY

Hops are everyone’s favorite part of craft beer today. Few say
anything about the malty character of beer. The more piney,
citrusy, floral and fruity a beer is, the more beer lovers crave
it. A decade ago - heck, five years ago - this level and style
of hop character was not present at retail, at least not in our

neighborhood. It’s all different now.

Hop growers and researchers have been busy breeding new
cultivars (selected and cultivated by humans, as opposed to
natural varieties), several of which have become wildly popular.
Some brewers now include the hop in the name of the beer.
People stand in line for hours at local breweries to buy a case
of extra hoppy small-batch beer for $75. They bother retailers
incessantly about the availability of this brand or that. They want

their hops, and they want them now.

The production of hops in the U.S. alone has skyrocketed in
recent years, the bulk of it in Oregon, Washington and Idaho.
In 2016, more than 87.1 million pounds of hops were harvested,
an 8.3 million pound increase (9.5%) over last year. It was the
fourth straight year that overall production went up, and the

sixth consecutive year that hop acreage increased.

Experts know more about hops than ever before. And yet “we are
still far from claiming to know everything about hops.” That’s from
the introduction to “The Role of Hops in Brewing,” a scholarly
paper by Christina Schénberger and Tim Kostelecky published
in the Journal of the Institute of Brewing in 2012. (Unless you aced

organic chemistry, pass this one by; far too dense.)

Scientists have been studying hop oil aroma compounds for more
than 200 years. By 1966 a pair of researchers identified 100 of
those components. In 2000, two others found 23 potent aroma
compounds in just one hop variety. If that’s not fascinating
enough, consider that one hop type can have different aroma
characteristics depending on the brewer and how he uses the

plant to make beer.

For example, some beers that I enjoy are made using Citra and
Columbus hops. Many more beers using the same two hops I
find to possess unpleasant aromas. It’s much more than just the

amount or proportion of the hops used.

Hops fall into two basic categories in the brewhouse: bitterness

and aroma. Bittering hops, which have been in use for centuries,

are introduced to the barley mash at the beginning of the boil.
The estery notes and flavors disappear during a long cook, but
the remaining bitterness pleasantly offsets the cloying sweetness

of unhopped beer.

The second category is aromatic hops. These represent a fairly
recent aspect of brewing, but now are almost required. Aromatics
are added to the boil toward the end of the boil.. The prized
oils work their magic in the beer - again, with results varying
according to time, volume, temperature and zodiac sign. This is
called late hopping. (A few brewers, it turns out, are skipping the
entire early bittering process, finding success using only the late

hopping process.)

Another method of infusing the brew with hop aromas is called
dry hopping. In this method, the aromatics are added to the
nascent beer in the maturation tanks, after fermentation. Dry
hopping is considered the gold standard among most craft brewers
and consumers. In their paper, Schonberger and Kostelecky wrote,
“Dry hopping can be seen as a cold extraction of hop material into
an alcoholic solution. Though only relatively little research has
been carried out concerning dry hopping, some studies have shown
that the dry-hop character is very sensitive in regard to changes,”

which include growing location and variation in harvesting dates.

Yet another way is called wet hopping. This requires harvesting
the hops and getting them to the brewhouse in a matter of a few
hours, while the hop cones are still wet and sticky with their oils.

Needless to say, this isn’t possible for every brewer to undertake.

New hop cultivars continue to emerge. Dozens are tested each
year for their brewing potential. Many fail. Those that survive
the rigorous examinations, if they are hardy and present no
great challenges, might give rise to the next generation of craft
beers, as well as to a new bunch of beerophiles asking us more

unanswerable questions.

-

JACK KENNY

Jack Kenny has been writing
the Beer Column for The Beverage
Journal since 1995.

WRITE TO HIM: thebeercolumn@gmail.com
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ASSOCIATION NEWS

GENERAL ASSEMBLY UPDATE,
OUTLOOK AND COMMITTEES

BY CARROLL J. HUGHES, EXECUTIVE DIRECTOR, CPSA

LEGISLATIVE SESSION UPDATE

The general feeling of legislators at the General Assembly this year is
to leave issues related to the Total Wine lawsuit off of the legislative
agenda. However, this may not be the position of the Governor or

other special interest groups.

There are apparently a few persons who believe that it is appropriate to
attempt to gain advantage over retail package stores. These reported
efforts are offering false hope to big box stores, chains, and others

working to eliminate competition.

The issue of the budget will continue to dominate at this year’s

legislative session.

COMMITTEES

Legislators on the General Law and Finance, Revenue and Bonding
committees deal with issues affecting the liquor industry. All other
legislators are important to you, but these will be the primary

committees that will affect your business.

Please make contact with the legislators listed below who are from
your district, as we have done in the past. If you need any information
on any of these legislators, please contact the CPSA office at 860-346-
79178.

FINANCE, REVENUE & BONDING

Senator Toni Boucher, Vice-Chair, Wilton (R); Senator Steve
Cassano, Member, Manchester (D); Senator John W. Fonfara, Co-
Chair, Hartford (D); Senator Scott L. Frantz, Co-Chair, Greenwich
(R); Senator Ted Kennedy, Member, Branford (D); Senator Carlo
Leone, Vice-Chair, Stamford (D); Senator Art Linares, Member,
Old Saybrooke/East Hampton (R); Senator Henri Martin, Member,
Bristol (R); Senator Michael A. McLachlan, Member, New Fairfield/
Danbury (R); Senator Marilyn Moore, Member, Bridgeport (D);
Senator Len Suzio, Member, Cheshire/Meriden (R); Senator Gary A.
Winfield, Member, New Haven (D); Rep. James M. Albis, Member,
East Haven (D); Rep. Emil Altobello, Member, Meriden (D); Rep.
Angel Arce, Member, Hartford (D); Rep. Eric C. Berthel, Member,
Watertown (R); Rep. Larry B. Butler, Member, Waterbury (D); Rep.
Vincent J. Candelora, Member, Durham (R); Rep. Devin R. Carney,
Member, Lyme/Old Lyme (R); Rep. Holly. H. Cheeseman, Member,
East Lyme (R); Rep. Christopher Davis, Ranking Member, East
Windsor (R); Rep. Laura Devlin, Member, Fairfield (R); Rep. Adam
Dunsby, Member, Easton (R); Rep. Josh Elliot, Vice-Chair, Hamden
(D); Rep Livvy R. Floren, Member, Greenwich (R); Rep. John H.
Frey, Member, Ridgefield (R); Rep. Robin Green, Member, Andover
(R); Rep. Joseph P. Gresko, Member, Stratford (D); Rep. Stephen G.

CONNECTICUT PACKAGE STORES ASSOC, INC.

MEMBER OF AMERICAN BEVERAGE LICENSEES

Harding, Member, Brookfield (R); Rep. John “Jack” F. Hennessy,
Member, Bridgeport (D); Rep. Laura R. Hoydick, Member, Stratford
(R); Rep. Nicole Klarides-Ditria, Member, Derby/Seymour (R); Rep.
Gail Lavielle, Member, Norwalk (R); Rep. Roland J. Lemar, Member,
New Haven (D); Rep. Rick Lopes, Member, New Britain (D); Rep.
Brandon L. McGree, Vice-Chair, Windsor (D); Rep. Patricia Bille
Miller, Member, Stamford (D); Rep. Russell A. Morin, Member,
Wethersfield (D); Rep. Bruce V. Morris, Member, Norwalk (D); Rep.
Mary M. Mushinsky, Member, Wallingford (D); Rep. Jason Perillo,
Member, Shelton (R); Rep. Chris Perone, Member, Norwalk (D); Rep.
John E. Piscopo, Member, Litchfield (R); Rep. Lonnie Reed, Member,
Branford (D); Rep. Jason Rojas, Co-Chair, Manchester (D); Rep.
Robert Sanchez, Member, New Britain (D); Rep. Hilda E. Santiago,
Member, Meriden (D); Rep. Steven Stafstrom, Member, Bridgeport
(D); Rep. David T. Wilson, Member, Bethlehem/Woodbury (R);
Rep. Terrie Wood, Member, Darien/Norwalk (R); Rep. Dave W.
Yaccarino, Member, North Haven (R).

GENERAL LAW

Senator John A. Kissel, Vice-Chair, Enfield (R); Senator John
Larson, Vice-Chair, East Hartford (D); Senator Carlo Leone, Co-
Chair, Stamford (D); Senator Kevin Witkos, Co-Chair, Avon/
Torrington (R); Rep. Emil Altobello, Member, Meriden (R); Rep.
David Arconti, Member, Danbury (D); Rep. David Baram, Co-Chair,
Bloomfield (D); Rep. Michael D’Agostino, Vice-Chair, Hamden (D);
Rep. Anthony D’Amelio, Member, Waterbury (R); Rep. Daniel Fox,
Member, Stamford (D); Rep. Laura Hoydick, Member, Stratford (R);
Rep. Brenda Kupchick, Member, Fairfield (R); Rep. Linda Orange,
Member, Windham (D); Rep. Daniel Rovero, Member, Killingly (D);
Rep. David Rutigliano, Member, Trumbull (R); Rep. Richard Smith,
Ranking Member, Danbury (R); Rep. Melissa Ziobron, Member,
Colchester (R).

One of the wonderful things about CPSA is that our members don’t
end participation at sending in dues. We are proud to have one of the
most vibrant and involved groups of business owners in Connecticut.

