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ON-PREMISE:  
IN RECOVERY...? 

Unfortunately, the recovery of the on-
premise side of the industry will be measured 
in years (maybe decades) ... as opposed to 
months.  Just when you thought there was 
some light at the end of the tunnel ... on-
premise sales and employment  continue to 
decline.  

Conditions for the 
on-premise side of the in-
dustry deteriorated rapidly 
across the U.S. at the end 
of 2020, with sales declin-
ing in each of the final 
three months of the year. 
After reaching a pandem-
ic-era peak of $55.7 billion 
in September, on-premise 
sales trended sharply 
lower during the final 
three months of the year.

Moreover, sales losses 
accelerated each month 
during the fourth quarter. 
After edging down 0.3% 
in October, sales plunged 
3.6% in November and 
4.5% in December. This 
confirms that the on-prem-
ise industry slipped into 
a double-dip recession – 
well before it even came 
close to recovering from 
the original downturn last spring.

As of December, national on-premise 
sales stood at more than $14 billion – or 22% 
– below their pre-coronavirus levels in Janu-
ary and February. In September, this shortfall 
was less than $10 billion.  These are not the 
statistics of a 'recovery'.

The loss in sales led to a correspond-
ing downsizing of payrolls.  Across the U.S., 
on-premise lost a net 19,400 jobs in Janu-
ary on a seasonally adjusted basis, accord-
ing to preliminary data from the Bureau of 
Labor Statistics (BLS). This followed a loss of 
more than 400,000 jobs in December, and 

marked the third consecutive monthly decline 
in employment.

In total during the last three months of 
2020, more than 10% of the jobs that were 
recovered during the first six months follow-
ing the spring lockdowns were again lost. 

This increases the likeli-
hood that the recovery of 
the on-premise side will 
be measured in years, 
possibly decades, as op-
posed to months or yearly 
quarters.

Staffing remains below 
pre-coronavirus levels. 
While on-premise added 
jobs during the initial 
rebound from the spring 
lockdowns, employment 
remains well below pre-
coronavirus levels.

So what about 
Maryland and the District 
of Columbia?  How are 
things in our part of the 
country?  Let's take a look 
at employment trends for 
the on-premise industry 
from the month prior 
to the lockdowns being 
initiated (February 2020) 
through the last month we 

have data (December 2020):

Maryland's on-premise industry employs 
28,500 less workers ... that's a 14.2% 
decrease.  

Washington, DC's on-premise industry 
employs 18,800 less workers ... that's  a 
34.8% decrease. n
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"...sales losses  
accelerated each 
month during the 
fourth quarter.   

This confirms that  
the on-premise  

industry slipped into 
a double-dip  

recession – well  
before it even  
came close to  
recovering..."

(Thank you National Restaurant Association 
Chief Economist, Bruce Grindy for compiling 
the above information.)
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1. MEMENTO NONALCOHOLIC SPIRITS
MeMento is an Italian-made non-alcoholic 
spirit crafted from a selection of organic 
botanicals and herbs and blended according to 
ancient traditions. With all ingredients distilled 
separately to retain their individual properties 
and then combined at the end of the process 
with no added alcohol,  sugar or gluten, 
MeMento is a vegan product, an elegant drink 
on its own and a versatile base for cocktails, 
available in MeMento and MeMento Green.

2. TIA MARIA, REDESIGNED
Dress for success, says Tia Maria, in its 
updated bottle for 2021, with a black and 
red design to reflect its unique character. 
The bottle has a harmonious shape with a 
contemporary twist and soft, clean lines, 
and is a perfect match for the new label, 
designed to highlight the distinctive features 
and uniqueness of this product. The Tia 
Maria recipe remains the same—a blend 
of 100 percent Arabica co ee beans and 
premium vanilla produced in a cold brew 
extraction.

3. CESARI ‘JUSTO’ WINE
Gerardo Cesari winery’s new expression, 
just arriving in the U.S. market, a blend of 
the indigenous Italian Corvina grape with 
Merlot coming from the Veneto region. 
Called Justo, the IGT designate wine 
is produced in an appassimento style, 
whereby the grapes are dried much like in 
the Amarone process, but in this instance 
for only 20 days, which gives the wine and 
elegance and freshness. The name is a 
nod to both the English word “just” and the 
Italian word “giusto,” meaning “right.”

  SRP: $37.99   SRP: $27.99   SRP: $13.99
 mementodrink.com  tiamaria.com  cesariverona.it

4. ESPERO BLANCO TEQUILA
Meaning “I hope” in Spanish, Espero is the only 
traditionally distilled, 100 percent agave tequila 
priced for the premium well, o ering bars and 
restaurants a way to cut back on overhead 
costs without sacrificing quality. The distillery, 
known for its Tanteo Tequila line of higher 
proof blanco and spicy expressions, makes 
Espero with brick oven-baked agaves. Espero’s 
quality stands up in a straight shot but mixes 
well in a margarita and other cocktails.

5. RÉMY MARTIN LIMITED EDITION 
VSOP COGNAC
Throwbacks are in vogue, and so Rémy 
Martin has brought back a limited-edition 
VSOP package inspired by a heritage bottle 
design first commercialized in the 1980’s. 
The refreshed packaging is designed with 
an eye toward nostalgia for the mixtape 
culture of the time. The liquid inside the 
bottle is the same premium Rémy Martin 
VSOP cognac house style: a vibrant amber 
color and dominant notes of vanilla, ripe 
apricot and baked apple.

6. BIZA RTD COCKTAILS
Not much beach time during Covid? Biza 
Island Cocktails to the rescue! Made with 
premium vodka, Biza o ers four bold flavors: 
Passion Fruit Peach, Coconut Pineapple, 
Pomegranate Vanilla and Mango Jalapeño. 
Made by millennials for millennials, Biza is 
designed to stand out in flavor as well as 
on the shelf with its eye-catching design. 
Originally inspired by the internationally 
known Spanish island of Ibiza, Biza is lightly 
sparkling.

  SRP: $29 per liter   SRP: $50   SRP: $12.99 per 4-pack
 tanteotequila.com  remymartin.com  bizacocktails.com



Whiskey as
Bold as
New York.

NY MADE

Drink Responsibly.  Hudson Whiskey, 46% Alc./Vol. ©2021 Distributed by William Grant & Sons, Inc. New York, NY.
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7. EL TEQUILEÑO AÑEJO GRAN RESERVA
Tequila experimentation and innovation 
continues as the category booms: enter El 
Tequileño’s limited-edition Añejo Gran Reserva, 
created in collaboration with winemaker Randy 
Ullom. Part of the brand’s Ultra Premium 
line, Añejo Gran Reserva ages two years in 
American and French oak and is blended with 
six year-old extra Añejo aged in American oak. 
The tequila features notes of vanilla, orange 
and cooked agave on the nose, and with sweet 
spices, orange, dried fruit, and caramel joining 
on the palate.

8. 90+ CELLARS LOT 197 
PROSECCO ROSÉ
Rosé Proseccos continue to flourish, and 
90+ Cellars joins the fray with one of its own. 
Made from Glera and Pinot Noir grapes, 
this sparkling wine is e� ervescent and lively. 
A secondary fermentation in steel tanks 
produces long-lasting bubbles with ripe red 
fruits and citrus. Notes of red currants, apple 
blossom, and rose are followed by bright 
citrus fruits and strawberries on the palate. 
The wine is joining the growing list in the 
recently approved DOC update.

9. BILLECART SALMON 2009
Dominated by great Pinot Noir flavor and 
tempered by the elegance of the Chardonnay 
from the Côte des Blancs and a signature 
touch of Pinot Meunier, Billecart Salmon 
Vintage 2009 is a great value. With an extra 
brut dosage, the elegant and seductive 
bubbly consists of 40% Pinot Noir, 33% 
Chardonnay and 27% Pinot Meunier, with 
73% of the wine from Grand and Premier 
Crus. Aging on  lees for 9 years adds toasty, 
biscuity creaminess and complexity.

  SRP: $89.99   SRP: $11.99   SRP: $89.99
 tequilaeno.com  ninetypluscellars.com  champagne-billecart.fr/en

10. HENDRICK’S GIN FOR 
LUNAR NEW YEAR
Gin keeps stretching its wings, now with 
Hendrick’s Gin’s Lunar, the second limited 
edition release from Master Distiller Ms. Lesley 
Gracie’s Cabinet of Curiosities. Hendrick’s 
Lunar o� ers a delicate balance of gentle 
spice and subtle floral notes with a soft citrus 
finish, recommended as “the perfect gin to 
savor casually at home or during starry nights 
with friends.” The new Lunar bottle retains 
the distinctive Hendrick’s shape evocative of 
Victorian apothecary jars.

11. SEGURA VIUDAS ORGANIC CAVA
Honoring 800 years of winemaking heritage, 
Seguras Viudas called on its sustainable 
viticulture practices to develop a Cava made 
with organic grapes. Following the organic 
practices outlined by the Catalan Council of 
Ecological Agricultural Production (CCPAE), 
restricting the use of synthetic chemicals, 
hormones, herbicides, pesticides, and 
fertilizers, the result is an elegant, structured, 
and complex Cava, vegan and gluten free, 
displaying bright citrus and tropical fruit-
forward notes due to low yielding vines 
which produce more concentrated fruit.

12. CUTWATER TEQUILA 
RTDS AND POPS
San Diego distillery Cutwater Spirits keeps 
adding to its RTD line, this time with seven 
new tequila-based o� erings: a fruit-forward 
margarita lineup and four frozen tequila 
pops. Rolling out nationwide in February 
is Cutwater Spirits Mango Margarita, to 
be followed by Cutwater’s Strawberry and 
Peach Margaritas, headed to retail shelves in 
April. Cutwater Spirits Frozen Tequila Pops, 
with flavors lime, mango, pineapple and 
strawberry, launch nationwide in March.

  SRP: $39.99   SRP: $13   SRP: RTDs, $12.99-$14.99; Pops, $22.99-26.99
 hendricksgin.com/US  SeguraViudasUSA.com  cutwaterspirits.com
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What’s in a name? In the case 
of California wine brand Line 
39, it’s an homage to the 39th 
parallel, the latitude line that 

crosses through California's most impor-
tant wine appellations. 

The premium California wine brand 
has enjoyed steady growth across its ap-
proachable varietal wines since being ac-
quired by O’Neill Vintners & Distillers in 
2014, and now includes a Cabernet Sauvi-
gnon, Chardonnay, Merlot, Petite Sirah, 
Pinot Noir, Pinot Gris, Sauvignon Blanc, a 
red blend, and, most recently, a rosé. 

With grapes grown in some of the 
state’s most significant winegrowing re-
gions, including select cool-climate vine-
yards in Monterey, Clarksburg, Paso Ro-
bles, Lodi, Central Coast, and Lake County, 
Line 39 is the number one priority in the 
growing O’Neill portfolio, and the compa-
ny continues to invest heavily, according 
to brand manager Jurga Krastinaityte. 

“We again saw double-digit growth in 
2020 and Line 39 still has tremen-
dous opportunity,” she explains. 
“Not only has it grown in volume 

and distribution, but we’ve also found 
that a major growth driver has been really 
strong consumer pull.”

CONSUMER CROSSOVER: 
MILLENIAL AND GEN X,  
MALE AND FEMALE
Krastinaityte says Line 39 has found a 
much sought-after consumer sweet spot: 
millennials and Generation X consumers  
who are looking for a wine brand they can 
count on at the end of the day to deliver 
quality without fuss, a go-to name they 
rely on to deliver as they relax.

The O’Neill team has also found that 
the most sought-after wine consumers—
the older millennial and younger Gen X 
premium buyer—often skew more female 
with similar brands. But that’s not the 
case with Line 39; its consumer base splits 
fairly evenly across genders, according to 
internal research. The winery’s sustain-
ability certification is an increasingly im-
portant point of difference for consumers. 

O’Neil has built on early suc-
cesses, adding the rosé (a blend of 
Zinfandel, Colombard, Montepul-
ciano, and Syrah) last year. “We’ve 
seen that our consumer loves rosé 
so we thought it would be a miss 
not to have it,” says Krastinaityte.

