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IN MEMORIAM

I recently received a note from Heather 
Laziuck, “I've held on to this article for 
many years and I think it was beautifully 
written. I wanted to share that my father, 
Mitch Laziuck, passed away on December 
13th.” 

The article Heather is referring to is a 
piece written by Teddy Durgin announcing 
the retirement of Mitch Laziuck that was 
published in the March 2014, Beverage 
Journal.  Heather continued, “approxi-
mately 150 -200 people 
attended his funeral, 
and many were friends 
from the industry.”

Below are excerpts 
from the March 2014 
Beverage Journal ar-
ticle entitled, Longtime 
RNDC Salesman Mitch 
Laziuck Retires After 42 
Years.

Republic National Dis-
tributing Co. (RNDC) 
held a luncheon at its 
Jessup headquarters in honor of sales-
man Mitch Laziuck, who has retired 
from the company after 42 years of 
service.  The event started at 11:30 
a.m. and drew at least 200 RNDC staff-
ers; customers; vendors; Laziuck's wife, 
Patty; and his daughter, Heather, and 
her husband

In an interview with the Beverage Jour-
nal the day before the event, Laziuck 
was relaxed, jovial, and full of stories 
of his four decades in the business.  He 
recalled working part-time at Western 
Auto in 1972 when he managed to 
score an interview at what was then the 
Kronheim Company.  "My dad didn't 
think they were going to hire a Pol-
ish kid, because back then Kronheim 
was predominantly Jewish. 'Forget it, 
Mitch. It ain't gonna happen,' he said.  
I ended up interviewing six times, and I 
finally got it. Forty-three years later, I'm 

retiring from the only full-time job I've 
ever had!"

Two letters were also read during the 
celebration.  The first was from Tom 
White, RNDC's regional president for 
Florida, Maryland, and the District of 

Columbia.  It con-
cluded: "You have 
been and will remain 
one of the foundation 
blocks this company 
has been built on." 
The second letter was 
from RNDC President 
Tom Cole, who wrote: 
"It takes a special 
person to devote so 
much of his life and 
his entire career to a 
single organization.  
We recognize that the 
dedication and loyalty 

of employees like you are what made 
RNDC what it is today."

So, what do the years to come have in 
store for Laziuck and his lovely wife? In 
the near future, a Mediterranean cruise 
is their next great adventure. After 
that?  Laziuck let out a hearty laugh 
and exclaimed, "I'm gonna sell peanuts 
on the beach in the Bahamas!"

I don't know if Mitch got the chance 
the sell those peanuts, but I do know that 
everyone who knew Mitch, was better for 
it.

As stated in his obituary, "Mitch loved 
his family and friends with all his heart. He 
truly lived his life to the fullest with a posi-
tive attitude, smile on his face, and always 
sharing stories."

May you rest in peace Mitch Laziuck. n 

Over 80 Years of Continuous Publication

POSTMASTER:  
Send address changes to 

THE BEVERAGE JOURNAL, INC.
PO Box 2062, Williamsport, PA 17703

Maryland l Washington, DC

Published Monthly by 
The Beverage Journal, Inc.

(USPS# PE 783300)

2  BEVERAGE JOURNAL  March 2022 www.BeverageJournalInc.com

The Maryland Beverage Journal and  the Washington, DC Beverage Journal are 
registered trademarks of Beverage Journal, Inc.   All rights reserved.

Periodicals postage paid at Baltimore, MD and additional  
mailing offices. Subscription rates: MD edition; 1 year $49.00 plus tax, 2 years 
$79.00 plus tax, 3 years $109.00 plus tax, FedEx Ground delivery $85.00 plus 
tax per year per edition, single copies $10.00 plus tax.  DC edition; 1 year $36.00 
plus tax, 2 years $60.00 plus tax, 3 years $83.00 plus tax, FedEx Ground delivery 
$85.00 plus tax per year per edition, single copies $5.00 plus tax.

The opinions expressed by guest columnists are their own and not necessarily  
those of Beverage Journal, Inc. Beverage Journal, Inc. is an equal opportunity 
corporation. 

Copyright 2022 Beverage Journal, Inc. No part of this magazine may be  
reproduced without the written consent of the publisher. Not responsible for  
unsolicited material or advertising claims.

BeverageJournalInc.com

P U B 
PA G E

STEPHEN PATTEN 
PUBLISHER



Courvoisier V.S, V.S.O.P & X.O as seen by Jacques Brun.Courvoisier V.S, V.S.O.P & X.O as seen by Jacques Brun.
Shot on film.Shot on film.
Jarnac, 23.06.2021, 4.30pm.Jarnac, 23.06.2021, 4.30pm.

*B
as

ed
 o

n 
20

 to
p 

sp
iri

ts
 c

om
pe

tit
io

ns
 in

 2
02

1

The Most Awarded Cognac House*

Discover our signature house style, what we call “Cognac in Blossom”.  
Inspired by the spirit of our founders; drawing upon the life, joy, and rich history of our Maison. 

ENJOY RESPONSIBLY
Courvoisier® Cognac, 40% alc./vol. Courvoisier Import Company, Chicago, IL USA. ©2022
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1. AVIÓN RESERVA CRISTALINO
Blue Weber agave grown at the highest 
elevations in Jesus Maria, Jalisco, is the 
backbone of Tequila Avión. It is on full display 
in the aged, crystal-clear Avión Reserva 
Cristalino, the brand’s first innovation since 
2013. Amplifying oak, vanilla, spice, and 
nuttiness, the double charcoal-filtered 
Cristalino, joining Avión Reserva 44 in the 
Reserva range, is a sipping tequila best 
savored neat or on the rocks. 

2.HUNNI SPARKLING SOJU
Carolyn Kim, founder of the craft Korean-
American soju brand Yobo, has ventured 
into the ready-to-drink market with Hunni 
Sparkling Soju. A low-alcohol (4% ABV) 
canned cocktail between 90 and 100 calories, 
it mixes soju distilled from organic wheat and 
rice grown in northern California with natural 
flavors and real fruit juice and purees. The 
four varieties—Yuzu and Elderflower, Peach 
and Chili Pepper, Grape and Ginger, and 
Korean Pear, Perilla Leaf, and Lime—will also 
be available in forthcoming 750ml bottles of 
higher-proof Hunni K.Town. 

3. SAZERAC DE FORGE & FILS COGNAC
Bernard Sazerac de Forge founded his 
eponymous Cognac house in the late 18th 
century. Capturing the essence of this pre-
phylloxera-style spirit largely made with Folle 
Blanche and Colombard grapes rather than 
today’s commonplace Ugni Blanc, is the 
floral, creamy Sazerac de Forge & Fils “Finest 
Original” Cognac. Originally relaunched in 
2019 exclusively for the immersive Sazerac 
House in New Orleans, this complex blend, 
including seven-year-olds and liquid from the 
1960s alike, is gradually rolling out in markets 
across the U.S. 

  SRP: $145 per 750-ml bottle   SRP: $16.99 per four-pack of 12-oz. cans   SRP: $129.99 per 750-ml bottle
 tequilaavion.com  hunnisoju.com  sazerac.com

4. ST. AGRESTIS PHONY NEGRONI
The single-serve Phony Negroni, from Italian 
spirits-inspired St. Agrestis, is a non-alcoholic 
version of the Brooklyn, New York-based 
brand’s ready-to-drink classic cocktail. Like 
its boozy counterpart, the Phony Negroni 
melds all-natural citrus, botanical, and 
herbal ingredients, but embraces alternative 
extraction techniques and carbonation to 
replicate the Negroni’s bitter profile. 

5. FLYBIRD COCKTAILS
Don Sebastiani & Sons’ Flybird Cocktails, 
the portfolio of ready-to-drink Margaritas 
(and a grapefruit Paloma) made in Mexico 
with 100 percent agave wine, will unveil the 
first two labels in its Cocktail Series range 
this month. Flybird Mint Lime Mojito and 
Flybird Pineapple Coconut Piña Colada, also 
spun from Mexican agave wine, weave in 
bright mint and natural lime, pineapple, and 
coconut juices.

6. JIANT VENICE PEACH
In anticipation of seasonal, alfresco 
brunching, Jiant has released Venice Peach, 
its fourth hard kombucha. A ri  ̈ on the 
Bellini, the e  ̈ervescent Venice Peach (5% 
ABV) is brewed with organic Dragonwell 
green tea, peach puree, and grape juice, 
as well as sustainably sourced honey and 
Nelson Sauvin hops to elicit a crisp, tropical 
fruit-laden white wine character.

  SRP: $59.99 per 12-pack of 200-ml bottles   SRP: $13 per 750-ml bottle   SRP: $4.99 per 16-oz. can
 stagrestis.com  flybirdcocktails.com  jiantkombucha.com



BEST-SELLING ROSÉ
FROM 90+ CELLARS

For orders and info, contact BRIANSHANAHAN@HUBWINECORP.COM

WWW.NINETYPLUSCELLARS.COM

LOT 197 
PROSECCO ROSÉ

Italy

750mL and 187mL 3-Packs 

LOT 33
ROSÉ

Languedoc, France

750mL and 1.5L Mags

LOT 132
RESERVE ROSÉ

Provence, France

750mL and 1.5L Mags

TOP 3
PREMIUM ROSÉ

Northeast Region
(IRi, 12/2021)

PREMIUM 
SPARKLING ROSÉ

Northeast Region
(IRi, 12/2021)

TOP 3
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7. MARTINI & ROSSI NON-ALCOHOLIC 
APERITIVO
With a less than 0.5% ABV, the Martini & Rossi 
Non-Alcoholic Aperitivo line dovetails with the 
rise in mindful drinking. Upon dealcoholization 
of the aperitivo, botanicals are infused into the 
liquid, such as artemisia and bergamot for the 
citrusy Martini & Rossi Vibrante, and artemisia 
and Roman chamomile for the refreshing 
Martini & Rossi Floreale. 