That is what has made us so strong and successful for so many years.

It is up to you to carry on this legacy. Be a part of this hardworking
group by getting to know your legislators. Many of our new legislators
have included their passion for supporting small businesses in
campaigns. Let them know you were listening and that you care.

Please reach out to the CPSA office if you need any information to
make contact with these legislators. If your town or city is not listed
here, you can find out who is representing your district by visiting

https://www.cga.ct.gov/asp/menu/cgafindleg.asp.
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SERVING UP

KAWA NI

19 BRIDGE SQUARE
WESTPORT, CT

Asian Fusion is alive at Kawa Ni, a
restaurant creation by Chef Bill Taibe.
The cozy space welcomes guests to a
classic izakaya setting where patrons
can explore creative cocktails, beer,
wines by-the-glass and an extensive
Japanese whiskey selection, all paired
with traditionally-spun Japanese menu
selections such as ramen, sashimi and
rice bowls.

Bar Manager
Craig Ventrice.

BAR MANAGER
Craig Ventrice

COCKTAIL
Big Fat Old Fashioned

RECIPE
Build in mixing glass with ice:

» 2 0z. House-made Smoked Bone
Marrow Fat-Washed Bourbon*

» .5 0z. Pierre Ferrand Orange
Curacgao

» .5 0z. simple syrup

» 2 dashes of Angostura Bitters

Stir. Pour over a large ice cube and
garnish with an orange peel.

*Fat-Washed Bourbon: Pour grease
from cooked bone marrow into a
mason jar full of I.W. Harper Bourbon.
Let cool and place in freezer. The

fat will congeal. Strain with a cheese
cloth to remove the remaining fats.

“It’s a smoky, rich and beefy old
fashioned,” said Bar Manager Craig
Ventrice. “We have a dish on the menu
that features smoked bone marrow
and this cocktail pairs well with it. The
Curacao really brightens up the drink.”

LOCAL CHATTER
CONTINUED FROM PAGE 18

TBJ: And what cocktails do you like?

KABETSO: [ like the classics ... 'mabrown
spirit fan. I like a Boulevardier — tying in
parts of the Negroni with bourbon — and
a well-executed Old Fashioned. I'm very
much a bourbon drinker, so the perfect
Old Fashioned — the right bourbon,
mixed with bitters, a good cherry, orange
and the perfect amount of ice — I don't

think there’s anything better than that.

T8BJ: What casinos did you work at
in Vegas?

KABETSO: [ was at Treasure Island until
2005, then ... as General Manager at PT’s
Gold offstrip in Vegas until 2009 ... I was
Director of Beverage at Monte Carlo Resort

& Casino before coming to Foxwoods.

T83: And how did you end up

at Foxwoods?

KABETSO: Adam Odegard [now Vice
President of Food and Beverage at
Foxwoods Resort Casino] asked Todd
if he had suggestions for a director of
beverage, and Todd suggested me ... I liked
working for Adam earlier in my career at
Treasure Island. And the property itself,
Foxwoods, is [one of] the largest casino
resorts in North America, and to have

that on my resume is great.

I connected with Adam, and in May of
2016, I flew out to Connecticut to visit.
While I was here, I went to Foxwoods
bars, and they reminded me of what Vegas
was when I first came into the business —
it was all about just getting drinks out,
and no menus on tables — and it looked
like T could make my mark and do some

cool things.

TBJ: You just started in July [2016], but
how have you made your mark so far?

KABETSO: Last fall, we rolled out two
menus at the Atrium Lounge and Halo
Bar, and just rolled out a new menu
at Cedar Steakhouse. Personally, as a
drinker, I hate having anything come
out of liquor gun. I know we need those

at a casino, but for a cash bar, the guest

deserves a little more than someone at
the slot machine ... So we turned off the
liquor guns at Halo, Cedar’s and Atrium,

and switched to fresh pours and mixers.

That’s something [ learned in Vegas. As
I was coming up in the industry, Vegas
became known for fine food and drinks.
[Many Vegas industry leaders] were all
about craft cocktails, premium product.
They preached that the guest wouldn’t
mind the extra minute it takes to make
the drink because they’re getting an

elevated product. And they were spot on.
TB3: What’s your main focus now?

KABETSO: | want to [revamp] the drink
menu at Vue 24. I want to give each bar its
own identity, so with Cedar’s Steakhouse,
I went classic — Boulevardier, Negroni,
Manhattan Sidecars. At Atrium, it’s a
little more fun, it reminds me of a rum
bar, so I want to concentrate on Tiki
drinks there. Halo is more contemporary,
so we did larger, sharable drinks, like The
Royal Mojito, which is basically a mojito,
but instead of soda, top with Moet Ice, in

a 52-ounce fishbowl.

Also, getting the word out that we're
doing things like this at our property.
When people think “casino,” they might
think “really busy, packed, they can’t
do the things a restaurant can do,” but
that’s not the case. We're working with
BarSmarts® to open up training with
my team; online class makes it easier for
everyone to take classes, from cocktail

waitresses to bartenders.
TBJ: What are your long-term goals?

KABETSO: To educate the staff; elevate
the beverage program; update the wine
list; apply for a Wine Spectator award at
Vue 24. To get the word out to our area, to
locals and to New York, that Connecticut
is doing some cool stuff and they should
come see what we have to offer. [ want to
be part of what puts Connecticut on the

map of mixology. m

Interview has been condensed and edited.
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“Lrcellent choice.”

Savor the acclaimed taste of
Paso Robles, captured in our Hilltop
Cabernet Sauvignon, a dining favorite
from the limited-production, artisan
wines of J. Lohr Vineyard Series.

VINEYARD-DRIV

J.LOHR

VINEYARDS & WINES

¢ 2015 ). Lohr Vineyards & Wines. San Jose, CA



LISTS
ON THE

EDGE

TO STAND OUT FROM THE PACK, RESTAURANTS
ARE SHAPING THEIR WINE LISTS
IN PROVOCATIVE WAYS

BY JIM CLARKE

CLOCKWISE FROM TOP: Interior of Husk, in Nashville, TN; Terroir Wine Bar,
NYC; a page from Terroir’s list; a lineup at Beaujolais-happy Freek’s Mill.

HUSK NASHVILLE BY ANDREA BEHRENDS

hy does creativity end with choosing the wine
itself? Other things in the wine world have
changed, but presentation of the wine in
the form of a list hasn’t changed at all,” asks

SEAWGLA g

Mllmm a

Brouitly ! o1 Fontenelle, Rust, 2014, By . . . . )

ey e o Saburin, Robeet Parrou, 014 - Paul Grieco, proprietor of Terroir Wine Bar in Manhattan.
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g O 10 . Vit i g o, 201 B 50 Grieco’s list, which includes full-page paeans to producers
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@ PALM BAY

Callia offers
beautiful fruit forward,
easy to drink wines
from Argentina. Callia Bella
is an enticing red blend
of Syrah and Malbec.

Callia’s attractive retail
price point gives
consumers the great
value they are
searching for.

REWARD YOURSELF

CALLIAWINES.COM



€ EOPACITY IS NO

VIRTUE, AND A LIST
DOESN'T HAVE TO BE
BAROQUE OR LARGE
TO HAVE AN ENGAGING
PERSONALITY. 3%

Gimmicky?! “A lot of people are
interacting with the list when you present
it,” says Grieco. “Why miss an opportunity
to engage in a new and different way?
Why not make a great first impression?”
While Grieco concedes that some guests,
typically older ones, have been taken
aback, the usual reaction is positive.
He draws the line at lists that aren’t
hospitable and fail to provide baseline
details about the wines, citing the example
of Hatchet Hall in Los Angeles. For a

Line’s Charlie

wine list

time they organized their list according
to the sales rep who supplied the wine;
individual wines were listed with little
or no information whatsoever, not even
a producer or grape in many cases: “ham
wine,”
Vignes’13,” or “#kistler’15,” the last being
not the Sonoma Chardonnay but a white

oyster wine,” or “Vielles (sic)

wine in a glass that was first rinsed with
Bourbon (the list is more conventionally
organized these days).

WHAT’S THE STORY?

Opacity is no virtue, and a list doesn’t
have to be baroque or large to have an
engaging personality. The wine list at
Husk in Charleston and Nashville creates
a conversation by matching the food with
the restaurant’s farm-to-table concept:
wines are listed by the soil type they’re
grown in (limestone, alluvial, volcanic)
followed by the place of origin, and only
then backing into the more usual data:
grape variety, vintage, and producer.
“When you enter there’s a huge board
with all our purveyors and where the food
came from,” says Nicolette Anclit, Som-
melier at the Nashville location. “The
list has the same idea.” Guests

don’t always clue in immediately,

Gaeta and a .
sample of their but Anclit and her staff know
Mediterranean when to step in. “That’s my job

as sommelier on the
floor. You're creat-
ing a story; that’s why
people come to the
restaurant. I can talk
about how the lime-
stone wines have a lot
of chalk and minerality
and equate that with

the oyster dish.”

o1
$EEMC wningy , i

ALICANTE-CREMACHE

NEW YORK WINE

FINGER LAKES-WHITE

DRY RIESUNG
DR RIESLNG

RAESLING

LONG ISLAND-WHITE

CHARGONNAY

FINGER LAKES-RED

LONG ISLAND-RED

ABQVE: Paul Grieco / Husk Charleston Exterior /
Freek’s Mill interior and wine list

It’s not just layout, of course; the

wines you choose can start the conver-
sation, too, especially when a list takes
a strong, unexpected stand on a region
or grape. At Freeks Mill in Brook-
lyn, the relationship between the lo-
cally sourced menu and the wine list’s
emphases—Loire Valley Chenin and
immediately clear,
though Alex Alan, Beverage Director
and Partner, says that they suit the cui-

Beaujolais—isn’t

sine well. He was personally attracted to
Chenin’s range of expression—"it does
everything: sparkling, dry, sweet, semi-
sweet”—and enjoys showing diners that
Beaujolais doesn’t just mean “a juicy red
you drink in mid-November.”

