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Retail Review

Salisbury Wines’ location, and selections, offers artful
insight into wine.

Sweet, Tart

The micro success of Fruitful Pie's Cherry Pie sets
the table for Cherry Tart.

LiDestri's Dynamic Duo

Pink Lemoncello and mu stand out by combining
tradition and innovation.

At a Crossroads

Scotch suppliers embrace the challenges of more
market competition and complexity.

Back to Basics: Saké

Is it wine? Beer? Neither. What you need to know
about sake today.

Follow That (Chilean) Cab

Many grapes prosper in Chile, but Cabernet Sauvignon
still sets the pace for reds.

On Its Own

Making a case for France’s true craft brandy: Armagnac.
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German Wine: the Next Generation

A decade on, Generation Riesling is impacting its namesake grape
and much more.

Pink in Place

Rosés are here to stay — get ready to sell them all year.

The Art of Vodka

Exploring Van Gogh Vodka’s bold new packaging.

Scaring Up Sales

Casillero del Diablo’s new devilish duo aims to boost
‘Hallowine’ success.

Bourbon Pioneer
Elijah Craig, the original small batch, gets a fresh package.

Bar Talk

Julian Cox, Beverage Director at Lettuce Entertain You Enterprises
in Chicago, talks fresh starts.

Market Point Beer Column By the Numbers O =5l oy e @R su el TRl
News Front The Find Association News _
. . o Find us on Facebook
Local News Wine Buzz Serving Up
Around Town Bar Management New Products = ?ﬁzgg\/i‘r%zﬁgsrﬂamom

& Promotions

HOW BEER, WINE

LIQUOR BRAND INDEX  JOURNAL CLASSIFIED AND SPIRITS
WINE BRAND INDEX SHOPPING NETWORK Page 1a GETTO THE
BEER BRAND INDEX THE INDEX MARKETPLACE
The largest compilation of beverage alcohol price and brand information. 990
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MARKETFP®INT

From fall favorite flavor standbys to seasonal upstarts,
this month’s issue explores what’s trending, and how to
sell them.

®

®

“Is Scotch on the Rocks?” It is at a crossroads and we examine several
factors: non-age statement whiskies; innovation; value beyond single
malts; Brexit; mixability; and “gulp,” shortages.

“Back to Basics” with Saké 101. These handy guides are always online
on our site and easy to download and email. Share with your staff and
industry colleagues.

“Armagnac: On Its Own” investigates how this spirit is separating
itself from Cognac, and fitting perfectly into the craft movement.

Merchants and restaurants prepare to stock rosés year round. It’s not
just a warm weather wine anymore.

German Riesling, the perennial underdog wine, is rising to the top
of tastes.

We return to Chile for Cabernet Sauvignon, which continues to be the
country’'s most high profile wine.

Plus local news, retail
topic offerings.

brand profiles, and on-premise hot-

Access products, pricing and direct-to-wholesaler ordering right at
your fingertips ... from the floor or behind the bar. Check out our
trade-only, secure website and iOS app with your own, personal
password. Need help? Call us at 203-288-3375, ext. 101.

ON THE

COVER

Photograph by
Grisha Tukanov / Snapwire
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NEWS FRONT

TANQUERAY REVEALS NEW PARTNERSHIP
WITH SNOOP DOGG

Tanqueray Gin launched a
GIN::JUICE

e

new strategic partnership with
entertainment icon Snoop Dogg
to highlight the brand’s focus on
the Gin & Juice cocktail, which is

celebrated in the success of Snoop

.
. )
\:-. .
L P e

& Juice.” Snoop Dogg will actively oversee the Tanqueray Gin

Dogg’s 1993 classic hit song “Gin

& Juice campaign by developing signature Tanqueray cocktail
recipes, such as “Laid Back,” using Tanqueray No. Ten, Ciroc
Apple, fresh pineapple juice and club soda. “Working with
Snoop Dogg will help regain Tanqueray’s foothold as ‘the
gin of choice.” It is a perfect fit that cultivated an organic,
yet strategic, partnership that we truly believe brings back a
newfound love for Gin & Juice cocktails,” said Keenan Towns,

Brand Director for Gins at Diageo.
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TSG CONSUMER PARTNERS ACQUIRES
DUCKHORN WINE COMPANY

TSG Consumer Partners, a
private equity firm, has acquired
Duckhorn Wine Company from
Gl Partners. The transaction
includes all six Duckhorn Wine
Company wineries: Duckhorn
Vineyards, Goldeneye, Paraduxx, Migration, Decoy and
Canvasback; their corresponding properties; and more than
600 acres of estate vineyards, including Three Palms Vineyard
in Napa Valley. President and CEO Alex Ryan, who has been
with the company since 1988, will continue to lead Duckhorn
Wine Company. “GI has been an ideal partner and we look
forward to working with TSG,” said Ryan. “TSG recognizes
and values how unique we are in the North American wine
industry and is committed to preserving the strong culture
that defines us. At the same time, we share an exciting vision

b ”»
for our company’s future.
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BOSTON BARTENDER NAMED USBG MOST
IMAGINATIVE BARTENDER

The United States Bartenders
Guild named Schuyler Hunton
of Boston the 2016 North
American “Most Imaginative
Bartender” during the 10th

annual bartender competition,

sponsored by Bombay Sapphire. Hunton competed against
10 other North American mixologists and won the top slot
with his cocktail, “Breakfast in Bombay.” Hunton will be
featured on a special edition cover of GQ’s December 2016
“Men of the Year” issue, along with his winning cocktail
recipe. The competition was judged by NYC-based mixologist
Pam Wiznitzer, L.A. restaurant owner Pablo Moix, San
Francisco-based bar partner Jacques Bezuidenhout, Phoenix
mixologist and beverage consultant Kim Hassarud, and the
Bombay Sapphire’s North American Brand Ambassador
Gary Hayward.
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CONSTELLATION BRANDS REDESIGNS
MODELO PORTFOLIO MARKETING

Constellation Brands vz,
announced the introduction of M I
J
Casa Modelo as the new “master 0 e ';”:s
'_ “"'-:ﬁt-'"-

brand house and portfolio-
approach” for the Modelo
family of brands. Casa Modelo is designed to help establish
Modelo as the quintessential Mexican brewer allowing for
“more effective cross-promotion and awareness building
for each Modelo beer brand.” The Modelo portfolio, which
includes Especial, Negra and Chelada, will feature unified

packaging to maintain consistency among the Modelo brands.
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REMY MARTIN PARTNERS WITH ACTRESS
JACKIE CRUZ

Rémy Martin Cognac
announced its 2016
Circle of Centaurs
mentorship program

with actor, singer and

photographer Jackie
Cruz, known for f
her role as Marisol
“Flaca” Gonzales on
the Netflix series
“Orange is the New Black.” The mentorship initiative with
Cruz is new among the series in Rémy Martin’s Circle of
Centaurs programs. “Today’s consumers are not defined by
one skill and should be recognized for their many talents,”
said Emma Medina, Vice President of Rémy Martin the
Americas. “Jackie’s myriad of talents makes her an ideal
partner for Rémy Martin’s Circle of Centaurs program.”
This program is an extension of the brand’s One Life/Live

Them campaign to celebrate individuals’ many talents.
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THE RARE BLEND
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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.

20
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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

SAILOR JERRY SPICED RUM NAMES NEW
BRAND AMBASSADOR

Steve Millar was named the U.S. Brand Ambassador for Sailor Jerry
Spiced Rum, a William Grant & Sons brand. Millar will join Daniel
“Gravy” Thomas and Ashley Marsh in the undertaking of sharing the
story of Norman “Sailor Jerry” Collins and the spiced rum. Millar
has held various positions in the food and spirits industry over the
last seven years and served in the U.S. Army with six tours as an
active solider. “Steve’s personal experience as an Army vet, background in spirits and living
life on his own terms, embody the independent spirit and unapologetic attitude of the rum’s

namesake,” said Josh Hayes, Senior Brand Manager, Sailor Jerry Spiced Rum.

TSI LIIIII ISP IS IS IS IS SIS I II IS SIS S SIS IS IS IS PSS I III SIS SIS IS IS IS IS TSI SIS IS SIS SIS IS SIS IS IS rrr7,

WINERY MOVES TOWARD CLEAN ENERGY

GOALS WITH SOLAR D

M W

Michael David Winery completed the first phase of their solar

electric systems on the Highway 12 and Bare Ranch locations in MICHAEL DAVID
Lodi, California. The Highway 12 facility features two solar electric T OWINERY
systems, together making up 350 panels for a 108kW system, which produces 200,000kWh
per year. “Michael David Winery is trying to be a real leader in the industry with a multitude
of sustainable practices,” said Kevin Phillips, Vice President of Operations of Michael David
Winery. Further plans include solar electric systems in the barreling and aging facility on

Armstrong Road, which will offset 100-percent of its electrical needs.
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UV VODKA AND LEE BRICE TEAM TO HELP

MILITARY FAMILIES W

Phillips Distilling Company, supplier of UV Vodka, partnered with

Grammy-nominated country music star Lee Brice to promote UV Vodka’s VDA
-]

“Salute to Heroes” campaign, which is designed to help veterans and their
spouses across the United States find meaningful employment. The partnership includes social
media campaigns from Brice, along with a sweepstakes and prizes. “I'm honored to partner with
UV Vodka to support veterans and their families who may be struggling to find employment
after serving our country,” said Brice. “Veterans sacrifice so much for our country. I think it’s
important to support them as much as we can. I look forward to working with UV Vodka to

. . . . ”
raise awareness and increase support for this mportant cause.
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TERLATO FAMILY CELEBRATES 20

YEARS WITH RUTHERFORD HILL WINERY
Since 1996, the Terlato family has owned the Rutherford
Hill Winery in Napa Valley and this year marks their 20-year
anniversary of ownership. “When my sons and I purchased
the winery, we decided we would cut production in order
to focus on quality, and not quantity. In these 20 years we
have accomplished our goal. The quality of Rutherford Hill wines has come a long way, and
that is only the beginning, as the plan now is to continue to improve the quality every year,”
said Anthony Terlato. Rutherford Hill wines have earned many 90-plus point reviews. Terlato
said working with famed winemakers and wine consultants like Michel Rolland and Simonit &

Sirch has helped them increase the quality of wines produced.

L]}
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TASTE THE WORLD'S
BEST KEPT SECRETS

23;

Come join us

OCTOBER 11, 2016
1-5pm

Wine, local beer
and spirits

Cellar Fine Wines
46 Plains Road, #18

Essex, CT 06426
Trade Only

Must be 21 yrs. old to attend

Cellar-Fine-Wines.com
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“Best Buy”

CABERNET SAUVIGNON 2013
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LOCAL NEWS

State Pricing Law
Becomes Target

of Defiance

A timeline of a tumultuous
week in state liquor law

BY DANA SLONE

Total Wine & More, the Bethesda, Maryland-based discount
liquor store chain, announced on August 23 that it had filed
a lawsuit in the United States District Court in Connecticut
challenging the state’s Liquor Control Act Section 30-64
called, “Fair Trade: Schedule of Suggested Prices to be Filed
with the Department of Consumer Protection.” The section
defines the minimum case price and individual bottle price
for “goods sold to retailers” and does not permit retailers to
sell “below cost” of that case or bottle acquisition. Beer is not

included in the act.

The lawsuit claims Connecticut’s mandatory minimum pricing
requisite is equivalent to “price-fixing by wholesalers and
retailers” and is in violation of the federal Sherman Anti-trust
Act. The lawsuit named Jonathan Harris, the state’s consumer
protection commissioner, and John Suchy, the director of the
liquor control division, which is under the consumer protection

department, as defendants.

The lawsuit was timed to coincide with the release of a
statewide advertising campaign and marketing flyer from Total
Wine & More that announced “Connecticut’s Lowest Prices,”
showcasing bottle markdowns. The flyer placed Total Wine &

More in violation of the state statute on the books.

Total Wine & More, which bills itself as “America‘'s Wine
Superstore,” has stores in Manchester, Milford, Norwalk and
West Hartford. Its website states that it operates more than
135 “superstores” across 21 states. Its revenues are estimated

between $2-$5 billion per year.

On the same day, the Connecticut Package Stores Association
(CPSA) filed a formal complaint about the flyer to the
Department of Consumer Protection, stating that the “CPSA
is aware of the Total Wine & More company actions in
defiance of the CT General Statutes regulating the sale of
alcohol beverage products by the state’s 1,150 retail package
store sellers. The issue of the minimum bottle pricing has
been the subject of the last five legislative sessions, initiated

by Total Wine or its advocates. The issue to change the bottle

price has been resoundingly rejected by legislative leaders and

individual legislators.”

Larry Cafero, the executive director of the Wine & Spirits
Wholesalers of Connecticut, said in a letter dated August 25
to Consumer Protection Commissioner Jonathan Harris that
Total Wine has “publicly, purposefully and blatantly, both in
advertisements and in practice, proclaimed that, regardless of
when any resolution of their legal challenge to the law may
come about, they will defy the law ... by selling certain alcoholic

beverages below the prices allowed by law.”

Additionally, four state trade associations, the Wine & Spirits
Wholesalers of Connecticut, Connecticut Beer Wholesalers
Association, Connecticut Package Stores Association and
Connecticut Restaurant Association sent the General Assembly
a jointly-signed letter on August 29 stating, “It is our position
that anyone and everyone has a right to challenge a law and
seek its change through the legal system and/or the legislative
process. However, it is also our position that, unless and
until such law is changed, the current law must be adhered to

and enforced.”

In response, Leslie O’'Brien, Legislative Program Director for
the Department of Consumer Protection (DCP) commented
that, “We are investigating potential violations based on
the advertisements placed in statewide newspapers ... an

. . . . »
nvestigation 1s underway.

On August 29, BevMax followed Total Wine & More’s lead,
when it too, reportedly began selling products below cost and
publicly stated its case to do so. The chain has 11 stores across
Connecticut. The DCP began an investigation into the claims.
On September 1, the DCP announced it had fined Total
Wine & More $37,500 for its actions and the retailer agreed to
“immediately stop all such advertisements and sales at all four

of its Connecticut retail stores.”

LOCALNEWS
CONTINUED ON PAGE 37
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om Italy by Ste. Michelle Wine Estates Ltd,, Woodi

INTRODUCING

Mamma Mia!
You can’t say it without an exclamation point and you can’t say it without smiling.
Whether you've had the best day or a #MammaMiaMoment it just feels good to say.

Mamma Mia Red Blend
Smooth, full-bodied red blend made predominantly with Cabernet Sauvignon and Merlot grapes harvested
at peak ripeness. Notes of berries and plum with a soft finish.

Mamma Mia White
Made predominantly with Grechetto and Procanico grapes, this white wine balances its natural acidity
with a delicate, off-dry finish.

ALLAN S

GOODMAN EDER

INCORPORATED

Please contact your Allan S. Goodman or Eder Brothers sales person for more information.

SALUTE

MAMMAMIAWINES.COM




AROUND TOWN

USBG CT “CIVIL WAR” COMPETITION FINISHES
SERIES SETTING UP GRAND FINALE

The United States Bartenders Guild Connecticut (USBG
CT) chapter, along with Allan S. Goodman and Eder Bros.,
Inc., held their eighth event out of a series of 10 in the
“Connecticut Civil War Bartending Competition” at The
Loft in South Norwalk on August 8. Competing USBG CT
chapter members featured Boodles Gin in their cocktail
submissions. Conrad Meurice, EIm City Social, won first
place in the competition, followed by Craig Ventrice, Kawa
Ni and The Whelk, taking second and Patrick Martin, The
National, winning third place. On August 22, the ninth event
was held at Max Fish, where competitors created cocktails
featuring Coppersea Corn Whiskey. Anthony DeVito won
first place, followed by Justin Morales in second and Aaron
Stepka in third. The final, featuring Fernet Branca, was set
for September 12 at Mezzo Grille in Middletown. A recap will
be in the November issue of The Beverage Journal. Each
winner from the previous competitions will compete for the
final top slot.

1. A selection of cocktails prepared by competitors at The Loft
on August 8.

2. Conrad Meurice, first place winner at the competition on
August 8.

3. Top three bartenders from the August 22 competition at
Max Fish: Justin Morales, Bear’s Smoke House BBQ, second
place; Anthony DeVito, Max Amore, first place; Aaron Stepka,
Millwright’s, third place.

4. A selection of cocktails prepared at Max Fish on August 22.

5. Coppersea Corn Whiskey was the featured spirit on
August 22.

SHEBEEN BREWING COMPANY PARTNERS
WITH SOCCER LEAGUE

Shebeen Brewing Company and the Connecticut United
FC American Soccer League partnered up to create a
signature beer, the Connecticut United FC Pilsner. The beer
is described as a “crisp, clean, and smooth take,” honoring
the Polish pilsner and the team’s New Britain home. The
beer is available in 16-0z. cans and can be purchased at CT
United home matches at Veterans Memorial Stadium in New
Britain. Shebeen brews are distributed via Cellar Fine Wines
in Connecticut.

1. James Perkins, General Manager, CT United FC; Rich Visco,
CEO, Shebeen Brewing Company; Greg Bajek, Owner, CT
United FC, during an August press conference and product
release in Berlin, Connecticut.