8. RÉMY MARTIN MIXTAPE VSOP 
VOLUME 2
Mixtape culture began to take o�  in the 1980s, 
and Volume 2 of Rémy Martin’s Mixtape VSOP 
Cognac pays homage to this self-produced 
music boom with its packaging. Featuring 
edgy graphics reminiscent of the era, it also 
contains a QR code that opens three DJ-
curated playlists channeling this time period. 
The limited-edition Cognac unites eaux-
de-vie from Grande Champagne and Petite 
Champagne and is rife with notes of baked 
apple and vanilla oak.

9. DAY CHASER COCKTAILS
Day Chaser Cocktails, made with sparkling 
water, real fruit juice, and natural flavors, 
marks Vermont Cider Company’s first foray 
into the ready-to-drink category. Vodka Lime 
and Vodka Cranberry are the two inaugural 
o� erings of these 100-calorie, 4.7% ABV 
beverages that shun added sugar. Following 
the soon-to-launch Vodka Buda Berry and 
Vodka Cucumber, Day Chaser will dip into 
tequila with lime, grapefruit, pineapple, and 
spicy mango renditions.

  SRP: $19.99 per 750-ml bottle   SRP: $50 per 750-ml bottle   SRP: $9.99 per four-pack of 12-oz. cans
 martini.com  remymartin.com  daychaser.com

10. HINE CIGAR RESERVE XO
Cognac and Cuban cigars make for an ideal 
after-dinner pairing, and underscoring the 
relationship between these luxurious goods is 
the Hine Cigar Reserve XO. First introduced 
in Europe in 1996 as a collaboration between 
House of Hine and London cigar distributor 
Hunters & Frankau, it has now arrived 
stateside via Hotaling & Co. Evocative of spice, 
fresh pepper, and tobacco, the blend, bringing 
together grapes from Grande Champagne, 
Petite Champagne, and Fins Bois, was aged 
for over 15 years.

11. BLACK INFUSIONS DARK CHERRY
Dried fruit is the star of Boston-based Black 
Infusions spirits. The small-batch, naturally 
infused vodkas, free of artificial sugars, 
flavors, and colors, include Black Fig, Gold 
Apricot, and now, Dark Cherry, packed with 
approximately one pound of dried Bing 
and Rainier cherries grown in California 
in each bottle. Redolent of vanilla with 
almond undertones, Black Infusions Dark 
Cherry also works in traditionally whiskey-
centric cocktails like the Old Fashioned and 
Manhattan.

12. APPLETON ESTATE RUBY 
ANNIVERSARY EDITION
Joy Spence, the first female master blender 
in the spirits industry, has presided over 
Jamaica’s historic Appleton Estate for 40 
years. Commemorating this milestone is the 
Ruby Anniversary Edition, a blend of five 
unusually rare, hand-selected column and 
pot still Jamaican rums aged for a minimum 
of 35 years, with some as old as 45. This 
nuanced, limited-edition sipping rum (there 
are only 500 bottles) is defined by a rush of 
molasses and spiced honey on the palate.

  SRP: $150 per 750-ml bottle   SRP: $44.99 per 750-ml bottle   SRP: $700 per 750-ml bottle
 hinecognac.com  blackinfusions.com  appletonestate.com



At Passauer and Miller, we are dedicated to 
becoming your insurance counselors.  We work hard 
to develop lifelong alliances spanning both your 
business and personal insurance needs.

3215 Main St., P.O. Box 360, Manchester, MD 21102
dwmiller@passauerandmiller.com  •  (410) 871-4400 or (877) 731-8311

Bodily injury • Property damage • Medical payments
Legal defense and judgment • Personal and advertising injury...

IMPROVED COVERAGE.   SUPERIOR SERVICE.   BEST RATES POSSIBLE!

Call Passauer & Miller • 410-871-4400 now!
WHO CAN YOU DEPEND ON?

Workplace Incidents and Accidents happen...

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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Sykesville Station  
Right on Track for Success in 2022

 WRITTEN  BY TEDDY DURGIN       |      PHOTOGRAPHY BY ASHLI MIX

This is the second in our series of 
articles on really cool theme bars 
and restaurants around Maryland. 
How cool is Sykesville Station in 

Sykesville? It actually has two themes! The 
first is an obvious one. The restaurant and 
bar is an old, former train station that was 
built in 1883 and is now designated an of-
ficial historic building by the state. 

Sykesville Station co-owners D’Alan 
and Kim Baugh have embraced the history. 
The former stated during a recent inter-
view with the Beverage Journal, “The kids 
love it when the train goes by. The loco-

motives still come by here every day and 
rattle the entire building. They don’t stop 
and let passengers off anymore. They’re 
freight trains.”

The latter added, “Our regulars love 
the trains, too. When one goes by, we 
serve what we call ‘Whistle Stop Shoot-
ers’ for $1. Everybody starts screaming, 
‘Shot!’ when the train goes by and takes a 
drink.” 

Sykesville Station’s second theme is 
the one the Baughs play up more. D’Alan 
remarked, “Our main theme is ‘Bringing a 
Little Bit of Nashville to Sykesville.’ We play 

country music videos. We have live music 
every Saturday night. We call our menu 
‘Southern-inspired.’ We have burgers and 
sandwiches, but we also have things like 
shrimp and grits, catfish nuggets, smoked 
meats, and so forth.”

Kim stated, “It’s all about the experi-
ence here. All of our drinks are named af-
ter country songs, for instance. We try to 
do things that bring people together. We 
have trivia on Mondays, ‘Shuckin’ Tuesdays 
where we have oysters, Wednesday is our 
special wine night. Last year on St. Patrick’s 

(continued on page 10)
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Day, we had a bagpiper and Irish dancers. Tomorrow night [this 
interview was conducted in late January], we are going to have a 
Prohibition-themed murder mystery. Each December, we also have 
a celebration of the repeal of Prohibition.” Customers and staff are 
encouraged to dress up in Roaring ‘20s-period clothes. 

After running the former Baldwin’s Station on the site for over 
two decades, owners Ridia and Stewart Dearie sold the establish-
ment to the Baughs in June 2020. Yes, during the absolute height 
of the pandemic. The husband-and-wife team were able to start 
some extensive, but very much needed renovations during the 
time when restaurants were largely closed. 

D’Alan recalled, “We modernized it the best we could. We shut 
the place down for a couple of months, renovated it, and then re-
opened Aug. 1, 2020. We converted it from what was a fine din-
ing restaurant into more of a family-friendly, dog-friendly, outside 
patio-type establishment.”

The Baughs soon found they had an advantage with the Sta-
tion’s plethora of outdoor seating. According to Kim, “Since this 
used to be a train station, we still have the platform where people 
used to walk out and get trains. It runs the full-length of the build-
ing. It’s covered and seats just under 100 people. We were able to 

“It’s all about the experience here. All of our drinks are 

named after country songs, for instance. We try to do 

things that bring people together. We have trivia on 

Mondays, ‘Shuckin’ Tuesdays where we have oysters, 

Wednesday is our special wine night. Last year on St. 

Patrick’s Day, we had a bagpiper and Irish dancers."

Kim Baugh, owner, Sykesville Station 

“A lot of the places near us also decided that the coro-

navirus was more dangerous after 10 p.m. and closed 

at that time. We stayed open later than that. Not only 

did locals keep coming in at 11 or 12 o’clock at night, 

but so did a lot of the people who got done with their 

work in the restaurants near us."

D'Alan Baugh, owner, Sykesville Station 

(continued on page 12)
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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  
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• 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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keep safe those customers who were afraid 
to eat inside. They could sit outside, and 
that’s honestly what saved us through the 
pandemic.” It doesn’t hurt that the view 
of the South Branch of the Patapsco River 
from the platform is both beautiful and re-
laxing.

D’Alan added, “A lot of the places near 
us also decided that the coronavirus was 
more dangerous after 10 p.m. and closed 
at that time. We stayed open later than 
that. Not only did locals keep coming in at 
11 or 12 o’clock at night, but so did a lot of 
the people who got done with their work in 
the restaurants near us.”

Top-notch beverage service has been 
a focus from the get-go. Sykesville Station 
has also become known for its high-end 
bourbons. It’s also one of the few bars and 
restaurants in Maryland that has its own 
microbrew beer on tap, a Pilsner called 
Beer Goggles. And, as mentioned earlier, 
the specialty cocktails are all named after 
classic country songs, including: “Rhine-
stone Cowboy,” “Red Neck Woman,” 
“The Gambler,” “Fancy,” “Girl Crush,” and 

“Guitars & Cadillacs.” 
T.C. Currence, Sykesville Station’s 

general manager, noted, “We have two 
different bars. The first one is when you 
walk in, and it’s well-stocked with our pre-
mium bourbons. When it gets warm out 
and even in the wintertime, we have an 
outside bar. We try and appeal to a lot of 
people. We’ve become known in town as 
the ‘events place.’”

Indeed, a lot of seniors come in dur-
ing the day from nearby retirement com-
munities. The Baughs and Currence refer 
to them as “The Lunch Bunch.” In the 
evenings, Sykesville Station draws a lot 
of local families and couples out on date 
nights. And there is also a loyal bar crowd 
that comes even later.  Currence said, “We 
have been a release for people who’ve 
been tied up in their houses. We became 
known as a place where you could forget 
about the pandemic for a little bit and just 
have a good time.”