“It’s not a themed wine list, but it
focuses on two places making great wine.”
Alan’s list does include other options.
“I'm not a jerk. I understand that some
people want their rich red Cabernet, I just
didn’t want that to be the default. I think
any restaurant doing something special

FREEK'S MILL PHOTOGRAPHS BY CASEY KELBAUGH / BRANCH LINE BY BRIAN SAMUELS PHOTOGRAPHY
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enough with its food should be doing
something special with its wine list.”

GOING COASTAL

Opened last October in Watertown, MA,
by Garrett Harker and Andrew Holden—
owner and GM of Boston hotspot Eastern
Standard, respectively—Branch Line is
a neighborhood rotisserie with a very
focused but flexible list. Holden wanted
the list to be a cohesive collection of
wines produced in coastal regions—
particularly around the Mediterranean,
which pair well with the restaurant’s fare.
It’s one thing to have a thematic goal in
mind; it’s another to translate the theme
in a format that does not require heavy
lifting (or reading, as it were). Tasked with
this challenge, the team at Branch Line,
which included GM Deena Marlette and
Wine Director Charlie Gaeta, came up
with a list comprising a number of low-
visibility, high-quality wines from offbeat
locales such as Corsica, Crete, Sardinia,
Sicily and Tenerife—organized into
succinct sections.

A 12-wine Corsica section starts the
list off with an unexpected bang; other
headers include “Rotisserie Whites &
Reds,” “Portofino to Provence” and “Pres
de la Mer,” among others. Within each
section, typography is used to make both
regions of origin and grapes clear.

The list was well-received from the
start. “Early on I noticed that people who
were flipping back and forth between
pages out of curiosity, not confusion,”
Gaeta says. “They recognize a real point
of view on the list, and they know we
are ready to offer more details on any
of the wines.” Staff training touches on
wine daily, he adds, and a full hour each
week is devoted exclusively to wine. He

credits personalized ongoing training

with Branch Line’s ability to move cases
of wines like Caravaglio 2015 “Salina”
Malvasia from Sicily.

MIDDLE TIER ROLE

Not to be left out of the discussion are
distributors, whose role in wine list
creation is completely different than it
was a few decades ago, notes Eric Hemer,
who is a Master Sommelier and Master
of Wine as well as SVP and Corporate
Director of Wine Education for Southern
Glazer’s. It was once common for a

“SparkBng.

list at Husk
in Nashville,
organized by
soil type

ABOVE: Freeks Mill in Brooklyn and Husk in
Charleston. LEFT: Eric Hemer, head of wine education

for Southern Glazer’s, notes that requests for staff
training are on the rise.

salesperson to literally create a wine
list—not only selecting the wines but also
printing and maintaining the physical list.

“Only the very top restaurants had a
knowledgeable person in charge of the
wine program, so it was a relief for most
restaurant managers to have this service
provided for them,” Hemer recalls.
“There was a lot of competition between
distributors to be the one to provide this
service as it allowed you to control the
wine program.”

Today is a whole new ballgame. Not
only do more restaurants at all levels
have someone in-house running the
wine program, the lists are far more
sophisticated and quickly modified in
house via laser printer. “Today’s wine
distributor personnel need to know so
much more than their past counterparts,”
notes Hemer. “Not all that long ago, few
had even heard of wines such as Prosecco,
Brunello di Montalcino, or Greco di
Tufo. Now they are common. Not to
mention the passion for off-the-beaten
path regions and varieties that many
new sommeliers seem to adore. The

more obscure, the better.”
The latest trends are not a
problem, however, he adds, as
they can be capably tracked with
timely training. “This is why wine
education has become so important,”
says Hemer, “not only for the distributor
sales personnel but also in their ability to
impart that knowledge to their customers.
Requests for staff training are a far bigger
part of the daily distributor routine today
than in the past.” H
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BY MEGAN KRIGBAUM

hampagne is a portrait in irony. Inarguably an icon

of luxury, the liquid itself is more like a silk purse

made from a sow’s ear; the now-famous method

of nurturing a secondary fermentation in the bottle

effectively compensates for the inability of grapes to ripen
consistently in the (extremely) cool region.

And while the grapes are farmed by thousands of small

growers, production remains dominated by a relatively small

number of Champagne houses. Champagne has not made
headlines since the turn of the century, when fears of a Y2K
shortage loomed (and proved unfounded).

The price tag led Champagne to lose market share as the
Recession played out; but while it has slipped from its 11.4%
share of the sparkling wine market in 2005, it has held steady
at 8% since 2010, according to IWSR, and posted a 3.5%
growth in sales from 2014 to 2015.

France’s Champagne (45 minutes on the train, due east from Paris) is
one of the most northerly wine regions in the world, which means that
it can be quite cold with unpredictable weather. This means that there
can be a great deal of vintage variation in the wines, one of the reasons
that many producers like to make non-vintage (also called multi-vin-
tage), blending wines from more than one year.

VA CHAMPAGNE

REGION

FRANCE

THE GRAPES

make up the bulk of plantings in Champagne, planted nearly in

thirds throughout the region. There are actually four others that are
permitted, but seldom used: Fromenteau, Arbane, Pinot Blanc and
Petit Meslier. Together, these make up less than 1% of plantings. Most
Champagnes are a blend of red and white grapes:

used for vibrance,
floral and fresh fruit
notes, like citrus
and apple.

lends a good bit
of structure and
earthiness to
the wines.

contributes red
fruit flavors, like
strawberry and
raspberry.



There are several ways of producing sparkling wine, but the
méthode champenoise, or Champagne method, has been replicated
for centuries in regions around the world because it makes for

@ it

Despite being a very cool region, Champagne’s

\#

harvest is often earlier than many parts of Europe, ®

with winemakers looking for vibrant acidity and lower

alcohol in the base wines. The Comité Champagne X ,'
determines the first permitted day of harvest every \ |

year; in 2016 it began on September 10™.

( PRIMARY FERMENTATION

Champagne initially starts out just like any other wine, going
through fermentation in tanks. Some producers will age this
base wine in barrel for a bit before bottling, but most go
straight to bottle.

© o

For non-vintage bottlings winemakers will blend wines from
at least a couple vintages to get the desired base. At bottling,
yeast and sugar are added to the wine. Bottles are closed
with a soda crown cap, as opposed to cork, because they
can better withstand intense pressure. Bottles are then laid
down in a cool, dark, humid cellar.

( SECONDARY FERMENTATION

Here come the bubbles. As the yeast consumes the sugar in the
bottle, it produces CO2, which gets trapped in the bottle, creating
the elegant fizz Champagne is so known for.

(N

At this point the Champagne will rest in the cellar for anywhere
from 15 months or until the winemaker decides it’s ready for

complex and elegant wines, with finer mousse (bubbles), firmer
acid, a toasty character, more intensity a longer finish which preps
it for food.

release. The lees (dead yeast cells) in the
bottle contribute a nutty, toasty flavor and
give texture to the wine, slowly with time.

(I

Before corking, the cellared, crown-capped bottles
are “riddled”—either by hand or machine.
This means that they’re turned just a little
bit, periodically to keep the lees from
sticking to the side of the bottle.

(I

When it’s time to cork, the bottles are turned upside down to
get all of those lees to settle in to the neck of the bottle. Most
Champagne houses freeze the neck of the bottle, turning the
lees into a little puck. When the caps are removed, they lees
shoot right out—a method called disgorgement—resulting in
clear Champagne.

(e

Before corking, a little dosage of sugar mixed with still
wine is added to top off the bottle and balance out the
wine’s acidity and texture. The amount of sugar in the
dosage defines the style indicated on the label, for
example, Brut.

(N

Then, using a powerful machine,
the bottles are corked and the
wire cages affixed.

T0 DOSAGE OR NOT TO DOSAGE

Over the past 10 years, Champagne has gotten drier and drier, with pro-
ducers opting to add very little or no sugar to the dosage, making Extra
Brut wines in a more focused style. This trend has been especially popu-
lar with smaller grower Champagne makers looking to give the wines

the purest expression of their terroir. But larger Champagne houses are
getting in the game, too, pointing to a shift in drinkers’ palates, with many
people preferring wines that are light and lifted.

Champagne ages more quickly when it’s off the
lees, which means that there can be a substantial
difference between bottles depending on their
disgorgement dates. With this in mind, many
houses have begun printing the date directly on
the bottle so that consumers know how fresh to
expect their wines to be.