2. The Connecticut United FC Pilsner collaboration between the
CT United FC team and Shebeen Brewing Company.

3. Omar Tall, University of Hartford soccer player and current CT
United FC player with Richard Visco, CEO, Shebeen Brewing
Company, showing off the Shebeen Brewing logo on the CT
United uniform.
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AROUND TOWN

CELEBRITY
CLASSIC

HOW BEER, WINE &&
GET TO THE MARKI

CONNECTICUT WHOLESALER SHOWCASES
WINES AT CHARITY FUNDRAISERS

Bruno Ceniccola, Owner of Branford-based Piu Facile
Imports, showcased lItalian red and white wines at the
Jeffrey Osborne Celebrity Golf Classic in Portsmouth, Rhode
Island from August 7-9. The Piu Facile portfolio consists
of fine Italian wines from La Guardiense Winery, located
in a small village in Guardia Sanframondi in the Province
of Benevento, Campania region. Osborne, a Providence
native and chart-topping R&B singer, songwriter and
musician, hosts the annual event to benefit local non-profit
organizations supporting music and the arts for children and
families. On September 4, Piu Facile Imports sponsored The
Upbeat Cancer Comedy Night, benefiting the Joe Andruzzi
Foundation, to raise money to support cancer research.
Andruzzi, a former New England Patriots offensive guard,
created the foundation after his own successful battle
with cancer.

1. Jeffrey Osborne and Bruno Ceniccola, Owner, Piu Facile
Imports.

2. Bruno Ceniccola, Owner, Piu Facile Imports and featured
wines.

3. Retired professional basketball star Magic Johnson; Sasha
Williams, Entrepreneur; and Bruno Ceniccola.

4. Joe Andruzzi and Bruno Ceniccola during the Upbeat Cancer
Foundation event on September 4, which raised $2,000
locally.

LATITUDE BEVERAGE ADDS NEW
SPARKLING WINES

Latitude Beverage showcased its two newest Italian
sparkling offerings from 90+ Cellars to complement its
recent release, Lot 50 Prosecco: Lot 49 Sparkling Rosé and
Lot 134 Moscato d’Asti. Both are offered in 750ml. Lot 49
is a traditional dry sparkling rosé wine, pale pink in color
and “fruity with notes of strawberries, passion fruit and
rose petals.” Lot 134 Moscato d’Asti starts with grapes from
vineyards planted in calcareous soils around the town of
Asti in northwestern Italy’s Piemonte. It undergoes a single
fermentation that is stopped when the wine reaches an
alcohol around 5.5 percent, resulting in a “fresh, floral, and
fizzy wine with a good dose of sweetness.”

Darchell Wilson, Sales Representative, Latitude Beverage with
Lot 49 Sparking Rosé and Lot 134 Moscato d’Asti.

October 2016 CONNECTICUT BEVERAGE JOURNAL 13



AROUND TOWN

ORGANIC VINTAGES’ WINE PRODUCER
HONORED FOR EFFORTS

Connecticut wine distributor, Organic Vintages, recently
congratulated Frey Vineyards of California for being named
the 2016 California Organic Winery of the Year at the New
York International Wine Competition in May. Frey Vineyards’
vegan and gluten-free wines are from the Russian River
in Redwood Valley, Mendocino County, with its Natural
Red, Petite Sirah, Pinot Noir, Sangiovese and Zinfandel all
receiving recent medal distinctions. Organic Vintages offers
fine wines made from 100% organically-grown grapes with
no, or low, sulfites added.

CONNECTICUT DISTRIBUTORS, INC.
AWARDED FOR EXCELLENCE BY DIAGEO

Diageo honored spirits and beer distributors at the 13th
Annual Golden Bar Awards in Las Vegas, Nevada on August
11. Connecticut Distributors, Inc., (CDI) took home an award
for “Spirits Excellence - Captain Morgan.” The Golden
Bar Awards are presented to distributors demonstrating
excellence in sales and marketing, as well as the promotion
of responsible drinking. The Golden Bar Awards celebrate
distributors across the U.S. for their excellence in the
industry and the important role they play in their respective
communities. In total, 24 Golden Bar statuettes, 22 made
of 24-carat gold and two made of platinum, were awarded.
Each statuette weighs eight pounds, stands more than a
foot tall, and is produced by R.S. Owens, the company that
created the Oscar® presented by the Academy of Motion
Picture Arts and Sciences.

Steve Giles, CT Sales Director, Diageo; Kim Maciejewski, CT
Marketing Manager, Diageo; John Parke, President, CDI; Kevin
Dunn, President, East Region, Breakthru Beverage Group; and
Tom Looney, President, U.S. Spirits, Diageo.

CDI LAUNCHES TWO NEW FLAVORED
SPIRITS

Connecticut Distributors, Inc. (CDI) launched two new spirit
offerings in August, timed for the season: Crown Royal
Vanilla and Captain Morgan Jack-O’Blast. The Crown Royal
Vanilla is blended from hand-selected Crown Royal whiskies
and infused with Madagascar bourbon vanilla, offering an
“oaky whisky aroma and a créme brulee aftertaste” for
sipping and in cocktails. The limited-time offering of Jack-
O’Blast is a seasonal, pumpkin spiced rum in a pumpkin-
themed bottle.

Svetlan Tchakarov, Distributor Manager-CT, Diageo; Kelly
Scofield, Business Manager, CDI; and Stephen Giles, Sales
Director-CT, Diageo.
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AROUND TOWN

TASTE OF SIMSBURY FEATURES LOCAL
SPIRITS

Spirit companies presented creative cocktails and tastings
next to culinary creations from area restaurants during the
Taste of Simsbury on August 25. Hartford Flavor Company
of Hartford, creators of Wild Moon Liqueurs, and Waypoint
Spirits of Bloomfield informed guests about their brands
and provided them an opportunity to taste. Plan B Burger
Bar, RIPE Bar Juice, Metro Bis, Thomas Hooker Brewing
Company and Back East Brewing Company were also
among the many vendors at the event. The event was held
at The Riverview in Simsbury.

1. Tom and Lelaneia Dubay, Founders of Hartford Flavor
Company. Hartford Flavor Company featured a signature
cocktail “Jessica Rose,” that showcased its Wild Moon Rose
Ligueur, vodka and lemonade. The Wild Moon line includes
botanically-infused Cucumber, Cranberry, Rose, Lavender,
Birch and Chai Spice flavors.

2. Waypoint’s Carolyn Taylor with David Rossi, Co-Owner,
Waypoint Spirits, showcased the local, handcrafted, small
batch spiritsline, including Labrador Noon Vodka, Wintonbury
Gin and Man Overboard Spiced Rum.

CRAFT BEER GUILD OF CONNECTICUT
HIGHLIGHTS SPIRIT OFFERINGS

During the month of August, the Craft Beer Guild of
Connecticut sales team highlighted selections from the
North Haven-based distributor’s spirits portfolio. Wyoming
Whiskey and Gin Mare were featured at area retailers for on-
site tastings. Wyoming Whiskey offers small batch bourbon
whiskies from its independent, family-owned distillery in
the Big Horn Basin of Wyoming. Gin Mare is a Spanish gin
featuring Mediterranean flavors with four principal botanicals:
basil, thyme, rosemary and, uniquely, the Arbequina olive.
The Craft Beer Guild of Connecticut’s portfolio of beer and
spirits can now be found in the Brand and Price Index listing
in The Beverage Journal and online via the Trade Login at
www.thebeveragejournal.com/connecticut.

1. Wyoming Whiskey featured at Parkview Wine & Spirits in
West Hartford on August 27.

2. Gin Mare featured at Bottle Stop Wine & Spirit Superstore in
Avon on August 27.
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AROUND TOWN

BRESCOME BARTON ENDS AUGUST WITH
AWARDS AND PRODUCT LAUNCHES

Brescome Barton and Diageo recognized efforts of Sales
Representative Damon Flowers, who was awarded the
Diageo Golden Bar for the Top Sales Representative for
Connecticut in Fiscal Year ’16. Flowers was presented
the award at an August 26 sales meeting. The team also
launched Ciroc Mango, Crown Royal Vanilla and Captain
Morgan Jack-O' Blast. Ciroc Mango is the newest addition
to the ultra-premium vodka line, which offers a creamy but
tangy citrus, smooth taste. Crown Royal Vanilla is blended
from hand-selected Crown Royal whiskies infused with
Madagascar bourbon vanilla. The limited-time offering
of Jack-O’Blast is a seasonal, pumpkin spiced rum in a
pumpkin-themed bottle. On August 31, representatives of
Edrington Americas visited a sales meeting to locally launch
The Macallan 12 Year Old Double Cask in conjunction with
its national release.

1. Stephen L. Giles, Sales Director-CT, Diageo; Sarah Alokones,
Division Manager, Brescome Barton; Damon Flowers,
Brescome Barton Sales Representative and Award Winner;
Kim Maciejewski, Division Marketing Manager, Diageo; Ryan
Fisher, Trade Development Manager, Brescome Barton;
Svetlin Tchakarov, Distributor Manager-CT, Diageo.

2. Ciroc Mango, Crown Royal Vanilla and Captain Morgan
Jack-O' Blast.

3. Stephen L. Giles, Sales Director-CT, Diageo; Kim Maciejewski,
Division Marketing Manager, Diageo; Sarah Alokones, Division
Manager, Brescome Barton; Ryan Fisher, Trade Development
Manager, Brescome Barton; Svetlin Tchakarov, Distributor
Manager-CT, Diageo.

4. Macallan 12 Year Old Double Cask, aged in European and
American oak, is described as a “new take on the signature
sherry oak style of The Macallan.”

5. Brescome Barton Sales Representatives Damon Flowers and
Dan Barry during a comparative tasting of Macallan Double
Cask and Sherry Oak 12 Year Old.

6. All with Brescome Barton except where indicated: David
Rudman, Director of Education and Account Development;
Steve Lentz, General Sales Manager; Kimberly Shea, Area
Manager MA/CT, Edrington Americas; Andy Tischer, Sales
Representative; Sammy Karachi, Local Brand Ambassador,
Edrington Americas; Mike Heins, Trade Development
Manager; Dan Miller, Trade Development Manager.
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AROUND TOWN

SHAKESBEER FESTIVAL RAISES FUNDS FOR
HISTORICAL THEATER

Hundreds of beer lovers and connoisseurs came out to
support the historic Shakespeare Theatre on EIm Street
in Stratford during the fourth annual ShakesBeer Festival.
Beer vendors, including Broad Brook Brewing Company,
Charter Oak Brewing Company, Samuel Adams, Duvel
and many others provided guests with brews. The festival
raised $10,000 towards revitalization efforts for the historic
Shakespeare Theatre. The ShakesBeer Festival is organized
by Steve Bilodeau, Beer Manager of Wines Unlimited; Pete
Rodrigues, Manager of Captain’s Keg; the Town of Stratford
and The Stratford Arts Commission, along with help from
breweries and distributors. Food vendors were set up and
guests also enjoyed musical entertainment.

1. A portion of the proceeds raised during the ShakesBeer
Festival go toward revitalization efforts of the historic
Shakespeare Theatre in Stratford.
All of Two Roads Brewing Company of Stratford: Caitlin
Guelakis, Jared Emerling and Laura Markis.
Lindsay Parschaul and Dan Cole, Brewery Manager, Thimble
Island Brewing Company.
Oxford’s Black Hog Brewing Company Street Team, Bryce
and Katie Chamberlain.
Ariel Novo of Northeast Beverage pouring samples of New
Belgium Beer.
Ross Carley, Sales, Northeast Beverage.
Mike Borruso, Owner, Fairfield Craft Ales with John Kuhn.
Fairfield Craft Ales recently opened their brewery in Stratford.
Jessica Rubin of Firefly Hollow Brewing in Bristol pouring
beers for guests.
Volunteers Pat McLaine and Dave Heffern pouring Yuengling
Oktoberfest for guests.

. The ShakesBeer Festival crowd.

More images can be seen at
thebeveragejournal.com-shakesbeer-festival-2016.

18 CONNECTICUT BEVERAGE JOURNAL October 2016 Search and order online at www.thebeveragejournal.com



VALPFOLICELLA
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AROUND TOWN

ELLINGTON’S COLD CREEK BREWERY WINS
ONYX SECRET STASH BEER BASH

Onyx Spirits Company, creators of Onyx Moonshine and
Onyx Secret Stash Whiskey, in partnership with Goodwin
Community College in East Hartford, presented the second
annual Secret Stash Beer Bash on August 28 on the college’s
campus. The event first came to fruition last year when Adam
von Gootkin and Pete Kowalczyk, co-founders of Onyx
Moonshine, also based in East Hartford, received requests
from area craft breweries to use their spent whiskey barrels
to age their beer. Turning it into a competition, von Gootkin,
Kowalczyk and Goodwin College created the event, where
each participating craft brewery received one Secret Stash
whiskey barrel to create their beer. The beers were then
presented to festival attendees who would pick the winning
beer. Cold Creek Brewery of Ellington took home the top
slot this year. Cold Creek Brewery, which celebrated its first
anniversary in July, will receive the rest of the barrels and
exclusive commercial rights to the name, “Secret Stash” to
make its limited edition release beer. Olde Burnside Brewing
Company of East Hartford won second place, followed by
Thomas Hooker Brewing Company of Bloomfield. Proceeds
from the event benefit Goodwin College’s scholarship fund.
von Gootkin said, “All the barrels used in the competition
will head back to the distillery, to be refilled with whiskey to
take on the flavor profile of the different beers that were in
them. We’ll be offering tastes exclusively in our tasting room
and raising additional monies for Goodwin.”

Onyx Moonshine’s Secret Stash Beer Bash was held on the
Goodwin College campus to raise funds for scholarships.
Sean Piel of Cold Creek Brewery in Ellington. Cold Creek
Brewery took home first place in the Secret Stash Beer Bash.
Onyx Spirits Brand Ambassador Gerry Cerasoli with Co-
Founders of Onyx Spirits Company, Adam von Gootkin and
Pete Kowalczyk.
Case McClellan, Olde Burnside Brewing Company of East
Hartford. Their brew took home second place.
All of Thomas Hooker Brewery: Alex Dee, Emily Piecuch and
Scott Edelson, who placed third.
Rich and Nancy Visco, Owners, Shebeen Brewing Company of
Wolcott, winners of the 2015 Secret Stash Beer Bash.
Stephanie Amport, Overshores Brewing Company in East
Haven.
All of Thimble Island Brewing Company of Branford: Katy
Loomis, Bem Loomis and Dave Morgan.
McLain Cheney and Leigha Goetz, Half Full Brewery in
Stamford.

. Andrew DiPietrantonio of Charter Oak Brewing Company.

. Jack Heslin of City Steam Brewery Café in Hartford.

More images can be seen at
thebeveragejournal.com/onyx-secret-stash-2016.
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AROUND TOWN
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BOM BOM COCO MOCHANUT SPONSORS
EVENT FOR CHARITY

Bom Bom Coco Mochanut showcased its product at the
Connecticut Pro-Am & Gala hosted by the Connecticut
Alliance for Tennis and Education, along with the USTA
Foundation, on August 25 at The Stanwich Club in
Greenwich. Bom Bom Coco Mochanut is an award-winning
“premium Caribbean rum with cream, chocolate, coconut
and coffee flavors.” The ligueur company was founded
by Kevin Mowers and Eva Maria Janerus. Guests enjoyed
Bom Bom Coco Mochanut in various cocktails, such as the
“Courtside Coolatta” and the “Espresso Bom-tini” both
featuring the rum liqueur. The event raised funds to benefit
children’s tennis programs.

1. Eva Maria Janerus, Co-Founder and CEO with Kevin Mowers,
Founder and President, Bom Bom Coco Mochanut, during the
gala event.

2. Bom Bom Coco Mochanut is available in state via Allan S.
Goodman and Eder Bros.

WINEBOW-MARTIN SCOTT HIGHLIGHTS
AVIGNONESI WINES AT SALES MEETING

Avignonesi Wines of ltaly were showcased at an August
sales training meeting, debuting to the newly-merged sales
team at Winebow-Martin Scott at its Wallingford office.
The team met with Giuseppe Santarelli, North American
Sales Manager for Avignonesi Wines, and Joseph Di Marco,
Regional Manager for Classica International, who presented
the Tuscan wine portfolio. Avignonesi Vineyards is a fully
organic vineyard, which owns 345 acres that are divided
into seven different properties situated at nearly 1,000 feet
above sea level to represent the terroir of Montepulciano.

Tom Simpson, Vice President and General Manager, Winebow-
Martin Scott Wines, Connecticut; Giuseppe Santarelli, North
American Sales Manager, Avignonesi Wines; Joseph Di Marco,
Regional Manager, Classica International, in front of the Winebow-
Martin Scott’s Connecticut headquarters in Wallingford.

CRA PRESENTS OCTOBER RESTAURANT
WEEK, ANNOUNCES ANNUAL DINNER

The Connecticut Restaurant Association (CRA) announced
the locations for participating venues during Connecticut
Restaurant Week from October 10-16. Approximately 100
establishments across the state will offer special deals, such
as a multi-course prix-fixe menu. A full list can be found
at CRA’s newly-designed website, www.ctrestaurant.org.
CRA also announced their “Salute to Excellence” Annual
Awards Dinner will be held on November 29 at Mohegan
Sun Casino in the Mohegan Sun Ballroom. The event starts
with a 5:30 p.m. vendor showcase and cocktails, followed by
the awards dinner. For information on the vendor showcase,
sponsorships or tickets, visit the assocation website or
contact Sarah Maloney at maloney@ctrestaurant.org.
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AROUND TOWN

USBG CT PRESENTS BUS TOUR FOR
NATIONAL EDUCATION WEEK

The United States Bartenders Guild Connecticut (USBG CT)
chapter will present a day of education in conjunction with
the USBG’s National Education efforts in October. USBG
CT chapter members are encouraged to pre-register for
the event, which features a bus tour on October 16, where
they will meet with area brewers and distillers. Stops include
Brass Works Brewery, Waypoint Spirits and Hartford Flavor
Company, with more to be announced. The Connecticut
Beverage Journal is sponsoring the event and will offer
an introduction of its market-specific, trade-only product
search and ordering via the new iOS app and a trade-only
ordering site refresher, and how to use the features they
contain. Short, interactive sessions between stops will demo
using ordering and order management tools; accessing
ratings, tasting and pairing notes; using search, price, and
order features; building portfolios; managing order history
and more. Register for this event to have a complimentary
six-month subscription activated and an individual password
for use in the live demo. For more information, contact
Dimitrios Zahariadis, President, USBG CT, DZahariadis@
usbg.org or visit www.USBG.org.