Following the response to the 
rosé launch, Line 39 is doubling 
down by adding a 375ml rosé to 

enter the smaller size sweepstakes. (By 
mid-2020 the format had grown 50 per-
cent over last year, according to Nielsen.)

SPRITZERS BUILT ON 
VARIETAL WINES
The other new addition, entering the mar-
ket shortly, is an entirely new product: 
Line 39 Spritzers. “We’re extremely ex-
cited about them as the interest in general 
in sparkling beverages of all sorts grows,” 
says Krastinaityte. “We think our consum-
ers are already drinking beverages like 
hard seltzers and sparkling cocktails but 
haven’t found their favorite brand yet.”

The Line 39 Spritzers, available in 
4-packs of 250ml aluminum bottles, lead 
with wine cues in the packaging and are 
made with only three ingredients—wine, 
sparkling water, and a hint of natural fruit 
flavor. The packaging makes clear that 
these are varietal-based beverages, with  
Sauvignon Blanc, Rosé, and Pinot Noir 
prominently placed, and expectations are 
that the wine base and no added sugar 
will communicate a quality message. (The 
Sauvignon is infused with lemon flavor, 
the rosé strawberry, and the Pinot Noir, 
cherry; all are 5% ABV.)

With the recent changes in TTB rules 
about wine packaging, the spritzers 
will now be sold in four-packs (SRP 
$12.99), and also individually, where  
legally permitted. 

The spritzers will be merchandised 
alongside the established Line 39 varietal 
wines on shelves and in coolers at retail. 
“We want to communicate their connec-
tion to the Line 39 brand,” says Krastina-
ityte. “It’s important to leverage our equity 
as a premium wine brand.” n

THE LINE GETS
LONGER AT LINE 39
DRIVEN BY YOUNGER CONSUMER 
ENGAGEMENT AND STRONG PULL AT RETAIL, 
THE BRAND POSTS DOUBLE-DIGIT GROWTH

BY JACK ROBERTIELLO

RIGHT: Line 39 winemaker Steven DeCosta; 
BELOW: The new Line 39 Spritzers are made 
with only three ingredients; wine, sparkling 
water, and a hint of natural fruit flavor.

Line 39’s 
new rosé is a 

blend of blend of 
Zinfandel, Colombard, 
Montepulciano, and 

Syrah
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WHY SOMMELIERS 
ARE ESSENTIAL—NOW 
MORE THAN EVER
UNDERSTANDING THE WINE SPECIALIST’S 
REAL IMPACT ON A RESTAURANT’S GROSS 
PROFITS AND REVENUE

BY ERIK SEGELBAUM

Sommeliers were typically the first to 
be cut from a shift pre-pandemic, and in 
more recent months, they have been the 
first furloughed and last rehired. Opera-
tors believe that because sommeliers tend 
to earn higher salaries than other employ-
ees, cutting them from payroll will im-
prove profit by reducing labor costs. While 
this seems intuitive, the opposite is true: 
Capable sommeliers improve the finan-
cial position of a restaurant even if they 
don’t touch every table. This misconcep-
tion stems from a misunderstanding of a 
sommelier’s true value. 

Not only are sommeliers some of the 
most experienced hospitality workers on 
the floor, they are also hyper-specialized 
in maximizing revenue in the category 
with the highest profit potential. This has 
never been more important than now: 
Restaurants are simply not equipped to 
sustainably operate at 25 or 50 percent ca-
pacity, as most states currently mandate, 
so every dollar counts.

Eliminating the sommelier role can 
decimate a restaurant’s gross profit po-
tential since highly skilled sommeliers 
pay back their labor cost 10- to 100-fold 
on every shift. “We make you money in 
ways you don’t even know,” says Andy My-
ers, MS, the wine director of José Andrés’ 
ThinkFoodGroup.

Somms Run the Restaurant’s Most 
Profitable Business Unit
As experienced hospitality profession-
als who have worked their way up the 
front-of-house (FOH) chain, sommeliers 
can—and often do—perform every front 
of house job while on the floor. They help 
seat guests, run food, reset tables, and, 
of course, sell wine. While all restaurant 
positions are important, this multifaceted 
experience adds to a sommelier’s value as 
part of the FOH team.

Yet a sommelier’s true contribution is 
far more significant than mere task ver-
satility. Restaurants must understand that 

behind the wine-geekery, the tastings, the 
rote memorization of vineyards and laws, 
sommeliers impact the highest gross rev-
enue and highest gross profit items in a 
restaurant. Their ability to do so comfort-
ably and consistently is what can keep a 
restaurant financially afloat. In essence, 
sommeliers are uniquely equipped to 
maximize revenue and profit.

A typical product mix split is about 
60 to 70 percent food sales and 40 to 30 
percent beverage sales. However, food 
sales come with a much higher cost to 
the operation. Back-of-house (BOH) labor 

fter the chef, a sommelier fulfills one of the 
most important roles in a restaurant. Yet many 
restaurants consider sommeliers to be  
unnecessary or expendable. A
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Erik Segelbaum

Sommeliers are 
hyper-specialized in 
maximizing revenue in 
the category with the 
highest profit potential.
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is required to prepare food, from receiv-
ing and checking ingredients to prepping, 
cooking, and plating the dish.

The cost of the ingredients them-
selves adds up as well, and raw ingredient 
yields can vary dramatically during prep. 
Restaurants must also account for waste 
and spoilage, which can be especially high 
when sales lag, and loss from staff con-
sumption. After factoring in these vari-
ables, net profit from food items is gener-
ally under 50 percent. 

Conversely, wine comes with very lit-
tle cost outside the acquisition price of the 
bottle. Wine bottles have no prep costs, 
few yield variations, and minimal labor 
requirements. No special preparation is 
required, and wine is nowhere near as 
perishable as food. The result is high gross 
profit percentage and dollars.

The average wine bottle is priced at 
250 to 350 percent of cost—even more for 
wines by the glass. The result is 60 to 80 
percent gross profit on every bottle sold. 
Furthermore, wine is a high gross revenue 
product, often starting at $40 per bottle—
the same price as an expensive entrée—
and stretching to thousands of dollars 
per bottle. Having a specialist on staff to 
maximize sales of these high-grossing 
products is therefore a smart investment 
that results in more dollars in the bank. 

It is therefore surprising that more 
operators do not understand the true 
value of sommeliers. Compare the wine 
department to the pastry department, for 
example. Most restaurants have a pastry 
program, which could include an execu-
tive pastry chef and sous-chef, along with 
hourly employees. At best, pastry provides 
5 to 10 percent of a restaurant’s gross 
revenue, yet costs are extremely high: 
Ingredients are expensive, prep is time-
consuming, and employees can’t resist 
snacking on sweets.

Desserts are also the most common 
item for a restaurant to comp, whether 
for a special occasion, a VIP, or to recover 

from a service issue. Therefore, the true 
return on a pastry department is generally 
under three percent gross profit for some 
of the least expensive menu items. Despite 
all of this, restaurants are far more will-
ing to budget for labor in this department 
than they are to the wine team.                                                                           

Their Expertise Creates  
New Revenue Streams
A wine program’s profit potential abso-
lutely justifies devoting a sommelier or 
wine team to that department. Make no 
mistake: There is a significant difference 
between a restaurant that sells beverages, 
and a restaurant with a properly run bev-
erage program.     

Sommeliers create extra revenue for 
restaurants in countless ways, whether 
they upsell a guest from a glass to a bottle 
or consistently elevate the average bottle 
sale price by 10 to 20 percent. The sheer 
price range of bottles for a robust wine pro-
gram—hundreds or thousands of dollars, 
compared to the entrée menu, where the 
range might be $10 to $30—also means that 

the sommelier has a much larger potential 
range of sales impact. Though the average 
guest is not likely to order the $1,000 bottle 
of grand cru Burgundy, with the guidance 
of a sommelier, the sky's the limit.

A sommelier’s potential to boost rev-
enue and profit doesn’t stop at the sale, 
though; the application of specialized wine 
knowledge and creative strategy to to-go 
sales, for instance, has been a lifeline for 
some restaurants during the pandemic. 

“The increase in to-go revenue with 
a well-curated selection by a somme-
lier gives you the opportunity to gener-
ate revenue without incurring the cost of 
extra labor,” says Myers. Many of Think-
FoodGroup’s sommeliers have created 
wine three-packs, which guests often pur-
chase as an add-on to food sales. Just one 
of these three-packs generates the same 
amount of revenue that a dine-in two-top 
did pre-pandemic. 

“We made that revenue without having 
to pay for the server, busser, host, or cooks,” 
adds Myers. “If you don’t have a profession-
al sommelier, you’ll have a hard time put-
ting together packs that are compelling.”

Sommeliers are also uniquely able to 
recognize and take advantage of deals, dis-
counts, and close-outs from distributors. 
Because they are also in desperate need of 
cash flow, inventory liquidations and deep 
discounts are occurring regularly. 

Sommeliers not only possess the skills 
and experience to identify smart deals, 
but they also have the strong relationships 
required to get access to these deals. And 
when restaurants start restoring depleted 
inventory, sommeliers will be the ones 
with access to the rare and allocated, high-
margin wines. “Apart from putting money 
in your bank, we get deals, allocations, and 
maintain relationships,” says Myers. “This 
is the shadow economy of the sommelier.” 

As the wine industry struggles to step 
out of the shadows of 2020, it is vital for 
restaurants to have sommeliers leading 
them into the light.  ■
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“Apart from putting 
money in your 
bank, we get deals, 
allocations, and maintain 
relationships. This is the 
shadow economy of the 
sommelier.”

– Andy Meyers, MS
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WHISKE Y:
WHAT ‘S NEW

TATTERSALL GOES SHORT AND SWEET
WITH WHISKEY COCKTAILS
Cocktails ready to drink aren’t for cans only: Tattersall Distilling has 
bottled its Manhattan and Old Fashioned cocktails as shorties. “These let 
individuals experience a taste of Tattersall in a way that’s accessible and a 
bit more elevated than some of the canned cocktails on the market,” says 
Dan Oskey, founder and chief operator of Tattersall Distilling. The Manhattan 
marries Tattersall’s Straight Rye Whiskey with Tattersall Italiano-Style Liqueur, 
sherry and bitters. The Old Fashioned features Tattersall’s Rye blended with 
Tattersall Sour Cherry Liqueur, bitters, orange zest and sugar. Both are 35% 
ABV. SRP:  $5.99 per 100ml bottle. 

ALL-AMERICAN OAK
Seattle’s Westland Distillery, 
makers of whiskey rooted in 
provenance, released the first 
of three expressions in the 
Outpost Range: Garryana 
American Single Malt, Edition 
5. Each explores the oak quercus 
garryana indigenous to the 
Pacific Northwest, with a higher 
percentage of garryana—36 
percent virgin garryana with 64 
percent 1st fill ex-bourbon quercus 
alba—in the blend than previous 
editions. 100 proof, SRP $149.99 

FROM THE WIDOW’S VAULTS
Once again, Widow Jane Distillery o� ers its limited 
release, The Vaults 2020, as a follow up to the 
brand’s successful 2019 debut expression. The 2020 
release is a marriage of 15 to 17 year-old Tennessee 
and Indiana bourbons from barrels hand-picked 
from the Widow Jane rickhouse stocks in Brooklyn, 
blended, rested, and finished by Widow Jane 
president, distiller and blender Lisa Wicker. Just over 
5,000 bottles of The Vaults 2020 are being released 
in select markets. 99 proof, SRP $199

GEORGE REMUS BOURBON 
LAUNCHES SINGLE BARREL 
PROGRAM
Retailers can line up for the 
George Remus Single Barrel 
Bourbon program showcasing 
the signature high-rye bourbon 
style of MGP’s Lawrenceburg, 
Indiana distillery. The Single 
Barrel selections will be o� ered 
at cask strength in two mash 
bills; accounts are invited to 
connect with the distillery team 
to taste, select and order theirs. 
The whiskey will be shipped 
by September 2021 to coincide 
with National Bourbon Month. 