DATE OF DISGORGEMENT:
JUILLET 2016




DRY VS. SWEET STYLE

The amount of sugar (measured in grams per liter, or g/L) in a Champagne’s dosage Most “standard” Champagnes are blends, both

defines its technical level of sweetness, which is indicated by a range of terms: of vintages and grapes, but depending on varietal
composition, a few other important stylistic designations

® Also known as Pas Dosé or Dosage Zero contains no dosage and mayF;ppIy' P t 9

less than 3 g/L of residual sugar

® Minimal dosage, leaving only up to 6 g/L ® These Champagnes are white,

@ Most Chamapagne falls in the Brut category, with 12 g/L or less residual sugar. too, but they’re made from black grapes, Pinot Noir

® Counterintuitively, Extra Dry wines are actually sweeter than Bruts. and Pinot Meunier, either blended or on their own.
These wines have between 12 and 17 g/L residual sugar.

) ] ) ® Whereas most Champagnes are
® Getting sweeter, with 17-32g/L of residual sugar made from a blend of red and white grapes, this
® Demi-Sec Champagnes are perceptibly sweet and best served as style is made exclusively from Chardonnay. The

dessert wines or, with 32-50 g/L sugar. name means white from white grapes.
® The sweetest Champagne, registering 50+ g/L of residual sugar
2 Rosés are made one of two ways in
Champagne: either from black (aka red) grapes
MOST DRY MOST SWEET . . . K
left on their skins for a period to extract pink
? T T T T T color; or from white Chardonnay, with some still
BRUT EXTRA BRUT EXTRA SEC DEMI- DOUX red wine added in to give a rosy hue.
NATURE BRUT DRY SEC

VINTAGE&
PRESTIGE CUVEES TEMPERATURE

Non-vintage Champagne is vital not only to
manage the variability of harvests, but also to
maintain a “house style.” However, in good
quality years, which generally occur three or
four times a decade, producers may bottle
and
indicate that vintage on the label. GLASSWARE
Rarer (only about 5% of overall
production) and typically fuller (it has to rest
three years before release, instead of 15
months), a producer’s Vintage Champagne
is always more expensive than the NV.
In addition, houses separate their wines
sourced from their very best vineyards in
exceptional years to produce a prestige or
representing
their very best offering—often delivered in
extra fancy packaging.

An ice-cold glass of Champagne can be incredibly refreshing, but it won’t E

offer up much aromatically. 2
which means pulled out of the fridge five or ten minutes

before serving. With vintage Champagne, it’s nice to serve these a little

warmer, to really allow the aromas to show off.

% The shallow, broad —recalling the Roaring Twenties/Gatsby
era—has fallen from favor because its large surface area allows bubbly to
lose its fizz too fast.

& More recently, the tall, narrow has become the stem of choice largely
because it showcases the tiny stream of bubbles or perlage of the wine.

% These days, many sommeliers are opting for while perhaps
not as festive, the ample bowl is considered better at allowing the wine’s aroma
to be savored.

CHAMPAGNE QUOTES

£ Too much of anything £ There comes a time in every (14 Meeting Franklin Roosevelt (14 ‘Champagne’ and ‘breathmint’
is bad, but too much woman'’s life when the only thing that was like opening your first bottle of are the first two words all Oscar
Champagne is just right. b helps is a glass of Champagne. ) Champagne; knowing him was like winners hear. b

—F. Scott Fitzgerald —Bette Davis as Kit Marlowe in Old drinking it , , G

T TR —Winston Churchill



CHAMPAGNE BY THE NUMBERS

CHAMPAGNE REPRESENTS:
OF THE WORLD'S
U . 40/0 VINEYARD AREA

400/ OF WORLD CONSUMPTION OF
O SPARKLING WINES BY VALUE.

CHAMPAGNE'S SHARE OF FRENCH SPARKLING WINE EXPORTS:

60% J 90%

IN FACT, CHAMPAGNE REPRESENTS QVER 1/3 THE EXPORT VALUE OF ALL FRENCH WINES.

Start by removing the foil
wrapping (pull on the tab if
there is one).

While holding the cork
down firmly with one hand

TINY BUBBLES...

Scientist Bill Lembeck, also a wine
expert, calculated that a 750ml
bottle of Champagne contains

49 MILLION

GENDER:

63.1%

TOTAL CHAMPAGNE & SPARKLING WINE CONSUMPTION IN THE U.S.

AGE:

0,
MALE 36.9%

58 0/ OF THE TOTAL CHAMPAGNE AND
O SPARKLING WINE CONSUMPTION.

and tilting the bottle away from
you (and others), untwist the
wire loop at the base of

the muzzle. '

3 Still hold-
ing the cork

BUBBLES.

In a single bottle:

5.5 X

There are more than

MANY GROWERS, BIG HOUSES:

growers in Champagne, who own roughly
90% of the vineyards, yet the Champagne Houses (more than in

all) account for more than
represent

of the export market.

of all Champagne shipments and

firmly, gently rotate
the bottle with your
other hand so that
the cork comes
sliding (not pop-
ping) out.

As much as everyone in the wine industry
would love Champagne to be consumed
with equal gusto year-round, Americans have
proven again and again that bubbly remains
a Why
fight it? “Popping the cork” brings joy, and
Champagne remains an emblem of qual-

ity, so for special occasions, Champagne is

GROWER
CHAMPAGNE

For a long time, Champagne was
largely dominated by big houses
(grandes marques) that bought
grapes from farmers throughout
the region. While this is still com-
mon practice for the more well
known brands,

Sparkling wine in general is food-friend|

the bubbles themselves earning credit for their
palate-cleansing action. But Champagne, with
its sharper acidity buoying a longer finish than
other bubblies, is even more versatile at the
table. Classic pairing partners include:

Fried and/or salty foods
Asian food

exactly what merchants can and should be

promoting. In the same vein,

at any
time of year. In short, with its
reputation as the best of the
bubbly genre, Champagne
is a vital staple in any wine
merchant’s inventory or
restaurant’s list.

€L The feeling of friendship is
like that of being comfortably filled
with roast beef; love, like being
enlivened with Champagne.§ )

—Samuel Johnson

Z
Z
Z
Z
4

While the grandes
marques certainly still control
the business, these little guys
have proven to make impressive,
unique wines.

€ € 1 drink it when 'm happy and when I'm sad. Sometimes
| drink it when I'm alone. When | have company | consider it
obligatory. I trifle with it if I'm not hungry and drink it when |
am. Otherwise, | never touch it—unless I'm thirsty. b b)

— Lily Bollinger

Shellfish, fish, pork
Hors d’oeuvres / finger food
Fresh fruit or dessert (Demi-Sec)

4 7%
e

S
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SIX BOTTLES AND ONE BOX TO SELL TO STAY ON TREND IN MONTHS AHEAD

BY ROBERT HAYNES-PETERSON

eering into the months ahead, here are a few trends taking shape

that retailers and mixologists ought to keep an eye on. Hot

topics range from whole categories to new packaging to niche-y

spinoffs to the “Craft” movement itself.

1. SIPPING CUBAN-STYLE

Rum drinkers (and cigar smokers) re-
ceived a pleasant surprise last year when
travel restrictions to Cuba were relaxed.
Now drinkers and bartenders eagerly
await the arrival on our shores of Cuban
rum brands like Santiago, Union and es-
pecially Havana Club, a joint venture
product between the Cuban government
and Pernod Ricard.

But there is room for confusion: While
Havana Club 7 is the coveted cane-spirit
of the casual smuggler, there’s another
Havana Club already on the U.S. market.

This label, by Bacardi, while produced
in Puerto Rico, is far from a knock-off: it
purports to contain the original pre-Cas-
tro Havana Club recipe. Following exile

from Cuba in 1959, Bacardi set up shop

in Puerto Rico (but clung defiantly to
their Cuban heritage), and eventually
purchased the Havana Club recipe that
the also-exiled Arechabala family
had held on to.

The Bacardi-vs-Pernod dynamic
had simmered within industry
circles for months, then it hit
prime time via the first 60 Minutes
broadcast of the year. For bars and
stores in the U.S., this controversy

Craft distillers like Stranahan’s Colorado
Whiskey, particularly those that have a strong

local market, continue to thrive. Bacardi is
counting on renewed interest in Cuba to cast a
halo on Havana Club Rum.

isn’t necessarily a bad thing: American

consumers have heard about, or tried,

the Cuban label but can’t get it. A little

education on the history of the two brands,
and you’ve got a customer happily sipping
aged rum that still sports authentic
Cuban heritage.

2. FLAVORED GIN

Stay on the lookout for a
whole new crop of gins with
very non-traditional botanical
mixes. “Flavored gins” is a bit

of a misnomer, since all gins are
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KEY LIME CULADA

1 oz. Blue Chair Bay® Key Lime Rum Cream
.5 0z. Blue Chair Bay® Coconut Rum
1 oz. pineapple juice
1 0z. orange juice
1 0z. cream of coconut

= 1 cup of ice
—_ W
- - Blend all ingredients together. -
¥ Pour into a cup rimmed with coconut flakes.
5 0 Garnish with '?‘;tim.e Wh‘ée[ and acherry.
-},/
— <
-
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flavored—generally with juniper, citrus
peel, angelica root, cassia and the like. But
now, thanks to the explosion of inventive
“GinTonic” cocktails in Spain and the
expansion of less juniper-forward New
American Dry Gins over the past decade,
we're seeing even more experimentation
in the botanical mix.