Customer service has also endeared 
Sykesville Station to the local community 
and beyond. The Baughs often go around 

to tables and get feedback from their cus-
tomers. Kim proudly stated, “I get a lot of 
people saying essentially, ‘Your servers are 
great!’ And I answer them, ‘They have to 
be, or they can’t work here.’ We have a 
sign hanging upstairs in what we call our 
‘Team Room’ that says, ‘Work Hard and 
Be Nice to People.’ Those are two simple 
things that a lot of people just can’t do.”

D’Alan believes it’s all about taking 
care of one’s employees. He has personally 
drawn on his many years working in sales 
to guide how he treats the people work-
ing for him and his wife today. “I’ve worked 
for a number of business owners,” he said, 
“and some of the most valuable lessons 
I’ve learned from those guys is what NOT 
to do! One guy I used to work for would 
say all of the time, ‘How much mileage do 
you think we can get out of that guy?’ Well, 
how about if we do a great job taking care 
of him and maybe he’ll want to work hard 
here and do his best job for us?!” 

And if you have a staff that is doing a 
great job, it makes it easier on a certain 
husband-and-wife team. Kim, indeed, 
stresses the importance of delegating. 
“You can’t do everything yourself,” she 
said. “So many businesses fail where the 
owners felt they just had to do it all. Put the 
right people in place . . . and then get the 
heck out of their way!” n
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WHISKE Y:
WHAT ‘S NEW

MADE IN NEW YORK
The first whiskey distillery to open in 
Manhattan since Prohibition, Great Jones 
Distilling Co. currently has three expressions 
on o� er, including Great Jones Straight 
Bourbon Whiskey, the only one of them found 
at retailers and bars across New York, New 
Jersey, and Connecticut. Imbued with flavors 
of vanilla, caramel, and toasted corn, the 
86-proof whiskey stars grains sourced from 
New York’s upstate Black Dirt region and was 
aged for at least four years in new charred 
American oak barrels. 

SRP: $39.99 per 750-ml bottle CHAPTER TWO
Twenty-seven years ago, Diageo master blender Maureen 
Robinson placed 12-year-old Singleton of Glen Ord
Scotch whisky in casks that previously held Port, red wine, 
and sherry. The result is the exceptionally limited-edition 
92.4-proof Singleton 39-year-old (1,695 bottles globally; 198 
nationally), the second installment in the brand’s Epicurean 
Odyssey series, characterized by rich salted plum and a 
cherry liqueur-filled chocolate finish.

SRP: $2,700 per 750-ml bottle

BIG TOP
In honor of its eighth annual Peak Week Festival, 
Westland Distillery unveiled Peat Week: The Grand 
Finale American Single Malt Whiskey, the last of 
the Seattle brand’s circus-themed bottlings for the 
celebration. Made with Scottish peated barley and 
aged for just over seven years, the 109-proof spirit is 
rife with smoke, espresso, and chocolate. Next year, 
the festival will put Solum American Single Malt 
Whiskey and its use of Washington State peat in the 
spotlight.

SRP: $99.99 per 750-ml bottle

MEMBERS ONLY
When a broken boiler threatened 
the fate of six Ardbeg washbacks 
back in 2007, Bill Lumsden, head of 
distilling and whisky creation, found 
an experimental solution: opening the 
lids and exposing the liquid directly 
to the Islay air. This three-week 
fermentation period, much longer 
than the typical 72 hours, yielded the 
limited-edition Ardbeg Fermutation. A 
piquant 98.8-proof Scotch whisky that 
balances malty notes with cardamom 
and to� ee, it is available only to 
members of the free-to-join Ardbeg 
Committee. 

SRP: $199.99 per 750-ml bottle

NEW LOOK FOR A CLASSIC
Bushmills 12-year-old Single Malt 
Whiskey, shepherded by the brand’s 
recently appointed master blender 
Alex Thomas, unites two single malts 
that have rested for a minimum of 11 
years in hand-selected oloroso sherry 
and bourbon barrels. Over the course 
of six to nine months, fortified Marsala 
barriques from Sicily added layers of 
brown sugar and toasted nuts for a 
final touch. The 80-proof whiskey is the 
first to showcase Bushmills’ upgraded 
decanter-style bottle and packaging. 
SRP: $59.99 per 750-ml bottle
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WHISKE Y:
WHAT ‘S NEW

A LIST
As per annual tradition, Elijah Craig Barrel 
Proof A122 (a nod to January 2022), marks 
the brand’s first of several cask-strength 
whiskeys to be rolled out over the course of 
the year. The 12-year-old bourbon, bottled 
at an especially sipping-friendly 120.8 proof, 
exhibits flavors of to  ee crunch, apple 
crumble, and vanilla cream.  

SRP: $59.99 per 750ml bottle

A DAY AT THE PARK
Kentucky bourbon distillery Limestone Branch 
is commemorating the 150th anniversary 
of the Yellowstone brand with its 93-proof 
Yellowstone Select Landmark Edition Bottle 
range. Gracing each bottle is one of six images 
that depict prominent sites within the whiskey’s 
namesake national park, including Lower 
Yellowstone Falls, Old Faithful, Grand Prismatic 
Spring, Minerva Terrace, Roosevelt Arch, and 
Lamar Valley.

SRP: $49.99 per 750ml bottle

SCOTTISH LORE
An ode to Hebridean culture, whisky brand Caisteal Chamuis, 
from Mossburn Distillers, makes its debut with a duo of peaty 
92-proof whiskies. Along with a bourbon barrel blend is the 
Caisteal Chamuis 12-year-old Sherry Barrelled Blended Malt 
Scotch Whisky, which spent a dozen years in American oak 
before migrating over to former sherry casks and undergoing yet 
another maturation in oloroso sherry-seasoned European oak.

SRP: $62 per 750ml bottle

CANADIAN SEQUEL
Independent Kentucky blender and bottler Barrell Craft Spirits has 
followed up Barrell Seagrass, its American-Canadian rye blend, with 
the higher-proof BCS Gray Label Seagrass made with older whiskies. 
Various groups of 100 percent Canadian rye whisky aged for 16 years 
were finished in Martinique rhum, apricot brandy, and Malmsey 
Madeira casks before melding together to elicit a nutty, creamy 
30.82-proof whiskey.

SRP: $249.99 per 750ml bottle

COMING AROUND AGAIN
Last on the market in 2018, the rare cask-strength Talisker 30-year-
old is back as an extremely limited annual release (3,200 globally; 498 
nationally), embracing liquid selected from refill barrels. The 97-proof 
Scotch whisky marries smoke and creamy oak with almond milk, 
sweet stone fruit, and subtle salt that evokes the maritime nature of 
the Isle of Skye.

SRP: $999 per 750ml bottle



...I am constantly inspired by all the people who put 
so much passion into the world of � ne wine, and thrilled 

to see the impact of so many women not just in my 
global company, but in our industry overall.

Cristina Mariani-May
CEO, Family Proprietor

CAMPAIGN FINANCED ACCORDING 
TO (EU) REGULATION NO. 1308/2013 DEDICATED TO BOLDLY PUSHING THE WINE, BEER AND SPIRITS 

INDUSTRY TOWARD A MORE DIVERSE, EQUITABLE AND 
INCLUSIVE ERA THAT EMPOWERS ALL TO SUCCEED
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While visions of perfect Martinis and Mojitos are easy to imagine 
and recreate, cocktail presentation isn’t limited to glassware 
and garnishes. “The presentation of the drink starts way before 
shaking and garnishing,” Krueger adds. The presentation process 
includes every action from ordering through serving, and varies 
from low-key pouring to Cirque-du-Soleil-level showmanship, but 
what matters most is a sense of purpose throughout the process.

“Watching someone doing work with concentration is 
inherently intriguing, so if the bartender is focused on the process, 

hen I say ‘Martini,’ you see a Martini,” 
explains Robert Krueger, the head 
bartender for John Fraser Restaurants, 
pointing to the classic cocktail’s signature 
thin-stemmed glass, clear appearance, 

and lemon-peel or olive garnish. “The goal for every 
cocktail we make is for it to have its own silhouette 
that’s as distinctive and iconic as the classics.” 

“W

HOW TO LEVEL UP YOUR
COCKTAIL PRESENTATION GAME
HOW BARS CAN CRAFT MORE APPEALING, SUSTAINABLE, AND 

PROFITABLE BAR PROGRAMS 

BY LAURA BURGESS

The Silk Road Sour at 
Bar Chrystie in NYC
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that will always elevate the moment of 
garnishing and the act of presentation,” 
explains Krueger. “Cocktail hour is the 
time of day where work is over, and a 
cocktail is a license to relax.”

By focusing on the guest experience 
and creating a deliberate strategy for 
presentation, constructing and serving 
gorgeous cocktails can become second 
nature, without sacrificing margins or 
valuable prep time.

 
Using Ice to Add Intrigue
“Ice is one of the most overlooked and 
underestimated aspects of drink making,” 
explains Jessica “Rabbit” King, the owner-
operator of Knoxville, Tennessee’s Brother 
Wolf and Sapphire. “Ice matters from both 
an aesthetic perspective and also from a 
cost perspective.” In addition to making 
the cocktail look beautiful, the size, shape, 
quality, and fit of the ice in the glass 
directly relates to cocktail profitability.

While custom ice, like the large, 
branded cubes in Brother Wolf’s signature 
barrel-aged Negroni, can be costly, King 
believes presentation doesn’t need to 
detract from the bottom line. Instead, she 
recommends bartenders and managers 
keep a close eye on standard formulas—
including the cost of the ice, straws, and 
glassware—to price drinks efficiently. 

Deke Dunne, the bar director at 
Washington, D.C.’s Allegory, an Alice in 
Wonderland-themed speakeasy within 
the Eaton Hotel, agrees with King. “Ice is 
the easiest way to make something feel 
more special,” he says. “Take a vodka-
soda and put a long, clear spear of ice in 
it, and you’ve just elevated that cocktail by 
a mile.” 