Does your cooler 
    need a

   Face Lift?
Does your 
cooler 
suffer from:

Х Bad shelving?
Х Leaky doors?
Х Foggy glass?
Х Lighting on the fritz?

Serving the Local Beverage Industry since 1933

410-945-7878 or 800-848-7748  •  careysales.com
3141 Frederick Ave. Baltimore, MD

*$50 discount on purchase of Service within 30 days 
of a free health check.

Like us at 
facebook.com/CAREYSALESANDSERVICES

Call Today for a FREE cooler health 
check! Mention “BEVERAGE JOURNAL” 
for an extra $50 OFF a future service.
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WHISKE Y:
WHAT ‘S NEW

COMPASS BOX MAKES MAGIC 
In 2016, Compass Box re-racked 
one-year-old malt spirit of robust 
character into first fill Oloroso-
seasoned butts. By 2019, one 
particular cask proved compelling 
enough for experimentation and 
thus, Compass Box Magic Cask, 
a blended malt Scotch whisky, was 
born. “Sometimes just one cask in a 
blend of many can provide the touch 
of magic that allows the whole 
arrangement to sing,” says Compass 
Box founder and whisky maker John 
Glaser. Magic Cask joins recently 
launched limited edition whiskies 
Hedonism Felicitas, Rogues’ 
Banquet and Peat Monster Arcana. 
92 proof, SRP $175

CAN-DO IRISH WHISKEY
It’s all about the can these days, even 
with whiskey - Two Stacks Irish 
Whiskey "Dram in a Can," arrives in 
100 ml cans at 86 proof as the first 
in the distillery’s U.S. ventures, SRP 
$18.99/4-pack. The whiskey in a can 
is one of only a small number of Irish 
whiskeys using peated malt in its 
blend, and will available as a 750ml 
bottle, SRP $39.99, as Two Stacks 
Blended Whiskey shortly after the can 
launch. Two Stacks will also shortly 
release Two Stacks Cask Strength 
Blender's Cut at 130 proof, SRP $59.99. 

ALLONS ENFANTS! TO THE BASTILLE!
Created in 2010 in the Cognac region of France by the Daucourt 
family, Bastille 1789 Whisky and Bastille 1789 Single Malt Whisky
have joined the Heavenly Spirits portfolio. The Daucourts make the 
whisky using the distillery’s traditional gooseneck pot still typical of 
the Charente region. According to master distiller Charles Dacourt, 
“Maison Daucourt always selects the highest quality of malted barley 
and wheat grown in the northeast of France, where some of the 
world’s finest Scotch producers also source their malt.” The blend is 
80 proof, SRP $39.99; single malt is 86 proof, SRP $69.99

BARTON 1792 DISTILLERY DOES MORE WITH MOORE
In 1889, Thomas S. Moore built the distillery known today as Barton 
1792; now, he’s getting a set of expressions to honor his name. Their 
signature high rye recipe bourbon is aged in new charred oak barrels 
before filling other previously used casks an additional one to three 
years; this time, it’s Port, Chardonnay and Cabernet Sauvignon 
barrels. Thomas S. Moore Kentucky Straight Bourbon Whiskey
Finished in Port Casks is 98.9 proof, in Chardonnay Casks 97.9 proof, 
and in Cabernet Sauvignon Casks, 95.3 proof. SRP $69.99 
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RISING FROM
THE ASHES

Despite devastating fires and smoke taint, California’s challenging 2020 harvest 
resulted in many exceptional wines. From Anderson Valley to Santa Barbara, 

here’s the good news you need to know.

BY LAURA BURGESS



The worst fire season on record will 
cause most people to remember 2020 as the 
Golden State’s worst harvest on record.

But in reality, the percentage of grapes 
impacted by smoke taint across the states 
was lower than many vintners expected, 
with entire swaths of California wine 
country weren’t impacted, according to 
early lab tests conducted by wineries. A 
fuller picture of the vintage is likely to 
emerge when the USDA releases its annual 
California harvest data. 

In fact, according to many producers, 
2020 was an exceptional vintage. 

From Santa Barbara to Anderson Val-
ley, good news is rising from the ashes in 
areas that avoided smoke damage and in 
sites where harvests were completed be-
fore the blazes. Most of California’s pre-
mier growing regions, including Napa 
Valley, Sonoma, Mendocino County, and 
the Central Coast, experienced low rainfall 
in early 2020, setting the regions up for 
a low-yielding season. Not only did this 
translate to concentrated, high-quality 
fruit, but it led many vintners to harvest 
early, escaping the devastation of the fires.

“We saw yields down about 20 to 30 
percent overall,” says Turley Wine Cellars 
winemaker Tegan Passalacqua, who farms 
Zinfandel and Cabernet Sauvignon across 
the state. “But when people ask me about 
the vintage I always say, it could have been 
way worse. Our quality overall was really 
good, and because yields were down we 
picked earlier than normal. Higher yields 
would have meant a later harvest and like-
ly more smoke taint for us.” 

It seems vintage 2020 wasn’t the com-
plete disaster many first believed. 

“People Often Forget 
How Big California Is”
“The good news is that the percentage 
of grapes affected by smoke taint across 
California is very low,” says Scott Kozel, 
the vice president of coastal winemak-
ing for E. & J. Gallo Winery, who oversees 
winemaking across California’s Central 
and North Coasts. Overall, he is very im-
pressed with the vintage quality.

While it may have seemed like the en-
tire state was smoky or ablaze in the late 
summer and fall, some of California’s top 
wine regions were spared from the effects 
of wildfires. “I think people often forget 
how big California is,” says Ryan Hodgins, 
the winemaker at FEL Wines, whose vine-
yards are spread across Anderson Valley. 
“Our winery is in Sonoma, over 100 miles 
from our vineyards in Anderson Valley, 
which is one of the coolest and northern-

most winegrowing regions in California.” 
In this subzone of Mendocino Coun-

ty—one well-versed with the devastation 
of fire in previous vintages—the wooded, 
hilltop vineyards remained unscathed. 
“Wind patterns matter,” says Roederer Es-
tate winemaker Arnaud Weyrich. “Because 
the wind here is normally coming from 
the west, it pulls clean air in and pushes 
the smoke away.”

Safe from smoky air, the combination 
of hydric stress and heat spikes in Ander-
son Valley led to grapes with both high 
acidity and high sugar—ideal for vintage-
dated and long-aging sparkling wines. 
“Anderson Valley is in a good spot,” says 
Weyrich. “The only thing you can explain 
to people is that smoke doesn’t damage all 
grapes in the same way.”

Further south, in California’s vast Cen-
tral Coast appellation—which contains 
Santa Barbara, Paso Robles, the Sta. Rita 
Hills, among other regions—arid condi-
tions are more normal, and coastal breez-
es left most grapes unharmed by fire. 

Passalacqua, who works with old vine 
Zinfandel vineyards predominantly in the 
Paso Robles appellation, was pleased with 
the results of the 2020 harvest. “We were 
concerned because there was smoke in 
Paso Robles for a few days,” he says. “We 
came out all clear. The hardest thing for 
me was having conversations with 40 
growers about the possibility of smoke 
taint ruining their entire crops, and how 
we would move forward if that happened.” 

The biggest challenge wineries in these 
regions will likely face is getting their wines 
out to consumers with tasting rooms shut-
tered and distribution networks upended 
due to ongoing pandemic-related restric-
tions. “The wines are tasting wonderful,” 
says Hodgins. “The biggest challenges for 
us will be Covid-related, not vintage-re-
lated. The news cycle is so fast, and there 
aren’t many people who really pay attention 
to vintages. The challenges of getting wine 
into the mouths of consumers will dwarf 
perceptions of this vintage.” 
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ews from California throughout the 2020 harvest season was 
overwhelmingly focused on devastation: record heat waves, 
uncontrollable wildfires, burned vineyards, smoke tainted 
wines, and shuttered tasting rooms. N

OPPOSITE:  Spottswoode Estate in Napa Valley  //  Harvest 
at Quintessa in Rutherford.  //  RIGHT: Jesse Katz founder 
and winemaker at Aperture Cellars

“These are some of the 
darkest, richest, densest 

wines of my career.”

– Jesse Katz, Aperture Cellars



Unexpected Benefits 
of Dynamic Weather
Long before wildfires broke out in Napa 
Valley and Sonoma, vintage conditions 
had been difficult; drought in the early 
months of the year indicated that yields 
would be lower in 2020 than the bumper 
crops of 2018 and 2019. 

“A number of our blocks had lower 
vegetative growth and vigor than in previ-
ous years,” says Aron Weinkauf, the wine-
maker for Napa Valley’s Spottswoode Es-
tate. In Sonoma, one of the regions most 
heavily impacted by the 2020 wildfires, 
early data compiled by wine and grape 
brokerage firm Ciatti indicates that the 
region’s Pinot Noir crop was the hardest 
hit by wildfires, with harvests down an es-
timated 36 percent.

But low yields don’t equate to low qual-
ity: “From the start, it was a winemaker’s 
vintage,” says Jesse Katz, the founder and 
winemaker at Sonoma’s Aperture Cellars. 
Echoes Weinkauf, “Many people were hap-
py to have a vintage that was expected to 
be a low-yield, high-concentration year.”

James Hall of Patz & Hall, which spe-
cializes in Pinot Noir and Chardonnay, be-
lieves 2020’s weather presented vintners 
with a unique opportunity.  “One thing 
I’ve noticed over the 40 years I have been 
in winemaking, is that vintages that have 
very moderate, even weather often pro-
duce relatively boring wines,” he posits. 
“Vintages that experience more dynamic 
weather—such as 1998, 2001, 2010, 2011—
often produce wines of more depth, com-
plexity and aromatic interest.”

While drought conditions caused 
many vineyards in Hall’s area to yield 20 
to 30 percent fewer grapes, those vines 
yielded exceptionally dark berries. “The 
drought did positively shape the character 
and concentration of the 2020s,” says Hall. 
“I hope that years from now, when tast-

ing the 2020 wines, people will realize that 
beautiful and wonderful things can hap-
pen in the hardest of times.” 

Aperture Cellars fared equally well, 
capitalizing on the dry, low-yielding sea-
son and well-timed harvest to craft pow-
erful, Bordeaux-inspired reds this season. 
“Spectacular wines will come from 2020,” 
says Katz, noting Aperture was fortunate 
its vineyards were not directly impact-
ed by fire, unlike many estates. “These 
are some of the darkest, richest, densest 
wines of my career.”

For some, the vintage’s low yields and 
high temperatures were a catalyst for an 
early harvest,  allowing wineries to avoid 
fruit damage amidst the fires. While some 
wineries and sections of Napa Valley were 
ravaged by the Glass and LNU Lightning 
Complex fires—particularly the eastern 
mountain appellations like Spring Moun-
tain, Howell Mountain, and Atlas Peak—
many grapes in sub-zones across the val-
ley floor were harvested before the fires 
and thrived thanks to below-average vine 
vigor and fair weather. 

At Rutherford’s Quintessa, harvest was 
nearly complete before the nearby Glass 
Fire broke out on September 27. “I think 
the biggest challenge is going to be com-
municating to consumers that every year 
is different, every variety is different, ev-
ery property is different,” says winemaker 
Rebekah Wineburg. “I know everyone sees 
these pictures of burning vineyards and 
really dramatic videos. Those are real, but 
they’re not the entire story. Natural disas-
ters are not what’s in the bottle.”

The Surprisingly Low Impact 
of “Old Smoke”
“We still have a lot to learn,” says viti-
culturist Ann Kraemer, who farms the 
46-acre Shake Ridge Ranch vineyard in 
Amador County. The site saw nearly three 
full weeks of hazy conditions, yet most of 
Kraemer’s grapes—and the early wines 
they have yielded—are taint free, accord-
ing to early test results. 