ORDINARY HOSTS TIKI ISLAND POP-UP
FEATURING SAILOR JERRY RUM

Ordinary in New Haven, along with representatives from
Brescome Barton, hosted a “Tiki Island” Sailor Jerry Pop-Up
event on August 28. Ordinary showcased Sailor Jerry Rum
in a variety of Tiki-inspired cocktails including “Pots and
Pans” that featured Sailor Jerry Rum, simple syrup, Jerry
Thomas Bitters and flamed orange, as well as a “Jungle
Bird Remixed” with Sailor Jerry Rum, Campari, pineapple
and lime syrup. Chef Tyler Anderson of Millwrights in
Simsbury made a guest appearance for the pop-up kitchen
cuisine including Crab Rangoon, Tuna Poke and Crispy
Spare Ribs. Sailor Jerry Art Installation provided by Hope
Gallery Tattoo Studio.

1. Sailor Jerry 92-proof rum is available via Brescome Barton.

2. Ordinary’s Timothy Cabral and Ben Zemke.

3. Chef Tyler Anderson of Millwrights created a menu for the
event.

4. More than six Tiki-inspired cocktails were created with Sailor
Jerry Rum.

5. Tiff Taylor, Manager, Hope Gallery Tattoos and Ami Nosenzo,
Hope Gallery Tattoos at the Sailor Jerry Pop-Up at Ordinary
in New Haven.
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AROUND TOWN

CDI AND SUTTER HOME TEAM UP FOR “CT
BEST BURGER” COMPETITION

Connecticut Distributors, Inc. (CDI) and Sutter Home
teamed up to find the state’s “best burger and wine
pairing.” Nationally, Sutter Home runs their “Build a Better
Burger” competition, an annual event for Sutter Home for
the past 27 years - the first place prize is $25,000 for one
national winner. The idea “went local” as 10 restaurants in
Connecticut participated in the state challenge. Contestants
were judged on: creativity, presentation, taste and pairing.
A team of judges from CDI and Sutter Home traveled to
each account to sample each burger and wine pairing. The
following restaurants put forth their best burger and Sutter
Home wine pairing: The Rabbit Hole in Old Saybrook; Dev's
American Bistro in New London; 1st and 10 Sports Bar &
Grill in New Milford; Triple B Best Burger & Beer in Gales
Ferry; Tavern on 66 in East Hampton, Francesca’s Wine Bar
in Collinsville; Diamonds Grill in Glastonbury; Innishmor Pub
in Colchester; Lucky’s in Stamford and Sports Cafe 189 in
Brookfield. The winning burger was the “Special Burger”
from 1st and 10 Sports Bar. Runner Up was Dev’s “Happy
Meal” from Dev’s American Bistro.

1. Winning entry: The “Special Burger” from 1st and 10 Sports Bar.
2. Runner up: Dev’s “Happy Meal” from Dev’s American Bistro.

SLOCUM & SONS LAUNCHES COOPER &
THIEF BOURBON BARRELED WINE

Slocum & Sons welcomed a new California appellation to
its portfolio, Cooper & Thief Bourbon-Barreled Red Wine
Blend. The sales team gathered for an educational tasting
and presentation on September 6 at Herd Restaurant in
Middletown. The red wine blend is made up of Merlot, Syrah,
Zinfandel, Petite Syrah, Cabernet Sauvignon and other
red varietals aged in ex-bourbon barrels, crafted by Cellar
Master Jeff Kasavan. Cooper & Thief, from Constellation
Brands, is now available in the state via Slocum & Sons.

1. Cooper & Thief Red Wine Blend is aged for three months in
bourbon barrels for a “dark and jammy” red wine “loaded with
bourbon-inspired flavors and aromas.”

2. The educational presentation on Cooper & Thief was held at
Herd in Middletown.

3. The sales team from Slocum & Sons during the Cooper & Thief
launch.
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DOUBLE |IPA

AND BEYOND
BY JACK KENNY a

In a well-equipped package store, you can shop for India Pale Ale
until the cows come home. Every craft brewer makes one or two,
and a few are known for a serious menu of IPAs. Over the past
decade or so, we have been treated to several modifications of the
style, including the one called Double IPA, or DIPA.

Double IPA is also known as Imperial IPA. That word was
borrowed from imperial stout, a potent black ale, much stronger
and fuller than a traditional English or Irish stout. It was brewed

originally for the Russian nobility, hence the regal title.

An IPA is made with more barley malt and more hops than a pale
ale and has a higher level of alcohol (5.5% to 7.5%). A DIPA is
made with even more malt and hops than an IPA, and has an abv
that ranges from 7.5% to 10%. Beyond the Double is the Triple

IPA, a few of which are available in our region.

Some people just don’t like IPAs and their relatives, mostly because
they have a higher level of bitterness from the hops. Others enjoy
them specifically for that reason. India Pale Ales also make use
of aromatic hops, which are added to the brew kettle toward the
end of the boil. Of late, U.S. brewers have been having a picnic
with aromatic hops, and most IPA lovers are all in favor of the
unusual varieties showing up at retail. Not everyone is, however.

But enough about me.

Hop bitterness is measured in on the International Bitterness
Units scale (IBU). The scale ranges from 1 to 100, generally,
though some brewers claim that their beers approach 120 IBU.
Generally speaking, an IPA will have an IBU level ranging from 40
to 70, and a DIPA from 60 and up.

But the beauty of a Double IPA is that it will not necessarily deliver
more bitterness than an IPA. This is because it is brewed with
more malt than the IPA, and more malt produces a bigger body
and mouthfeel to the beer and a hint of sweetness from the excess
of sugars released from the carbohydrates, all of which provide a
counterbalance to the high volume of hops. More malt also means
more alcohol, which can show up in the aroma. A well balanced
DIPA is a complex and fascinating beer, enjoyed as one would a

fine Armagnac.

The Triple IPA is an American invention. When the craft beer

movement began to take off in the 1980s, the new brewers did
lots of experimenting with hops, and modified the English Pale
Ale by increasing the bitterness and hop aromas. Pretty soon the
American Pale Ale was joined by IPA, and then DIPA. The Triple
is the newest member of the IPA clan, and boasts more grain
and hops than its siblings. The typical IBU range is 90 to 100,

sometimes more or less.

Note that a Double IPA does not have twice the ingredients used to
make an [PA, nor does the Triple have three times as much. Note
also that Belgian ales also come in Dubbel and Tripel styles, which
are similarly graduated in strength, which are not India ales; hops

play a much smaller role in those beers.

Stylistically, the Triple has not been carefully defined as vyet,
though brewers seem to understand the general parameters. This
is a very potent, big beer that will remain in your taste memory
for a very long time, maybe forever. It’s bitter, for sure, and at least
one example is somewhat numbing, hopwise, but they all have that
strong barley malt foundation that holds up the extreme volume
of hops.

Some examples that we can enjoy: Founders Devil Dancer, 12%
abv, 98 IBU; Dogfish Head Burton Baton, 10% abv, 70 IBU; Sierra
Nevada Hoptimum, 10.4% abv, 100 IBU; Stone Ruin Ten, 10.8%
abv, 110 IBU.

Some say that Dogfish Head’s 120 Minute IPA is a Triple, clocking
in at 18% abv and 120 IBU, but I am among those who disagree.
It doesn’t taste much like beer, rather more like sherry, and bears
no resemblance to any kind of IPA that I know of. It has been
described as a Quadruple IPA, as has Samuel Adams’ Utopias and
Brew Dog’s Sink the Bismarck, but I'll reserve judgment.

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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RETAIL REVIEW

Salisbury Wines

BY SAVANNAH MUL

alisbury Wines boasts a charming
shopping experience for the

customer. Upon walking into
the store, bright lights shine above the
store’s offerings and a faint smell of wood
emerges from the wine racks and exposed

beams to greet the shopper.

The building dates back to the 1880s.
Owner Warren Carter said the past use of
the space included a liquor store, surely,
but it also hosted many different retail
sectors in its 130-plus year history. How
Carter came into the business and this
historic location began indirectly about
15 years ago.

Carter moved to Norwalk, Connecticut
from New York City, leaving a career in
banking for work at a private school in the
area. He soon realized he was ready for
another career change, one that mirrored
his personal tastes. “This was a whole
new venture for me. [It was] a love of wine

and a long time interest in wine, which

triggered the move.”

Today, Carter sees it as part of his
mission to educate the consumer as
much as he can. About 90 to 95 percent
of the wines he stocks are estate wines,
meaning they are produced and bottled
entirely on the property in every phase
of their production, starting with the
grapes. He said not many customers
understand the formal designation.
“We like the idea of someone tending
to the fields, and clearly that’s not the
case in all SKUs, but at the same time
we're looking for well-made products

with balance,” he said.

Salisbury Wines stocks approximately
200 SKUs of wine, 75 SKUs of spirits
and 30 SKUs of beer. On top of helping
customers with recommendations and
general questions, Salisbury Wines hosts
wine tastings and classes where a trade

professional presents selected wines.

LOCATION

19 MAIN STREET
SALISBURY, CT

FACTS

SQUARE FOOTAGE:
APPROXIMATELY 2,500-3,000

YEARS IN OPERATION: 8 YEARS

“It’s a way of introducing people to what
we're doing here,” Carter said. “It’s all
about the service. Now they come here,
and they can trust us and get something
that is put together properly ... that model

has been our source of revenue growth.”

When tasting wines to stock in the store,
he looks for “character and distinction” in
the wine, rather than what may sell as “a
palate pleaser.” Carter distributes a weekly
email to share information about in-store
tastings, new and seasonal products, wine

classes and special offers.

Separate from the beverage retail business,
there is an art gallery, Joie de Livres
Gallery, within Salisbury Wines, located
in the back of the store. It serves as an
area to conduct in-store product tastings
and wine classes, as well as hosts local
artists and their exhibitions. The gallery

also features rare books on display. m

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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AUTHENTIC TASTE FOR 150 YEARS!
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the find

TURNS
OVER A NEW (FIG) LEAF
Well established as the mixologist’s go-to
liquid for all things fig, Figenza is ramping
up for expanded distribution. The world’s
first premium fig vodka is now available in
Colorado, lowa, Indiana, Massachusetts,
Minnesota, North Carolina, Oregon, Rhode
Island, Virginia, Washington and Wyoming.
The 750ml bottles have a new look as well,
with an enhanced platinum fig leaf that
really pops off the shelf or back bar.
SRP $27.99-$29.99. figenza.com

COOL WAY TO

PLEASE MARGARITA LOVERS
Sometimes the best ideas are just so simple. Made with all-
natural ingredients (purified water, blue agave tequila, cane

sugar, fresh lime juice and a splash

of Triple Sec), Sloshee Margarita
Pops are formulated to freeze into ice
pops, creating a new way to enjoy the
world’s favorite cocktail. Its plastic
sleeve makes Sloshee safe, portable,
and convenient—take the frozen pops
on a hike or field trip. Each Sloshee
contains 10% ABV; sold in 10-packs of
100ml sleeves, SRP $18.99/10-pack;
limited markets. sloshee.com

SLOSHEE |

SLOW & LOW
84 PROOF

Versatile

= = and discreet, the

—_— - 100ml (3.30z) canalso .

can be taken on to
airplanes.

BECOMES
STRONG & SMALL IN A CAN
The Cooper Spirits Company, credited with resurrecting the bottled
cocktail and starting the Rock & Rye resurgence, continues to drive
innovation with the launch of Slow & Low Rock & Rye in a 100ml can.
It's the same high-quality, 84-proof historic cocktail recipe they put in a
bottle and 375ml flask, now a modern, portable, convenient single-
serve container. True to its 19" century roots, Slow & Low is committed
to sourcing the finest ingredients: straight rye whiskey, air-dried
navel oranges from Florida, raw honey from Western Pennsylvania,
Angostura bitters and a small chunk of rock candy. SRP $3.99/100ml.
cooperspirits.com

‘DOUBLE OAK’
RAISES BOURBON BAR
Committed to innovation in whiskey, Jim Beam has
released “Double Oak.” After four years in freshly
charred, new American oak barrels, Jim Beam
Double Oak is then transferred to newly charred
barrels and aged to taste, allowing the liquid to
develop an even deeper level of spiced oakiness
and caramel. "Secondary aging delivers an added
complexity to the taste profile and that makes for
a unique, premium bourbon experience,” said
Fred Noe, 7th generation Master Distiller for Jim
Beam. 80 proof; SRP $22. jimbeam.com

o BEay
.il_,h_'“

A

BULLISH ON

Gin is hot, especially at the premium end of the
shelf. Bulldog Gin has been confirmed by research
firm IWSR as the world’s fastest-growing premium
gin. In 2015, Bulldog Gin shipped a total of 113,000
9L cases globally, which is a 34% increase year-
on-year. With 61,900 9L cases in 2013, Bulldog
doubled their volume in just two years.
bulldoggin.com
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Mediterranean FWodka
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Distributed by ALLAN S. GOODMAN, INC. / EDER BROTHERS, INC.
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wine buzz

Sileni’s
Nano wines
take their name
from a combining
form with the
meaning “very
small, minute.”

SMALL IS BEAUTIFUL FOR
NEW NANO SINGLE-SERVES

Prestige Beverage Group, U.S. importers of Sileni Estates Wines, is
launching their line of single serve bottles, the Nano. The 187ml bottle
has a unique clip-on glass and comes in five different varieties of
premium Sileni Estates wine: Marlborough Sauvignon Blanc, Hawke's
Bay Pinot Noir, French Cabernet Sauvignon, Italian Pinot Grigio and
French Chardonnay. Convenient, lightweight and unbreakable, the Sileni
Estates Nano is 100% recyclable and is tailored for wine enthusiasts
on-the-go to enjoy at beaches, picnics, poolside, boating, camping,
concerts and more. SRP $2.99/187m| www.sileni.co.nz |
www.prestigebevgroup.com

LAFITE-ROTHSCHILD CREATES A NEW ‘LEGENDE’
Conceived as an accessible tour of Bordeaux's distinct terroirs, the new
Légende wines from Domaines Barons de Rothschild (Lafite) highlight

the region’s top five major appellations. The range includes four reds and
one white (Bordeaux Rouge, Bordeaux Blanc, Médoc, Saint- Emilion and
Pauillac), includes some wine from the famed firm’s estate program, and
affordably priced ($17.99-$44.99). “We want to break down the barrier in
perception that all Bordeaux is expensive and out of reach,” says Stephen
Brauer, President and CEO of Pasternak Wine Imports. “Légende is all about
introducing customers to the pleasure of Bordeaux, with wines that can be
paired and enjoyed with most every day occasions.” pasternakwine.com
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GHOULISH WINES ON TAP FOR OCTOBER
Make no doubt: Halloween is an Americna holiday, and it lasts all
month. There will be plenty of Halloween parties—perfect for a
ghoulish vino...limited edition, of course.

» Ravenswood is back with Besieged 2015, featuring ominous
swarming ravens and a blend of Petite Sirah, Carignane and
Zinfandel (SRP $15.99).

» The fourth annual limited edition of HobNob Wicked Red
Blend ($11.99) is joined by a Chardonnay; both labels feature
intricately designed sugar skulls.

» From the original Devil's Cellar, Casillero del Diablo, comes
a Devilish Release duo—a red blend and 100% Sauv Blanc, all
dressed up this year. SRP $11.

» And Apothic, a brand that’s
knows for limited releases
(think Dark and Crush), is back
with Apothic Inferno ($13.99),
aged in bourbon barrels and
presented as
“wine with a
whiskey soul.”

GOOD BUBBLIES ARRIVE

IN SMALL PACKAGES

Prosecco continues to deliver budget-priced bubbly pleasure—
prompting suppliers to continue expanding the category. Banfi
is introducing the first-ever Prosecco 12-pack. Fresh from
Cantine Maschio, the brightly colored, easy-to-carry “Party
Pack!” is perfect for
tailgating and indoor n
parties alike. Each '
bottle is 187ml. Ideal for
stacking alongside beer
12-packs. SRP $47.99
($4/187ml).
banfiwines.com

Search and order online at www.thebeveragejournal.com
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BRAND PROFILE

FRUITFUL PIE
SPAWNS TART

THE MICRO SUCCESS OF ‘CHERRY PIFE’
SETS THE TABLE FOR ‘CHERRY TART’

BY JACK ROBERTIELLO

ayson Woodbridge, the creator “There’s an obvious con-
of widely-praised Hundred Acre

Napa Cabs and the popular

nection between the ripeness
of cherries and Pinot Noir,” says
Green, but the thought actu-
ally came after the first vintage was in bar-
rel. In early 2008 while in New York City,
Woodbridge wandered into an art gallery

international Layer Cake wines,
apparently didn’t have enough on his plate
in 2007. That’s when he convinced the
owners of Stanly Ranch in Los Carneros,
exhibition of paintings by artist TR Col-
letta, and was drawn to an oil on canvas of
a fresh cherry pie. He decided on the name
for the brand and its label that day. “Jayson
is not your typical staid winemaker, and

Napa Valley, to give him an allocation
of Pinot Noir so that he could prove his
mettle and his ideas about the potential of
very small lots.