This has been going on in Spain for
quite a while, with brands like Port of
Dragons (extra floral), Cool (purple and
fruity) and Blanc Ocean (sea beans!),
among others. Now a number of in-
ventive expressions are showing up on
American shores. New York-based ESP
(Empire Spirits Project) launched late
last year with three expressions: NoHo
(saffron, cardamom, orange), Ameri-
can Beauty (rose, ginger, cinnamon) and
Smoked (applewood smoke, peppercorn,
caraway), each ripe for creating unique

Gin & Tonics.

ERICAN
EAUTY

SMOKED

GIN

Others hail
[taly’s lemon-powered Malfy, England’s
Boodles Mulberry, and from Australia,

from distant lands:

Four Pillars, whose Rare Dry incorporates
local Australian botanicals, while the
Spiced Negroni Gin benefits from extra
Tasmanian pepperberry, blood orange
and ginger.

While these flavor expansions might
seem adventurous, in the gin category
they seem more logical than some of the
outlandish vodka or whiskey flavors that
have come down the pike.

qid

Campari has traditionally created artsy calendars
with an au courant star to promote the brand;
2016 was Kate Hudson’s year. But in 2017 the
brand is going in a different direction, introducing
Campari Red Diaries—housed on Campari’s
YouTube channel—a series of short films that
bring to life the powerful ethos that “every
cocktail tells a story.” The lead story in the
series, a mini film noir called Killer in Red, stars
acclaimed actor Clive Owen.

3. AMARO ON THE RISE

Thanks to the huge popularity of classic
craft cocktails in the past decade or so,
Americans are increasingly comfortable
with European bitters, digestifs and
amaros. Campari, Averna, Fernet Branca
and the like are all on the front bar, and
sometimes consumed on their own. The
surge in low-alcohol cocktail sections
on bar menus is making these astringent
options even tastier to bar goers seeking to
get home safely or extend their night, and
there’s even a colorful (and informative)

new book called Amaro: The Spirited

World of Bittersweet, Herbal Liqueurs, with
Cocktails, Recipes and Formulas by Brad
Thomas Parsons.

Now traditional brands like Amaro
Sfumato and Luxardo are expanding their
portfolio in the U.S. (Luxardo recently
released a clear bitters, perfect for the
white Negronis showing up on some
menus), and manufacturers in America
and Canada are getting in on the game
in a big way. Amaro Angeleno is an
intriguing, terroir-inspired new option out
of Southern California. The brainchild of
LA-based photographer Stephen Sakulsky
(who co-owns an Italian restaurant and
Amaro bar called Osteria La Buca),
the brand is promoted as “Uniquely
Californian, Distinctly Italian.”

4. LIQUID INSTAGRAM

Perhaps no social media trend has more
influenced dining and drinking in recent
years than Instagram. Sandwiches are
sliced in half; waiters are asked to pause
while guests take pictures; cocktails
glimmer before they are quaffed.
Restaurants like Catit in Tel Aviv and 2nd
City in NYC deliberately plate “Gram-
Worthy” dishes as part of their marketing
strategy. Now it seems liquor brands are
clueing into this potential.

Magnum Cream, a cream liqueur out
of Scotland, is bottled in a miniature steel
milk can. Last fall they sent out mailers
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to editors and influencers that included a
mooing sound effect and the social media
reverb was, if not deafening, at

least filled with lots of cows.
“The bottle stands out on
shelves,” says the brand’s
publicist. “Look at that

cute thing!” (Just in

time, too, as sales of
cream liqueurs, led by
iconic Baileys, are
on the rise.)

It’s not the
only brand to stray
from traditional
packaging. High-
land Park single
malt Scotch whisky aims to
turn heads with their latest release, HP
Fire. Following their successful high-end
series dedicated to Norse gods, this lat-
est elemental series includes (so far)

Ice and Fire. The bottle arrives en-
cased in wooden frame shaped some-
what like a mountain (or volcano).

5. GO FOR THE GREEN

With California legalizing recreational
marijuana, the percentage of the nation
living in pot-friendly states will jump
significantly—and will ensure that le-
gal weed stays in the public eye through
2017. This fact was demonstrated wit-
tily on New Year’s Day when enthusiasts
transformed the famous Hollywood sign
to “Hollyweed.” Now the spirits industry
has a product that could hitch a ride on
pot’s newfound status.

Humboldt’s Finest is vodka infused
with legally grown hemp seed, which
is part of the cannabis family (cannabis
sativa). It features a unique botanical
character and an aroma reminiscent
of fresh herb (and cannabis), leading
into a smooth finish. The producer—
Humboldt Distillery, based in Fortuna,
CA—recommends it as a replacement
for gin in cocktails. The combination
of its mixability, weed-ish identity and
distinctive flavor profile give Humboldt’s
Finest (80 proof, SRP $25) some
compelling selling points.

6. CRAFT MOMENTUM

Craft distilleries are on the rise glob-
ally. In the U.S.—where every state
now boasts a distillery—the Distilled
Spirits Council reports the number of
small distilleries has risen from 92 in
2010 to over 750 in 2015. We could
see upwards of 1,000 in another couple of
years. Amidst the ever-expanding roster
of passionate mad scientists and booze-
hungry investors, we're seeing the
beginnings of the acquisition phase:
Constellation Brands recently bought
High West (Utah); Rémy Cointreau

The visually arresting bottle gen- — has Westland (an American Sin-
erated better-than-average likes gle Malt in Washington); Beam
on social media, and is a bit rem- Suntory snapped up London-
iniscent of the 1960s and ’70s HUMBOLDT based Sipsmith Gin.

when backbars were filled with
bottles shaped like sea captains,
mermaids and rifles.
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So where do we stand? Will
the bubble continue? What

happens next?

Every year, Colorado’s Stranahan’s Whiskey special
limited release—dubbed “Snowflake”— draws
faithful fans to wait in the freezing cold, outside the
distillery, startring the day before. It always sells out
in an hour. This year’s Snowflake, “Crestone Peak,”
blends in whiskey finished in barrels formerly storing
Madeira, old-vine Zin, rum and Amador Syrah,
among others.

In general, confidence seems high.
No one projects an immediate abatement
to the continuing expansion of craft
distilleries, or craft offerings at stores and
bars. But of course shelf space is limited
and consumer interest is still relatively
small in the big picture.

“There is going to be shakeout over
time,” says Dennis Carr, President and
CEO of Anchor Distilling Company,
which produces Junipero Gin, Old Por-
trero Whiskey and Hophead Vodka
(along with importing a slew of small
brands), and celebrates its 20 anniver-
sary this year. “Ultimately, what consum-
ers are looking for is premium: they’re
looking for the best quality product they
can afford. So what it’s going to go from
is this concept of ‘craft,” which is what
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everyone is hot and heavy about right
now, to “Why is that important? Does
craft make it better?”

Look for a few trends to appear,
according to Carr and others:

® Introduction of new and different
whiskey expressions, taking a cue
from the craft beer world.

@® A redefining of categories
emphasizing regional production
not unlike the traditional Scotch
whisky regions.

® Local distilleries playing up their
regional game rather than trying to
take over the country.

“We are 100% local,” says Jason
Barrett, founder and head distiller of
Black Button Distilling in Rochester,
NY. “We work with three farms to
grow everything we use. We do just
fine in Alabama and Georgia, but no
one in Georgia cares that we had a
bumper grain crop this year. There’s
an allure, of course, to selling in many
states, but in reality, what works in
craft is making super products and
making them unique.”

For Rob “Whiskey Rob” Dietrich,
the head distiller at Colorado’s
Stranahan’s Whiskey (founded by
innovator Jess Graber), the opportunity
to get adventurous is part and parcel of
the future of craft distilling. Each year,
the company releases a special limited
expression—dubbed  “Snowflake”—
featuring unique combinations of
barrel finishes.

Black Button Distilling, in Rochester, NY,
was founded by Jason Barrett when he was
24. The portfolio ranges from apple pie
moonshine to flavoured gins, and bourbon to
bourbon cream.

And he sees no reason for craft

distillers to ease up on the experimental
throttle: “I think the move for different
categories [Stranahan’s is an American
Single Malt] is going to spearhead the
opportunity to create more categories
and open whiskey up to a lot of weird
stuff. We’re going American-style.
We're going outlaw on this. That’s
what we do as Americans: we break
tradition to create tradition.”

7. GREAT BOX OF FIRE?

Well, Fireball needs no
introduction, but its newest
incarnation could mark a
sea change in how shots are,
well, shared. What sets this
new expression apart is the
package: while most wine
bag-in-box packages are 3L,
Fireball’s is 3.5L—with two
spouts. On opposite sides
of the box. The byproduct
of this dual-spout design is
brilliantly simple: it invites
partiers to use both sides

at once (social media posts
can confirm). Bottom line:

if a “Firebox”
boosts the already
potent brand, we
could be seeing
more “spirited”

boxes. /»

3.5L Box has
2" spout
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WINE VALUE

LOCATION CAN BE EVERYTHING WHEN LOOKING FOR WINES THAT OVER DELIVER

BY AMY ZAVATTO

ou’re not asking for much—merely

to stock your pages or shelves with

enjoyable juice that gives your

consumers a lot of cork-popping

bang for the buck (and, perhaps,
incline them to buy more than one). But
where to look? We asked a few pros where
their peripatetic tastes travel for value.