According to Kraemer, that is pos-
sible because hazy air—caused by old 

ABOVE:  Aperture Cellars in Sonoma benefited from a dry, 
low-yielding harvest  //  Winemaker Aron Weinkauf at 
Spottswoode Estate in Napa Valley

“I hope that years from 
now, when tasting the 
2020 wines, people will 
realize that beautiful and 
wonderful things can 
happen in the hardest of 
times.” 
– James Hall, Patz & Hall
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Made in the appassimento style, the Corvina and Merlot grapes are dried for 20 days prior to pressing, creating an elegant wine that is ""jjuusstt  rriigghhtt"". JUST +GIUST.O= JUSTO 
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smoke blown into the area from far-
away wildfires—doesn’t impact grapes 
in the same manner as heavily smoky 
air, which contains the volatile pheno-
lic compounds that cause smoke taint in 
fine wines. The Amador foothills region, 
overall, had very few days of that dam-
aging, heavily smoky air.

“Amador got really lucky,” says Pas-
salacqua, who sources grapes from Shake 
Ridge Ranch and nearly a dozen other 
vineyards in the Sierra Foothills. “Every-
thing in Amador and down through Lodi 
has come back clean. We’ve spent a lot of 
money on testing, but it’s been worth it.”

A similar occurrence transpired in 
some of Napa Valley’s vineyards. Despite 
nearly 30 days of unhealthy air quality 
in Napa, Weinkauf points out that most 
of the smoke reaching Spottswoode sites 
was old, degraded smoke that had blown 
in from other areas. “The gradation of 
smoke taint can be so radical; there will be 
many different perceptions and opinions,” 
he explains. “You can have two vineyards 
side by side and two very different levels 
of smoke taint and damage in the wines.”

Similarly, Wineburg completely picked 
Quintessa’s entire 160-acre estate vineyard 
in 2020, and the team is continuing to test 
and evaluate wines. “We don’t know for 
sure what the effect of smoke is,” she says. 
“We haven’t investigated enough or learned 
enough, but what I’m seeing so far is that 
there are very good wines coming out.”

Overcoming Negative   
Consumer Perceptions
The biggest challenge for California vint-
ners, particularly for those that were di-
rectly impacted by wildfires and smoke, 

will likely be overcoming consumer per-
ceptions. However, winery principals re-
main undaunted.

“The [Sierra] Foothills, as well as other 
viticultural regions that only had exposure 
to ‘old smoke,’ should produce beautiful 
wines,” says Kraemer, “and needs … to get 
the word out that not all is lost!”

“I always view [a challenging vintage] as 
an opportunity to say ‘look, here’s what we 
can do,’” says Beth Miliken, the president and 
CEO of Spottswoode Estate. “We want people 
to come and taste these wines because that’s 
what will ease consumers’ minds and re-
move the [negative] perception.”

In the experience of Nate Weis, the vice 
president of winemaking for Silver Oak, 
Twomey, and Timeless, fire may dominate 
the news cycle but it rarely overshadows 
the wines upon release. “All anyone wants 
to talk about is the fires, and there’s a stig-
ma to it,” he says. “But at Silver Oak, our 

release cycle is so long we’ve found that 
the perception of the market has changed. 
Our 2020s won’t be out until 2024 or 2025. 
We just finished putting together our 
blends, and I’m actually very pleased.” 

While the experiences of Golden State 
vintners’ 2020 harvest varied wildly from 
vineyard to vineyard, advice on how to pur-
chase was unanimous: stick to producers 
with trusted reputations for excellence.

Wineburg, for example, notes that 
because Quintessa only works with estate 
fruit, they feel less pressure to bottle 
everything they harvest if it is not up to 
the winery’s standards. “Because we are an 
estate at Quintessa, we have a year-round 
commitment to this property,” she says. 
“Our relationship is not transactional; it’s 
more like a marriage—we can go through 
a difficult time and use it to try and better 
understand the vines and our terroir.”

“It’s a decision about being fair and 
honest, and being willing to discard some 
lots of wine,” says Weyrich. “Rely on 
brands that you know will make the right 
decision to avoid marketing-driven wines 
that aren’t up to their standards.”  ■

Scott Kozel vice president of coastal winemaking for E. & J. 
Gallo Winery

“I know everyone 
sees these pictures of 
burning vineyards but 
they’re not the entire 
story. Natural disasters 
are not what’s in the 
bottle.”
– Rebekah Wineburg, Quintessa

PH
O

TO
G

RA
PH

S 
C

O
U

RT
ES

Y 
O

F 
RO

ED
ER

ER
 E

ST
AT

E 
/ 

PH
O

TO
G

RA
PH

 C
O

U
RT

ES
Y 

O
F 

E.
 &

 J.
 G

AL
LO

 W
IN

ER
Y

ABOVE:  Arnaud Weyrich winemaker for Roederer Estate  //  
In Anderson Valley, Roederer Estate avoided smoke taint 
thanks to high winds  
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IRISH WHISKEY’S BOLD 
FLAVOR REVOLUTION
A TREND TOWARDS INNOVATIVE CASK FINISHES CHALLENGES THE 
CATEGORY’S LIGHT-BODIED, EASY-DRINKING REPUTATION

BY AMANDA SCHUSTER

Lately, however, there’s been a flavor 
amplification trend in the Irish category, 
with distillers employing extended cask 
maturation, or blending with barrels 
that once held fortified wines like port 
or sherry, or even still wines. Some 
brands, like Tullamore DEW, are even 
experimenting with ex-rum or other ex-
spirit barrels. 

“The addition of wine, port, or other 
spirit-finishing can be a fun way to impart 
specific flavors,” says Brooke Baker, 
beverage director at Underdog NYC and 
formerly of Dead Rabbit, which boasts 
the largest Irish whiskey collection in the 
country. 

That bar popularized Redbreast’s 
innovative single pot still Irish whiskey 
finished in Lustau sherry casks, produced 
by the Midleton Distillery, a category 
disruptor when it launched in 2016. 

rish whiskey is widely regarded as an accessible, beginner’s 
brown spirit for good reason: All are triple-distilled by law, and 
most of the classic expressions from prominent brands like 
Jameson’s, Bushmills, Powers and Tullamore DEW are matured 
in ex-bourbon American oak barrels for that familiar ultra-smooth 

texture and toasty flavor, and bottled at 40 percent ABV. 

I
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Absente Absinthe Re�ned, 55% Alc./Vol. (110 proof ), Imported from France, by Crillon Importers Ltd., Paramus, NJ   
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CATEGORY FOCUS

Another splashy U.S. debut was the 2019 
release of The Tyrconnell 16 Year Old 
single malt, produced at Cooley distillery 
in Louth, which was finished in casks from 
Andalucia, Spain that had been custom 
seasoned first in Oloroso sherry and then 
in Moscatel wine. 

FROM SHERRY TO 
WINE, COGNAC, AND BEYOND
“I absolutely love the pot still Green Spot 
[also produced at Midleton] finished in 
ex-Château Léoville Barton casks,” says 

Baker. “The [Bordeaux barrel] finish gives 
the whiskey a crisp pear, grassy flavor.” 
She’s also a fan of Teeling's Single Malt 
finished in four additional wine casks—
Port, Madeira, Cabernet Sauvignon, and 
white Burgundy—as well as the recent 
cask-finish series from Knappogue 
Castle single malt, which sees their core 
12-year-old get months of additional 
aging in Barolo wine and Marsala casks, 
with a Cognac finish set for later in 2021. 

Similarly, Egan’s plays with alternative 
cask finishes, including Centenary, a 
single malt and single grain blend finished 
in XO Cognac barrels, and Legacy Reserve 
II (Legacy III out soon), a 16-year-old 
single malt finished in Banyuls dessert 
wine casks from the Côtes du Rhône. 

The Busker, which debuted late in 
2019, goes for an even bolder taste profile, 
banking on increasing consumer prefer-
ence for big flavor. “While we honor the 
rich Irish heritage and whiskey-making 
traditions to produce superb liquid, we 
go beyond the limitations of history to 
create our own story. American consum-
ers are thirsty for something that’s excit-
ing and innovative,” says Ray Stoughton, 
executive VP, Disaronno International, 
parent company for The Busker. 

Hailing from County Carlow’s Royal 
Oak, a hat-trick distillery which produces 
all traditional Irish whiskey styles—single 

grain, single malt, and single pot still—
The Busker is a blend of all three and then 
aged in a combination of bourbon, sherry, 
and Marsala casks. 

The Dublin Liberties Distillery made its 
U.S. debut in 2020 with four full-flavored 
expressions, two of them single malts—
Copper Alley 10-year-old and Keeper’s 
Coin 16-year-old—finished in Oloroso 
sherry and PX sherry casks, respectively. 
The Murder Lane 13-year-old is finished in 
ex-Tokaji wine casks from Hungary. 

“Having access to such a nice range of 
aged malts, my task was to incorporate a 
mix of finishes that haven’t been explored 
as much or are completely innovative,” 
says master distiller Darryl McNally. 
The selection of finishes is more about 
flavor than shock value, he explains. “Of 
course we want to push boundaries with 

"We go beyond the 
limitations of history to 
create our own story. 
American consumers 
are thirsty for something 
that's exciting and 
innovative." 

- Ray Stoughton, executive VP, 
Disaronno International
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innovation, but I also sought to ensure 
there’s a varied range of flavours across 
our whiskeys so they are distinctive. We 
want to craft whiskeys people love the 
taste of,” McNally shares.

Dingle distillery, founded in 2012 
on the coast of County Kerry, has a 
similar philosophy, though very different 
approach. Dingle showcases the art of the 
blend, using their own young 3 year and 
up—the minimum aging requirement 
for Irish whiskey—single malts (there 
is also a single pot still available only in 
Ireland), aging them in a combination 
of ex-bourbon as well ex-fortified wine 
casks for the entire maturation period. 
Batch #4 is a blend of single malts aged in 
ex-bourbon, sherry and Port barrels; the 
regimen highlights the edgy maltiness of 
the whiskey, boosted, but not hidden by 
the fruit and nut flavors and aromas of the 
ex-fortified wine casks. 

CHALLENGING TRADITION
Late last year, Bushmills released a 
28-year-old single malt finished in Cognac 
casks, that tastes surprisingly vibrant and 
fresh. “At its core, Bushmills’ DNA is a 
malt-rich whiskey, and the long duration 

in ex-Cognac wood enriches all those 
notes of vanilla, honey, malt, and wood 
while softening any rough edges,” remarks 
master distiller Helen Mulholland, who 
has over 30 years’ experience at the 
distillery. 

She says the rare dram is “something 
new and distinct for Bushmills—one of 
the most complex and layered whiskeys 
ever released by us. When we mature the 
already smooth spirit in exotic casks, it 
enhances our malt-rich liquid, bringing 
out special layers that you might not get 
if you did the same with other categories 
of whiskey.” Because these reserves are 
not matured in new oak, the liquid has 
an opportunity to hibernate for many 

long seasons, but careful monitoring is 
key. “As Master Blender, I constantly and 
meticulously taste and test the liquid from 
our barrels so I can determine the best 
time for release.”

With so many new distilleries dotting 
the Irish landscape since the 2010s, there’s 
a new spirit of experimentation amongst 
distillers, who are broadening and 
redefining what it means to be a whiskey 
from Ireland. n

There's a new spirit 
of experimentation 
amongst distillers, who 
are broadening and 
redefining what it means 
to be a whiskey from 
Ireland.

BELOW: The copper pot stills used to make  
The Busker Irish whiskeys at the Royal Oak Distillery 
in County Carlow.





A robust delivery program 
can increase your shop’s 
revenue and expand its 
footprint beyond the cus-
tomers that walk by your 

door. During times like these, when stay-
at-home orders and general COVID-19 
concerns may limit your customers’ abil-
ity and desire to walk in your door, it can 
become essential. In this ever-evolving 
pandemic landscape, many states have re-

vised alcohol delivery restrictions in the 
past year to now allow liquor stores to de-
liver directly to homes, including Georgia 
(House Bill 879) and Ohio (House Bill 674), 
with Arkansas and Illinois poised to pass 
similar bills soon. It’s a new lifeline and 
operational reality for shops of all sizes.

When starting up a delivery program, 
working with a third-party delivery ser-
vice may have immediate appeal, but 
high fees can quickly erode bottom-line 

profitability. While the upfront invest-
ment may seem daunting, shops should 
give serious consideration to building 
this service in-house.