King also recommends considering 
how the glass factors into the presentation, 
particularly when considering the type 
and amount of ice used. “A glass can make 
the difference between two ounces of 

liquor looking skimpy or looking like three 
and a half ounces,” says King. “It’s not 
trickery—it’s thoughtfulness and really 
managing your program so every single 
drink is presented in the best light.” 

 
Repurposing Ingredients for 
Presentation
Garnish and glassware costs can easily 
spiral, especially if drinks are presented 
with fresh ingredients that have a short 
shelf life. As a result, many of the best 
cocktail programs rely on sustainable and 
reusable presentation elements, while 
purposefully sourcing fresh items.  

“I challenge my team by saying they 
can only have a garnish if it's a byproduct 
of an ingredient we use. We care about 
sustainability at our bar and that also 
adds to the story,” says Dunne, who also 
advocates for reusable garnishes like 
the specialty glowing coasters used in 

Allegory’s You Can’t Kill Us All, a clarified 
milk punch. “It’s great because we can use 
six coasters for six months rather than 
using hundreds of other items.” 

Brian Evans, the bar director for 
Sunday Hospitality Group in New York 
City, agrees. “The last thing you want to do 
is upset operators with unexpected costs,” 
he says, noting that creative sourcing can 
mitigate presentation-related expenses. 
“Think about a pineapple—you can create 
six types of garnishes from a single fruit if 
you commit to using the peel, fronds, and 
the pineapple itself.” 

 Similarly, Evans advocates for 
tweaking traditional garnishes to add an 
artistic edge to classic drinks. “You can 

ABOVE:  Brother Wolf ’s barrel-aged Negroni features 
branded cubes // RIGHT: Allegory's They Can’t Kill Us All 
is served on a glowing coaster

“Take a vodka-soda 
and put a long, clear 
spear of ice in it, and 

you've just elevated that 
cocktail by a mile.”

– Deke Dunne, Allegory
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trim citrus peels with patterned scissors to 
make a zig-zag pattern or square edges,” he 
says, adding that many tools cost less than 
$10. “When you make patterned cuts, the 
fruit actually unleashes more aromas. The 
twisting pattern and those extra aromas 
just add a degree of thoughtfulness to the 
drink without adding much effort.” 

California-based cocktail consultant 
Rosie Grillo similarly points out that 
cocktail presentation programs within 
restaurants can take advantage of the 
wide array of ingredients often on site. 
“Chefs are a secret weapon for garnishes,” 
she says. “Berries that aren’t pretty 
enough for a cheesecake could make 
a gorgeous berry syrup to swirl into a 
drink, or extra jalapeños could be smoked 
and turned into a show-stopping element 
in a tequila drink.” 

 
Prep with the Visual in Mind
From preparing a perfect mise-en-place 
to batching signature cocktails in advance, 
the secret to creating ovation-worthy 
presentations is understanding both sides 
of the bar. “Visuals can be the main draw 
for guests to come in for the first time, 
whether they’ve seen a picture on social 
media or in a magazine,” says Grillo. “That 

imagery inspired them from afar, so you 
want to preserve the magic when they 
experience the bar in person.”

Understanding the guest perspective, 
especially in terms of presentation, rein-
forces the value of preparedness behind 
the bar. Having perfectly prepared gar-
nishes, clean tools, and easy access to in-
gredients literally sets the stage for great 
presentation.

“The number one thing I teach is that 
if a garnish isn’t perfect when you cut it … 
then it has no place going into your mise-
en-place at the bar,” Krueger says. “There 
should never be a chance to pull a garnish 
that would be rejected.” 

Dunne agrees, and suggests bar-
tenders place their tools and garnishes 
in an ergonomic location for easy ac-
cess during service. At Allegory, that 
means a large mise-en-place in the 
center of the bar, and pre-cutting gar-
nishes to exacting standards so they sit 
perfectly in each glass. In addition, the 
Allegory pre-batches complex drinks 
before service to maintain consistency, 
control waste, and present each cock-
tail quickly. 

“We pre-batch everything we can,” 
says Dunne, noting the simple step of 
combining certain ingredients before 
service can turn a 10-step cocktail 
into a two-step drink, saving time and 
enhancing the guest experience on busy 
nights. “Batching produces such an 
amazing drink consistently and guests 
are still getting the experience of a drink 
being made just for them.”

To keep costs in check and reduce 
waste when prepping, Krueger recom-
mends incorporating data from point-
of-sale systems. “Ordering and prepa-
ration of garnishes should be done in 
reasonable proportion to the popularity 
of a given item based on sales projec-
tions. You should know whether you 
sell five of something in a night, or 55, 
or 500.” 

Conscientious sourcing, deliber-
ate garnishing, and an eye for sus-
tainability can take a drink from drab 
to dazzling—a transformation that 
can likewise turn any patron into a 
licensed-to-relax regular. And there’s 
nothing better for bartenders, guests, 
and the bottom line than that. ■

TOP LEFT:  Brian Evans' Jigoku cocktail at Rule of Thirds in 
Brooklyn  //  ABOVE: The Night Swim cocktail at The Club 
on Fire Island  

“If a garnish isn't perfect 
when you cut it ... then it 
has no place going into 
your mise-en-place at 
the bar.”
– Robert Krueger, JF Restaurants
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“While small compared to blended Irish, single malt Irish 
whiskey has seen double-digit growth in the past five years in the 
U.S.,” says Darryl McNally, the CEO and master distiller at Lima-
vady, which makes single-barrel, single malt Irish whiskey. “Amer-
ican consumers have started to discover the unique quality of Irish 

malt as they look beyond Scotch, and as craft distillers bring new 
innovation to the segment.”

The IWSR forecasts that Irish whiskey overall will have a com-
pound annual growth rate (CAGR) of 6.6 percent in the U.S. from 
2021 to 2025, and malt Irish whiskey will see a CAGR of 13 per-
cent in the same period. The influx of newly available Irish single 
malt expressions offers bars and retailers an opportunity to bring 
something different, and something that typically has a higher 
price point, to whiskey-drinking consumers.

“Consumers have been exposed to more premium and super-

HOW U.S. BUYERS ARE MAKING A CASE 
FOR SINGLE MALT IRISH WHISKEY

RETAILERS AND BARS ARE FINDING WAYS TO CAPITALIZE ON 
THIS QUICKLY GROWING CATEGORY

BY NICK HINES
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or many whiskey drinkers, single malt has 
almost always meant Scotch. Yet there’s an 
increasing number of single malts coming 
from neighboring Ireland available to 
consumers in the United States, and they’re 

typically much different than the Irish whiskey blends 
people know and love—in both flavor and price.

F

ABOVE:  Irish whiskey sales, including single malts, are on the rise at New Hampshire Liquor 
Commission's 67 stores.



premium brands, and this has led to a 
more even playing field in terms of the 
perception of Irish versus, for example, 
Scotch,” says Padraic Coll, the head of 
North American operations at Clonakilty. 
“Alongside the moving of marketing dol-
lars by the bid players into promoting 
their super-premium offerings, [this] 
means the consumer is being educated to 
the fact that Irish whiskey isn’t just some-
thing in the $20 to $30 range.”

 
Bolstering Retail Sales 
with Education
The New Hampshire Liquor Commis-
sion (NHLC) sees some 12 million annual 
customers and has a selection of more 
than 14,000 wines and spirits in its 67 
stores throughout the state. Mark Roy, 
the spirits marketing and sales special-

ist for NHLC, says that the Irish whiskey 
category as a whole has been a major 
area of growth across stores, including 
single malts.

When considering new Irish single 
malts to add to the shelves, Roy and the 
NHLC ask a few crucial questions: Is it 
from an established brand? Is the brand 
growing nationally and in the local mar-
ket, or are there consumer inquiries? 
What is the price point and how does it 
compare to other markets?

Consumer education is a big part of 
the stores’ retail strategy around Irish 

single malts. The NHLC works closely 
with local brokers for in-store advertis-
ing through shelf talkers, media advertis-
ing, in-store tastings, and virtual educa-
tional seminars. Its weekly email includes 
a "What’s New" section focused on brands 
and informational materials.

These tools all help consumers feel 
more comfortable making a choice on a 
style that’s less understood than the more 
dominant blends. Still, at NHLC stores, 
single malts are placed alongside blends 
and various cask finishes by price pro-
gression rather than grouping all Irish 
single malts together by style.

“I don’t think consumers are seeing 
single malt as a separate category within 
Irish just yet,” says Roy. ”If it’s an Irish, it’s 
an Irish, and they lump it in with the over-
all Irish whiskey heading.”

 
Using Brand Stories to Sell at Bars
“The problem that I have seen is that 
most guests only recognize one brand, 
and that brand is either the only one 
they are comfortable ordering or the 
reason why they ‘can never drink Irish 
whiskey again,’” says Nicholas Bennett, 
the beverage director at Porchlight in 
New York City. “[Overcoming that bar-
rier] starts with our servers and bar 
team getting excited about it, so we only 
carry brands of Irish whiskey that we 
genuinely respect and are excited about 
serving ourselves.”

ABOVE, LEFT TO RIGHT:  A glmpse inside the Irish whiskey-
making process at Clonakilty Distillery in County Cork  // 
The Clonakilty Winter Spice Cocktail // LEFT: Nicholas 
Bennett, beverage director at Porchlight in NYC

“Consumers have 
been exposed to more 
premium and super-
premium brands, and 
this has led to a more 
even playing field in 

terms of the perception 
of Irish versus, for 
example, Scotch.” 

– Padraic Coll, Clonakilty
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From there, introducing consumers 
to Irish single malts starts with getting to 
know the customer. 