GET MICRO IN MENDOZA

Dig deeper to find great Malbec in Mendoza—

or, in some cases, climb higher where quality
producers are finding nuance in high-altitude plantings, say
Mike DeSimone and Jeff Jenssen, authors of Wines of the
Southern Hemisphere. “Seek out Malbec from the subzones of
Tupungato, Maipt, Godoy Cruz, and Lujan de Cuyo—in the
latter, get even geekier with the sub-subregions of Perdriel



and Agrelo. It’s a Who’s Who of the
top producers—Ilook for bottles from
Achaval-Ferrer, Alta Vista, Catena
Zapata, Cheval des Andes, Luigi

Bosca, Norton, Pulenta Estate, and

* MENDOZA

Terrazas de los Andes.”

RIGHTEOUS
GERMAN REDS

“Germans are the third largest producer of Pinot Noir,”
says Damon Goldstein of Truly Fine Wine, the San Diego-based
importer, distributor and wine shop that specializes in Germa-
ny’s gorgeous juice. “There’s lots of Spatburgunder [the German
word for Pinot], plus indigenous red grapes like Dornfelder. If
looking for high quality to price, Pinot here is definitely worth
looking at.” Goldstein, who grew up in the Rheingau, points
to Rheinhessen, Wurttemberg and Pfalz from producers like
Wasem and Gutzler.

&7« RHEINHESSEN
' #~—) « WURTTEMBERG
/ « PFALZ

FAWN OVER THE FINGER LAKES

“I think we’re getting to an era where the best Finger

Lakes Rieslings truly do stand up to the best wines from
anywhere else,” says Master Somm, restaurant owner and Finger
Lakes native Christopher Bates. He’s a particular fan of the
versions coming from Hermann ]. Wiemer. “That is the icon
for me,” says Bates. “Wiemer is pushing the envelope more than
anyone else with their attention to detail.” Others to look for:
Forge, Bellweather and Boundary Breaks. Barnes, who's own
Element wine label began focusing solely on cool-climate red
varieties in 2014, also says astute enophiles should keep their
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* FINGER LAKES

palates poised for great Cab Franc and
Pinot Noir from the FLX, too.

ALSATIAN NATION

The beautiful patchwork-quilt

topography here makes for a
gulpable grab bag of terroir-driven de-
liciousness. “I strongly believe that the
Lieu Dit and Grand Cru wines of Alsace
are where the value shines brightest,” says
Josh Nadel, NoHo Hospitality’s Beverage
Director in NYC, as well as the founder
of Gothic Wines and the current ambas-
sador for Alsatian wine. “In these, we find
artisanal, age-worthy, site specific wines
made from noble varietals in small quan-
tities. Apply those filters to other wine
regions of the world and you are talking
about wines which are at minimum twice
if not three to four times the price.” For
Nadel’s money, you can’t go wrong with
Pinot Gris from producers like Paul Blank
and Albert Boxler (the Grand Cru Som-

* ALSACE

)

y
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merberg in particular) and gewiirztramin-
er like Bott Geyl’s Grand Cru Sonneng-
lanz or Trimbach’s Cuvée des Seigneurs.

WASHINGTON STATE OF MIND

If it’s Syrah you seek, turn your

attention to the great state of
Washington. “It strikes the balance be-
tween fresh, New World style and a lit-
tle earthiness and acidity from the Old
World,” says Scott Harper, the corporate
wine and beverage director for Louisville,
Kentucky’s Bristol Bar & Grille. And as a
somm who's a stickler for keeping high-
quality bottles at $50 and under aplenty
on his lists, Harper knows value. “I'm a big
fan of Gramercy Cellars by Master Somm
Greg Harrington. The wines are not inex-
pensive, but they are a super great value.”

* WASHINGTON STATE

THE POWER OF PUGLIA

At Uva Wine Shoppe and tasting

bar in Key West, FL, owner Mark
Gambuzza is committed to biodynamically
produced wines at prices that won’t freak
out his flip-flop clad clientele, and Puglia
hits that sweet spot for him. “The king for
me is Antonio Lamona of La Quercia. He’s
arock star winemaker. You get a big mouth-
ful of big, pronounced dark fruit, but they’re
not sweet. And the finish is soft.” Gambuzza
is a big fan of Aglianico from here. “For the
average Joe who thinks they love Pinot but
might not be into the big, biting tannins of
a Cab, this is a good expression.”

LOVE FOR THE CENTRAL LOIRE

France’s long and lovely Loire

Valley has a mind-boggling bevy
of grapes and wines to fall in love with.
But for Patrick Watson, sommelier and
owner of Back Label Wine’s in New
York’s Chelsea neighborhood, horning in
on the middle gets you the most bang for
your buck. “In the 20 to 30 range, there
are just unbelievably solid wines, from
white to red. “There are so many cool,
unique, individual wines; none taste
the same.” In particular, Watson is a
fan of “overtly aromatic Cab Franc from
producers like Domaine de I’Oubilee
in Borgueil and Beatrice and Pascal
Lambert in Chinon.”

SICILY’S SIREN SONG

“Fort quality, small producers

with wines that sell under 20
bucks, Sicily is amazing,” says Gambuzza.
“The wines go with pasta, meats, chees-
es—they hold up with everything. Right
now, the classic bright, blueberry notes of
Nero d’Avola are doing very well in his



Uva Wine Shoppe. “I love
Verso Rosso from Alessandro
Botter—it’s right around 20
bucks. He’s making some killer (-
Nero d’Avola. They feel a little ’
like an Amarone-style wine. He ¢
sun dries the grapes—he likes to
play with the wines in that style.” .

DIALING IT BACK
FOR SAUV BLANC

New Zealand Sauvignon Blanc is on the cusp of
household-name status in some wine-
centric homes, but bargains from NZ are
few. Moreover, there are plenty of other
regions doing great things with the grape.
Dan Spadola, Chilean buyer at Suburban
Wines & Spirits in Yorktown Heights,
NY, has had great success steering
customers to Chile. He doesn’t delve  « CHILE
into the country’s SB-friendly terroir \
and climatic conditions; rather, he
promotes its stylistic appeal, which
he considers an advantage over New
Zealand. “Chilean Sauvignon is generally
less aggressive,” notes Spadola. “More like
a level 7 compared to New Zealand’s 10.
But it hits all the right flavor notes for
Sauvignon Blanc lovers.” His shortlist of
brands that overdeliver for the price are
Santa Rita, Junta and Tres Palacios, all of

which he offers for $10.99 or less.

SOUTHERN FRENCH COMFORT

When considering regions of great value and

quality in southern France, it’s natural to
think immediately of the Languedoc. For decades, the wines of
the Languedoc have been undervalued and this continues to
be true. Many of the wines coming from Corbieres, Pic Saint
Loup, Terrasse du Larzac and Montpeyroux stand up in qual-
ity, character and ageability to their Rhone cousins in Lirac,
Vacqueyras and Gigondas, but most often for a fraction of
the price. According to Clark Z. Terry of importer
Kermit Lynch, producers to look for include <=
Chateau La Roque, Domaine de Fontsainte, Ckuu&
Domaine d’Aupilhac and Ermitage e

Pic Saint Loup (to name just
a few). These do-

maines’ vines, terroir

p

and knowhow help ~

them consistently

« LANGUEDOC 1
produce great wine \
for the money. H / v Yy
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CASAMIGOS SHIFTS GEARS

HOW THE NEWLY-CREATED IMPORT COMPANY
IS DRIVING ITS FAST-GROWING TEQUILA

BY KRISTEN BIELER

are is the brand that transcends
its own category. The whiskey
that recruits non-whiskey

drinkers, or the tequila that
steals share from top vodka brands—they
are unusual phenomena indeed, and the
spirits industry has seen only a handful
(Patrén, Grey Goose, Jameson).

Lee Einsidler believes Casamigos is on
track to become a transcendent brand. As
the CEO of Casamigos Spirits Company,
he may be a bit biased, but when it comes
to legendary brands, he is an expert.
“Casamigos reminds me so much of
Grey Goose early in its life cycle,” shares
Einsidler, who launched and built the
famed vodka at a previous company until
its sale to Bacardi for $2 billion seven years
later. “Casamigos has all the ingredients
for the same type of success,” he observes.
“In our industry, people are very focused on
categories, but not me; I talk to so many
people who tell me they normally don’t
drink tequila, but they love Casamigos.”

The Backstory

Casamigos was never intended for the
limelight. Which is ironic, considering the
celebrity of its creators. Best friends George
Clooney and Rande Gerber were building
adjacent homes at real estate developer
Mike Meldman’s resort in Los Cabos

a few years back, and felt frustrat-

ed by the quality of much of the

tequila they were drinking. “We

tried countless tequilas,” recalls

Gerber. “They all had one thing

in common—they burned going

down. George suggested we make our
own just for us to drink and share with our
friends and family at our homes—Iliterally
our house tequila.”

Two years and 700-plus samples later,
Casamigos, which loosely translates
to House of Friends, was born. “We
created it to drink with our friends,”
explains Gerber. “It wasn’t intended for
the public, but once word got out, we
couldn’t resist sharing it with everyone.”

The recent Casamigos
advertising campaign
features Rande Gerber
and George Clooney on

a motorcycle trip through
Jalisco, Mexico: “We take
a motorcycle trip every
year and we thought riding
through our agave fields
would be perfect,” says
Gerber. “We love spending
time at our distillery with
our team.”