Done right, an in-house delivery pro-
gram can increase sales and profitability, 
while allowing your shop to maintain 
flexibility, offer a high level of customer 
service, and drive some additional brand-
ing activity. 

Perrine Prieur, owner of Perrine’s Wine 
Shop in Atlanta, started home delivery al-
most immediately after the bill was signed 
into law there last August. She describes 
her delivery program as “a continuation of 
our business” and has built her shop’s pro-
gram around the high level of service her 
customers expect, with thought given to 
the training of the drivers, the functional-
ity of the ecommerce site and the brand-
ing of the shop’s temperature-control van.
We spoke with Prieur and other retailers 
from across the U.S. to understand how to 
navigate do-it-yourself delivery and en-
sure it works for your business.  

ABOVE:   RichWines bags ready for delivery  //  Kings 
County Wines in Brooklyn uses scooters for local deliveries  RI
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TIPS FOR OPTIMIZING
YOUR IN-HOUSE ALCOHOL
DELIVERY SERVICE

RETAILERS SHARE BEST PRACTICES FOR 
DELIVERING BEER, WINE, AND SPIRITS TO HOMES 
ACROSS YOUR STATE—WHERE IT’S LEGAL

BY CHRISTY FRANK
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INDUSTRY TRENDS

1 KNOW YOUR    
LOCAL LAWS

The first step of starting a delivery pro-
gram, whether in-house or third-party, is 
making sure you’re well-versed in the le-
gal obligations. While proof of age and sig-
nature requirements are fairly standard, 
each state, county, and city municipality 
will have its own guidelines and quirks.

For example, Georgia mandates that 
drivers are over 21 years old, complete a 
delivery training course, and pass an exam 
and background check. Deliveries must 
take place the same day the purchase oc-
curs and are limited to a specific delivery 
zone which is tied to the location of the 
shop. “I know a lot of retailers have strug-
gled to determine the borders of their de-
livery area,” says Stony McGill, director of 
governmental affairs for the Georgia Alco-
hol Dealers Association. “It can be tricky 
to understand where you can deliver to 
legally if you’re located on the border of 
two municipalities. Our association has 
tried to keep an accurate list of who can 
do what, and where. We’ve worked hard to 
keep our members up to date.”

An important detail is that in Georgia, 
as well as other states, much of the liabil-
ity can remain with the retailer—even if 
they have contracted a third-party service 
to execute the delivery. “In that case,” Mc-
Gill notes, “you’re putting your livelihood 
in somebody else’s hands.” Research local 
laws with your state’s liquor control board 
for the latest updates in your area. 

2 DEVELOP A STRONG   
ECOMMERCE PLATFORM

Before you can deliver the product, you 
need to sell it. That means investing in 
an online ecommerce site as an extension 
of your brick-and-mortar location. This 
doesn’t mean you’ll need to create one 
from scratch: Many platforms, including 
SevenFifty Storefronts, offer customizable 
templates and tools that will integrate with 

your existing in-store point of sale (POS) 
system to help ensure that your inventory 
is displaying accurately in your online 
store, saving the headache of following up 
with customers to discuss substitutes and 
processing refunds.

A robust platform should also support 
the logistics of your delivery program. A key 
feature to look for is the ability to customize 
add-on delivery fees based on minimum 
order amounts and delivery location. Some 
platforms allow you to drag and drop your 
delivery map borders, making it easier to 
set the exact addresses you want to—and 
can legally and efficiently—deliver to. This 
can be especially useful in markets where 
the legal delivery zones vary town to town 
and may or may not be tied to a zip code. In 
other markets, setting delivery by zip code 

may be more efficient.
Your ecommerce system should also 

help you set customer expectations. Lance 
Lemon, a partner at RichWine, a new on-
line-only shop in Richmond, Virginia, sug-
gests making sure your site clearly commu-
nicates the details of your service offering, 
including any fees, minimums, delivery ar-
eas, and cut-off times. Confirmation emails 
should also be well-crafted, to notify when 
your customer’s delivery will arrive and 
what they can expect when it’s dropped off.
 

3 PAY ATTENTION TO PROFITABILITY  
WHEN SETTING DELIVERY TERMS

Offering delivery service will almost cer-
tainly increase your shop’s sales revenue. 
But top line sales aren’t everything—you 
want to be sure you aren’t losing money 
with each order that heads out the door. 
Offering free delivery on every order likely 
isn’t a sustainable option, so don’t shy away 
from setting delivery fees that can cover or 
defray incremental delivery costs or mini-
mum order amounts that can absorb them. 
RichWines offers free delivery with a two 
bottle minimum in their immediate area, 
sliding up to $6 in neighboring counties 
while Perrine’s charges a $15 fee within the 
store’s legal delivery zone. Factor in case 
discounts and differentiated margins on 
beer, wine, and liquor when making your 
estimates. (Drizly, in most markets, charg-
es customers a $5 fee that goes to the store 
and a $2 service fee that goes to Drizly.)

Also consider profitability when con-
sidering delivery lead times and schedule. 
While one hour delivery makes for an attrac-

ABOVE: Kings County Wines window sign promoting online 
ordering and delivery.

RichWine Founders and 
Co-Owners Lance Lemon 
and Kristen Gardner Beal
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Perrine 
Prieur 

Gallardo, 
owner of 
Perrine's 

Wine in 
Atlanta



Bring your retail store online 
with SevenFifty Storefronts

A new ecommerce
platform powered by 
SevenFifty’s comprehensive 
product database 

Seamless inventory management 
across devices

Zero transaction fees, zero user fees

30+ POS syncs including Lightspeed

Contact storefronts@sevenfifty.com 
to learn more  

Leverage SevenFifty’s 
market-leading product data 

to offer your customers an 
intuitive web and mobile 

ecommerce platform that acts 
as a full digital extension of 
your brick-and-mortar store.



tive selling point, very few shops will be able 
to make good on this promise. Even same 
day delivery can be difficult to do profitably. 
Porter Square Wine & Spirits in Cambridge, 
Massachusetts, offers delivery two days each 
week. Wine director and general manager 
Carol King explains, “This is working well 
for us as we are able to focus on customers 
needing delivery for larger orders.”

Periodically review your delivery ticket 
size, product mix, and delivery zones to 
check your assumptions and adjust your 
policies if needed. Sally Stewart, owner of 
Denver Wine Merchant says, “When we first 
allowed delivery we set our zone to a radius 
instead of zip codes and found that our prof-
it our minimum order often was less than 
the time and mileage required to fulfill it. 
We've since shrunk our delivery zone.”
 

4 CONSIDER YOUR VEHICLE   
AND ALL THAT GOES WITH IT

In-house delivery programs will require a 
vehicle, which is likely to be your largest 
investment. Consider your location as well 

as additional costs such as parking, in-
surance, and financing. Adam Robertson, 
owner of King’s County Wines initially 
chose a moped for his Brooklyn shop’s de-
livery program. “There’s a certain size of 
moped which is regulated like a bicycle,” 
he says, which means there’s no need for 
individual drivers’ licenses or street park-
ing, both a relative rarity in New York City. 
Robertson recommends considering how 
repairs will be made. The scooter couldn’t 
be repaired locally, he says. “Flat tires had 
to be changed in New Jersey, trips that in-
volved renting a U-Haul.”

Prieur’s vehicular surprise involved 
the financing of her must-have for Per-
rine’s Wine Shop: a refrigerated van for 
traveling in Atlanta’s traffic during hot 
summer months. While car dealerships 
will generally offer financing terms, deal-
ers that specialize in refrigerated vehicles 
may not, a factor to consider.

When exploring insurance options, be 
sure to check with the company provid-
ing your general business insurance. They 
may be able to bundle in commercial vehi-
cle insurance that could save you money. 
And even if you are using your personal 
vehicle, you should look into adding a rid-
er to your insurance policy.

And don’t forget branding. Your de-
livery vehicle is an easy way to extend 
your shop’s brand identity onto the street. 
Full vehicle wraps are an option, but Pri-
er found decals to be less expensive and 

easier to change if needed. Her van even 
has a name, Jean-Louis, and shows off its 
personality in the shop’s Instagram feed.
 

5 FINE TUNE YOUR PEOPLE    
AND PROCESSES

Staffing scenarios range from hiring driv-
ers on a per-delivery basis, to rotating 
deliveries among existing team members 
who also work the shop floor. 

Make sure you have a clear process 
in place for prepping orders and double 
checking them before they head out the 
door. Porter Square’s King says, “It’s im-
portant to have a routine for how orders 
are handled, especially because the person 
who takes the order may not be around 
when the order goes out. We have an area 
dedicated to storing orders ready for pick 
up, plus each order has a form attached 
to it with all the information and the re-
ceipt.” This goes a long way in minimizing 
potential mistakes.

Whoever is doing the actual delivery 
should be well-trained on the shop’s 
policies, how to handle upset customers, 
and what to do if the customer isn’t 
home or can’t produce a valid form of 
identification. In many cases, your delivery 
person may be the only face-to-face 
contact your customers have with your 
business, so it’s crucial that they reflect 
your shop’s vision of service. RichWine’s 
Lemon says, “That handoff, when we 
present the bottle to the customer, we 
want to make it personable even if we’re 
keeping it contactless. That experience, 
that’s our bread and butter.”  ■

ABOVE:  Perrine's Wine refridgerated delivery van, named 
Jean-Louis, serves as a brand-building tool as well
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INDUSTRY TRENDS

Sally Stewart, 
Denver Wine Merchants

Top line sales aren’t 
everything—you want to 
be sure you aren’t losing 
money with each order 
that heads out the door.
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W hen Bordeaux-based Do-
maines Barons de Rothschild 
(Lafite) acquired the sprawl-
ing Los Vascos estate in Col-

chagua Valley in 1988, the purchase made 
history by marking the first French in-
vestment in Chile’s modern wine industry. 

Clearly, that decision paid off: Los Vas-
cos has established itself as one of South 
America’s leading brands, a familiar fix-
ture on retail and supermarket shelves 
across the U.S. for over three decades. 

From today’s vantage point, it’s dif-
ficult to appreciate how groundbreaking 
that expansion was at a time when Chile’s 
potential remained largely unexplored. 
For the firm behind some of Bordeaux’s 
most celebrated châteaus to set down 
roots in the foothills of the Andes required 
incredible vision and innovation. 

So when Viña Los Vascos general man-
ager Philippe Rolet speaks of a “revolution” 
underway at the estate today—including 
not only a makeover for the classic Los 
Vascos range, but plans to release a bold 
new line of reserve wines from specific 
hillside vineyards under the “Cromas” la-
bel this March—it’s time to pay attention.

PLACING TERROIR  
FRONT AND CENTER
The brand makeover began in summer 
2020 with the rollout of a new package 
for the classic range of Los Vascos wines. 
While preserving the traditional French 
gravure feel of the previous label, with its 
familiar engraving of the Los Vascos haci-
enda, the new illustration transports the 
viewer straight into the rolling vineyard 

land of Los Vascos itself. Picturing the 
wide expanse of Los Vascos’ vines, back-
dropped by the looming Andes Mountains, 
the new label emphasizes the importance 
of the Colchagua Valley’s unique terroir. 

The design still proudly bears the 
Rothschild group’s trusted five-arrow in-
signia, a reassuring stamp of quality and 
continuity with the past. In this way, the 
reboot represents a meaningful makeover 
without eschewing the brand's legacy.
 
HOW CROMAS HIGHLIGHTS 
HILLSIDE VINEYARDS
The introduction of the highly anticipated 
Cromas line represents a significant new 
chapter in the Los Vascos’s evolution. 

Featuring labels inspired by the dra-
matic colors of the Colchagua Valley’s 
natural landscape (“Color is the Language 
of Nature,” the line’s tagline reads) and 
the estate’s diverse template of soil types, 
Cromas was created to showcase specific 
hillside vineyards the winery began plant-
ing in 2013. 