Today, the three Cherry Pie single-
vineyard Pinot Noirs have helped set he doesn’t necessarily follow the rules,”
a benchmark for micro-lot California notes Green.
Pinots, and even given birth to more
SPIN-OFF TARTS
While Cherry Pie wines have been

making their mark, his sales team

popularly priced expressions of Pinot and
Chardonnay called Cherry Tart.

More about that later; first, Cherry
Pie. The three Pinot Noirs—Stanly
Ranch, plus one Sonoma Coast and the

was looking for something that could
achieve a broader distribution, both on-
other from Russian River Valley—are and off-premise, something with a lower
made using micro-lot fermentations to price point as well. Woodbridge started
toying with the idea of a blend; In
2014-’15 he launched Cherry Tart Pinot
Noir and Chardonnay, priced

around $20.

isolate individual flavors and aromas.
Punched down by hand, and aged in a
mix of new and used French oak, then

rested unracked and unfiltered sur lie, Jayson

the resulting wines are priced from $50 Woodbridge
to $60 and produced in lots of 6,000, 700
and 600 cases, respectively.

Still, it was risky to tag a pricey

oil painting he
California Pinot with a label that seems

saw in NYC.

more reminiscent of lower-priced wines
focused on de-mystification,
but Lori Green, Director of
Marketing for brand owner
Hundred Acre Wine Group,
saysit’sall part of Woodbridge’s
joie de vivre. After all, it’s
not unprecedented—Layer

Cake paid homage to his

grandmother’s baking.
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was inspired to

name his line of
“micro” Pinot Noirs
Cherry Pie after an

Search and order online at www.thebeveragejournal.com

While production of the site-specific
Cherry Pie wines is tiny, Cherry Tart wines
are blended, and geared toward broader
distribution and a lower price point.

To develop the newer wines, Wood-

bridge decided to apply his “micro fer-

mentation” technique to create a multi-

regional blend, using the tastes and flavor

profiles of three distinct vineyards; the

current Pinot Noir coming 42% from

the Alta Loma Vineyard in Monterey
County, 36% from the Rodgers Creek
Vineyard in the Sonoma Coast and
23% from the Los Alamos Vineyard in
Santa Barbara County.

“While the entire portfolio is pri-

marily red, we thought, “Pinot Noir
and Chardonnay are a natural pair,”
says Green. “It makes sense for the port-
folio itself and the salespeople are all for
it.” Why not?—it has worked well for the
Burgundians.

Cherry Tart Chardonnay is fermented
in small stainless tanks in small lots and
barreled in new and once-used French
Oak barriques. All of the new barrels are

used on the Stanly Ranch portion of

the blend, which makes up 21%; nearly

half comes from the Garcia Vineyard in
Monterey County and the remaining
30% from the Oak Meadows Vineyard in
Sonoma County.

Now that they are bringing to market
25,000 (Pinot) and 15,000 (Chardonnay)
case wines, Hundred Acre has increased
their sales team and are looking to spread
the word to the rest of the country beyond
their initial successes in California, New
York and Texas. After all, cherry pies and
tarts are all-American dishes. ll
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LIDESTRI’S

DYNAMIC DUO

TWEAKING TRADITION,

PINK LIMONCELLO & MU STAND OUT

BY SARA LEHMAN

hile some spirits sup-
pliers  specialize in
one type of product,
LiDestri  Food

Drink operates in an impressively wide

and

range. As a private label and contract
manufacturer of beverages and spirits
(not to mention food), the company
supplies over 40 million cases of product
each year—from ciders and juices and
smoothies to coffee and tea and plant
waters, to whiskey, wine products and
cocktail mixers.

With five
facturing facilities, it stands to reason
that this family-owned company has
learned a lot in 40 years about what
people like to drink, and why. In fact,

state-of-the-art manu-

when it comes to beverage develop-
ment, LiDestri offers R&D resources,
consumer insight professionals, market-
ing experts and the latest processing and
packaging technology.

“We're very proud of how our com-
pany has evolved and grown while stay-
ing steeped in our roots,” explains Stefani
LiDestri, Co-President and Chief Market-
ing Officer. “Both our new website and
our new name exemplify our company’s
character: Where tradition meets innova-
tion.” Those are evident in two particular
offerings: Pink Limoncello and mii.

Think Pink

With Pink Limoncello, LiDestri has
taken an Italian classic and given it a
fresh, contemporary spin. Bright and vi-

brant with striking citrus notes and
pleasant sweetness, it delivers au-
thentic lemon character and traditional
limoncello finish.

And that color! The pink adds se-
rious pop. Besides the added shelf ap-
peal, the stand-out color expands us-

Pink is hot; the simple but eye-catching Pink
Limoncello bottle gives the procduct real
‘pop’ on the shelf.

beyond other liqueurs, giving merchants

more selling points.

Calling Coffee Lovers

- i Another unique brand in the
age opportunities. Ditto the fact that J . . Lo
) i ) LiDestri portfolio is mii—a creamy,
it comes in both 750ml and 50ml sizes. =~ & coffechouse-inspired cocktail. It
Pink Limoncello makes a great hostess m"““:. starts with a ﬂavpc))rless base from. fer
gift, birthday gift and adorable stock- u

ing stuffer. It also has plenty of op-
tions of bridal parties—bachelorette gift,
table-setting card holder or shower favors,
for example. While the 52 proof liqueur
is traditionally sipped chilled, it can be
mixed into cocktails and even infused into
cupcake frosting.

Perhaps most important of all, Pink
Limoncello is unique—the first pink
limoncello ever! The eye-catching

brand broadens its appeal

The 50ml
size opens up a
range of new usage
options for both Pink

Limoncello and mi—from

wedding favors and

decorations to party

favors and stocking
stuffers.

mented fruit, which puts it into the
wine category. The wine base creates
exceptional smoothness compared to
spirits-based products.

Another vital distinction: natural co-
conut oil gives this product an appealing
creaminess, which works as a stage for four
enticing flavors: Vanilla Latte; Chocolate
Chai; Coco Cappuccino; and Espresso
Macchiato. The expressive flavors give
mii an edge over other cream liqueurs.
And like Pink Limoncello, usage options
are invitingly broad. The 13.9% ABV

iterations can all be sipped chilled or

over ice, and restaurants can promote

it on their dessert menu, or even add

it to a dessert recipe. It’s also great
blended into a milkshake. It comes in
50ml as well as 750ml, which makes mii
a great impulse buy for retailers to stock
near the register.

By pushing boundaries, LiDestri has
given retailers two novel twists on already
appealing flavors—ideal for grabbing at-
tention and delivering delicious novelty
that will have customers coming back
for more. M
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AWARD
EXCELLENCE

A LiDestri’s Pink Limoncello is the
sweet and sassy pink liqueur that’s truly exclusive. |
If it’s a category disrupter you're after,

Pink is your must have!

pinklimcsnc?:é'lio.com



BAR MANAGEMENT

CHECK LIST

QUESTIONS BAR MANAGERS NEED
TO ASK THEMSELVES — AND ACT ON

BY JEFF SIEGEL

everage programs are dif-

ficult enough to manage

without trends getting in

the way. And what happens
when the latest craze shows up, whether
pushed by an eager distributor or asked
about by a customer? How do you make
the hot trend work for you but still do
what you’re supposed to be doing for
your regular customers?

“It’s all about the concept,” says
Samantha Porter, the beverage director
for three Houston-area restaurants. “If
something doesn’t fit your concept, then
it’s not going to help you much to do it.”

In this, trends aren’t the solution,
but one road towards more revenue
and better margins working within your
concept—as the answers to these five
questions illustrate:

IZ{ How crafty should you

get with your cocktails?

Cutting edge is fine, if that’s what your bar
or restaurant does, says Noelle Guagliardo,
an adjunct instructor and the Beverage
Manager for the three restaurants at the
Culinary Institute of America in Hyde
Park, NY. “But you don’t want to get too
technical,” she says. “You can only be as
complicated as your weakest employee,
because everyone should be able to make
the cocktail quickly. Otherwise, the cocktail
gets made poorly, the customer isn’t happy,
and what’s the point of what you've done?”

O Does it fit in the well?
Talk to beverage program managers, and
this question comes up as often than

any other. You've made your choice for
the spirits to use in the well, and then
the producer decides to repackage the
product and changes the bottle shape and
size. The result? It doesn’t fit in the well
anymore, and your best-laid plans are not
much good any more.

The solution? “It’s about communi-
cation with the wholesaler,” says Eddie
Eakiun, the Beverage Manager for Dallas
restaurants Boulevardier and Rapscal-
lion, which emphasize classic cocktails
and has more than once had to change
his well brand when the bottle’s shape
changed. “When you are looking for
something for the well make sure to ask
what the marketing plans are for the
bottle. Because if it doesn’t fit in the well
after you decide to use, it’s not going to
do you an good.”

E( How many flavored

vodkas are enough?

This is another question that revolves
around concept and demographics, says
Samantha Porter, the Beverage Director
for three Houston-area restaurants, two
Portuguese and one English-style pub. If
you’re not the kind of place that attracts
customers who want mango-flavored in

- §

v
v
v
7

their cocktail, then you probably don’t
need to stock it.

But the answer is also about
inventory management.

“We actually don’t carry any,” she said.
“It’s easier for us to use fresh ingredients,
to use the fresh fruit that’s in the walk-
in to make drinks. I don’t want to take
a chance on buying flavored vodkas and
keeping them in inventory and then find
them not moving.”

& What about

non-alcoholic cocktails?

Those of certain age will remember
Shirley Temples and figure that
lemonade and soft drinks are enough for
the tee-totalers among your customers.
But that’s the wrong approach, says
Guagliardo.

“If people come in, and they want
something to drink that’s non-alcoholic,
you should have something to sell them
other than Pepsi and mineral water,” she
says. “It’s not just another opportunity
for an upsell, but a chance to sell them
something that will complement their
meal in the same way that alcohol does
for customers who drink.”

In this, says Guagliardo, it’s not
much of a stretch to use fresh cocktail
ingredients already on hand to make top-
quality non-alcoholic cocktails that sell
for near-alcoholic cocktail prices. The
keys, she says, are seasonal ingredients
—so something with strawberries in
strawberry season—and visual appeal. Just
because it doesn’t have alcohol doesn’t
mean it can’t look good. Il
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LOCALNEWS
CONTINUED FROM PAGE 10

The statement continued that the “agreement does not affect a lawsuit brought earlier this
month by Total Wine & More challenging Connecticut’s liquor pricing laws. Importantly,
however, until those laws are amended by the legislature or declared unlawful through the

judicial process, they remain in effect and DCP will continue to vigorously enforce them.”

As of press time, no violations were announced for BevMax related to its actions, although

the company was still under investigation, according to O’Brien.

The issue continues to forge
deep tensions between the
largest of the state’s retail
chains and the smaller
package stores. Heated debates
and hours of documented
testimony have occurred in
each legislative session since
2012, as various legislation

sought to remove elements of

the current laws.

Governor Dannel P. Malloy led efforts to change the laws, most recently in 2015 in the form
of Senate Bill 14. Opponents’ testimony focused on the state’s excise and sales tax policies
as pivotal to regional competitiveness, while proponents focused on minimum pricing laws
as the primary factor. The effort ultimately failed when the General Assembly declined
further action on the bill. Representatives from Total Wine & More and Distilled Spirits
Council testified in favor of the bill, as did DCP Commissioner Harris, now named in
the lawsuit.

The lawsuit brought on by Total Wine & More to change the laws, coupled with both its
and BevMax’s recent defiance of those current laws, means the topic will remain a visible,

but moving, target. m
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DEBATE LIVES ON

Brockman’s elegantly crafted
super-premium gin, packaged
in our luxuriously embossed tin
is perfect for unwrapping and
sharing this holiday season.

BROCKMANS
HOT APPLE
PUNCH

* 1.5 oz. Brockmans
* Y% o0z lemon juice
* Warmed apple juice %

(to suit your taste)
Stir Brockmans and lemon juice
in a glass mug and add warmed
apple juice. Garnish with a stick
of cinnamon.

BE&08H

Ei facebook.com/brockmans.gin
¥ @Brockmansgin

Imported by




by the
numbers

SPENDING ON DRINKING CONTINUES TO GROW

For 12 months ending July 2016, total consumer spending on
beverage alcohol hit $229.8 billion, an increase of 4.0% and an

BEER VOLUME

OVER 12
MONTHS

OVER 3
MONTHS

WINE VOLUME

(including cider, which is not materially
impacting trends)
OVER 12
MONTHS

OVER 3
MONTHS

CALIFORNIA WINE STAYS STRONG

The California wine & winegrape sector and allied businesses deliver a total economic contribution of

according to a new report commissioned by
Wine Institute and the California Association
of Winegrape Growers.

California wineries and vineyards also
directly and indirectly generate 325,000 jobs in
California and 786,000 jobs across the nation.

The report shows growth of 17% in
statewide impact (from $49.2 to $57.6 billion)
and 19% in national impact (from $96.0 to
$114.1 billion) in the past seven years. This
strong growth during a period that started

with the Great Recession and continued
with slow recovery shows the strength and
resiliency of California as a wine suipplier.

Interestingly, although California wine
production has grown more than 60% in the
past 20 years, the United States as a whole
has grown even more dramatically, producing
75% more wine in 2015 than in 1995. So
California’s proportion of the nation’s total
wine production has dropped, from 90% in
1995 to its current 83%

ON-PREMISE STILL A BIT OFF...

The downturn in restaurant sales continued in August as the industry
faced its third straight month of declining same-store sales, and the
sixth month since the beginning of 2016 of declining year-over-year
sales, according to TDn2K’s Black Box Intelligence, based on weekly
sales from nearly 25,000 restaurant units and more than 130 brands.
Despite the 0.6% decline in same-store sales reported in
August, there was some optimism as the result represented an

acceleration of the growth from June, according to Santa Rosa,
CA-based research firm bw166:

SPIRIT VOLUME

OVER 12
MONTHS

OVER 3
MONTHS

Wine packaged

in cans is taking off in the market,
according to Nielsen data. Canned
wine sales in the U.S. grew

125.2%

in value in the 52 weeks ending
June 18, 2016, with sales at

$14.5
MILLION,

up from

in 2015.

improvement over July, and was the second best month
since April based on sales growth.

During August, those industry segments that
experienced a drop in their average guest check growth
rate from July (Fast Casual, Family Dining and Casual
Dining) all improved their traffic growth by more than 1.0
percentage point over their July results.
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ASSOCIATION NEWS

CPSA FIGHTS

BELOW-COST SELLERS

BY CARROLL J. HUGHES, EXECUTIVE DIRECTOR, CPSA

In late August, the Connecticut Package
Store Association (CPSA) faced one of
the most significant challenges in the
organization’s history.

In an effort designed to destroy its
competition and increase sales and
profits, Total Wine & More, followed
by “me too” BevMax, began selling a
significant number of its products below

cost. The effort continued for ten days.

In addition to the illegal selling
practice, Total Wine filed a federal
lawsuit through its Washington-based
law firm, aided by its local, long-term
Connecticut firm, Pullman & Comley
of Bridgeport. The suit alleges price
fixing by wholesalers and manufacturers
on posted pricing practices, and a lack
of discounts to retailers. These were in
addition to challenging the minimum
bottle pricing practice, allowed by

state statutes.

CPSA took first-day action on Total
Wine's illegal pricing scheme by filing
a Department of Consumer Protection
(DCP) liquor control complaint. It
filed the complaint within hours of
advertisements being placed in several
state newspapers directly related to Total
Wine store locations. This complaint
was followed by one from the Wine and

Spirits Wholesalers Association.

The DCP Liquor Control Division began
an investigation immediately by sending
agents to purchase and document items
that were selling below the minimum
bottle price. The DCP investigation

continued for the next nine days and

culminated with Total Wine agreeing to
cease selling below cost, followed several

days later by BevMax.

In addition to the law firm involved on
behalf of Total Wine, Total and BevMax
hired a public relations issues firm to
peddle their message and seemingly give

them political advice.

Public relations firms these days also
specialize in creating controversy by
employing blogger trolls. These are
people who blitz comments on stories
that appear to be from the general public
in an effort to give a false impression of
public opinion. These people also serve
to get out the vote in online polls to

direct a deceptive vote conclusion.

Most people who work at the legislature,
especially legislators, are aware of this
practice, which has been used for or against

some candidates in political campaigns.

During the nine-day battle, CPSA was
extremely active, calling an emergency
board meeting, sending out statements
and news releases, contacting media by
both staff and members, and developing
a short and long-term plan. CPSA also
communicated with other organizations

almost daily.

On the tenth day of illegal selling,
Total Wine ceased its action in the
face of a legislative and administrative
agency rebellion against the flaunting
of established law. BevMax followed
practice about six hours later. Total
Wine paid $37,500 to the state. BevMax

paid nothing as of press time.

CPSA is now refining a long-term plan

CONNECTICUT PACKAGE STORES ASSOC, INC.

Il

MEMBER OF MERICAN BEVERAGE LICENSEES

to deal with the problem of predatory
competition and  other potential
problems that have been recently

identified or are evolving.