“One good start is to ask what 
they typically like to drink and then 
ask questions about what direction 
they'd like to go in from there,” says 
Jillian Vose, the beverage director and 
a managing partner at The Dead Rab-
bit. “Questions such as what cask com-
ponents they're keen on, how old of a 
whiskey they're looking for. The ques-
tion on the cost to the guest should 
also be mentioned if you're suggesting 
something on the pricier side.”

She recommends leading with a ques-
tion like, “What do you typically enjoy 
drinking?” Then, use that information to 
give two starting choices.

“Hopefully, they'll enjoy it, and on their 
next drink or visit you can guide them to 
something different and more complex,” 
adds Vose. “Without even knowing it, 
they'll start to build a descriptive vocabu-
lary on what they do and do not like, which 
is also great because it is a natural way to 
build a rapport with what will hopefully 
become a regular guest.”

Selling to adventurous whiskey enthu-
siasts and casual consumers alike takes 
a bar team that’s highly knowledgeable 
about what they're selling and that can 
tell detailed stories about brands. Brands, 
after all, are the starting point for most 
consumers.

“The majority of our customers are 
much more inclined to order a particular 
Irish whiskey based on brand recogni-
tion than knowledge of style of whiskey, 
like single malt or blends,” says Níamh 
O'Donovan, the general manager and 
company president at Daniel O'Connell's 
Restaurant & Bar in Alexandria, Virginia. 
“Competitors of major whiskey brands 
tend to be an easier sell than a less-known 
style of a known brand of whiskey. Price of 
whiskey is only a limiting factor if there is 
a large disparity between brands.”

 
Building a Single Malt Irish 
Whiskey Selection
Vose suggests starting with what peo-
ple know when building out a bar’s Irish 
single malt selection. For instance, start 
with the 10-, 16-, and 21-year-old options 
from Bushmills—a brand that people are 
already familiar with but may not realize 
was historically known for its single malts. 
Tullamore D.E.W. is another well-known 
brand with approachable single malts, and 
Bennett adds Knappogue Castle and Teel-
ing to that list.

From there, try expanding into offer-
ings from brands that the average con-
sumer may be less aware of. Waterford 
makes terroir-focused single malts named 

after the farm where the grain was grown, 
and West Cork has single malts with in-
digenous cask finishes. Vose also suggests 
Dingle and Sexton.

“Not many know this, but Ireland was 
the originator of the single malt,” says Alex 
Thomas, the master blender at Bushmills. 
“Scotch took center stage during Prohibi-
tion, as the U.S. was such a huge market 
for the Irish whiskey industry, and it was 
hit hard. What was once a country of hun-
dreds of distilleries, became a country of a 
mere handful—Bushmills being one of the 
very few left standing.”

There were only four distilleries mak-
ing Irish whiskey in 2013. Now there are 
more than 30, with more planned and some 
recently opened distilleries that have yet 
to send their first releases into the world. 
As the number grows, so too will the Irish 
single malt category—and with it, more 
consumer interest and the need for a way 
to introduce these delicious bottles.

“So be patient, people,” urges Vose. 
“More single malts will eventually get 
here.” ■

ABOVE, LEFT TO RIGHT:  The warehouse at the Old Bushmills 
Distillery in County Antrim, Northern Ireland // Alex Thomas, 
master blender at BushmillsPH

O
TO

G
RA

PH
 C

O
U

RT
ES

Y 
O

F 
 B

U
SH

M
IL

LS

“Not many know this, but 
Ireland was the originator 

of the single malt.” 
– Alex Thomas, Bushmills
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Jameson is the quintessential blended 
Irish whiskey, triple-distilled and ma-
tured in casks from the United States 
and Spain to deliver that ultra-smooth 

texture and toasted flavor. They’ve been 
perfecting Irish whiskey for over 200 years, 
but today there’s a growing audience thirsty 
for flavored spirits, as well as a tranche of 
curious whiskey fans who are eager for a 
little experimentation—especially when exe-
cuted with Jameson’s commitment to craft.  

For the classic whiskey brand, innova-
tion comes in the form of subtle blends, 
or, in this case, a touch of zest. Arriving 
on U.S. shelves and in bars from Janu-
ary, Jameson Orange is a flavored whis-
key, pairing Jameson’s distinctive smooth 

taste with natural orange flavor to create 
a well-balanced taste with just a touch of 
sweetness. This latest expression builds 
on the brand’s previous successes: Jame-
son Cold Brew, made using Arabica beans 
from Colombia and Brazil, and the Jame-
son Caskmates series, which finishes the 
whiskey in craft stout or IPA barrels.

While Jameson Orange is the brand’s 
first whiskey to feature fruit, citrus has 
proven popular with spirit drinkers and 
naturally complements whiskey, conjur-
ing the flavors of an Old Fashioned. The 
new blend meets the nose with a fresh or-
ange aroma; the taste offers a zesty citrus 
hit with notes of nutty vanilla and all the 
mouthfeel of the original Jameson. 

For the home bar and the back bar, 
Jameson Orange offers versatility, work-
ing just as well neat, on the rocks, or to 
raise the game of a classic cocktail, such 
as the Jameson Orange Mule, with ginger 
beer and Angostura bitters, or the Jame-
son Orange Crush, lightened with triple 
sec, orange juice, Sprite, and served long. 

Flavored whiskeys are driving volume 
for the whiskey industry. Nielsen reported 
the subcategory grew more than 34 per-

cent by volume in 2020, compared 
to 18 percent growth for the total 
whiskey sector. Jameson Orange 
offers a new way for aficionados 
to explore the category, and its 
flavor profile offers a more acces-

sible entry point for the uninitiated. 
In recent years, flavored whiskeys 

have shaken off the stigma previously at-
tached to them and matured, with new 
options offering more nuanced and subtle 
blends for serious drinkers. With Jame-
son selling 7.6 million cases worldwide in 
2020, this latest addition to the portfolio—
and to the flavored whiskey category as a 
whole—looks set to continue that upward 
trajectory. n

THE QUINTESSENTIAL 
IRISH WHISKEY GETS 
A ZESTY UPGRADE
FOR THEIR LATEST FORAY INTO THE WORLD OF 
FLAVORED WHISKEYS, JAMESON ADDS SOME 
ORANGE INTO THE MIX

Jameson 
Orange offers 

versatility, working 
just as well neat, on the 

rocks, or to raise the 
game of a classic 

cocktail.



SeRIoUSlY sMOoTH WHiSKeY

ReFReSHiNG
OrANgE tAStE

TASTE RESPONSIBLY. 
ENJOY OVER ICE WITH LEMON-LIME SODA.
Jameson® Irish Whiskey with Natural Orange Flavors. 30% Alc./Vol. (60 Proof). Product of Ireland. 
© 2022 Imported by John Jameson Import Co., New York, NY.  22210F49282725

8.25

10.875
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If the notion holds true that exception-
al wines are made in beautiful places, 
then the outstanding quality of Plane-
ta’s wines is no surprise; the grapes are 

grown in some of Sicily’s most breathtaking 
vineyards. For five centuries, the Planeta 
family has been committed to cultivating 
Sicily's unique terroir, while safeguarding 
the beauty and environmental integrity of 
the region, which holds the largest organic 
vineyard area in Italy.

Planeta has become an integral part of 
Sicily’s winemaking community, committed 
to organic farming and sustainability with 
an approach that is always oriented towards 
openness and innovation. Since the 1600s, 
the Planeta family has cultivated vines and 
olives at their Ulmo estate in western Sicily’s 
Sambuca di Sicilia, but their modern wine-
making venture began in the 1980s, when 
17th-generation Planeta family members 
Alessio, Francesca, and Santi first planted 
vines on the historic property under the 
guidance of founder Diego Planeta. In 1995, 
Planeta’s first commercial winery was born. 

Since then, the Planeta family has been 
at the forefront of unearthing some of Sic-
ily's most exceptional wines from across 
the island, seeking out the best vineyard 
areas to create independent wineries. 
Years were spent carefully matching the 
extraordinarily diverse Sicilian soils with 
both indigenous and international vari-
eties, which paid off when Planeta wines 
were met with immediate praise upon in-
troduction in the U.S. in the late 1990s.  

“Planeta is a journey through Sic-
ily,” explains winemaker Alessio Planeta. 
“Five different territories—Menfi, Vitto-
ria, Noto, Etna, and Capo Milazzo—are our 
cardinal directions to travel in Sicily, an 
island that is a genuine cultural, climatic, 
and enological continent.” Today, the com-
pany has 377 hectares and seven wineries 
across the five regions, each one reflect-
ing the details, vibrations, and rhythms of 
their unique location. Since 1998, Planeta 
has also produced award-winning IGP ex-
tra virgin olive oil from a 148-hectare olive 
grove owned by the family.

By following the SOStain protocol of 
sustainability—the first regional Italian 
environmental viticultural certification 
project—Planeta has been able to forge a 
path of continuous improvement towards 
increasing levels of sustainability. Planeta 
has not only made this approach a funda-
mental part of their winemaking process, 
but they have become leaders in making 
sustainability a standard for all of Sicily.

Planeta’s holistic investment in the 
success of Sicilian wine also extends to 
tourism. Planeta Estate runs La Foreste-
ria Menfi, a wine country resort near the 
beach in Menfi with a restaurant, pool, 
and experiences like wine tastings, biking, 
trekking, and massages. Three of their es-
tates have also become centers of hospi-
tality that offer everything from tastings 
and events to wine experiences and sales.