“For the past thirty years, we primar-
ily managed our vineyards on the flatlands 
of the valley,” explains Philippe Rolet. Af-
ter years experimentation, however, the 
winemaking team found that vineyards 
planted on the estate’s steep slopes—with 
their ideal drainage, optimal ripening 
conditions, and warm granitic soils—pro-
duced lower-yielding vines that result in 
concentrated and elegant wines. 

Now, for the first time, the results of 
that labor will be put into bottle. “That 
process of discovery directly gave birth to 
the Cromas range,” adds Rolet. 

Positioned at approximately $20 (SRP) 
and adorned with bright, colorful labels 
that nod to the terroir, the line will de-
but with two initial examples: the Cromas 
Cabernet Sauvignon and the Cromas Car-
menère. Rolet reports there are additional 
expressions planned for the future. 

As the Chilean wine industry has 
grown up, become more terroir-driven 
and single site winemaking-focused, so 
too has Los Vascos. The revamped classic 
line and new Cromas debut showcase the 
winery’s ongoing commitment to explor-
ing the potential of Chile’s unique soils. n

HEADING TO THE HILLSIDES
DOMAINES BARONS DE ROTHSCHILD (LAFITE)  
EMBARKS ON A NEW CHAPTER WITH LOS VASCOS 
REDESIGN AND LAUNCH OF THE RESERVE CROMAS LINE

Los Vascos sprawling estate in the Colchagua Valley 
includes valley floor vineyards as well as steep hillside 
sites where the new Cromas line of wines are sourced.

Los Vascos' winemaking team found that 
vineyards planted on the estate’s steep slopes 
produced wines with greater concentration and 
elegance, and the Cromas line was born, explains 
general manager Philippe Rolet.



2019 Los Vascos Cromas  
Carmenère Gran Reserva  
Wine Spectator, Web Only 1/21

POINTS
90



REGENERATIVE VITICULTURE
A NEW CERTIFICATION PROGRAM AIMS TO DEFINE THIS FARMING 
PRACTICE, WHICH SOME VINTNERS BELIEVE COULD TRANSFORM 
VINEYARDS AND COMBAT CLIMATE CHANGE

BY STACY BRISCOE

What makes the regenerative philoso-
phy unique—and superior—to sustainable 
viticulture, Gamble believes, is that “it 
requires one to consider the entire eco-
system under one’s stewardship—not just 
what happens on the piece of land directly 
farmed.” Like regenerative farming expert 
Robert Rodale, credited for having coined 
the term in the 1980s, Gamble is convinced 
that sustainability doesn’t go far enough. 

“I’m not against organics and biody-
namics,” says Gamble. “Both approaches 
make us think more deeply about what 
we are doing. But regenerative agriculture 

takes the thinking a step further.” 
Regenerative viticulture has become a 

buzz word in the wine world recently, yet 
there is still some confusion as to what 
specific practices set the philosophy apart 
from organic or sustainable grape grow-
ing. A new certification program launched 
by the Regenerative Organic Alliance (ROA) 
aims to change that. Founded in 2017 to 
create specific standards on how to imple-
ment regenerative farming into various 
agricultural industries world-wide, ROA 
has launched certifications across the ag-
riculture industry, from crops to textiles. 

Grape growing for wine production is 
a new frontier for the ROA, and in Novem-
ber 2019, the organiztion certified its first 
winery, Tablas Creek Vineyard in Paso 
Robles. There are six more wineries in the 
application process.  

What Makes Regenerative 
Different? 
Paul Dolan, fourth generation winemaker, 
most famously at Fetzer, and co-founder 
of Truett-Hurst Inc., is widely regarded 
as a founding father of organic and bio-
dynamic viticulture. He sits on the board 
of the ROA and offers his definition of 
regenerative agriculture: “Farming that 
uses natural processes to build restorative 
elements in the space in which we farm... 
Farming in service of life.”

What exactly does that mean? The 

om Gamble, proprietor of Gamble Family Vineyards, says his 
family has been practicing regenerative agriculture at their 
100-year old Napa Valley estate since they transitioned to 
vineyards in the 1960s—long before the term even existed. 
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emphasis on restoration is a major distin-
guishing factor of the regenerative farm-
ing philosophy and translates to a hyper-
focus on top soil and cover crops. Gamble 
explains that by increasing biodiversity, 
improving the water cycle, enhancing 
the ecosystem, and supporting biose-
questration—the capture and storage of 
greenhouse gas carbon dioxide (CO2 emis-
sions)—the regenerative farm strengthens 
the health of its own soil and increases the 
earth’s resilience to climate change.

The ROA begins with the most ba-
sic organic farming methods as defined 
by the National Organic Program (NOP), 
and builds from there to include specific 
protocols to improve soil health, animal 
welfare, and social justice. “To truly be re-
generative one must go above and beyond 
current mainstream agricultural produc-
tion certifications,” said ROA executive 
director, Elizabeth Whitlow. In Whitlow’s 
experience, these more “mainstream” cer-
tifications separate the core elements that 
define regenerative organics into singu-
larly focused programs and the ROA certi-
fications emcompasses them all. 

How Carbon Sequestering Works
Between the use of petrochemicals, fuel 
for equipment and processing procedures, 
a conventionally farmed vineyard emits 
more carbon than the plants can consume 
during photosynthesis.

The goal of regenerative organics is 
to decrease carbon emission and increase 
carbon uptake and storage, primarily 
through the use of cover crops. Permanent 
cover crops not only sequester up to two 
additional tons of carbon per acre, Gamble 
explains, they also improve underground 

microbe and vertebrate diversity, and in-
crease water absorption and retention.

“If you can build a ‘sink’ to capture 
moisture and you have a natural resource 
for nutrients—the vines basically have 
everything they need right there,” Dolan 
says. “The fungal activity promoted by 
cover crops, the mycelium that grows in 
the soil, has a wide-reaching effect,” ex-
plained Dolan. That is, they slough off the 
carbon processed through the root system 
during photosynthesis, thus the soil is 
able to store even more carbon.

Jason Haas, general manager and pro-
prietor of first ROA-certified producer, 
Tablas Creek, points out that, as per-
manent cover crops themselves, vines 
are well set-up for carbon sequestering. 
“Vines are a crop that lives for 100-plus 
years and builds root systems the entire 
time,” he said. “What you’re trying to do is 
make sure the farm has a role in pulling 
carbon dioxide out of the air and turning 
it into something useful for the soil.”

Animals and Social Justice
Utilizing livestock as natural grazers and 
fertilizers further aids in carbon reduc-
tion, according to Dr. Yichao Rui, soil sci-
entist for the Rodale Institute, which part-
ners with the ROA. Research at the Rodale 
Institute has proven that livestock farm-
ing practices, in combination with low/
no-till cover cropping, sequester the most 
carbon. “Soil fertility comes not just from 

the crops, but also from the animal ma-
nure. It’s an organic source with a very low 
carbon-to-nitrogen ratio,” Rui says. “The 
manure acts as a readily available nutrient 
source for the microorganisms. In turn, 
they can store and stabilize carbon and 
keep improving the soil.”

As part of the ROA program, farms 
must also provide livestock with what 
Whitlow says are “internationally recog-
nized keystones” of animal welfare, and 
what the ROA refers to as the “five free-
doms”—freedom from discomfort, stress, 
hunger, pain, and to express behaviors 
natural to their species.

Modeled after respected social certi-
fications in the world, including Fair for 
Life and Fair Trade International, the ROA 
outlines what worker fairness looks like. 

Haas said it was the farmworker well-
ness pillar that truly opened his eyes as to 
how regenerative agriculture goes above 
and beyond other certifications. “There 
were things that we were already doing—
paying a living wage, making sure working 
conditions were safe and good,” Haas says. 
“But the ROA certification also requires 
that you involve your farming crew in col-
laborative decision-making.”

OPPOSITE:  Sheep grazing in the ROA-certified Tablas 
Creek vineyards  //   ABOVE: Paul Dolan’s 160 acre certified 
biodynamic Dark Horse Ranch in Mendocino County is up 
for ROA certification this year  //  RIGHT: Tom Gamble of 
Gamble Family Vineyards

Permanent cover crops not only sequester 
up to two additional tons of carbon per acre, 
they also improve underground microbe 
and vertebrate diversity, and increase water 
absorption and retention.

PH
O

TO
G

RA
PH

 C
O

U
RT

ES
Y 

O
F 

TA
BL

A
S 

C
RE

EK

PH
O

TO
G

RA
PH

 C
O

U
RT

ES
Y 

O
F 

PA
U

L 
D

O
LA

N
, T

RU
ET

T-
H

U
RS

T 
 /

  T
O

M
 G

AM
BL

E 
AN

D
 K

O
A 

PH
O

TO
G

RA
PH

 B
Y 

AL
AN

 C
AM

PB
EL

L 
PH

O
TO

G
RA

PH
Y



INDUSTRY FOCUS

Tablas Creek now holds round-table 
discussions with all crew members, who 
can offer suggestions and implement their 
ideas in the field. “There’s a level of en-
gagement that you build with your crew 
that’s different than if you’re just provid-
ing direction,” he observes.
 
Tasting the Results in the Glass
Conversion requires significant invest-
ment of time and money. Depending upon 
the state of a vineyard’s soils, it could take 
many years to build up the necessary or-
ganic matter and this lag could result in 
reduced grape yields. 

Yet the payoff of conversion is more 
than a climate-friendly farm, but in the 
wines themselves, says Jason Lett, propri-
etor and winemaker of Eyrie Vineyards in 
McMinnville, Oregon. His family has been 
practicing regenerative viticulture on 
their estate vineyards since his father first 
planted vines back in 1965 and he believes 
this has translated into notable complex-
ity in his wines.

“The more diverse mix of plants you 
have above ground, the more the diverse 
mix of soil organisms you have under-
ground and these integrate with the 
vines,” he says. It’s these different interac-
tions that Lett contributes to the marked 
differences between his single site wines.

Radio Coteau proprietor, Eric Suss-
man, began regenerative restoration on 

his 42-acre Sonoma estate back in 2012. 
Sussman calls his farm an “agroecosystem” 
that he and his team are always working to 
make more regenerative in nature. 

As a result, he can be more hands-off 
in the cellar. Grapes ferment with native 
yeasts without the need for additional nu-
trients and the resulting wines are more 
restrained in style but have a notable, and 
more pronounced character, he believes. 
“We inherently have wines with energy in 
them. We’re making refined, natural wines 
in a natural way,” he says.

 Their observations can be proven, 
says Rui: Produce grown in a regenera-
tive environment is more nutrient-dense, 
according to regenerative studies. “Now, 
we’re starting to understand that some of 
the nutrients in the vegetables and fruits 
are coming from the soil, synthesized by 
the healthy fungal community,” he says.

Why Some Aren’t Convinced
Not everyone is a believer. “Regenerative 
viticulture is just a new descriptor for 
what we in the biodynamic and organic 
world have been doing all along,” says 
Rudy Marchesi of Montinore Vineyards in 
Oregon’s Willamette Valley who has been 
a leader in biodynamics for decades. “The 
carbon sequestration that is being pro-
moted as a key component of regenerative 
agriculture occurs in all farming systems 
that increase the organic matter in soil. 
It’s just new packaging.’”

Biodynamic certification, Marchesi 

believes, remains the international gold 
standard in farming best practices “from 
its international network of farmers, pro-
ducers and researchers that continue to 
use and improve the farming standards…. 
and providing a more evolved and relevant 
set of guidelines that lead us further along 
the path of quality.” 

For Hal Hinkle, owner of Sei Querce in 
California’s Alexander Valley, the regen-
erative movement needs to produce more 
evidence behind its carbon sequestering 
claims. “For us, the reach needs to get to 
science-based carbon sequestration,” he 
says. I’m not sure how many farms will 
take this approach to climate because it 
is not trivial. Without consumer buy-in 
that leads to commercial differentiation it 
could be hard to grow ROA significantly.”  

Hinkle highly prioritizes the climate 
crisis, and has chosen to partner with Cool 
Effect, a company fighting carbon pollution 
with offsets. “As farmers, we want to do ev-
erything we can in our farming and wine-
making practices to limit carbon emissions 
but we recognize we will still fall short… by 
working with Cool Effect we are real time 
offsetting our current shortfall and not de-
laying and hoping to catch up later.”