This was Total Wine's second time
violating the minimum bottle pricing
law. Its last time was in May 2013 at its
Norwalk, CT store. It seems to have
established a pattern of selling below cost.
CPSA urges retailers to support legal
fund solicitation. Also, be involved
with legislators before and after the

November 8th election.

LEARN MORE

For more
information on any
of these topics and
more, Vvisit
www.CTPSA.com.

CARROLL J. HUGHES
EXECUTIVE DIRECTOR, CPSA
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SERVING UP

FIFE 'N DRUM
RESTAURANT AND INN

53 NORTH MAIN STREET
KENT, CT

The Fife 'n Drum Restaurant opened its
doorsin Kentin 1973, later adding an inn
and gift shop. Today, the restaurant also
boasts a notable wine list and creative
cocktails from its landmark location.

Bartender Luci Atwood
and Owner Elissa Potts.

BARTENDER
Luci Atwood

COCKTAIL
Brexit

RECIPE
Fill a tall wine glass with ice. Add:

» 2-1/2 oz. Broker’s Gin

» 1/2 oz. St-Germaine Elderflower

Liqueur
» Heavy splash of cranberry juice

» Garnish with lemon wedge

Brexit is “fruity and refreshing; the gin
is not predominate,” said Potts.

Beer Trade Association
Releases Annual Jobs
Impact Report

The National Beer Wholesalers Association
(NBWA) recognized independent beer
distributors and their employees “whose
work positively impacts the national and
state economies” in honor of this past
Labor Day. A September news release
announced annual local job statistics

outlining their impact on local economies.

“From truck drivers to graphic artists
and sales representatives, America’s beer
distribution employees work day in and
day out to make this the best beer market
in the world,” said NBWA President and
CEO Ceraig Purser.

According to the economic impact report
America’s Beer Distributors: Fueling Jobs,
Generating Economic Growth & Delivering
Value to Local Communities, more than
3,000 beer distribution facilities directly
employ 135,000 men and women in

communities across the country.
Localized statistics include:

e Connecticut beer distribution facilities
directly employ 1,080 people, who earn

$111.9 million in wages and salaries.

e Connecticut beer distributors add
$614.1 million to the nation’s gross

domestic product.

e Connecticut beer distributor activities
generate $1.5 million in economic
impact to communities through the

support of charities, local events and

economic development.

Your expiration date is located on

e Connecticut beer distributor activities
$118.4 million to the
federal, state and local tax bases. This
does not include an added $100 million

in federal, state and local alcohol excise

contribute

and consumption taxes on beer sold

in Connecticut.

e The

industry contributes more than $321

Connecticut beer distribution
million in transportation efficiencies

for the beer industry each year.

In all, the report summarized that beer
distributors contribute a total of $70
billion in economic impact across the
nation, contributing nearly $13 billion
to the federal, state and local tax bases,
with nearly $11 billion in federal, state
and local alcohol excise and consumption
taxes. It also reported that the industry
contributes more than $23 billion in
transportation efficiencies for the beer

industry each year.

Beer distributor activities result in
nearly $178 million in economic impact
to communities through the support
of charities, local events and economic
development. To view the full report, visit

www.nbwa.org/resources/economicimpact.

DON’T MISS
AN

OR
ONLINE ACCESS @

PERIODICALS POSTAGE PAID

5-DIGIT 13606

the top line. Renew and never lose
access to prices, products and
market information.

€T005645 EXP Date MAR 16 004/040
HAPPY PACKAGE

JOE SMITH
579 BLACKANDWHITE STREET
ANYVILLE CT 13606
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OPPOSITE: Aberfeldy worker rolling cask in warehouse / Highland Park kiln
ablaze / Johnnie Walker barrels ABOVE: Aberfeldy distillery / the Ardbeg Trio /
Dewar’s Scratched Cask / Highland Park Casks 1979 Orkney
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BY JACK ROBERTIELLO

® rom a distance, the tale of the Scotch
B whisky business has been much the
same for some time: single malts
keep climbing, up about 50 percent

in the last five years, while blended
volumes continue to sag, now accounting for only
about 80 percent of the category here.

But what’s beneath the macro data points? Like

with all spirit categories, there are trends and issues

on the horizon poised to impact the Scotch whisky

business. Here are Beverage Media’s top 6.

Non-age statements are here to stay.

Single malts with multiple ages—15, 18, 20 years old—

are a relatively recent phenomenon, starting in the

1980s and exploding around the turn of the century as
malt lovers opened their purses for additional versions of their
favorite brands. Distillers accommodated the trend, allowing
them to sell something at a premium.

But it was inevitably short-lived and as demand
outstripped supply, the recent disappearance of many aged
expressions has changed the landscape. Says Dr. Nicholas
Morgan, head of whisky outreach at Diageo: “If you look at
overall volumes of Scotch, blends and single malts, something



“I DON’T
THINK OUR
INDUSTRY HAS
HELPED ITSELF
HISTORICALLY BY
ATTACHING SO MUCH
IMPORTANCE ON

AGE.” — Dr.Bill Lumsden,
Glenmorangie

like 75 to 80 percent does not have an
age statement. So age statements have

always been exceptional. Single malt
producers adopted this approach without
any thought about how they might grow.”

With the increasing international
demand, many distillers have no choice
but to make non-age statement malts part
of their portfolio.

“l don’t think our industry has
helped itself historically by attaching
so much importance on age,” says Dr.
Bill Lumsden, Head of Distilling and
Whisky Creation at the Glenmorangie
Company. “The change is good news in
the respect that it gives us distillers a lot
more flexibility. I do find the conversation
particularly

about age statements

fascinating, because I've been doing non-
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SCOTCH ON THE ROCKS

ABOVE: Dr. Bill Lumsden inspecting casks at the
Glenmorangie.

age since Ardbeg Uigeadail in 2001, and
[ don’t very often get asked its age.”

Distillers are now looking to
create consistent flavor profiles in the
new iterations, bottling some lively
expressions like Highland Park Dark
Origins, Oban Little Bay, Talisker Storm,
Pulteney Navigator, among many others.

The current attitude that non-age
statement whiskies are replacements will
fade, says Morgan. “This idea of non-age
which is a sort of pejorative will go away
because people will get used to seeing a
mix of products with and without age
statements, and they’ll make their choice
based more on their confidence in the
various brands.”

More innovation
to come

While single malts
94 provided the most signifi-

long

cant whisky innovations, these days
blends are as likely to present some-
thing different.

Scratch Cask was
most recent effort to stem the 15

Dewar’s

year decline in blended whisky.
“Our Dewar’s Scratched Cask ex-
pression was a release which was
largely created to appeal to con-
sumers who tend towards bour-
bon as their go-to whisky,” says
Dewar’s global brand ambassador
Fraser Campbell. “We will always en-
deavor with our innovative approach to
blending whisky by experimenting with
different casks and techniques, whilst
listening to the feedback and comments
from our consumers.”

Johnnie Walker has done well
with Double Black, a smokier version
introduced a few years ago, and last
year offered the first in the Select
Cask series, Rye Cask Finish. “There’s
more opportunity for innovation in
blends, mostly in first maturation and
a particular cask regime, or in the
finishing process,” says Morgan.

Lumsden says distillers will
be looking at different areas of
change in single malt as well,
like barley varieties and fer-
mentation profiles. “I have a
lot of interesting projects up
my sleeve. There are so many
different possibilities - length
of fermentation, temperature
control, different size and type

vessels, yeast varieties - the per-
mutations are almost limitless and that
excites me because I did my PhD in fer-
mentation science.”

“People are going to be trying lots
of different things,” says Lew Bryson,
consultant and author of “Tasting
Whiskey.” “A number of companies are
blowing the dust off their blend portfolio
because they are not what people really
want so much anymore. Some of the new
methods work, and you can make a better
margin when they get popular.”

It’s crucial more blends innovate he
says. “You can’t make up a five percent
loss in blends with a 10 percent growth
in malts. They need to solve the malt and

the blend problem.”

# Great value beyond
~ single malts.
# While single malts continue to

get pricier, blends have been
relatively inexpensive while producers
develop some interesting tweaks. Bryson
points out that numerous outstanding new
blends are relative bargains, mentioning
Cutty Sark Prohibition, Great King Street,
Black Grouse, as well as blended malts like
Big Peat, Sheep Dip and Monkey Shoul-

der, for offering great price for value.

“IN THE LAST COUPLE
OF YEARS ABOUT

10 NEW SCOTCH
DISTILLERIES HAVE
STARTED PRODUCING
AND THERE ARE 40
MORE CURRENTLY
BEING PLANNED OR
BUILT.”

— Rosemary Gallagher,
Scotch Whisky Association
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Seeped in long tradition, our authentic whiskies
represent Irish Whiskey-making at its finest.

10 Year Single Malt: A non-chill filtered whiskey
matured in first-fill, flame charred bourbon barrels for
ten years, with an additional 100 days ageing in sherry
butts for added complexity.

Bourbon Cask: A delicate blend of grain and malt
whiskey matured in bourbon casks, delivering a smooth

and approachable Whiskey with a soft vanilla finish.

00% Irish Owned and Hand Crafted
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- ~Produced, Distilled and Bottled in Ireland by West Cork Distillers, LLC. Imported by M.S. Walker, Inc. Somerville, MA. 40% Alc/Vol. WESTCORKIRISH.COM



SCOTCH ON THE ROCKS

“THERE’S MORE
OPPORTUNITY FOR
INNOVATION IN
BLENDS, MOSTLY IN
FIRST MATURATION
AND A PARTICULAR
CASK REGIME, OR
IN THE FINISHING
PROCESS.”

— Dr. Nicholas Morgan,
Diageo

Recruiting customers to Scotch has
long been the job of blends. “They are the
lifeblood of Scotch whisky. Some of those

recruits will choose Johnnie Walker Red

and stay there the rest of their lives, some
may move on to other blends or malts,
and others will become promiscuous in
what whiskies they drink,” says Morgan.

The difficulty in reproducing a blend
from 15 or more malts and a handful of
grain whiskies is often overlooked, but
for Diageo, blended whisky is key, says
Morgan. “We make great single malt to
make great blends.”

Brexit? Forget it!
Says Rosemary Gallagher
4 head of communications for

; the Edinburgh-based Scotch
Whisky Association, “It’s too early to

say what the impact of Brexit will be. It’s
just over a month since the UK voted to
leave the EU and there has been lot of
political change in the time since. We
need to wait for more detail from the
UK Government to gain more of an in-
sight about the impact in reality. We are

consulting with our members and liais-
ing with government to ensure there is a
strong understanding of industry priori-
ties, as well as the potential challenges
and opportunities that may result.”
Most agree no one has any idea of
the Brexit impact, although Bryson ]
suggests it could ultimately mean =
better supply and lower prices for
US buyers. With Scotch globally
selling about three times as much as
American whiskey, the competitive
marketplace means there will always
be challenges, says Gallagher. But no
one yet knows what Brexit will mean. =

Mixability.
_ Blends have always been
S cntry level whiskies, meant

» to be mixed, and it’s only a
matter of time before bartenders turn
more often to the broad flavor profile
available for exploration. 12

Highballs are one area expected
to grow, led ironically by the Japanese
habit of drinking their pricey whiskies
with soda. Johnnie Walker Red was
specifically developed to be drunk with

soda and Morgan says he saw a prolifera-

-
MACALLAN

tion of the simple refresher served at this
summer’s Tales of the Cocktail.

Bryson agrees. “I'm serving a lot of
Scotch and soda these days, and with the
highball overall making a big comeback, it
can only mean good things for blends.

., There’s plenty
» Of whisky.

B Some age statement malts

are disappearing, and some
single malts will always be hard to get,
but for the most part, distillers have
plenty to sell.

Says Campbell, “There may be issues
that individual distilleries and compa-
nies face from time to time such as limited
supplies of barrels and limited reserves of
their finest stock, but this is only due to
the fact that Scotch whisky is in higher
demand than ever.”

“We have between eight and nine
million casks maturing in warehouses,
and there’s very little chance of us run-
ning out anytime soon,” says Morgan,
noting that Diageo has been increasing
malt and grain production for ten years,
aware of the ebb and flow of Scotch’s pop-
ularity.

While supply from many of the
sought after single malts are unlikely to
increase, and a surge of popularity can
mean a drop in allocation in another,
a broad range of Scotch is unlikely to
require hoarding. There are currently
about 120 whisky distilleries in Scotland,
the highest concentration in the world.

“In the last couple of years about
10 new Scotch distilleries have started
producing and there are 40 more currently
being planned or built,” says Gallagher.
“The future therefore looks bright.”
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JOHN BARR RESERVE BLEND IS THE ULTIMATE
BLENDED SCOTCH WHISKY, ACHIEVING THE
HIGHEST SCORE WITHIN ITS CATEGORY AND PRICE
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BY JIM CLARKE

aké is hot! Perhaps not literally. While hot saké is still

popular, much of the growth in the U.S. is in premium

styles, typically consumed chilled. More than a third

of Japan’s saké production comes to the U.S. these

days, and that doesn’t even account for the majority of saké
Americans are drinking, over 70% of which is domestic.

While most drinkers still probably have their first saké

experience at a sushi restaurant, saké is also finding a place

in retail shops and Western restaurants, just as other Japanese
ingredients like wasabi are finding new homes. Wine and
beer importers are taking note, so saké is moving beyond
specialist Japanese importers, who have traditionally focused
on Japanese outlets. Wine and spirits importers have added
saké to their books and are bringing it to all sorts of accounts.
The recently signed Trans-Pacific Partnership agreement will
also make it that much easier for saké to find it's way here.

WHERE IS IT PRODUCED?

Is there saké terroir? Not really; breweries
can source rice from anywhere, even
outside Japan. In the past, regional
brewers guilds maintained their own sets
of brewing practices, and the local water
can also affect a saké’s character.

WHAT'S IT MADE FROM?

There are 60 types of rice traditionally
used for saké, but today nine dominate
production. A few important ones:

Yamada Nishiki: premium, and aromatic;
used for most Daiginjo sakés

Gohyakumangoku: the most common
rice in terms of overall production

Oseto: Earthy and rich, one of the
few rice varieties that a moderately
experienced drinker could actually
pick out in a tasting

As with beer brewing, water is added at
several points; the local water is often a
determining factor in brewing styles. Hard
waters encourage a more complete, drier
fermentation.

There are 15 officially approved yeast
strains. #7 is the most used; #15 is prized
for creating aromatic complexity.




HOW IT'S BREWED

The rice is milled to remove the
outer coating until it’s basically
pure starch.

Once the koji and yeast
are fermenting well, the
remaining rice is gradually
added. Fermentation lasts
18-30 days.

The rice grains are washed,
steeped, and steamed.

Koji, a mold that facilitates
the conversion of starches into
sugars, is sprinkled onto a

small batch of the rice. Yeast is
added next, along with lactic acid, to prevent
bacterial infection.

The saké is pressed,
filtered, and pasteurized.
It’s then diluted with
water to lower the alcohol
from 19-20% down to 15-17%
before bottling.

SAKE CLASSIFICATIONS

Saké quality and style is all about milling the rice; the more the outer part of the rice is milled
away, the purer the resulting flavors. Daiginjo is the purest.

The other factor is whether the saké is made solely from rice, or if it has neutral brewers
alcohol added. Pure rice saké is called Junmai. When alcohol is added, the saké is Honjozo.

“BASIC”

(milled to 70% or less
original grain size)

M GINJO

(milled to 60% or less
original grain size)

DAIGINJO

(milled to 50% or less
original grain size)

JUNMAI:

Pure Rice Saké

HONJOZ0:

Contains Added Alcohol

JUNMAI GINJO

Medium-bodied, fruity with a
mix of fruit, floral notes

HONJOZO GINJO

Light, aromatic, fruity

Adding alcohol became a practice in response to rice shortages after World War I1l. Most
quality saké in the U.S. is Junmai — pure rice — but Honjozo styles are not necessarily to be
looked down on, and often win awards in Japan.

Daiginjo and Ginjo sakés are more expensive — it takes more rice per liter than a less
milled style - so they’re naturally considered more premium, but in many cases it's more a
difference of style than quality.

FEATURED BRAND

GEKKEIKAN

ANCIENT BEVERAGE,
MODERN APPEAL

Saké remains still little-known to many Americans,
but this spells opportunity. No company knows this
better than Gekkeikan, the largest supplier of saké
in the U.S. market, accounting for over half the
sakeé sold here in grocery stores.

PREMIUMIZATION IS KEY

Gekkeikan is finding that the majority of their
growth here is being fueled by premium
offerings like Horin and Black & Gold.

» Horin is a Junmai Daiginjo—
the highest grade of saké—
and is ultra-smooth and
creamy, with complex fruit
(apple, lime) and floral notes
(honeysuckle, eucalyptus).
SRP $45

> Black & Gold is fuller-
bodied than most sakés and
has a slightly savory charac-
ter. SRP $14.99

INNOVATION DRIVES GROWTH

» Gekkeikan introduced the Saké Meter Value on
the back of bottles to communicate levels of
sweetness or dryness.

> They have released a number of single
serve bottles which have taken off with
younger drinkers.

> Gekkeikan's Zipang Sparkling Saké—
lightly sparkling, lightly sweet, packaged in
250ml bottles—has proven successful in
nightlife venues.

» The rich, creamy texture and tropical
flavors of Gekkeikan’s unfiltered Nigori have
particular appeal for Millennials.

» Saké is also proving fashionable with
mixologists. ..saké sangria, anyone?



SWEETNESS

THE SMV - Saké Meter Value - is a useful label indicator for how sweet a saké is.
“0” is the mid-point, with higher numbers being drier, and negative numbers sweeter.