Planeta’s wines have the power to 
transport you around the island of Sicily. 
And while each wine holds true to the tra-
ditions of the island, it’s the family’s cour-
age and innovation to tap into the island's 
full diversity of terroir that has made the 
wines truly come alive. n

A JOURNEY THROUGH SICILY’S 
DIVERSE TERROIR
PLANETA’S WINES, MADE FROM INDIGENOUS AND INTERNATIONAL 
VARIETIES GROWN IN FIVE DISTINCT REGIONS, DEMONSTRATE THE 
EXCEPTIONAL QUALITY OF SICILY’S DIVERSE TERROIR

The five different territories: Menfi, Vittoria, Noto, Etna, and Capo Milazzo.
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ustralia’s wine scene has recently 
been dominated by producers aim-
ing to bring a sense of place to 
the region’s wines and to reflect 

the incredible beauty and diversity of the 
country. Yalumba, South Australia’s pio-
neering, sixth-generation, family-owned 
winery, is leading this charge with bold 
and recognizable wines that are available 
worldwide. To highlight the harmony of 
their winemaking with the natural envi-
ronment, they have revamped the labels 
of their Y Series, a collection of mini-
mal-intervention wines “made wild” and 
meant to be enjoyed young. 

Y Series shines light on the most au-
thentic expressions of both popular and 
emerging Australian grape varieties. 
Thanks to Yalumba's talented winemakers, 

eight varieties (including Shiraz, Viognier, 
and Chardonnay) can be enjoyed through 
a hands-off approach to winemaking. The 
wines undergo 100 percent wild fermen-
tation, see minimal fining and filtration, 
and are vegan. The hope is to create lively 
and sincere wines that capture the radi-
ance of South Australia’s vines. 

“Y Series was born from an inspired 
philosophy to create wines with the light-
est touch, allowing the natural variety to 
sing,” says Jessica Hill-Smith, a sixth-gen-
eration family member and the marketing 
manager for Yalumba. “Consumers can 
explore different varieties in their purest 
form at an affordable price point.”

To bring even more liveliness to the 
line, Y Series underwent a facelift this year 
thanks to new labels featuring artwork by 

celebrated South Australian artist Cindy 
Durant. Durant ventured into the Yalumba 
vineyards in December 2020 and was in-
spired to create illustrations for each label 
that represent elements of the vineyard's 
natural ecosystem—from soil to air—and 
explore all the creatures that inhabit 
them. The new packaging also highlights 
Yalumba’s bold and recognizable "Y" front 
and center, making it easy for consumers 
to spot these wines on shelves. 

The reimagining of the Y Series labels 
is another step Yalumba has taken to fo-
cus on the natural beauty of their land and 
the importance of the environment itself. 
Beyond sustainably-minded winemaking, 
the packaging itself has been redesigned 
to be lighter and less energy intensive, 
with a lower carbon footprint. 

As a multigenerational family winery, 
sustainability is foundational to all that 
Yalumba does. Their wines have always 
been examples of how to work with the 
natural world. Y Series serves to demon-
strate how great Australian terroir can be. 
Colorful and lively, these wines are fresh 
and fruit-driven, approachable in both 
style and price to showcase how wine can 
enhance everyday moments. Meant to be 
enjoyed young to spotlight their bright 
and honest character, they are exactly 
what consumers are clamoring for. n

YALUMBA Y SERIES 
GETS AN ARTFUL 
UPGRADE
AUSTRALIAN ICON YALUMBA REVAMPS THEIR  
Y SERIES WITH NEW, ARTIST-DESIGNED LABELS 
THAT HIGHLIGHT THE NATURAL HARMONY OF 
THEIR VINEYARDS

Chardonnay, 
Pinot Grigio, 
Sauvignon Blanc, 
Viognier, 
Rose, 
Cabernet Sauvignon, 
Shiraz, 
Shiraz Viognier
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omen have a long history of 
working in wine, spirits, and 
beer, but only recently have 
the vast contributions of 
women—and the difficulties 

they face—become a prominent part of the 
dialogue within the beverage alcohol in-
dustry. Events such as the #MeToo move-
ment drove women’s issues into the nation-
al spotlight—and drove home the specific 
challenges women face in the particularly 
male-dominated beverage alcohol industry.

While women-focused trade groups 
have been around since at least 1990, when 
Women for WineSense was founded to pro-
vide education and networking opportuni-
ties, their visibility and reach was limited. 
But over the past 10 years, things have be-
gun to change. Events like the Women in 
Wine Leadership Symposium (WWLS) and 
organizations like Women of the Vine and 
Spirits (WOTVS), Lift Collective, Bâtonnage, 

and Dream Big Darling have become driv-
ing sources of change by bringing women 
together and giving them a platform to 
speak about their experiences. 

For many women, real progress was 
not noticeable until recently, when broad-
er social movements and industry-specific 
scandals forced many more people to face 
the harsh realities of what it means to 
work in the beverage alcohol industry as a 
woman, as a person of color, or as a mem-
ber of any minority group.

Fortunately, the beverage alcohol in-
dustry, like the world at large, continues 
to evolve rapidly. New, younger voices 
are demanding change and experienced 
female leaders are actively engaged in 
bringing about that change. Women from 
across the industry speak about the prog-
ress women have made, the hurdles that 
remain, and how to keep moving the in-
dustry forward.

AFTER YEARS OF HARD WORK, 
NOTICEABLE CHANGE IS HAPPENING
Deborah Brenner, the founder and CEO of 
WOTVS, first entered the industry 16 years 
ago while working on her book Women 
of the Vine: Inside the World of Women 
Who Make, Taste, and Enjoy Wine. “Peo-
ple weren’t talking about women in the 
wine business,” she remembers. For years, 
resources for women remained scarce. 
“Many people didn’t have a voice,” recalls 
Mary Gorman-McAdams, MW, the direc-
tor of the International Wine Center in 
New York City and a member of WWLS’s 
advisory board.

Without a platform, it was difficult 
for women to address the challenges they 
were facing, let alone take action. In a 

ELEVATING WOMEN IN 
BEVERAGE ALCOHOL
EXAMINING EFFORTS TO CHAMPION WOMEN IN 
THE WINE AND SPIRITS INDUSTRIES—AND WHY 
THERE’S MORE WORK TO BE DONE

BY CAITLIN A. MILLER

CLOCKWISE FROM TOP LEFT: Michelle DeFeo, 
Champagne Laurent-Perrier; Rania Zayyat, Lift 
Collective; and Deborah Brenner, Women of the Vine 
and Spirits.

PH
O

TO
G

RA
PH

S 
C

O
U

RT
ES

Y 
O

F 
IÑ

AK
I V

IN
AI

XA
 /

 L
O

BO
S 

17
07

 T
EQ

U
IL

A 
AN

D
 M

EZ
C

AL

W



PH
O

TO
G

RA
PH

S 
C

O
U

RT
ES

Y 
O

F 
O

LI
VI

A 
C

AM
PB

EL
L 

/ 
O

LI
VE

 +
 W

ES
T 

PH
O

TO
G

RA
PH

Y 
/ 

C
H

RI
S 

G
EO

RG
E

PH
O

TO
G

RA
PH

S 
C

O
U

RT
ES

Y 
O

F 
IÑ

AK
I V

IN
AI

XA
 /

 L
O

BO
S 

17
07

 T
EQ

U
IL

A 
AN

D
 M

EZ
C

AL

field dominated by men, bound by tradi-
tions and rigid expectations, it was hard 
to find a space where women felt comfort-
able voicing their concerns. “I remember 
thinking,” says Gorman-McAdams, look-
ing back to 2012 when WWLS began, “‘will 
we actually succeed in creating an envi-
ronment where the bravado is gone and 
we can actually address the real challeng-
es?’” A significant part of the success of 
organizations like WWLS and WOTVS was 
their ability to foster a safe environment 
where women felt comfortable digging 
into difficult topics. “We started off slowly, 
trying to break down barriers, but also be-
ing a little bit safe. I think it worked,” says 
Gorman-McAdams. 

In recent years, more organizations 
have sprung up to help tackle the diverse 
set of challenges women face. This has 
created a wealth of opportunities that 
include education, networking, mentor-
ships, and scholarships. “These organiza-
tions have helped women realize that they 
are not alone, and that they are part of 
a great community that face similar ob-
stacles and challenges,” says Sarah Bray, 
the cofounder of Bâtonnage. Michelle De-
Feo, the president of Laurent-Perrier U.S., 
echoes this sentiment. “Twenty years ago, 
you didn’t want to appear weak. The idea 
of asking for help—I would never have 
thought of that. Now, there’s the recogni-
tion that we can help each other.”

With a larger support network, more 
women are breaking into the industry and 

taking on more senior positions. “Over 
the last 10 to 15 years, I’ve seen more 
women in the industry, not just as wine-
makers but also in executive leadership 
roles,” says Stephanie Jacobs, the direc-
tor of winemaking at Cakebread Cellars. 
“We have had women across our executive 
team from CFO to VP of sales and market-
ing.” Data from more than 4,200 bonded 
wineries in California shows a similar 
statewide trend; the share of lead female 
winemakers has increased threefold, from 
four percent in 2011 to 14 percent in 2020.

DESPITE PROGRESS,  
NUMEROUS HURDLES REMAIN
While the number of women in the in-
dustry has undoubtedly increased, the 
percentage of women in senior leadership 
roles remains well below where it should 
be. “Maybe we had success in sales and 
middle management, but upper manage-
ment is essential. Ownership is essential,” 
says Madeline Triffon, MS, an advisory 
board member for WWLS and the in-house 
Master Sommelier for Plum Market in De-
troit. This is especially true in the spirits 
and beer sectors. “The spirits industry is a 
353-billion dollar industry that women are 
currently largely underrepresented in. Ac-
cording to 2019 McKinsey & Co. data only 
four percent of women are in C-suite posi-
tions [as of 2018] and that’s a huge issue,” 
explains Dia Simms, the CEO of Lobos 1707 
Tequila and Mezcal.