Yet even skeptics see the value in the 
new certification effort. “The evolving re-
generative movement is a positive thing in 
that it brings attention to farming prac-
tices and the effect on our food, environ-
ment, society, and culture,” says Marchesi. 
Hinkle agrees: “The ROA program is an-
other good step in a world of proliferat-
ing standards, and the key to restoring 
natural systems is to go beyond the wine 
industry; we need to be globally effective 
across all crops.”  ■

ABOVE:  California's Apricot Lane Farms is ROA certified   //  
Radio Coteau constructs their compost pile with harvest 
byproducts  //  Montinore Estate's Rudy Marchesi  //  LEFT: 
Eyrie Vineyards in Oregon's Willamette Valley 

PH
O

TO
G

RA
PH

 C
O

U
RT

ES
Y 

O
F 

AP
RI

C
O

T 
LA

N
E 

 /
  P

H
O

TO
G

RA
PH

 C
O

U
RT

ES
Y 

O
F 

RA
D

IO
 C

O
TE

AU
  /

 R
U

D
Y 

M
AR

C
H

ES
I P

H
O

TO
G

RA
PH

 B
Y 

AN
D

RE
A 

JO
H

N
SO

N
  /

  P
H

O
TO

G
RA

PH
 C

O
U

RT
ES

Y 
O

F 
EY

RI
E 

VI
N

EY
AR

D



Greenmount Station 
Hampstead, MD

Hallaton  
Geosynthetics 

Sparks, MD

McDonogh School -- 
Dorms & Classrooms 
Owings Mills, MD

2020-2021 Satisfied Customers

Dr. Lori Andochick, 
Dentist 

Frederick, MD

Black Forest Restaurant, Fallston l Café Troia Restaurant, Towson 
Blaze Pizza, Towson l Clear Spring Liquors, Hagerstown  

Greenmount Station, Hampstead
McDonogh School (Dorms and Classrooms) Owings Mills

Todd Harman, Hallaton Geosynthetics Office, Sparks
Dr. Lori Andochick, Dentist Office, Frederick 

Dr. Susan Brinkley, Examination Room, Frederick
Bob Burch, Allstate Insurance Office, Carney

Phil Dorsey Law Office, Leonardtown
Jennifer Littleton, Artist Studio/Home, Towson 

Waverly Construction, Baltimore 
Philadelphia Tavern Bed and Breakfast, Manassas

Scott and Sharon Cook, Home, Spotsylvania
Dr. Jack Gordon, Home, Towson l Tom Carolan, Home, Timonium

Susan Habicht, Home, Timonium l  Wanda Calypso, Home, Mount Airy
Tracy LeBarron, Home, Williamsport l  Cathy Thompson, Home, Street

Dave and Brandi, Home, Point of Rocks 

Being proactive is having the best offense with the defense Vollara Pros 
bring. This 2020 technology should be in every home too from now on.  

The ability to see the units in action saying, “we care enough about you 
to provide the best”-  not hidden in the HVAC because of the inefficiency 
to have ionization and/or UV in metal ductwork.

Assure your customers that the AIR they breathe 
and the SURFACES they touch are VIRUS FREE!  
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"We deliver everything that we sell," Carolan stated, during a 
recent interview with the Beverage Journal, "including packaged 
goods. A customer can call up and get a bottle of Jack Daniels 
or red wine and also order lasagna and a crab cake if they want. 
I did deliver cigarettes up until about five years ago … but that 
got too crazy!"

Carolan eats, sleeps, and breathes this crazy business. He 
says he would put his work ethic up against anyone's. "Early in my 
career," he recalled, "there was an older gentlemen who worked 
for me. And he said, 'Don't worry about how many hours you 
work. The rewards will eventually follow hard work.' Honestly, I 
can say that's the case. I don't even know how many hours a week 
I work. Sometimes it could be 40. Sometimes it could be 70. It's 
rewarding at the end of a week when you know you've done well 
and you have some money in the bank!"

Part of what has made Carolan so successful is a genuine love 
for the community. Casa Mia's supports numerous local organiza-
tions in whatever ways it can, whether it's a gift card giveaway 

or providing items for baskets of cheer. "We believe that when 
we give, it will come back and pay dividends in the long run," 
Carolan stated. 

He also believes in treating his employees right, something 
that has become even more important during the pandemic. 
"Obviously, COVID has been a thorn in everyone's side over the 
last 10-plus months," he said. "Our biggest challenge has been 
trying to accommodate our employees as far as giving them the 
hours they want. One of our biggest revenue centers as far as 
food sales is we do a substantial amount of catering. But our 
catering is off by about 60 percent over the last year. Our em-
ployees have been great. They've altered their duties and altered 
their schedules to accommodate the business."

He continued, "What is also challenging is dealing with the 
changing operating costs of the business -- food costs, alcohol 
purchases, etc. Profit margins are very slim compared to what 
they used to be. As a hands-on owner, I'm there six and even 
sometimes seven days a week. You have to really watch your 

J oe Carolan started Casa Mia's White Marsh in 1986 as a small carryout without any bever-
age alcohol. He originally had only 12 employees. Flash forward nearly 35 years later, and 
his payroll is at 46. These 46 staff a business that has grown as the Perry Hall/White Marsh 

community north of Baltimore has grown. Today, Casa Mia's is a restaurant, a catering service, 
and a delivery operation.

Casa Mia's  

  BY TEDDY DURGIN 

A WHITE MARSH MAINSTAY 
IN ANY DECADE
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bottom line and oversee your operating 
costs in order to make a profit."

Managing change has also put Caro-
lan's leadership skills to the test. After 
all, you can't be in business since Ronald 
Reagan was President and not face your 
fair share of industry ups and downs. 
"When we opened in 1986," he noted, 
"there weren't so many choices on the 
food menu. Today, the customer wants 
a variety of choices. And they have de-
mands like gluten-free and vegan. That 
didn't really exist 34 years ago. Buffalo 
wings were just coming on the scene in 
'86. We used to give buffalo wings away 
if the customer paid more than $25 for a 
home delivery. Today, buffalo wings are 
three times the cost because of demand. 
Also, back then, there was just plain vod-
ka. Now, there is every type of flavored 
vodka you can imagine! Sometimes it's 
hard to accommodate all of the choices."

Despite the challenges, Carolan hasn't 
lost the love for the work. He remarked, 
"My favorite thing about the restaurant 
business is interacting with the customers 
on a daily basis. It's very rewarding when 
you get to know the customers and speak 
with them year after year. I love it when 

they come back and tell us how enjoy-
able their last meal was. Always take time 
to get to know your customers and make 
them feel appreciated. That develops a 
relationship that becomes everlasting. I 
have customers who have been coming 
to me since I opened."

Finally, he credits his success and lon-
gevity to the representation the Maryland 
State Licensed Beverage Association 

(MSLBA) has provided in the state capitol. 
Carolan concluded, "MSLBA is our eyes 
and ears in Annapolis. They stay aware 
of any legislation that would adversely 
affect us in the beverage alcohol indus-
try.  While we're running our business, 
MSLBA is protecting our business. I urge 
licensees to get more involved. If they do, 
they will see first-hand the time and effort 
MSLBA spends on our behalf." n

 
"It's very rewarding when 

you get to know the  
customers and speak with 
them year after year. I love 
it when they come back 
and tell us how enjoyable 
their last meal was. Always 
take time to get to know 
your customers and make 
them feel appreciated."
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THE 
FIND

DISARONNO AND JACK DANIEL’S LAUNCH VELVET FIRE
Collaborations are hot, and in this case, especially so: Disaronno
and Jack Daniel’s have teamed up to create Velvet Fire, a blend 
of two parts Disaronno Velvet Liqueur and one part Jack Daniel’s 
Tennessee Fire. Best served chilled or consumed as a shot, 
Velvet Fire shows the floral character of almonds with nuances of 
chocolate and vanilla. Jack Daniel’s Tennessee Fire is crafted with 
Jack Daniel’s Old No. 7 Tennessee Whiskey and cinnamon liqueur. 
Velvet Fire features 750ml bottles of Disaronno Velvet and Jack 
Daniel’s Tennessee Fire in a national co-pack promotion. 
SRP $49.99. 

SKIN IT TO WIN IT WITH RUINART ECO-WRAP
Ruinart Champagne’s new Second Skin eco-packaging is a 
plastic-free, entirely recyclable, 100 percent paper case o� icially 
debuting in the U.S. this April. After two years of development, 
Maison Ruinart reinforces its action on packaging by o� ering an 
innovative alternative to gift boxes. The Second Skin case is nine 
times lighter than the original box and reduces the carbon footprint 
by 60 percent in comparison to the current generation of Ruinart 
boxes. Visually, the Second Skin packaging is inspired by the 
Crayères, the chalk-pit cellars of the Maison in Reims. 

DEEP FROM THE HEART OF JAMAICA
The “Hearts Collection,” three 100 percent single marque proprietary 
rums from the Appleton Estate, is a rare, limited-edition series hand-
selected from the distiller’s inventory in a collaboration between Master 
Blender Joy Spence and Italian rum connoisseur and collector Luca 
Gargano. The first single 
marque pot-still rums 
Appleton Estate has 
released, each vintage 
(1994, 1995, 1999) is a 
single marque distilled 
in a Forsyth Pot Still and 
aged between 21 and 26 
years. Best enjoyed neat, 
there are 3,000 bottles of 
each marque produced. 
Hearts Collection’s unique 
bottle design and closure 
showcase each vintage in 
a unique way di� erent from 
the core age range. SRP 
$225 to $285

TAYLOR PORT GOES SWINGIN’ SIXTIES 
WITH SINGLE HARVEST VINTAGE
With the release of Taylor Fladgate’s 1961 
Single Harvest Vintage Port connoisseurs 
can relive 1961, a time known as a ‘rebel’ 
year for its cultural and ideological changes. 
According to head winemaker David 
Guimaraens, “The lodge team has been 
carefully tending this stock to ensure that it 
remains a perfect example of a 1961 Port.” 
Taylor Fladgate rare Single Harvest Ports 
come from a single year and age to full 
maturity in seasoned casks. Only 780 bottles 
of this port are available for retailers.  SRP $395; 130 cases available. 
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WINE 
BUZ Z

Creative 
labels that 

transform color 
when chilled

CONTEMPORARY AND CHRONIC
Paso Robles’ Chronic Cellars wines are getting a fresh look. Inspired 
by their disruptive approach to traditional wine culture, the new 
package starts with a distinct label on embossed paper highlighting 
the colorful Chronic Cellars characters. Six Chronic Cellars six wines 
are available nationally: Purple Paradise Red Blend; Sir Real Cabernet 
Sauvignon; Suite Petite Petite Sirah; Sofa King Bueno Red Blend; NV 
Spritz & Giggles Sparkling; and Pink Pedals Rosé.  
SRP: $16.99 - $25.99. chroniccellars.com CK MONDAVI FEELS THE COLD

This year is CK Mondavi's 75th birthday, and the brand is celebrating 
by debuting creative labels printed with thermochromic, or 
temperature-sensitive, ink, that transform from a light cream at room 
temperature to full color when chilled to approximately 55 degrees 
Fahrenheit. The idea is to help educate consumers on proper serving 
temperature, and the labels also pop in cold cases. The new designs 
will appear on the 2019 Chardonnay, Sauvignon Blanc, Pinot Grigio 
and Moscato.  SRP: $6.99 750 ml, $13.99 1.5L 
ckmondavi.com

A NEW BRUNELLO DI MONTALCINO RISERVA
FROM CARPINETO
Expanding its line of award-winning wines, Carpineto is introducing 
their first ever Brunello di Montalcino Riserva DOCG. Carpineto is 
located at one of the highest elevations within the Montalcino region, 
and the new Riserva comes from a small plot within their estate 
vineyards which the winery refers to as "Paradise." The 100 percent 
Sangiovese Grosso grapes are hand-picked and, after vinification 
with indigenous yeasts in steel tanks at a controlled temperature, the 
wine matures for at least 42 months in medium-toast Slavonian oak 
barrels. It is then bottled without any filtration process and aged for an 
additional 18 months before release. SRP: $13 carpineto.com

BRANCOTT ESTATE SINGS LOW
The winery famous for championing the 
New Zealand Sauvignon Blanc style 
and capturing the distinctive flavors 
from the Marlborough region is taking 
off with Flight Song, a low alcohol 
version. With 20 percent fewer calories 
and lower alcohol content (9% ABV) 
Flight Song aims to answer growing 
consumer demand for low-alcohol 
wines. Dressed in a new label, Brancott 
Estate Flight Song Sauvignon Blanc 
offers lime, gooseberry, citrus and 
tropical flavors and a clean, crisp finish. 
SRP: $14.99  brancottestate.com
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fter leaving the notable Anvil Bar 
& Refuge in Houston, Mindy Ku-
can headed to Portland, Oregon, 
eventually deepening her pas-

sion for rum at the tiki hangout Hale Pele. 
More recently, Kucan has been honing 
her calvados mixing skills at the coastal-
inspired French bistro Normandie. 