< MORE SWEET NEUTRAL MORE DRY >

TRENDS

» Mixology: Saké is another tool at the savvy drink recipe developer’s disposal

> Glassware: The latest trend in the U.S. for serving saké is to serve it in small
white wine glasses rather than the traditional boxy wooden masu saké cups or
small ceramic cups.

» Namazake: This unpasteurized saké is as daring as saké types get; some
beverage pros consider it livelier, fresher and more fragrant than pasteurized—and a
great menu item for restaurants and bars that like to see themselves as being ahead
of the curve trendwise.

FEATURED BRAND

SELLING POINTS

Today’s beverage market is flavor-driven, so
why shouldn’t modern saké get in on the fun?
TY KU, has entered on- and off-premise with
two saké infusions:

Cucumber is hot, and TY KU’s Junmai infu-
sion is delicate and refreshing, with cucumber
flavor evident right through the smooth finish.

TY KU Coconut, a Nigori infusion, has a
silky texture and creamy taste, with a subtle
hint of vanilla. Both can be enjoyed chilled in
a wine glass or mixed in cocktails.

(literally) warming.

commitment.

reducing waste by-the-glass.

SAKE SHORTS

Saké is fermented, not distilled, so it is not a
spirit. It is fermented from rice—which is a
grain, rather than fruit—which makes it more
like beer than wine. However, stylistically (not
carbonated) and flavor-wise, sake is closer to
wine than beer.

Saké originated in China, not Japan,
thousands of years BC. An
industrial revolution in
Japan in the 1300s set
the stage for large-scale
production.

» With Food: Sake, lacking the structural extremes of wine (e.g.
pronounced acidity or high tannins) is flexible at the table, and
works particularly well with complex or spicy dishes.

MIXOLOGY

Saké is a bit of a wild card for
mixology. Perhaps the most basic
example, the Saketini—with saké
taking the place of vermouth in a clas-
sic, not very dry martini—demonstrates
how saké adds body and roundness
to a cocktail. Here are some of saké’s
advantages at the bar:

» Low Octane: Being lower in alcohol than
spirits, saké is a popular choice for lighter,
lower-alcohol drinks

» Textural Bonus: Saké’s natural viscosity
can give a cocktail an added dimension
of texture

> Special Effects: That same
viscosity opens up new possibili-
ties for cocktail dynamics—for
instance, a barspoon of bright red
grenadine dropped into a cloudy
white Nigori saké can represent
Japan'’s flag.

» Health Considerations: Saké is gluten-free and sulfite-free.

» Hot Sake: While not the norm for premium sake, hot sake is a great tool for
keeping guests engaged with your beverage program when they want something

» Singled Out: Saké is increasingly becoming available in smaller,
“single portion” bottles so guests can try it without making a big

> Shelf Life: Once opened, sake can last up to two weeks if kept properly chilled,

Saké is woven into Japanese culture; there are even
specific phrases for drinking sessions. Tsukimi-
Zaké means drinking sake while watching a full
moon, for example, while Yukimi-Zaké means
drinking saké while watching snow fall.



SAKE BY THE NUMBERS

OVER 60 VARIETIES

OF RICE DESIGNATED AS SAKE RICE

180-240
CALORIES

15%-17%
ALCOHOL

THERE ARE 1,800 SAKE BREWERIES (CALLED KURA) IN JAPAN,

10,000 DIFFERENT SAKE AMONG THESE BREWERIES.

SOURCE: SAKE-WORLD.COM

SAKE & FOOD

There are reputed to be 400+ flavor com-
ponents in saké, about twice the number
found in wine. Most importantly with respect
to food, the structure of saké is considered
by many to be better than wine in terms

of complementing umami flavors in food.
Umami—sometimes referred to as the fifth
taste, alongside sweet, sour, bitter and
salty—describes the savory taste that comes
from amino acids and nucleotides in foods
such as fish, cheese and mushrooms.

=

“It is the man who drinks the first
bottle of saké; then the second
bottle drinks the first, and finally it
is the saké that drinks the man.”

— Japanese proverb

LEARN MORE

» The WSET recently introduced Level 1
and 3 Courses, created by MW Antony
Moss. wsetglobal.com/qualifications/

wset-level-3-award-in-saké

» John Gauntner’s Saké Professional
Course is held around the country
several times each year; recognized
by the Saké Education Council,
participating students take the Certified
Saké Specialist exam. saké-world.com/
saké-professional-course

» The Saké School of America
offers several different courses,
including the WSET Level 1 Course.
Sakéschoolofamerica.com

The issue of saké serving temperature made a
cameo in the James Bond film You Only Live Twice.
Tiger Tanaka asks, “Do you like Japanese saké, Mr.
Bond? Or would you prefer Vodka Martini?” And 007
responds: “No, no, | like saké, especially when it is
served at the correct temperature—98.4 degrees
Farenheit—like this is.”

OTHER SAKE
TERMS TO KNOW

“Reserve,” with no legal definition;
typically milled beyond the
requirements of its classification.

Unpasteurized saké. Often seasonal
(spring), these sakés have more acidity
and often some green or grassy notes.
Must be kept chilled.

A traditional technique that allows
indigenous lactic bacteria to grow on a
mashed paste of yeast, koji, and rice,
which generates lactic acid, rather than
adding it manually. Typically earthy and
rich, with pronounced acidity.

Similar to Kimoto, in that indigenous
bacteria create the lactic acid.

Aged saké. After 7 or 8 years takes on a
complex, Madeira-like character.

Fortified and aged. Finished saké is
added to a fermenting batch, stopping
fermentation; and the saké is then aged.
Similar to koshu, but richer and sweeter.

Cloudy white saké, as it contains rice and
koji sediments. Typically fruity and sweet.

Saké that hasn’t had water added
before bottling, so it’s stronger 19%
alcohol or so.

BACKTO
BASICS

Download Now at
BeverageMedia.com
101 Tutorials on key categories to
improve your Wine & Spirits Education




n the spirit of the answer being right under our proverbial nose,
Cabernet Sauvignon has quietly established itself as Chile’s

most reliably well-made red wine. Without taking anything

away from Chile’s other important grapes—Sauvignon Blanc,

Carmenere spring to mind—Cabernet is the flag bearer. Which
is great for Americans, because it's consistently delicious, still delivering value

and on track to continue getting better

invited Chilean
expert and Master Sommelier Fred
three top NYC
sommeliers to Beverage Media for a
tasting of three Chilean varietal wines.
While the Sauvignon Blanc and Pinot
Noir were revelatory (see “Coastal
Forecast,” July 2016), the Cabernet

round was more reinforcing—and a bit

Media

Beverage

Dexheimer and

humbling even. “As somms in New
York City, we are unfortunately always

looking for what’s new and different, and
we sometimes want to leave
behind the old and the tried,”
noted Paul Greico of Terroir
wine bars after the tasting.
“But I must say, in Chile, some
of the coolest stuff happening
is in the world of Cabernet.”
Dexheimer pointed out
that that while Cabernet is
Chile’s most-exported varietal

Fred Dexl

red wine, and consistently garners the
highest ratings, it is currently “less sexy”
than other grapes in Chile (and beyond).
Yet it has thrived in Chile, more than
just keeping up with the global peers.
The grape has benefited greatly in Chile
from the coordination of winemakers and
geologists, identifying ideal sites. Cabernet
anchors many of the country’s high-end
icon reds, both among artisanal producers
and big wineries with carefully
managed “micro” programs.
And Cabernet improve-
ments are being bred into the
winemaking culture: “It’s not
just consultants flying in—it’s
winemakers flying out,” ex-
plained Dexheimer. Chilean
Cabernet is “balanced and
well-priced,” making it a high-

TOP PHOTOGRAPH BY © MATT.WILSON.CL COURTESY OF WINES OF CHILE



Opposite page: The Colchagua Valley is one of
several Chilean regions that have excelled with
Cabernet Sauvignon; some 30,000 acres of the
grape are planted there. The Maipo Valley, which
Fred Dexheimer calls “Chile’s Napa,” has over

16,000 acres of Cabernet planted.

Panel of Sommeliers: Luke Boland of La
Sirena, Chris Raftery of Corkbuzz Studio, and
Paul Greico fo Terroir Wine Bars.

margin glass pour in the $12-$16 range,
and delivering a solid quality/price ratio for
merchants, especially in the all-important
$10-$20 SRP range.

Not surprisingly given SRPs ranging
from $14.99 to $70, wines in our tasting
varied in intensity and structure, but qual-
ity was evident across the board. Said Fred
Dexheimer: “Consumers will all find some-
thing to love in this range, especially if
they are not looking for fruit bombs.”

IN THEIR WORDS...

> CHRIS RAFTERY, CORKBUZZ STUDIO:

The Cabernets had what you want
Cabernets to have from the New World,
which is a blend of ripeness and fruit,
while also kind of respecting its Old

World roots. You have this minerality,
you got some beautiful green notes and
freshness. It’s not all about over-ripeness
and alcohol. These are wines that are
balanced. They have a restrained use of
oak, if any, and they taste good.

> LUKE BOLAND, LA SIRENA:

There were some that kind of drank very
much to what my perception of Chilean
wine would be—a bit riper fruits, a
kind of nice, juicy characteristic that’s
still well-structured. Then it had some
that had these really developed, sort of
vegetative, interesting characteristics
that really reminded me of some classic

Bordeaux kind of styles. Nothing here
was one-dimensional, and from glass
to glass you could always tell a pretty
significant style between where the
wine came from and the winemaker
influence as well.

> PAUL GREICO, TERROIR:

When you think about price and value and
food expression and pure drinkability, and
how are these things going to go with food,
the range of Chilean Cabs that I just tasted
hit it right on the nail head. I can’t imagine
there’s many places on Planet Earth that
can grow the Cabernet grape with this
range of consistency like Chile. H

CARMEN 2012
GRAN RESERVA
MAIPO VALLEY

Shockingly great value at $9.99
wholesale (in NY). Black fruit,
olive tapenade and spice; rich,
but still with freshness. SRP $15
(Trinchero Family Estates)

CONCHA Y TORO 2014
MARQUES DE CASA CONCHA
MAIPO VALLEY

Good classic Maipo style; ripe
red fruits supported by fine
structure. Understated oak, some
nice spice. 6% Cabernet Franc.
$24 (Excelsior)

! CABERNET SAUVIGNON |

SANTA CAROLINA 2014
RESERVA DE LA FAMILIA
ALTO MAIPO

i
Another “classic” in style: ripe red
fruit and mint-herbal/savory edge.
Paul Greico found it “refined and

polished.” Gentle oak, fine tannins.
$20 (Lauber)

SANTA RITA 2012
CASA REAL
MAIPO VALLEY

This icon Cabernet is loaded with
stuffing that rewards now but clearly
can carry for years. Attention-grab-
bing deliciousness; steakhouse-ready.
100% Cabernet. $70 (Paim Bay)

CASA SILVA 2014
LOS LINGUES VINEYARD
COLCHAGUA VALLEY

(P

Ripe dark fruit; hint of sweetness,
but also savory tones. Chris
Raftery liked its “very Chilean
identity.” 100% Cabernet. $20
(Vine Connections)

LOS VASCOS 2013
GRANDE RESERVE
COHCHAGUA VALLEY

Paul Grieco praised its “power &
length.” Luc Boland loved the aro-
matic complexity and “deft” blend,
yielding freshness along with ripe
fruit and structure. $20 (Pasternak)

SANTA RITA 2012
MEDALLA REAL
MAIPO VALLEY

HE T

The aromatic intensity of “alluring
sweet spice” impressed Luc
Boland. Plush fruit, but some
finesse; feels “both relaxed and
buttoned up.” $20 (Palm Bay)

VALDIVIESO
SINGLE VINEYARD
MAIPO VALLEY

A real group favorite—juicy, rich
and dense; polished yet rustic; and
again an intriguing savory quality.
Tannins support but don’t bite.
$25 (Wine Bridge Imports)
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MAKING A CASE FOR FRANCE’S TRUE ‘CRAFT’ BRANDY

BY JIM CLARKE

ers, France: a land of 180,000 people...and 4 million ducks.

But scattered among these foie gras-fated flocks in France’s

southwest are grapevines—12,800 acres—destined for

another, less controversial gastronomic delight: Armagnac.
The locals say Armagnac is, “not the best-known, but known by the
best”—a proverb which increasingly flatters Americans. Armagnac
imports rose 131% from 2009 to 2014, according to the Bureau National
Interprofessionel de I’Armagnac (BNIA), and that growth appears to be
continuing; Americans are getting to know Armagnac.

“Right now Armagnac has something

that’s just what consumers are looking for:
It doesn’t get more craft than Armagnac,”
says Michael Martensen, co-founder of
Madrina, a Dallas restaurant and bar with
an expansive brandy list.

The French agree. “In our region,” says
Frangois Lasportes, Maitre de Chai at Cha-
teau Laubade, “you won’t find big brands,
as you could find in Cognac, for instance.
Instead of tens of big houses disconnected
from the terroir, you will find hundreds of
small Armagnac producers deeply rooted in
our region.” Lacking the marketing spend
that big brands generate, Armagnac has re-
lied on focused importers and the BNIA’s
promotional programs such as the Armag-
nac Academy to spread the word.

Armagnac isn’t just Cognac from
another region. “Armagnac is to Cognac
as Mezcal is to Tequila,” says Martensen
(appropriately enough, Madrina is a
French-Mexican concept). In both cases
the first spirit draws on a wider range of
raw materials, allows for more diversity
in production techniques, and is less
strict in terms of labeling requirements.
Armagnac permits 10 grape varieties, but
four dominate, and one, Baco, is a major
differentiator. A hybrid between Folle
Blanche and Noah Baco was developed at
the end of the 19 century and is the only
hybrid permitted in an A.O.P. anywhere
in Europe.

“For us, that’s the ultimate grape variety
for distillation,” says Lasportes. “We love it

PHOTOGRAPHS COURTESY OF BUREAU NATIONAL INTERPROFESSIONNEL DE L'’ARMAGNAC (B.N.L.A.)



to a point that we are the largest Baco
grower in the Armagnac region. He says
that while Baco is powerful and fruity
when young, it really needs aging to
come into its own, when it develops “a
wonderful structure” with a long finish
and rancio, chocolate, and roasted
notes. Of the other major varieties,
Lasportes says Ugni Blanc contributes
fruit and elegance, Colombard pepper
and spice, and Folle Blanche floral
characteristics.

LAY OF THE LAND

Armagnac is divided into three regions:
Bas Armagnac, Tenareze and Haut
Armagnac, but the latter’s plantings
have dwindled to almost nothing. Bas
Armagnac’s sandy and loamy soils

Armagnac permits 10 grape varieties, but
four dominate—Ugni Blanc, Colombard,
Folle Blanche and Baco. The only hybrid
grape allowed in any European A.O. P
region, Baco is the real differentiator;
powerful and fruity when young, it adds
structure and complexity with age.

represent two-thirds of the vineyards,
and Tenareze’s clay and limestone
almost all the rest. Along with the
grapes, terroir, small producers and
ancient traditions (distillation in
Armagnac goes back over 700 years,
making it France’s oldest eau-du-
vie), Armagnac’s alembics—copper,
continuous stills in almost every case,
and sometimes wood-fired—set it apart
from Cognac and many other brown
spirits as well.

Despite its growth, Armagnac
is still a niche product, and the
challenges of selling it are nothing new,
according to Benoit Hillion, Director at
Dartigalongue. Their market research
in 1945 said that most Americans
were unfamiliar with Armagnac, that
Americans prefer to drink spirits as
cocktails, and that it’s important to focus
on premium Armagnacs and higher-
end consumers—all points Benoit
thinks still hold up. Christine Cooney
of Heavenly Spirits, Dartigalongue’s
importer, has modified that approach.
During much of the 20" century, the
focus was on rare, vintage Armagnacs,
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ARMAGNAC: ON ITS OWN

creating an expensive reputation. “When
[ started to promote Armagnac in the
U.S. 20 years ago, I decided to change that
misperception and started to offer more
affordable Armagnacs that were six years
old and older. Consumers are shocked
when [ sample them on Dartigalongue
Armagnac XO and tell them the price.
[Today] Americans can buy an Armagnac

for $40 or $50 that will be delicious.”

SELLING STRATEGIES
Martensen — at Dallas
encourages drinkers to try Armagnac neat

or on the rocks, but says that Armagnac

Madrina in

brings its own character to cocktails.
“In cocktails it’s a little more raw, not
as refined. A sidecar with Cognac is
very elegant and smooth. In the same
exact recipe but with Armagnac you find

Grapes, terroir, small
scale and alembics
all set Armagnac
apart from Cognac.
I

things stick out — maybe nuttiness, maybe
more distinctive aromas like nutmeg, or
vanilla.” Hillion says it can stand in for
other brown spirits creating variations
on classics like the Manhattan or Old-
Fashioned.

When it comes to labeling, we can
gratefully drop the comparisons to Co-
gnac...and compare Armagnac to Calva-
dos instead. As in the latter, everything—
VS-type designations, Scotch-like years
(20 ans, etc.) and vintages—is fair game.
Martensen says his guests respond best
to years of aging and vintages because
they’re clearer: “I can sell a 20 year easier
than if it’s designated XO.”

While the minimums are clear—VS,
one year in wood; VSOP, 4 years; XO or
Napoleon, 6, and Hors d’Age, 10—many
producers exceed them. Vintages must be
at least 10 years old, and in Armagnacs
designated by years aged, no Armagnac
under that age can be used in the blend.