When Fawn Weaver, the CEO of Uncle 
Nearest Whiskey, named Sherrie Moore 
as the head of whiskey operations, it was 
a first for the spirits industry. “Now we’re 
seeing so many [women] be named as-
sistant master distiller, master distiller. 
That just wasn’t something we saw at all 
when we first came into the industry [in 
2018],” explains Weaver. “The [whiskey] 
industry was very white and very male 
and it still is.” 

With women so underrepresented, 
and their needs rarely taken into ac-
count, many other problems persist—
most noticeably, the lack of support for 
mothers. “Many of the most tangible 
hurdles that still exist relate to women 
as mothers,” says Stevie Stacionis, the 
cofounder of Bâtonnage. “Simple things 
like maternity leave are not universally 
adopted by wine businesses.” Moreover, 
many positions in the industry require 
long, labor-intensive hours in a winery 
or on a restaurant floor, plus the need to 
work nights and weekends. The physical 
demands are nearly impossible to sustain 

LEFT: Women in Wine Leadership Symposium’s  
Mary Gorman-McAdams and Madeline Triffon.

RIGHT: Dia Simms, CEO of Lobos 1707 Tequila and Mezcal

“Maybe we had success 
in sales and middle 
management, but 
upper management is 
essential. Ownership is 
essential." 
 
– Madeline Triffon, MS, Plum Market
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while pregnant or with young children, 
and with little to no support from em-
ployers, women are forced to make diffi-
cult choices. “Many [women] have chosen 
family over career because they’ve had 
to,” says Gorman-McAdams.

The problems don’t end there, ex-
plains Katie Canfield, a partner at the Bâ-
tonnage. “For women in general, mothers 
or not, the pay-wage gap persists, sexual 
harassment persists, conflicting expec-
tations of women as leaders persist… it 
goes on,” she notes. The pay gap remains 
particularly frustrating for many women. 
“U.S. women today only make 82 cents for 
every dollar men earn (less for minori-
ties),” explains Tawnya Falkner, the owner 
of French sparkling wine brand Le Grand 
Courtâge. “It’s clear there is advancement, 
but it’s still not equal.”

One of the most glaring hurdles plagu-
ing the industry is its overall lack of di-
versity. “Throughout my career, I have 
seen and experienced firsthand the chal-
lenges of being a woman of color in lead-
ership, especially in the spirits industry,” 
says Simms. This lack of diversity not only 
hurts the individuals that are being held 
back, but data shows it hurts a business’s 
bottom line, too. “Not only is it statisti-
cally proven that more diverse businesses 
are more profitable,” explains Simms, “but 
it’s also an opportunity to think a little bit 
differently, understand different perspec-
tives, and make change.”

THE WORK CONTINUES
After decades of work, many women have 
come to realize that the problems they 
face are not ones they can fix on their own. 
Brenner has long been a proponent of in-
cluding men in the conversation as men 
often hold decision-making power. Annette 
Alvarez-Peters, the founder of consultancy 
firm annette a.p. Wine and Spirits Inc. and 
a mentor and an advisor for Bâtonnage and 
Wine Unify, agrees. “In order for [women] 
to be successful, it must be a focus from the 
top down in any organization.”

Bringing more men into the conversa-
tion was one reason why Rania Zayyat, the 
founder of Lift Collective (formerly Won-
der Women of Wine), decided to rebrand. 
“We started to feel like it was a bit of an 
echo chamber. We all know what we want 
to see change, but we can’t do it alone,” 
says Zayyat. “It was also about shifting the 
conversation. These aren’t just women’s 
issues, these are industry issues. Women 
are half the workforce.” 

In Weaver’s experience, having allies 
is key to succeeding in the whiskey indus-
try. “You have to create allies, and those 
allies are very unlikely to be other people 
of color, and they are very unlikely to be 
women because there are so few of us,” 
says Weaver. “It’s very difficult for us to 
be allies for another person that’s trying 
to come up because we are still trying to 
come up ourselves.”

With more scholarships and mentor-
ships popping up, it has become clear that 
many of these opportunities are not yet 
reaching much of the underserved audi-

ences they’re aimed at. Even when some 
women see these opportunities, they can 
still feel unattainable. “If the people you’re 
hoping to attract are intimidated by you, 
are intimidated by your organization, 
that’s not going to work,” says Gorman-
McAdams. “We have work to do in terms 
of making people feel comfortable and 
capable of turning in an application.” “If 
you’re looking from the outside in and you 
only see one woman, it’s not exactly en-
couraging,” adds Triffon.

Industry leaders like DeFeo are work-
ing to tackle this issue by changing their 
recruitment strategy. “We’re taking a 
more active role in seeking candidates 
out instead of waiting to see what re-
sumes come in,” says DeFeo, noting that 
Laurent-Perrier participated in the Be 
the Change career fair, which offered op-
portunities to connect companies with 
diverse candidates. 

It’s equally important to invest in can-
didates once they’ve come on board in 
order for women and other minorities to 
advance into more senior roles. “Manag-
ers who are successfully advancing equal-
ity and equity in their firms are taking a 
more inquisitive approach—rejecting old 
scripts, seeking an evidence-based under-
standing of how women/minorities expe-
rience the workplace, and then creating 
the conditions that increase prospects for 
success,” explains Falkner.

Women have made inroads into every 
segment of the beverage alcohol industry, 
but much of the hard work of realizing 
equality, safety, and support within the 
industry lies ahead. Making these goals a 
reality will require buy-in from all stake-
holders, regardless of gender or race. For-
tunately, there’s real momentum propel-
ling the industry forward and a workforce 
brimming with galvanized individuals 
ready to face these challenges head-on. n

INDUSTRY FOCUS

LEFT: Fawn Weaver, CEO of Uncle Nearest Whiskey

BELOW: Priyanka French, Katie Canfield, Rebecca 
Johnson, Ella Winje, and Sarah Bray at the 2021 
Bâtonnage Forum.
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One of the more famous statements in Western phi-
losophy is Socrates’ “Know thyself. The unexamined 
life is not worth living.” Greg David, CEO, co-owner 
and Chief Mixologist at George’s Beverage Company 

LLC, has come to know himself very well in recent years. He said in 
a recent interview with the Beverage Journal, “I’m an entrepreneur, 
which sometimes make me my biggest challenge. I’m the kind of 
person who likes to run through walls, break down barriers, and get 
something to market immediately. The biggest challenge is pulling 
myself back a little bit, slowing my pace down, and trying to see 
the bigger picture just so we don’t miss any important steps in the 
process. The process is the most important part.”

It’s certainly been the most important part of bringing Old 
Bay Vodka to Maryland store shelves starting March 7th. Hanover-
based George’s Beverage has partnered with McCormick & Com-
pany, Inc.’s Old Bay brand on this all-natural spirit. 

QUALITY

Distributed by Breakthru Beverage, Old Bay Vodka is made 
from corn distilled to six times purity and then flavored with the 
high-quality ingredients found in McCormick’s Old Bay seasoning. 
McClintock Distilling in Frederick, Md., is the distiller of record.

David stated, “We wanted to make a great vodka first and fore-
most. It just so happened that when we chose McClintock back in 
2020, they had just been voted No. 1 Craft Vodka Distillery in the 
country by USA Today. We also worked with the flavor solutions 
team at McCormick. Their scientists asked us, ‘What are you look-
ing for?’ And we said, ‘We want a vodka that will have the essence, 
smell, and taste of Old Bay, but for it to have a subtle hit.’ We didn’t 
want it to smack you in the face, but we definitely want people to 
know it’s Old Bay. So, they made a clear Old Bay liquid, and that’s 
what seasons the six times distilled vodka.”

He continued, “It’s 70 proof, which allows drinkers to taste both 
the seasoning and the alcohol. We tried 80 proof/40 percent. But it 
was just too high on the alcohol side of it.”

VERSATILITY

David believes Old Bay Vodka’s biggest selling point is its ver-
satility. Indeed, a lot of flavored vodkas on the market are good for 
maybe just one or two different drinks. Old Bay Vodka is good in 

a lot of drink recipes. “One of the most exciting is the Bay Crush,” 
David declared. George’s marketing will also include drink recipes 
for such tasty concoctions as a Bay Martini, a Bay and Tonic, the 
Reel Bay Breeze, Bay Bombs, Bay Oyster Shooters, and more.

THE BOTTLE

Old Bay Vodka is made and bottled in Maryland with a price 
point of $18.99 - $20.99 Each bottle contains 750mL and features 
the unmistakable colors and lettering of the classic Old Bay cans of 
seasoning you find at the grocery store or in many Maryland crab-
houses and seafood restaurants.

According to David, “People will see the classic, familiar label 
and the packaging, and they know McCormick & Company is actu-
ally involved. This isn’t some license they’ve sold or outsourced. 
They’ve been with us every step of the way. In Maryland, Old Bay 
is a powerful brand. It resonates with people. So, we think people 
will be excited to try this.”

SOCIAL APPEAL

With Old Bay Vodka, George’s Beverage Co. continues its com-
mitment to sustainable practices. One of the reasons David and his 
colleagues chose McClintock Distilling was its commitment to the 
environment. For instance, McClintock utilizes a closed loop cool-
ing system that has reduced the amount of wastewater by at least 
250,000 gallons per year. They’re also one of the few distilleries in 
the country that is 100% renewable energy powered.