Make no mistake, Casamigos is not to be
confused with the myriad of celebrity-
endorsed brands on the market, adds
Einsidler: “I think consumers are turned
off by most celebrity brands; they see
them as inauthentic. Casamigos was

created by the people who drink it,

and that resonates.”




Resonate it has: Earning a steady
stream of top accolades and critical
acclaim since its 2013 launch, Casamigos
is currently the fastest-growing premium
tequila in the U.S. The smoothness and
mixability of Casamigos Blanco is pulling
people from the vodka world, while the
Reposado and Afiejo are winning over
bourbon and single malt drinkers.

Interestingly, while for most tequila
brands the blanco overwhelmingly
dominates  sales, Casamigos’ aged
expressions represent half of the brand’s
business. “It’s been fabulous to see big
volume with our Reposado and Afiejo;
they present great alternatives to other
categories and we'’re attracting so many
whiskey drinkers.”

The Move for Autonomy

Creating an independent company
entirely focused on importing, marketing
and selling Casamigos had been a goal of
the founders since the beginning, and in
2016 they took the leap. Einsidler—who
worked for Casamigos’ previous importer
and has worked in the spirits industry
his entire life (his grandfather opened
the first liquor store in Queens after
Prohibition)—was tapped to lead their
new importing company.

Casamigos Spirits Company was up and
running immediately with “an excellent
nucleus and strong sales force,” Einsidler
explains. Working out of the company’s
New York office, Einsidler has been steadily
building his team—up to 25 sales people
and growing, with Adam Rosen as EVP and
Olivier Bugat as VP.

One year in, and the company is
doing “magnificently well,” Einsidler
reports. Combining the tremendous focus
that comes with being a single-brand
company and the newly consolidated
national  distribution network  has
resulted in impressive momentum for
the tequila. “Most ultra-premium brands
are built on-premise, and that has always

“I think consumers
are turned off by
most celebrity
brands; they see
them as inauthentic.
Casamigos was
created by the
people who drink it,
and that resonates.”

been our focus,” says Einsidler. “But our
retail business is exploding as people try
Casamigos at a bar or restaurant and want
to drink it at home. Today our sales are
roughly 50/50 on- and off-premise which
is the exact footprint you want for a brand
on track to doing big volume.”

The brand is doing well outside of
traditional tequila markets too. “We're
seeing success in tequila markets like
California, Florida, New York and Texas,
but also in less likely places. I've always
believed a great restaurant in Sioux Falls,
South Dakota, is just as important as a
great restaurant in Chicago, New York
or Atlanta.”

While star power never hurts, Einsi-
dler believes that is the least of Casami-

The brand’s minimalist package is based
on the laboratory bottles they received while
developing the product. “Why put a lot of
money into a bottle when what counts is
what’s inside?” says Gerber.

gos’ magic: “People might try it because
they heard it’s George Clooney’s tequila,
but it’s got to deliver. If it was simply a
matter of famous people making stuff it
wouldn’t work.” While the three Casa-
migos expressions are far from inexpen-
sive—priced at $40, $45 and $50—FEin-
sidler frequently hears from people that
“they love Casamigos more than tequilas
that cost three times as much. George and
Rande decided to focus on the tequila it-
self rather than the bottle.”

The founders are exploring some
variants and additional expressions, but
aren’t ready to share details (“It’s safe to
say whatever you see from us will continue
to be ultra-premium,” Einsidler mentions).
For now the focus remains on building
Casamigos’ base range and spreading the
word. “I’'m not every day focused on selling
a certain amount of Casamigos,” Einsidler
explains. “I don’t think that’s how you
build a brand—pumping volume then
discounting to make numbers at the end of
year. If you do the right things, the sales will
take care of themselves.” Being a private
company allows for the authenticity of the
brand to continue. “We have the freedom
to make quick decisions and stay true to
our core values and what’s important to
us,” he adds.

In December, the Casamigos Spirits
Company headed to Los Cabos for a com-
pany retreat. “We are a very entrepre-
neurial company with a smart, talented,
dedicated team with lots of energy. It was
important for us to connect everyone to
the place where Casamigos was born—
made by a couple of friends who know
what they like, created the best tequila,
for themselves to drink and share with
friends,” Einsidler says.
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ON/OFF-PREMISE: A CLOSER LOOK

New Nielsen CGA research spotlights trends in both channels

BY W. R. TISH

ong a trusted resource of

trend-tuned data in retail

channels, Nielsen in 2016 be-

gan directing more attention
to restaurants. In May, Nielsen CGA—
a joint venture between Nielsen and
CGA Strategy—released insights from
their first On-Premise Consumer Survey
for the U.S., based on a survey of 15,000
on-premise consumers, all of legal drink-
ing age. Their year-end review, released
in late December, focuses on the in-
terplay between on- and off- premise
performance, and in turn category and
brand dynamics.

Restaurants and retailers, of course,
operate in different environments, with
different factors impacting their success
and growth. This report highlights the
commonalities and differences between
both channels during 2016.

Generally speaking, off-premise growth
outpaced that of bars and restaurants;
and within the growth patterns some
interesting data on product categories also
emerged. Among the conclusions:

B Both on- and off-premise, spirits are
performing the best, followed by wine,
with beer trailing.

B Premiumization (value trend > volume
trend) was a growth factor in both
channels as well, although the trend
was less pronounced on-premise where
beverages are obviously higher-priced
to start with.

Analyzing the current tilt of the on/
off-premise dynamic, Danny Brager, SVP
of Nielsen’s Beverage Alcohol practice
explains: “Drinking at home’ growth is
outpacing ‘drinking out of home.” While
both channels are critical, the off-prem-
ise continues to be not only significantly
larger volumetrically than on-premise,
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but also the environment currently offer-
ing the larger growth opportunities.”

Brager also notes that in today’s com-
petitive market, “a number of retailers
continue to lean even more so into efforts
to lure shoppers into their stores.” The
Nielsen CGA report predicts that smaller
independent retailers will continue to
battle large retail entities who continue
to expand their footprint. “While this al-
lows suppliers and distributors efficiencies
in terms of more concentrated points of
distribution,” notes Brager, “it also raises
concurrent risk challenges associated
with more business in fewer hands.”

CATEGORY INSIGHTS

The Nielsen CGA report also yielded
interesting data regarding category
performance in both the on- and off-
premise channels. In general, the on/off-
premise remains a potent breeding ground
for adoption, as brands continue to vie for
on-premise trial that leads to off-premise
follow-through purchases.

BEER

B Craft and domestic premium beer
segments are now almost equal in
dollar contribution to on-premise.

B Imports share overall is larger on-
premise vs. off-, but Mexican imports
are less developed, suggesting an area
of opportunity since the Mexican
beer segment is the growth leader in
both channels.

B Domestic premium beers have
suffered significant losses on-premise,
much more so than off-premise.

B Ciders are growing on-premise; not so

off-premise.

WINE

B While overall wine category trends
are weaker on-premise compared to
off-, sparkling wine is growing well in
both channels.

B Varieties that are better developed
on-premise compared to off- include:
Pinot Noir, Malbec, Sauvignon Blanc
and Riesling.

B Imports overall are better developed
in on-premise, led by Italy, Argentina
and France.

B NZ remains the i mport growth leader
in both channels.

B While off-premise growth rates are
not too much different in the latest
quarter compared to the full year,
in restaurants, wine trends—led by
reds—have improved generally.

SPIRITS

B Unlike beer and wine, spirits are
growing in both channels.

B While spirits growth rates in the off-
premise have eased just a bit in the
latest quarter compared to the full
year, in the on-premise, category
growth rates have strengthened in the
last quarter.

B Flavored vodka and whiskey are
growing faster on-premise than off-.

B Cognac growth is enviable in both
channels (but even more superlative
in on-premise).

B Tequila is a growth leader in both
channels.

LOOKING AHEAD

Not surprisingly, the road ahead is
expected to be paved with competition
in both channels. Scott Elliott, SVP,
Nielsen CGA, spotlights “a population
of ever-more discerning consumers with
an expanding drinks repertoire and an
increasing expectation that on-premise
operators must deliver experiences that
are truly worth leaving the house for.”

Within the off-premise marketplace in
2017, Nielsen CGA expects competition
for the consumer dollar will be even more
intense, with each adult beverage category
seeking to be the drink of choice on each
drinking occasion—whether those end
up as in home or out of home occasions.
E-commerce, while still relatively small in
comparison to many other categories, will
continue to expand; retail merchants will
increasingly encounter consumers who
want to buy but who may not see the need
to visit the store to do so.

Perhaps most importantly, all
three  tiers—suppliers, distributors,
and retailers—will continue to be
challenged by the relentlessly growing
range of beers, wines and spirits. The
report concludes: “Those who are
recognizing the importance of getting
the ‘right’ products in the ‘right’ stores
to meet the needs of shoppers in that
store, will be the winners.” Sounds like
pretty timeless advice. ll
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RED BLEND

APPLYING ORDER

TO CHAOS

THE WILDLY EXPANDING ‘RED BLEND’ CATEGORY IS
CREATING A JUICY CHALLENGE FOR RETAILERS

BY W. R. TISH

lended wines are as old as the
vine-covered hills. Bordeaux,
Chianti, Cbtes-du-
Rhone... all classic European
blends. And they’re red. But they don’t
“Red Blends.” Ditto
Meritage wines, made under the umbrella
of the
codifying the Bordeaux-style blends of
the world.
But here in America, those Old
World classics and Meritage alike are

Rioja,

call themselves

20th-century-born association

being forced to make room on shelves
that
trumpet their blended identity while
delivering flavor profiles that can be all

and in conversation for wines

over the map (and have little connection
to actual maps). These blends are about
style more than about place or grapes,
and increasingly that style is smooth and
jammy—threatening to turn the general
drinking public’s notion of blended wine
on its head.