Unaged Armagnac is also a possibility.
“We have been producing a white eau-
de-vie for almost 20 years,” says Rémy
Grassa, 5" generation co-owner (with

Barrel sample being drawn at Armagnac
Delord, founded 1893. Michael Martensen,
of Madrina in Dallas and Madrina’s Jack
Rose cocktail. made with Armagnac
replacing applejack.

his brother, Armin) of Tariquet, the
region’s largest independent producer,
but only after 2005 could it be labeled as
Blanche Armagnac. “Our specificity is to
produce it only with the Folle Blanche
grape, which has almost disappeared in
the region. It is difficult to grow but offers
unique floral and spicy notes.” Blanche
Armagnac is in some ways analogous to
American whiskey’s “white dog,” albeit as
an eau-du-vie it’s more fruit-forward and
softer on the palate.

Rémy says that the Blanche goes
well with blue cheese, and that younger
Armagnacs (VS or VSOP) work as
aperitifs, especially lightly chilled—a
change from the constant challenge of
selling spirits at the end of a meal. Desserts
are an obvious pairing, but he says meats
like short ribs with a caramelized sauce
can also make an intriguing match. On
its own, Tariquet is a great introduction
to Armagnac, according to Martensen.
“It’s very modern; whenever you taste
Tariquet, it’s delicious. I like to taste it
next to Castarrede or Darroze; Castarede’s
very rustic, so to have those side-by-side
is a great gateway for Cognac drinkers,
and a great look at the spectrum of what
Armagnac can do.” i

PHOTOGRAPHS COURTESY OF BUREAU NATIONAL INTERPROFESSIONNEL DE L'ARMAGNAC (B.N.L.A.)
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RATION

A DECADE ON, ‘GENERATION RIESLING’ IS IMPACTING
GERMANY’S MOST FAMOUS GRAPE—AND MUCH MORE

ust 10 years ago, German wines
in the U.S. were mostly white
wines, with cryptic names or
sweetness, and not
fashionable,

except perhaps by a handful of urban

obvious
considered  particularly
sommeliers. In response, the German
Wine Institute created a tasting of the
wines of 25 young German winemakers,
an exercise that has since blossomed into
the world’s largest community of young
winemakers: Generation Riesling. Now
boasting over 500 members, these young
winemakers are representative of the
cultural forces that are reshaping German
wine, now and for the future.

TIMES ARE CHANGING

Jan Eymael, the third generation wine-
maker at Weingut Pfeffingen, founded
in 1622 in the Pfalz, was among the first
members of Generation Riesling and

BY JEFFERY LINDENMUTH

is typical of the member profile: inter-
nationally experienced, well-educated,
gregarious and ambitious. “My parents’
generation was about fearing competi-
tion. The cellar was completely closed
and there was no exchange, even with
neighbors,” says Eymael, describing how
petvasive suspicion and isolation kept the
industry stagnant. Today, he runs an ap-
prenticeship program aimed specifically at
nurturing new winemakers.

Sebastian Engel, age 25, is doing his
two-year internship with Marc Weinreich,
another of the original members of
Generation Riesling, currently producing
all organic certified wines, with a focus
on Riesling at Weingut Weinreich in
Rheinhessen. “I went to the Generation
Riesling web page [generation-riesling.
de], called Marc and he said ‘come by for
a chat.” It’s different than reading a book.

You need to be able to taste and smell and

learn from someone with knowledge,”
says Engle.

Christian Ress, owner of Weingut
Balthasar Ress, says the ultimate result
of this new era of sharing has been
heightened quality for the consumer.
“The general public does not see it, but in
the Rheingau we have a core group that
gets together and tastes. Today we trust
each other and talk openly,” says Ress.

REAL RESULTS

In addition to soaring quality, the spirit
of openness
winemakers can be credited with dramatic

among young German

shifts in style. While Riesling remains
the favored, and most planted, grape
of Germany, and Generation Riesling,
accounting for 55% of their wines, it’s
what young winemakers are achieving
with the grape that is revolutionary.
They are exploring and embracing

ALL PHOTOGRAPHS COURTESY WINES OF GERMANY
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GERMAN

attributes. And,
these winemakers favor dry Rieslings

individual vineyard

over traditional off-dry and sweet wines.
Looking back Eymael says his parents
made at least 40% sweet wines, while
sweet wines account for less than 10% of
his production.

Stuart Pigott, author of Best White
Wine on Earth: The Riesling Story, observes
“The most important thing about the
members of Generation Riesling is how
relaxed their approach to wine is. For
them, it is all about making mostly dry
wines that are as attractive and distinctive
as possible.”

Stefan Winter began making wine at
age 16 and now, 20 years into his career,
is finally seeing recognition and rewards
for his changes at Weingut Winter in
Dittelsheim-Hessloch. “It takes a long
time to change things,” says Winter, who
introduced hand-picking, spontaneous
fermentations and lees aging for whites.
“It’s not wrong what my parents did. It
was their time. But I want to do it my
way. | want to produce dry Riesling, so we
really changed everything,” he says.

MORE THAN JUST RIESLING
Winter also crafts a Spitbugunder (Pinot
Noir), but only in the best vintages,
roughly once every three to four years,
when it yields a typically racy and mineral-
driven red, with nice silkiness of texture to
the red fruit. “I'd rather say I have no wine
in the cellar than say I am sorry for the
wine [ have in the cellar,” he says.

Red wine ambitions run high in Ger-
many, especially among the young gen-
eration. Spitburgunder now constitutes
about 26% of the production of the Gen-

RED WINE
AMBITIONS RUN
HIGH IN GERMANY,
ESPECIALLY
AMONG THE YOUNG
GENERATION.

eration Riesling, second only to Riesling
itself and helping to position Germany as
the world’s number three producer of Pi-
not Noir (after France and the U.S.). The
German Wine Institute affirms that Ger-
many stands to be one of the great ben-
eficiaries of climate change, with Pinot
performing increasingly well, and likely to
be joined by other international reds like
Merlot if the trend continues.

Lukas Kraus is making a name for
himself with the red Dornfelder grape,
a successful vinifera crossing created in
Germany in 1956. Dornfelder is often
maligned for yielding inky red wines that
are quite soft in texture, or is vinified as a
simple, sweet, red. Poking fun at the grape’s
detractors, he dubbed his dry offering
“Pornfelder” and has found quick success
in Germany and international markets.
“There is so much Riesling, and it is very
good, so I think why do I want to do
another? My first test in winemaking was
my father gave me a small plot of Sylvaner
and said, ‘Do want you want with it.” I
drank that wine and fell in love, so now
I like the underdog varieties,” says Kraus.

Another rising star among young
winemakers is Weissburgunder, aka Pinot
Blanc, which had the greatest increase

At ProWein 2016 last, Generation Riesling celebrated
10 years as an association. Multiple producers
banding together at this important trade show every
year helped the group gain recognition.

in plantings last year, rising 790 acres

to maintain Germany’s global lead in
plantings of Pinot Blanc. However, much
of the excitement this year revolves
around an even lesser-known white:
Scheurebe, which celebrates the 100th
anniversary of its creation by German
viticulturalist Dr. Georg Scheu in 1916.

Traditionally used for sweet wines,
Scheurebe is an aromatic white now
achieving recognition for striking dry
wines in the hands of winemakers like
Pfeggingen’s Eymael. “Scheurebe is just
fascinating, and offers great possibilities
with food—asparagus, Thai food, curries,
bleu cheese. Suddenly, I don’t have
enough Scheurebe for the U.S. market,”
he says.

Generation Riesling started as a
loosely knit group of young winemakers,
trying to inform the wine-loving world
that German wine is about an amazingly
versatile and delicious white grape
called Riesling. Now 10 years into their
collaboration, they, and we, are finding
out it is even more than that! H







WINE FOCUS

ROSE WINES ARE HERE TO STAY—BE READY TO SELL THEM ALL YEAR

0sé wines, once considered a
summer specialty, have explod-
ed. A bump in popularity first
became apparent around 2000.
Some thought that the rise of rosé was just
a fad that would wane in a few years. But
exactly the opposite happened: rosé wines
continued to grow in sales. Boom!
Two primary factors have sparked the
popular growth of rosés:

With the Millennial population, new
wine drinkers are emerging regularly.
Because rosés offer more flavor than
many white wines yet lack the tannin of
red wines, they provide easy access into
wine drinking.

Rosé wines are now higher in quality
than ever. Overtly sweet and simple rosés
are disappearing, and today’s dry pink
wines appeal to a more sophisticated
clientele.

Lorena Ascencios, head buyer of the
huge Astor Wines and Spirits in New York

BY ED MCCARTHY

City, has seen the pink writing on the wall.
She reports that “Rosés are absolutely selling
all year-round. Two years ago,” Ascencios
confides. “I bought a huge number of rosés,
and was a bit worried that I'd be stuck with
them. In December, customers were still
asking for rosés. We sold them all.”

Indeed, as often is the case, New York
is ahead of the curve. The ity is also a
bellwether of rosé style. Ascencios says
that Provence rosés are the biggest-selling
rosé category at Astor—no surprise there.
Provence is the only wine region in the
world where rosés are the largest-selling
wine type. Provence has also established
an elite image for its rosés, and is pretty
much the standard which other regions
and nations take aim to compete with, if
not replicate.

Christy Frank, owner of Frankly
Wines, a shop in Tribeca, has found that
light-bodied, pale Provence rosés sell big
in summer months, but full-bodied rosés
sell more in the winter. Frank agrees that
rosés are now selling all year round.

ABOVE: Rosé wine has gained popularity for
a number of reasons. It's a great easy-access
wine for younger LDA drinkers. There are
more good dry rosés than ever. And for many
who have been to France, Provence dry rosés
in particular conjure up the easygoing, sun-
washed lifestyle of the Mediterranean.

France, the biggest major per capita
wine-drinking country in the world,
produces the most rosés. Key regions
include the upper Loire Valley, in the
Sancerre region; and the southern Rhone
Valley, with its Tavel and Lirac wines.

Italy, Spain, and the United States
(especially California and, to a lesser
extent, Long Island), also produce many
high-quality rosés. Italy, a perpetually
huge wine producer, makes rosés through-
out the country, but especially in Sicily,
Abruzzo, and the Veneto (where Bardo-
lino rosés are inexpensive and delicious).

Spain also makes excellent, inex-
pensive rosés, especially in Navarra and
Rioja. The same grape varieties that make

PHOTOGRAPH COURTESY OF WINES OF PROVENCE / CIVP



ABOVE: In the Hamptons, where Whispering
Angel has become among the most popular
wines in summer and beyond, the brand got
together with candy producer Sugarfina to
make rosé-flavored gummie bears—adding
even more excitement to all things pink.

these regions’ reds, particularly Tempra-
nillo, are used for the rosés.

For proof of dry rosé’s ascent in the
U.S,, look no further than the descent of
White Zinfandel. After its heyday in the
1980s and ’90s, White Zin, really a rosé,
still sells, but its popularity has fallen off
dramatically. Now, drier, more serious
rosés are in demand—from California and
Long Island and beyond.

Rosé’s pleasing color gives it great shelf
presence andfor case stack opportuni-
ties. Smart merchants are making sure to
stock both a variety of origins and a range
of price points. And now it is evident that
even after summer fades into autumn and
winter, the charms of rosé wine can and
will continue to entice wine drinkers.

To add extra interest for your rosé-
seeking customers, the boom in supply

has made it easier to find truly distinctive
bottlings—whether they have interesting
backstories, unusual composition, eye-
catching packaging or memorable character.

Here are some of the rosés I recom-
mend:

FRANCE

Provence Rosés are plentiful; most
retail in the $20 to $25 range. Look
especially for Bandol and Cassis village
rosés, generally among the best. One of
the superb rosés in France is Chateau
Simone, from Provence’s smallest AOC
district, Palette. It is mainly Grenache
and Mourvedre; full-bodied and delicious
($65 retail).

Loire Valley Rosés, including many
made from Pinot Noir, are among my very
favorites in the world. Lucien Crochet’s
Sancerre Pinot Noir Rosé ($25-$28 retail)

is a top producer.

ITALY

Two of Italy’s (and the world’s) finest rosé
wines come from the unlikely region of
Abruzzo, home of many mass-produced,

inexpensive reds. The late Edoardo Val-
entini was one of the world’s greatest
winemakers; now his son, Francesco, con-
tinues to makes an exquisite, cherry pink
masterpiece, Cerasuolo di Montepulciano
d’Abruzzo (about $70, retail). Professor
Luigi Cataldi Madonna makes two Cera-
suolos from the Montepulciano variety—
his inexpensive version, Cataldi Madon-
na Cerasuolo d’Abruzzo, is a good buy at
$16 retail. Cataldi Madonna’s best Cera-
suolo, Pie delle Vigne (grapes crushed by
foot), costs more than double that, but
is difficult to find in the U.S.—worth
the search.

UNITED STATES

Some remarkable rosés are now being
made in the U.S. For me, two stand out—
one from California and one from Long
Island. Presqu’ile, a fairly new winery
making wines in Santa Barbara County’s
Santa Maria Valley, already has received
acclaim for making one of California’s top
rosés, all Pinot Noir; it has floral aromas
and berry flavors, and represents excellent
value at $20.

Channing Daughters is a remarkable
winery in Long Island’s Hamptons region.
Winemaker Chris Tracy works with 42
grape varieties at last count (including
many ltalian varieties), with six Rosatos,
all from different varieties ($18-$20).
You can have a great rosé tasting with
Channing Daughters rosatos alone! l
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ADVANCING THE ART OF VODKA

EXPLORING VAN GOGH VODKA’S BOLD NEW PACKAGING

BY ROGER MORRIS

an Gogh Vodka has long been
known for bold flavors. Now,
Van Gogh is incorporating
bold new packaging with
vivid splashes of colorful painting and
distinctive lettering that will command
the visual attention of consumers as well.

Beginning this fall, Van Gogh will
roll out its redesigned line of 15 flavored
vodkas to accompany its unflavored Van
Gogh Vodka, all featuring one standard,
easily visible brand logo.

“When we started making Van Gogh
Vodka in 2000, we first concentrated on
getting premium flavors in the bottle,
and then we concentrated on the bottle
itself,” says Norman Bonchick, Chait-
man and CEO of 375 Park Avenue
Spirits. “Ours was the industry’s first see-
through bottle,” he recalls, “and it sent
the message that there was quality in
the bottle.”

While the original bottle was frosted
with a see-through window, the new
bottle is crystal clear, making the new
design pop, with VAN GOGH letter-
ing just above the mid-point
of each bottle. The flavors
inside the bottle will be
identified by specially com-

The classic unflavored
Vincent Van Gogh

bottle continues to be
represented by the Starry
Night background.

missioned paintings—executed in the
style of Van Gogh—by New York artist
Joy Olney.

“What we have achieved is more

)

consistency,” Bonchick says, “and the
name ‘Van Gogh’ stands out so that the

consumer can easily identify it on the

back bar.”

Capturing Their Imagination

“The creation of the vodka and its flavors
are truly wonderful and imaginative,” says
Ron Wong, Executive Creative Director
for Spring Design Partners. “In the rede-
sign, we strive to present

the brand through this filter of artistic
Expressionism. One can appreciate the
contrast of a beautiful matte-white can-
vas against richly textured brushstrokes
of original oil paintings.” A specially
textured varnish has been applied to the
artwork on each bottle so that the illus-
tration actually looks—and feels—like a
painter’s brush strokes.

“I believe the redesign was necessary
to capture the imagination of the Millen-
nial market and contemporize the brand
for today’s consumer, who is focused on
authenticity and experience,” Bonchick
says. The Van Gogh re-introductory cam-
paign will feature trade publication ads,
social media and special media events.

A total of 16 expressions, culled from
an original selection of 25, will make up
the revised portfolio. Van Gogh Vodka,
Acai-Blueberry, Citroen, Cool Peach,
Dutch Caramel, Dutch Chocolate, Dou-
ble Espresso, Espresso, Mango, Melon,
Oranje, Pineapple, Pomegranate, Rasp-
berry, Vanilla and Wild Appel.

Van Gogh Vodka (SRP $24.99/750ml)
is crafted in small batches by third
generation Master Distiller Tim Vos
at the Cooymans Distillery in Tilburg,
Netherlands. B
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CASILLERO DEL DIABLO
SCARING UP SALES

NEW ‘DEVILISH’ DUO AIMS TO BOOST
BURGEONING ‘HALLOWINE’ SUCCESS

BY W. R. TISH

nce upon a time, Halloween
was effectively a fun-filled
week or so, culminating
in a night of decorations,
costumes and candy. Then grown-ups
crashed the party and it has become a solid
two-month affair with merchandising
opportunities galore, including wine.
Casillero del Diablo, which roughly
translates to “Devil’s Cellar,” was the first
wine to align with the holiday, almost
a decade ago, and has been building
a reputation as The Official Wine of
Halloween™ for several years. Organic
growth has been impressive: sales volume
almost doubles during Halloween season.
“Every year has gotten better and bet-
ter for us,” explains Ed Barden, Director of
Marketing at Excelsior Wine Company.
“and we saw that as an opportunity.”
Specifically, Excelsior has created
a special seasonal package for
the two most popular red and
white Casillero del Diablo
SKUs, issued together un-
der a “Devilish Release” label.
The liquid in each is exactly
what it has been, but the painted
bottles are primed to push Hal-
loween sales to scary new
heights. The Devilish Release
duo entered the national
market in September—and
with the eye-catching new
package, Barden expects
demand to extend even past
Halloween (or until sup-
plies run out).