ALIA AKKAM: What has life been like this 
past year?

MINDY KUCAN: Normandie shut down in 
March 2020, then I was hired back in the 
summer, when they had outdoor seating, as 
a server instead of a bartender. I was there 
12 hours a week. Normandie took a break 
after the holidays and now I’m working on 
the launch of my own scent-related proj-
ect. I’ve always been into perfume, which 
connects to my interest in distilling. I left 
Hale Pele to make kombucha-based spirits 
at Townshend’s, a local distillery that sadly 
closed in December 2019.

AA: Normandie puts calvados, fittingly a 
specialty of Normandy, France, in the lime-
light. What fostered this interest?

MK: One of Normandie’s owners, Judson 
Winquist, oversees the bar, and he wanted 
a beverage program in line with the food. 
A lot of people don’t have experience with 
calvados like they do Cognac and a lot of 
bars don’t offer many expressions. We 
change the cocktails regularly so there 
is a balance—strong and boozy, light and 
refreshing—and they definitely strike up 
curiosity. 

AA: What are some of your own calvados 
creations?

MK: I’ve made a cobbler with sherry that 
is so easy to bang out, but has an amazing 
presentation. I also have the Normandie 
Fog with gin and rhum agricole that is a 
riff on the Fog Cutter, and the Secret Life 
of Quakers, an Old-Fashioned spin with 
Laird’s Applejack, angelica orgeat, and pe-

can bitters. In those two drinks you can 
sense my tiki influence. 

AA: How are you staying sane cut off from 
your guests? 

MK: I didn’t realize how much of my social 
life revolved around work, so I started a 
weekly Zoom happy hour with my old reg-
ulars from Hale Pele, who used to come 
in on my Sunday shift. I make drinks in 
my kitchen in front of the camera and 
I’ve started to invite guests, like Maggie 
Campbell of Privateer Rum and the chem-
ist Dr. Hoby Wedler. Sometimes it turns 
into eight hours.  ■

APPLE TALES
MINDY KUCAN, BARTENDER AT THE CALVADOS-FOCUSED 
NORMANDIE IN PORTLAND, OREGON

BY ALIA AKKAM
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• CALVADOS SHERRY COBBLER

Ingredients:
1 ounce Calvados Boulard VSOP 
1 ounce manzanilla sherry
1/2 ounce rich demerara simple syrup (2:1)
Stone Barn Brandyworks Nocino liqueur

Method: Fill snifter with calvados, sherry, and 
simple syrup, then stir and add crushed ice. 
Stir to dilute a bit more and top with more 
crushed ice. Spritz liqueur on the ice mound. 
Garnish with fresh fruit, mint sprigs, and a 
healthy dose of powdered sugar. 

Industry Aha Moment: At a bar competition, 
when Tony Abou-Ganim introduced her “to 
people like Dale DeGroff and Gaz Regan and 
my mind exploded. How could I be a better 
bartender?”

Much-Missed Ritual: Reveling in Mondays 
off at the Thai BBQ and cocktail joint EEM  

Silver Lining: The time to take classes at 
Portland Community College toward her 
Associate’s degree

COVID-Era Advice: “Don’t be too hard 
on yourself. I’m an overachiever and the 
pandemic has fractured that perfectionist 
foundation. Now I tell myself that I just need 
to survive the day.”
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JEREZ 75
THE FRENCH 75 TRAVELS TO SPAIN

BY MARLENA HOFFMAN

●  JEREZ 75  

Recipe by Ana Suárez, Madrid, Spain

Ingredients:  
1 ½ oz Vermut Lustau rosé 
2 dash Rhubarb bitter 
¾ oz grapefruit juice 

Brut sparkling wine (cava)
Garnish: Rhubarb slices 
Glass: Long drink 

Method: Add Vermut Rosé, grapefruit juice, and bitters 
in a shaker with ice. Shake vigorously.  Strain over a 
Long drink glass with ice. Garnish with rhubarb slice. 
Top with brut sparkling wine (cava).

na Suarez is a fan of classic cocktails. 
In riffing off a French 75, she used 
her Spanish background to create 
the Jerez 75. “Vermouth is probably 

one of the most popular drinks of Spain. 
Long drinks are also well known as part of 
our beverage culture. Jerez 75 was created to 
gather two traditional ways to understand our 
drinking culture,” says Suarez. 

Using Vermut Lustau Rose as the base, 
Suarez added grapefruit juice and rhubarb for 
a complex flavor profile. “I wanted to enhance 
vermouth notes here so I used a rhubarb bitter 
to add an extra layer of aroma and bitterness.” 

Topping off the cocktail with Cava, Suarez 
had one focus: grapes. “Lustau rosé vermouth 
base is a blend of wines, and I knew a dry 
sparkling wine would be the best ingredient to 
go with the vermut.” she says. The Cava keeps 
the Jerez 75 light, refreshing and well suited for 
brunch or aperitivo.  ■



BUSINESS SALES & ACQUISITIONS

Business Intermediary

Email: atkins.steve@comcast.net
www.atkinsrealtygroup.com

Steve Atkins, Principal Broker

Recognized Industry Expert
Business Solutions
ATKINS

“Your knowledge and ability to put out fires can't be 
measured in dollars and cents. With all the things that 
came up, I'm not sure this sale would have happened 
without your expertise…”  

Ron S., Frederick County

“Steve followed the transaction through every step of 
the process offering advice on dealing with the 
Landlord, the Governmental authorities as well as the 
buyer. The expertise that Mr. Atkins brought to the sale 
was appreciated by both parties and was the sole 
reason that I was able to complete the sale 
and retire.”  

Maben K., Anne Arundel County

“He did a great job and I would recommend anyone 
who is thinking of selling their business to contact 
Steve prior to signing with anyone else. He does his 
research and puts people together…” 

Barry G., Prince George’s County

Testimonials

Atkins Business Solutions 
A division of Atkins Realty Group, Inc.

Call us today!

410-757-4965

• Mountain Liquors   • Franks Den  • Staples Corner Liquors 
• Kenilworth Liquors  • Shop Rite Liquors   • Short Stop Beverage Barn
• Phelp’s Liquors   • Harpers Choice Liquors  • Milford Liquors   
• Harbor Spirits   • John’s General Store  • Clauss Liquors  
• Arundel Liquors  • Star Liquors  • 7 Courts Liquors  
• Market Place W&S  • Cranberry Liquors  • Walther Liquors  
• Chesapeake Liquors  • Woodensburg Market  • Bernie’s Liquors  
• Leeds Liquors  • Ye Old Packaged Goods • Muddy Creek Liquors
• All Saints Liquors  • Old Orchard Liquors  
• I.M. Wine  • The Liquor Store   
• Dual Hwy. Liquors  • Camelot Liquors 
• Decker’s Wine & Spirits  • Centreville Liquors 
• Hideaway Lounge  • Federal Hill Wine & Spirits  
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Rougeon 
Dark and Erratic

BY KEVIN ATTICKS

This black French-
American hybrid 

grape is known for its ability to make 
simple, tasty wines. 

Rougeon produces medium-sized 
compact clusters. Its grape vines are 
hardy, but production can be erratic 
at times, causing its yields to come as 
often as twice a year or as few as every 
two years. 

Like all other grapes, Rougeon is 
susceptible to disease. The two highest 
disease exposures this grape could 
suffer from are downy mildew and 
powdery mildew.  These diseases have 
the potential to reduce vine growth, 
yield, quality, and winter hardiness, 
especially because the Rougeon 
grows in tight clusters. Other disease 

susceptibilities are black rot 
and botrytis as well as some 
sensitivity to sulfur.

Rougeon also produces 
a beautiful red color and 
is often mixed to make a 
blended wine. However, it 
has also been used to make 
port wines. Rougeon grape 
is often blended with grapes 
such as Chambourcin and 
Baco Noir. Erik Bandzak, 
of Aliceanna Winery chose 
this grape due to its deep 
red color and very dry taste.  

“Most winemakers use this 
grape to make port-style 
wines, but I believe it has a 
great taste on its own,” said 
Bandzak.

Bandzak maintains that 
his use of the grape has lit-
tle to no downsides. “While 
most winemakers dislike it 
because of its inconsistent 

yields, I have been able to source 
enough from the farm for the last 10 
years to make the smaller amounts I 
require,” said Bandzak. “I have found 
it to be consistent in taste and color.”

Romano Winery, founded by 
Joseph and Jo-Ann Romano, also uses 
Rougeon in its wines. The founders 
say that Rougeon boasts “a black 
cherry aroma leads to a medium-
bodied red with a deliciously sweet 
finish.” The label suggests enjoying 
with red meat, ripe cheeses or good 
conversation.

Joe Romano spoke highly of the 
Rougeon grape. “One of the reasons 
that I selected Rougeon was because 
Rougeon wine was not widely avail-
able as a varietal as it is typically 
used in blending for its color,” said 
Romano. He was looking for a wine 
that would stand out, and he found 
the dark red color and aroma attrac-
tive and  thought as a sweet wine—also 
atypical or this grape—it would be 
very interesting. “In the end, the wine 
turned out to be everything I hoped 
for, and it’s great with chocolate!”

Taste Maryland Wine
Come to The Maryland Wine 

Festival in September.  We have passes 
available for members of the trade to 
come to The Maryland Wine Festival 
in September at the Carroll County 
Farm Museum in Westminster. To 
register for passes, contact a Mary-
land winery representative. Limit two 
passes per account.

Come early on Saturday, Septem-
ber 15 or Sunday, September 16 to try 
Maryland wines and learn more about 
our industry before the crowds arrive. 
Learn more about the event on www.
marylandwine.com/events-festivals. n

MARYLANDWINERIES

KEVIN ATTICKS is the executive director of the 
Maryland Wineries Association, the trade group 
representing Maryland’s wineries. He is a regular 
contributor to the Daily Record and was the wine 
editor of The Grapevine magazine.  Kevin may be 
reached at 410 252-WINE or  
kevin@marylandwine.com.

ATTENTION
ALL LICENSEES!

MARYLAND STATE

CERTIFIED
ALCOHOL AWARENESS

COURSES

Weekly classes held throughout the
state or at your place of business
to suit your schedule!

You receive course instructions, a
manual, your certificate, and a
copy of the certification letter
which is immediately forwarded to
your respective liquor board.

REASONABLE FEE!
For your appointment
call John Murray at:

410 553-8927
JMURRAYAA@AOL.COM

Certification expires four years from the
date you are certified

INDIVIDUAL & GROUP PRICES

Master Inventory Professionals

                 The AFFORDABLE Inventory Company

D.C/VA             BALTIMORE       
(301)735-7720       (410)752-3554

                                                                        

TheEliteInventoryGroup.com 
 
 

FOR SALE
Liquor Store for Sale
808 Westminster Pike

Reisterstown, MD 21136
•Includes Business, Building (4.62 acres) and

Furniture, Fixtures and Equipment
•Zoned – BL CF/RC 8 (Baltimore County location)

•Liquor License – Class A
Inquiries to Ellen Dorenfeld – 410.804.1124 or

edorenfeld@gmail.com