Said David, “I grew up in this region. I spent most of my forma-
tive years in the Annapolis area and in Berlin, Md. So, I’ve grown up 
around the Potomac and Patuxent Rivers, the Chesapeake Bay, and 
the ocean most of my life. The sustainability of the largest ecosys-
tem on the East Coast is massive to us.” n

Old Bay 
Adding Spice to Maryland’s 
Flavored Vodka Market
BY TEDDY DURGIN

BR AND PR OFILE



This fl avored vodka is made with the highest quality natural ingredients to 
embody the delicious, spicy and savory fl avor that you have come to know 
and love from Old Bay®. Made in collaboration with teams who have a long 
history of commitment to quality and craftsmanship, GEORGE’S® BEVERAGE 
COMPANY™ and McCormick® & Company. This fl avored vodka is distilled 
locally in Frederick, Maryland with love and care using sustainable 
practices that protect the Chesapeake Bay and our natural waterways.

SPIRIT OF THE BAY Handmade in Maryland

OLDBAYVODKA.COM
A Proud Sponsor of

For the Chesapeake Bay

BAY CRUSH
1 1/2 ounces OLD BAY® Vodka
1 1/2 ounces triple sec
 2 ounces (1/4 cup) fresh 
  lemon juice
 3 ounces lemon-lime soda, 
  such as Sprite®

Shake with ice. Lemon wedge.

BLOODY MARY
1 1/2 ounces OLD BAY® Vodka
   4  ounces (1/2 cup) OLD BAY®  
     Bloody Mary Mix
     OLD BAY® Seasoning
     Lemon wedge.
Serve with ice. Celery stalk.

‘THE BAY’ MARTINI

  4 ounces (1/2 cup) 
   OLD BAY® Vodka
1 1/2 ounces olive juice

Garnish with lemon twist 
and 2 olives.
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Kaló Hemp Infused Seltzer is com-
ing to Maryland store shelves. 
And rather than start this Brand 
Profile with what the product is, 

it’s probably best to educate readers on 
what it is not. Ivy Wimberley, Kaló’s Direc-
tor of Trade Development, said it best dur-
ing a recent interview with the Beverage 
Journal: “On the sales side, the hardest 
thing has been getting people to under-
stand the difference between hemp and 
marijuana. We are NOT a marijuana seltzer! 
We are a hemp-infused seltzer. A big part 
of my job has been educating people.”

She continued, “We love being able to 
give somebody a product that’s good for 
you and that can help you relax. We also 
love turning the skeptics. Kaló is some-
thing that will help you take a breath after 
a can or two. Some people think it’s a hoax. 
But we’re giving them an all-natural way 
to feel good with something that’s plant-
based.”

THE PRODUCT

Wimberley and her team are so confi-
dent that they’ve made Kaló’s slogan for 
2022: “Feel Good Fast.” Wimberley stat-
ed, “We wanted to create something that 
you could drink that indeed would make 
you feel good fast. You have all of the 
positive benefits of the hemp plant in one 
drink. Not only do you get the vitamins, 
minerals, and antioxidants, but you get 15 
milligrams of CBD.”

Kaló seltzers are hand-crafted and 
come in eight flavors: Black Cherry, Ruby 
Red Grapefruit, Ginger Lemonade, Blood 
Orange Mango, Lemon Lavender, Rasp-
berry Lime, Pomegranate Peach, and 
Strawberry Watermelon. They are sold 
in 12-ounce cans either individually or in 

multi-flavored eight packs. 
Kaló seltzers are also 100% vegan, glu-

ten-free, and kosher certified. “I think we 
are the only hemp-infused or CBD seltzer 
that is kosher certified, which hits a nice 
market,” noted Wimberley. It’s also a good 
mixer in various vodka, gin, and rum cock-
tails with the www.drinkkalo.com website 
featuring such recipes as a Raspberry Re-
fresher, Blood Orange Sparkler, Grapefruit 
Sunrise, and Kaló Mule.

WHAT SETS IT APART

Hillview, Kaló’s New Jersey-based par-
ent company, is a third-generation farming 
business run by the VandeVrede family. 
They spent more than two years crafting a 
new way to harness all of the healthy el-
ements found in hemp in a water-soluble 
form that customers can easily digest. That 
means no weird aftertaste.

Erin Stivala, Kaló’s Director of Market-
ing, noted, “It took two years because 
we wanted to be the best tasting [in our 
niche]. We tasted others and found that, 
unfortunately, what you get with a CBD or 
hemp seltzer is what’s called ‘nanoemul-
sion.’ They take CBD oil and spin it really 
fast to get the particles super tiny. But it’s 
still oil, and oil and water do not mix. You 
always get that gross, oily aftertaste. For 
our product, it’s truly water soluble. We’re 
able to extract the water molecules out of 
the hemp plant.”

She added, “And with our water-
soluble technology, when you drink Kaló, 
you’re going to be feeling something out 
of it in five minutes. And it’s likely going to 
be good.”

THE REWARDS AND CHALLENGES

For some, Kaló Hemp Infused Seltzer 
is an “outside-the-box” product in the 

beverage business. It has certainly come 
with its own set of challenges getting to 
store shelves in such states as Florida, New 
York, New Jersey, Ohio, Pennsylvania, and 
Georgia.

Stivala acknowledges, “Regulations 
have been challenging. There is a canna-
bis product in it, and every state has their 
own legal requirements. Sometimes, indi-
vidual stores have their own requirements! 
We have had to be extremely agile and 
patient. We’ve had to make sure what we 
are doing is all compliant. That’s been the 
biggest hurdle, for sure.”

Both she and Wimberley, though, an-
ticipate success in the Maryland market. 
For Wimberley, this marks a return of sorts 
as she is a Towson University graduate and 
was a former star member of their compet-
itive swimming team. “I think our product 
is going to do really well in Maryland,” she 
said. “We did over 10,000 cases in New 
Jersey in just our second year. Maryland 
is very similar to New Jersey in that you 
have beautiful shores, but you also have 
your cities and your college towns. I’m in-
deed a Towson University grad. So, I know 
from the ground that Marylanders are very 
eclectic and open to new products. Kaló is 
something Maryland definitely needs!” n

Kaló Hemp  
Infused Seltzer  
Helping Maryland, Feel Good Fast
BY TEDDY DURGIN

BR AND PR OFILE



drinkkalo.com @drinkkalo

Feel
good faster,
Maryland.
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IRISH
COCK TAIL S

CLONAKILTY WILD ATLANTIC WHISKEY COCKTAIL
40 ml Clonakilty Double Oak Cask Whiskey
20 ml Regal Rogue Bold Red vermouth
2 drops seaweed bitters
1 drop Angostura bitters
*5 ml smoked sea salt syrup

Method: Add all ingredients to a cocktail shaker and gently stir. Strain 
into a highball glass and top up with tonic water. Add ice and garnish 
with rock samphire.

*Smoked sea salt syrup: Combine 20 grams smoked sea salt, 30 grams 
demerara sugar, and 50 ml hot water in a glass.

FARMHOUSE BUCK
Created by Joanna Carpenter

1 ½ oz J.J. Corry Irish Whiskey The Gael
¼ oz lemon juice
6 small chunks fresh pear 
2 dashes Angostura bitters

Method:
Muddle pear, Angostura, and lemon juice in a cocktail shaker. Add 
J.J. Corry The Gael and hard shake. Strain into highball glass over 
fresh ice and top with ginger beer. Garnish with any combination 
of pear slice, candied ginger, or cinnamon stick.
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BELFAST DERBY
2 oz Bushmills Original Whiskey
1 oz pink grapefruit juice
½ oz fresh lime juice
½ oz thick agave syrup
2 dashes bitters

Method: Add ingredients to a 
cocktail shaker with ice. Shake 
for 10 seconds, then strain into a 
cocktail glass.

GREEN MACHINE
Created by Gillian Murphy

2 oz Tullamore D.E.W. Original Irish 
Whiskey

½ oz lemon juice
Juice of one fresh-pressed green apple 
(or 6 oz cloudy apple juice)

Method: Build in a highball glass over 
ice. Garnish with lemon wedge.

GRACE’S HOT TODDY
Grace O’Malley Blended Irish whiskey
2 tsp honey
Boiled water

Method: Pour a good measure of Grace O’Malley Blended Irish 
Whiskey into a glass. Add two teaspoons of honey and leave the 
honeyed spoon in the glass to prevent cracking. Pour just-boiled 
water into the glass and stir. Add a slice of lemon studded with 
cloves.
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OCEAN CITY CONVENTION CENTER
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  Back!

O c e a n C i t y Tr a d e E x p o . c o m

 Î Solid Shelves
 Î Maximum display 

Edgeless Doors
 Î Maximum efficiency      

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

SHOW MORE 
8 SELL MORE



40  BEVERAGE JOURNAL  March 2022 www.BeverageJournalInc.com

IRISH
COCK TAIL S

SEXTON STORMY
1 ½ oz The Sexton Single Malt Irish Whiskey
½ oz Amaro dell’Erborista
½ oz fresh lime juice 
½ oz ginger syrup
Club soda 

Method: Add all ingredients to a cocktail shaker and shake with ice. Strain 
into a highball glass over fresh ice and top up with club soda. Garnish with 
lime wheel and candied ginger. 

LOST GOLD
2 oz Lost Irish
¾ oz honey syrup (3:1)

¾ oz lemon juice
Lemon peel

Method: Combine all ingredients in an ice-filled shaker. 
Shake until well chilled, about 10 seconds. Strain into an ice-
filled rocks glass. Garnish with lemon peel.

PROCLAMATION WHISKEY SOUR
1 ½ oz whiskey
1 oz lime juice
1 oz raspberry syrup

Half of one egg white
2 dashes Angostura bitters

Method:
Add all ingredients to a cocktail shaker with ice. Strain into a rocks glass over 
ice. Garnish with raspberries layered onto basil leaf.

BUSK & GINGER
1 ½ oz The Busker Triple Cask Triple Smooth
3 oz ginger ale
Lemon peel

Method: Add The Busker Triple Cask Triple Smooth to a 
Collins glass with ice. Top up with ginger ale and garnish with 
lemon peel.