& asiliem
del
Diablo

T ANV RGN O

Eye Candy
The seasonally themed “Devilish Release”
is also getting plenty of support from the

supplier and distributors for sell-through. In
addition to national campaign presenting
‘Hallowine. Celebrate The Official Wine
of Halloween™, the roll-out includes:

“Devilish Release” Casillero del Diablo
Reserva Cabernet Sauvignon 2015
comprises 91% Cabernet Sauvignon, 3%
Syrah, 2% Malbec, 2% Petit Verdot and 2%
Petite Sirah. The white counterpart, a 2016,

Halloween-themed shippers and displays ! :
is 100% Sauvignon Blanc.

Distributor in-store display contest with a prize
to see a Manchester United FC Devils soccer
match at the team’s home ground in the UK
Mail-in rebates and IRCs (where legal)

Beer cross-promotions

Halloween promotions with iBotta

rather than in supermarkets like
many of its similarly priced peers.

with Drizly
Vinepair video appealing to Millennial Dressed for Success
consumers

Aiming to Brand owner Excelsior is essen-
extend the Devilish
power to on-premise,
the brand is making
wait staff halos and

horns available.

On-premise accounts can tially enhancing the natural

also tap into the fun: Distribu- connection between Casillero

tors will be providing season- del Diablo and Halloween, giv-
ally themed coasters as well as

halos and horns for wait

ing retailers and restaurants a
chance to make that connection
staff and bartenders to wear. even stronger and send sales soaring
Especially exciting about throughout the entire arc of America’s
the new Devilish Release is the
fact that Casillero del Diablo

is already a trusted brand with

annual Halloween love affair, not just the
last week of October.

Indeed, amid the perennial flood of
black and orange imagery of the season,

a proven Halloween track record.
the green and red graphics of the Devilish

“The striking new package and dynam-
ic promotions will add excitement Release ensure that the case stacks and
individuals bottles alike stand out from
the pack.

As Halloween continues to gain
traction with adults, Casillero del Diablo

is giving merchants and restaurants a

for an already popular choice na-
tionwide,” notes Barden. He adds
that Casillero del Diablo was re-
ally built in independent stores,

novel yet proven way to tap into this very
From Gothic arches to countertop
coffins, distributors are ready with
impactful POS displays for stores
large and small.

particular American trend. It’s a seasonal
program that ghouls, ghosts and goblins
can all get behind. Il
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CHILE

Have the devil on your side this selling season with

the fall Devilish Release by Casillero del Diablo. Jasillero
el
* Casillero del Diablo is unstoppable with a +8% increase YOY* 7 ‘/ﬂ:e l
* As the official wine of Halloween, Casillero del Diablo is the #1 imported ~1abto
Cabernet Sauvignon in the premium price category. casillerodeldiablo.com
e Limited edition custom painted bottles. ng

Shipped in coordinating outer shippers.
Two 750 ml varietals available: Cabernet Sauvignon and Sauvignon Blanc.



BRAND PROFILE

ELIJAH CRAIG:
BOURBON PIONEER

THE ORIGINAL ‘SMALL BATCH’ GETS A FRESH PACKAGE

BY JACK ROBERTIELLO

uch of American whis-

key history is shroud-

ed in legend, and

we'll never know if
it’s accurate to call him the “Father
of Bourbon,” but the brand that
bears Elijah Craig’s name is thriving
during the current bourbon boom
and ready for its contemporary make-
over. The Elijah Craig portfolio—Small
Batch; 12-Year-Old Barrel Proof; and two
Single Barrels (18 and 23 years old)—has
been on a tear, with current growth around
30% annually.

Leading the drive is Elijah Craig Small
Batch, which has also undergone an evolu-
tion in its make-up. Competing with such
brands as Knob Creek and Woodford Re-
serve, Elijah Craig Small Batch now boasts
a bottle with a sleeker look; a redesigned
label highlighting Craig’s reputed first
use of charred oak barrels to age Bourbon
Whiskey; and, crucially, a bottle opening
designed for standard pour spouts, correct-
ing a past issue as the brand looks to open
more on-premise doors.

“We wanted to make the product

work better in customer’s hands especially

Dennis Potter, Heaven Hill
Co-Master Distiller

from a bartender perspective,”
says Susan Wahl, Group Product
Manager at brand owner Heaven
Hill Distillery. “We also wanted
to maintain a couple of key
brand attributes, including the
iconic shape, and providing some
information on the history around
Elijah Craig.”
For many years Small Batch was
a 12-year-old expression, but recent
popularity presented Heaven Hill with
a quandary: to modify the age range and
maintain the current price, or begin
allocations and drastically constrain
growth. In January, they started shipping
a mingling of whiskies aged eight to
12-years-old. The traditional Kentucky
Straight Bourbon Whiskey mash bill
remains the same, as does the 94 proof.
“Maintaining our whiskey inventory
is a huge job, especially when you're
trying to forecast eight to 12 years out,”
says Wahl. “We're mingling 11- and
12-year-old whiskies in each batch,
supplemented with eight-, nine- and 10-
year old, maintaining the flavor profile
as well as the higher proof. And there’s
no intention of using anything lower
than eight years old.” Even with the new
formulation, Small Batch features older
whiskey than its competitors, as well as a
lower price point ($29.99 SRP).

‘Small’ Name, Big Meaning

Even before the term became popularized,
Elijah Craig was made through a small
batch selection of a relatively small
number barrels coming from the sweet
spots of various rickhouses. “Most

WHAT’S NEW: new package, new bottle
opening. WHAT’S NOT: same mash bill,
same proof, same price.

important to us is the special selection
process,” says Wahl. “Finding these
barrels, pulling the best of the best from
our aging inventory of over 1.2 million
barrels, knowing where they are and how
their location profoundly affects their
flavor profile.”

Heaven Hill whiskey experts weren’t
too concerned about maintaining Elijah
Craig’s quality reputation; they had
already discovered some interesting
things through their private barrel
selection program currently available on
an allocated basis to retail and on-premise
accounts. Potential buyers received three
samples that could be anywhere between
eight and 12-years-old to be tasted blind.
Resulting selections were all over the
place. “We want people to see that while
age is important, and we are very proud
of our 18 and 23 Year Old Elijah Craig,
barrels from the right place in the right
rickhouses under the control of a master
distiller who knows his product can be as
good or better than an older bourbon,”
says Wahl.

And Elijah Craig Barrel Proof, also
undergoing a packaging makeover for the
next allocated release in January, will be
the immediate beneficiary of the recent
changes, with Heaven Hill able to free up
enough 12-year-old bourbon to maintain
its age statement. ll
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HE DIDN'T JOIN
THE BOURBON

MOVEMENT.
HE STARTED IT.

ELIJAHCRAIG.COM



new
products

1. SENDA VERDE WINES
FROM SPAIN

Northwest Spain is known as “Espana Verde”
(Green Spain) for its lush vegetation. The
region’s (mostly white) wines are aromatic and
mineral-rich with a hint of salt—a reflection

of the extreme maritime environment. Senda
Verde, imported for the first time by Winesellers,
Ltd., is a collection of wines from this unique
region—all food-friendly and affordable. The
line-up includes an Albarifio from Rias Baixas,
a Treixadura from Ribeiro, and a Godello and a
Mencia from Bierzo.

E SRP: $13
winesellersitd.com

4. REDEMPTION WHISKEY
LIMITED-EDITION AGED BARREL
PROOF SELECTIONS

Redemption Whiskey, known for whiskey made
with the highest-quality aging and blending
techniques, added three new limited editions in
their Aged Barrel Proof Collection: Straight Rye
(mash bill 95% rye, 5% barley; aged 8 years,
122.2 proof); Straight Bourbon (75% corn, 21%
rye, 4% barley, aged 9 years, 110.6 proof); and
High Rye Bourbon (60% corn, 36% rye, 4%
barley, aged 9 years, 109.2 proof). Redemption
is distilled in Indiana and bottled in Bardstown,
KY; each batch is hand-numbered.

E1 SRP: $99.99
deutschfamily.com
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2. EFFEN VODKA
THREE NEW FLAVORS

Effen Vodka has added three new flavors:
Blood Orange, Green Apple and Raspberry.
All three are bold and distinctive, while
embodying the smooth, clean taste vodka
lovers expect from the brand. The trio arrives
after a breakout year for Effen, which doubled
its business in 2015, thanks in part to its
partnership with rapper 50 Cent. Effen Blood
Orange, Green Apple and Raspberry are each
made using natural ingredients and 100%
premium wheat from Northern France; filtrated
and distilled in Northern Holland.

E3 srp:$26.99
effenvodka.com

5. DOPFF & IRION CREMANT
D’ALSACE BRUT BLANC DE
BLANCS

Responding to the increasing demand for
French sparkling wines and the success of
their bubbly rosé, Chateau de Riquewihr Dopff
& Irion has released a Crémant d’Alsace

Brut Blanc de Blancs. Made in the traditional
method from a blend of 50% Pinot Blanc and
50% Pinot Auxerrois, the wine is comparable
to Champagne in style but closer to Prosecco
in price, offering Americans excellent value in
a serious bubbly.

El srp:s22
dreyfusashby.com
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3. GRAVEL BAR 2015 DRY

RIESLING, COLUMBIA VALLEY,
WASHINGTON

The 2015 Columbia Valley harvest may have
been the earliest ever. Hot summer days
produced grapes with intense fruit flavors, but
cool nights maintained balancing acidity. The
Gravel Bar Dry Riesling is night-harvested,
whole-cluster pressed and cold-fermented in
stainless steel. It is aromatic and expressive,
with flavors of citrus, peach and lime, and a
hint of minerality and creaminess, delivering
a divine sipping experience. Marketed by
Bronco Wine Co.

ﬂ SRP: $17.99
broncowine.com

6. ANTHONY’S HILL MAGNUMS
BY FETZER VINEYARDS

Aiming to differentiate Fetzer 750ml bottles
from the brand’s 1.5L magnum bottles, Fetzer
has rebranded the larger format Anthony’s
Hill, after a hillside vineyard located by Fetzer’s
winemaking facility in Mendocino. While the
wine in the magnum remains the same, in
spite of the label and name change, the wine
in Fetzer 750ml bottles is being upgraded—
some are now appellation wines. Anthony’s
Hill's comprises eight varietal wines, each with
tasting descriptions on the front labels.

E3 sre:$7.99
anthonyshill.com | fetzer.com
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7. MOOBUZZ GSM 2015

3 Badge Beverage has introduced a Grenache
Syrah Mourvédre (GSM) blend under its
Moobuzz label, a line of Central Coast wines
headed by vintner August Sebastiani. The
Moobuzz 2015 GSM joins a Chardonnay and
Pinot Noir from Monterey. In crafting this wine,
Moobuzz sourced grapes from the entire
length of the Central Coast AVA. The blend of
70% Grenache, 26% Syrah and 4% Mourvédre
is bright and fruit forward, showing berry
flavors and a touch spice on the finish.

E3 sme:s$21.99
3badge.com

10. JOHN BARR
BLENDED SCOTCH

John Barr gained fame for bringing a richer
style of blended Scotch to the world. Today,
brand owner Whyte & Mackay is launching
John Barr Reserve Blend. It unites Highland
malt and grain whiskies, for structure and
richness, and Speyside varieties, for a mellow
finish. The result is smooth and refined, with
aromas of chocolate, apple and bread, and
flavors of apricot, gingerbread and hazelnuts.
“Extraordinary Ultimate Recommendation” at
the 2016 Ultimate Spirits Challenge; also in 1L
and 1.75L formats.

E3 SRP:$21.99
whiteandmackay.com
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8. TULLAMORE D.E.W.
14YO & 18YO SINGLE MALT
IRISH WHISKIES

Tullamore D.E.W. has launched a new single
malt range, comprised of 14 Year Old and

18 Year Old single malts. Thanks to triple
distillation, mainly unique to Irish whiskey,

the malts are particularly smooth and quite
distinct from other single malts. Both Tullamore
D.E.W. single malts are characterized by their
rare, four-cask recipe, which sees the whiskey
finished in Bourbon, Oloroso Sherry, Port and
Madeira casks.

B SRP: 14Y0 $69.99 / 18 YO $109
tullamoredew.com

1. ROBERT MONDAVI
PRIVATE SELECTION

Constellation is rolling out new packaging for
the Robert Mondavi Private Selection line. The
sleek redesign will still feature the iconic tower
logo, but with an elevated new color scheme
plus broader shoulders, a tapered profile for
red wines, and heavier glass for an enhanced
in-hand quality feel. Three of the 12 wines—
Pinot Grigio, Sauvignon Blanc and Riesling—
now have a new screwtop closure.

E1 srp:$10.99
robertmondaviprivateselection.com
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9. COLORES DEL SOL MALBEC,
MENDOZA, ARGENTINA

Colores del Sol Malbec is sourced exclusively
from the Lujan de Cuyo district within
Argentina’s prestigious Mendoza region. The
vineyards there are among the highest and
driest in the world. The area stays cool while
the grapes bask in bright, pure sunlight; the
wine's name translates to “Colors of the Sun.”
Intense aromas of ripe blackberry and hints of
spice lead into a rich, fruit-driven palate; full-
bodied but balanced, with fine grained tannins.
Marketed by Bronco Wine Co.

B SRP: $11.99
broncowine.com

12. RUMCHATA MINICHATAS

RumChata has launched MiniChatas creamer
cups nationally, answering the call of fans who
love to use RumChata as their creamer of
choice. MiniChatas are handy 25ml peel-top
cups filled with real RumChata rum cream
inside. While delicious on its own and in cock-
tails, many consumers enjoy RumChata by
simply mixing it into coffee, tea and iced coffee.
The 15-count box is scored to create a handy
dispenser; great impulse buy at the register.

E3 sRP: $12.99/15-count box (each 25ml)
rumchata.com




BAR TALK

FRESH START

JULIAN COX, BEVERAGE DIRECTOR,
LETTUCE ENTERTAIN YOU ENTERPRISES, CHICAGO

BY ALIA AKKAM

he imprint Julian Cox has left
on Los Angeles bar culture is
profound. Now he brings his
skill and remarkable knack for
hospitality to Chicago, where he is the
newly installed beverage director of
Lettuce Entertain You Enterprises.

BEVERAGE MEDIA GROUP:
Through the myriad thoughtful
beverage programs you developed,
you fueled L.A.’s passion for craft
cocktails. What did you want to
bring to the city?

JULIAN CcOX: Considering bartending is
arguably the first American culinary art, I
wanted our restaurants and bars to reflect
that in their pursuit of excellence. We lost
a lot of our history due to Prohibition. I
wanted people to say they were bartenders
with pride—not just actors who were
trying to make ends meet.

BMG: What do you feel are the
hallmarks of your L.A. legacy?

JC: We ran the whole spectrum of drinks
creation. We were using big ice at Comme
Ca and Rivera before anyone was doing
this in L.A. Later, at Rivera and Picca we
were using new spirits like mezcal, sotol
and Pisco well before they became popular.
I focused on a culinary cocktail approach
inspired by great drink creators like Scott
Beattie as well as the incredible chefs that
I worked with. We were doing modernist
drinks with a centrifuge and science as
our guide long before they were talked
about like they are now. Innovation and
a healthy respect for classic cocktails was
my focus for many years.

BMG: Now that the Midwest is home,
what do you hope to accomplish
here?

JC: The food and drink scene is one of
the best in the country. I am hoping to
provide Lettuce Entertain You with a
serious beverage division that creates a lot
of value for the company and our guests.
[ also hope to train as many humble and
talented bartenders as I can. Teaching
people is probably one of the things I am
most proud of. It’s amazing to see what
they do with their lives and careers as
they progress.

BMG: How are you re-imagining
the idea of tiki at Three Dots and a
Dash?

JC: It is without a doubt one of the busiest
bars out there in terms of sheer volume.
This provides a unique challenge. What
we have begun to do is slowly change
pieces to move it forward. We introduced
liquid nitrogen, started making bi-annual
menu changes and are focusing more on
seasonality. Along with staff training and
new products, it’s giving us a chance to
reach new people and at the same time
hope we can recapture some of our old
guests who haven’t been by in a while.

BMG: Are there any specific drinks
that are pushing the envelope?

JC: The Missionary’s Downfall with “cryo
muddled” mint is emblematic of how we
are progressing. We essentially blanch the
mint with liquid nitrogen, which preserves
its intense flavor, and when shaken in a
drink imbues it with an intoxicating mint

essence. We are now using science to

create the syrups, techniques and infusions
we are putting on our new menus.

BMG: What is your aim with the
cocktail list at the Italian-American
newcomer il Porcellino?

JC: It’s ared sauce joint. Our bar programs
should always be centered on the overall
concept, so reflecting this theme our
drinks are changing to be more classically
inspired—think Martini, Sazerac, Gimlet
and Manhattan.

BMG: The beverage menu at each
LEYE establishment is fresh and
distinct. For instance, there’s a
revamped Painkiller at Three

Dots and a Dash; a Paloma

Italiano (Cappelletti, grapefruit,

San Pellegrino, salt, tequila) at il
Porcellino; and the Savory Hunter
(lime, lemon, ginger, harissa, mezcal)
at bma. How do you find balance?

JC: I had eight years of experience leading
teams of multiple restaurants while at the
same time running my own consultancy.
I can assure you you need as much good
help as possible. One of the biggest things
that helped me is training bartenders.
They tend to stay within our group and
grow from the inside. I'll take as many
of my veterans as | can with me to new
projects and they maintain our standards
while I continue to grow our people and
subsequently our company. H
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