NEW—AND GROWING

It’s been building for few years now, and
accelerating. If considered a varietal wine,
Red Blends would be the third largest
entry in terms of revenue tracked by
Nielsen; and blends are dominating the
introduction of new products—one out of
every four in one study—bringing a fresh

The newest blend from Trinchero Family Estates
is Hopes End, combining Shiraz, Grenache and
Malbec. The packaging calls the wine a Red Blend,
but the verbiage plays in the trendy“Dark” territory.

mini-flood to the proverbial wine lake.
On the

category is barely old enough to track sta-

cautionary side, while the

tistically, it is morphing like a Hydra—a
multi-headed beast—as words like “silk”
and “dark” join “Blend” on the label. Re-
tailers, being at the frontline, are tasked
with making sense of the Blend trend,
both in terms of organization on shelves
and interaction with consumers.

DFV’s four Gnarly Head bottlings are positioned
in marketing materials as presenting a stylistic
spectrum, from “Soft, Juicy” to “Intense, Huge.”




With that context in mind, let’s
set aside for the moment the fact that the

sweetish new blends are an abomination
in the view of wine purists. A more use-
ful approach now is to take stock of how
some of the bigger brands are positioning
and growing their multi-varietal blends.
Make no doubt that the proliferation
of Red Blends is a calculated response to
market success. “In the past ten vyears,
consumers started demanding more than
just the sweet red blends, so suppliers began
responding with dark red blends, and then
soft red blends,” explains Chris Indelicato,
CEO of Delicato Family Vineyards.
“In particular, the richer, lusher wines
with concentrated, darker fruit profiles
have really taken off.” DFV saw enough
market potential to launch a dark 3L box:
Nighthawk. And for the four distinct
blends under the Gnarly Head label, the
key to the sales and marketing strategy is
positioning the wines on a style spectrum,
from “Soft, Juicy” to “Intense, Huge.”

ADDITION BY
MULTIPLICATION

E. & J. Gallo has been a pioneer in bud-
get-minded, kitchen-sink blending since
deep into last century, with Hearty Bur-

Apothic has
demonstrated that
line extensions are
energizing rather than
cannibalizing sales
of other blends.

Producers are
keenly aware

of the need to
differentiate their
higher-priced
wines, both inside
the bottle and out.
I

gundy. Today, Gallo’s Apothic has be-
come the pioneer in the Red Blend
sub-categories, via Apothic Crush
and Apothic Dark. Both started
seasonally and grew organically—
the limited releases sold out
like hotcakes. Ditto Inferno,
the whiskey-barreled version.
A happy byproduct of the
seasonal-first approach has been a
thirsty fan base. Christine Jagher,
Director of Marketing, Premium,
notes, “Our fans have come to ex-
pect something new and different
from us. They are willing to try
something new while also relying
on their old favorites. We’ve even
heard from retailers and distribu-
tors that sometimes people are
asking for the new Apothic wines
before they’'ve even been released.” So if
anyone was worried about cannibaliza-
tion of other red blends, fear not: Apothic
proved just the opposite.

Like Apothic, Ménage a Trois has
had success multiplying; they now have
Silk and Midnight, and even a
white spinoff with Gold, a plush
Chard-Viognier. But Ménage’s [
parent company, Trinchero Fam- [
ily Estates, is hardly done. The 48
newest from TFE is Hopes End,
a blend of Shiraz, Grenache
and Malbec. The wine labels
itself a Red Blend, but the front
of the bottle exhorts browsers
to “run away to the DARK
SIDE, to a place called Port
Misery, South Australia.”

SELLING TIPS (= |

O Grapes matter less than style at the
juicy end of the spectrum. Using words
that clarify a wine’s character—like
jammy for flavor, smooth for texture,
“more intense” for “dark”—can only
help shoppers find the wine they will like.

O Know what you sell. This holds for all
wines, but even more with blends—not
only to be able to describe the ones
labeled as blends, but also to remind
people that there are plenty of classic
blends, too.

O Encourage experimentation. These are
FUN wines, and the lesson taught by
the big brands’ line extensions is that
blend lovers are adventurous.

So that’s another big brand own-
er not afraid to pile on with another
blend. And in turn, the wave of
Dark blends is spreading. Trea-
sury Wine Estates is rolling out a
Dark Red expression of 19 Crimes.
“What brand is better to have a
‘Dark’ than 19 Crimes?” asks Sa-
mantha Collins, Director of Im-
ports—after all, the brand’s back-
story is referencing the 19 acts
that earned criminals a one-way
trip to Australia. A distinguishing factor
in 19 Crimes “The Banished” is Petite
Sirah, which Collins says adds more color,
more black fruit and a bit of tannin. Col-
lins says the market introduction has been
smooth: “The rise of the ‘Dark’ blends has
been meteoric, and we have not really

had to explain it to distributors or re-

tailers, since they are already seeing
' consumers pick up both wines.”

M LET’S GET SERIOUS?

Interestingly, Treasury is rolling
out another blend right now,
but the contrast in positioning
is enlightening with respect to
the fast-evolving Blend(s)
/ P category. Max’s—a trib-
ute to Penfolds’ first Chief
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Winemaker, Max Schubert, and overseen
directly by current Grange-maker Peter
Gagos—is not labeled a blend at all. The
grapes—Shiraz and Cabernet—are there
instead, though they are initially hid-
den behind a bright red full-bottle wrap
that unzips. Emma Brown, Senior
Brand Manager—Penfolds, shares that
the intention with the package was
to create something attention grab
while maintaining the producer’s tra-
ditional labeling.

The point here is that $24.99
Max’s, while a deliberate entry into
the Blend arena, is being presented
quite differently from the under-$12
wines. As it should. Producers are keenly
aware of the need to separate their higher-
priced wines, both inside the bottle and
out. The wine itself is flat-out delicious
and, well, “serious,” showing ripe New
World berried fruit and inviting spice,
framed by what the winery tasting notes
call “focused tannins and sensitive oak
[12 months in barrel, 10% new French
oak] affording a firm grip on the finish.”

Given suppliers’ ramped-up attention
to Red Blends at the juicy, jammy end of
the style spectrum, it makes perfect sense
that similar effort is going to go into their
higher-end blends. Consider the brand
new William Hill 2014 “Bench Blend.”
The final blend of 33% Cabernet Sau-
vignon, 24% Petite Sirah, 24% Merlot,
18% Petit Verdot and 1% Malbec is ripe
and ready to enjoy, but with more depth,
complexity and structure to satisfy New
World red lovers. Just as important, the
proprietary name here is instructive: 74%
of the fruit was sourced from estate vine-
yards on the Silverado Bench, and the rest
from other parts of Napa Valley, providing
a tangible selling point for the $40 SRP.

The idea of “Red Blends” coming to
represent a higher-priced, more “serious”
tier is certainly logical. In the process,
however, sellers and buyers of these wines
can and should expect clear differentia-
tion—particularly over $20 SRP.

That differentiation will often be vis-
ible on the packaging; upscale graphic ele-
ments, grape composition and proprietary

names will be more common. And ide-
ally the wine has a clear compositional
identity and/or backstory that can
help justify the higher price, whether
it's $15, $25 or more. As long as the
price-tier distinction is merited by wine
distinction, the category as whole can
only benefit. And if the wine has a rele-
vant backstory, even better. In the case

WHAT TO EXPECT

O More Red Blends from all-sizes of
producers, as well as from outside
the U.S.

O More competitive pricing around
$9.99

O More descriptive words and
proprietary names on front labels at
the lower end of the price range

O Grapes used on front labels to
indicate a “serious” blend

O Petite Sirah as a wild card, both for
“Dark” blends and more structured ones

of Josh Cellars “Legacy,” Deutsch Family
Wine & Spirits CMO Renato Reyes ex-
plains, “We positioned it as: hot brand
meets a hot category. Consumers, espe-
cially millennials love to discover new
wines and they love brands that stand

cam i for something. We offer both with Josh

Cellars Legacy: a unique blend, in that
signature Josh style that consumers

love; and a sincere tribute to what Josh
the man passed on to founder Joseph

Carr.” Priced at $16, the 2014 Legacy is
only the second vintage of the blend.

STILL SHIFTING

All things considered, the trend of Red
Blends is really just getting started. As
suppliers devote more vinicultural and
marketing resources to these bright, fruit-
driven wines, the wine-drinking public is
responding positively. Continued success
will depend in part on the distinctions
among the types of blends.

As much as producers aim to make
those distinctions via naming and la-
beling and packaging, it will still be
vital for retailers stocking and pro-
moting these wines to make sure
to offer clarity and guidance in the
process of giving people what they
want. The better defined the blends
are, the easier it will be for them to
continue growing. l
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