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THE ON-PREMISE STRUGGLE
CONTINUES
Even though restaurant and bar employment is trending higher, staffing levels remain
well below normal. According to Bruce
Gindy at the National Restaurant Association, “Eating and drinking places added a net
187,000 [U.S.] jobs in April. While the trendline is pointing in the right direction, eating
and drinking places are still 1.7 million jobs
(or 14%) below pre-pandemic levels.”
Why is the industry still 14% below
pre-COVID staffing levels?
Capacity limits for restaurants and bars
are being withdrawn (albeit slowly). Yet,
some establishments are still unable to partially open … or open at all. Many operators
point to a lack of employees as the reason
why they are not open, or fully open.
Could the shortage of on-premise workers be that these individuals have no incentive to go back to work?
“It’s tough to compete with
the hefty unemployment checks.”
According to a May 7, New York Post
article, Bobby Van’s Steakhouse hasn’t been
able to open two of its four upscale restaurants due to the worker shortage, said owner
Joseph Smith.
“There’s not enough manpower to stretch
around at all our locations,” Smith said. If
you were working a job and making $600
a week and then had the option of making
$600 without working that job — the choice
is obvious.
Philippe Massoud, CEO of the Lebanese
eatery Ilili, said he’s “left no stone unturned”
in an effort to fill 15 positions. “The government unintentionally shot itself in the foot,”
he said. “The stimulus plan is being completely undermined by the unemployment
program … the program should be stopped
immediately,” he fumed. “We need to be encouraging people to work.”

There is a consensus among restaurateurs
and economists … ‘on-premise waitstaff make
more money with unemployment checks than
they would on the job.’
Small business has many obstacles to
success, a government ‘of and by the people’
should not be one of them. It’s one thing
to compete with other businesses in the
community for employees; but how do you
compete when those potential employees are
getting a paycheck for no work?
Navigating the road ahead
The road back to ‘normal’ is proving to
be long and complicated. Most on-premise
operators do not expect a return to normal
staffing any time soon. Expectations for a
gradual return to normal are generally consistent across the major restaurant segments.
A majority think it will be at least six months
before staffing levels return to normal for
their restaurant and approximately 10 percent
do not think they will ever return to prepandemic levels.
The American small business has been,
and remains, the fuel of our economy. The
members of local, state and federal government need to be reminded of this fact and
understand that the pandemic unemployment
programs are subsidizing a lack of production.
The Maryland State Licensed Beverage
Association (MSLBA.org) is a great statewide
organization with ties to regional and local
organizations. Your voice alone may not be
heard, but in chorus with other businesses
facing the same obstacles, you can have influence and affect the business climate in your
community.
The times for waiting on someone else
to act and find a solution are gone. Get
involved, your livelihood depends on it. n
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NEW
PRODUCTS
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1. PLUME & PETAL RTD

Plume & Petal unveiled its Spritz Ready To
Drink cans – a collection of canned cocktails
made from vodka infused with natural flavors
and sparkling water. Bacardi’s first vodka-based
RTD in the US, each 100-calorie Plume & Petal
Spritz has no artificial sweeteners, is glutenfree, and is 4.5 percent ABV. The RTDs come
in three flavors: Peach Spritz (white peach,
lavender and black tea), Cucumber Spritz
(lemongrass and chamomile tea), and Lemon
Spritz (elderflower and white tea).

SRP: $17.99 variety 6-pk, $12.99 single flavor 4-pk
plumeandpetal.com

4. WINESOCIETY CANNED WINES

WineSociety has launched a 250ml grab-andgo size on the heels of a successful debut of
its flagship 500ml canned wines, Tempt, Fate,
Chance and Chance Bubbles. The new size offers
the same premium wines - Tempt is a blend of
syrah (65 percent) with petite syrah, petit verdot,
merlot and cabernet sauvignon; Fate is a blend of
chardonnay (75 percent) with albariño; Chance
is a rosé made from an equal blend of zinfandel,
syrah, and barbera; and Chance Bubbles is its
bubbly version of the same blend.

SRP: $4.99 per 250ml can, $19.99 per 4-pk
winesociety.com
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2. MALIBU WATERMELON

Malibu Watermelon is the latest addition to
the brand’s portfolio, which also features
Malibu Original, Malibu Pineapple, Lime,
Mango, Passionfruit, Tropical Banana,
Strawberry, Red, and Black. Made with
the natural flavor of watermelon, Malibu
Watermelon blends the fresh taste of
summer with Caribbean rum at 21 percent
ABV. The new flavor follows last year’s most
successful flavor launch from the brand after
releasing Malibu Strawberry.

SRP: $14.99 for 750ml; $21.99 for 1.75L
maliburumdrinks.com

5. LARSEN COGNAC AQUA IGNIS III

Larsen Cognac introduces Aqua Ignis III,
a cognac aged in French oak barrels with
a capacity of 225 liters that have been first
plunged into hot water then toasted over
hot fire, a process repeated three times. The
water treatment prevents the barrel from
burning, keeps out undesired smoky notes
and creates more vanilla and mocha oak
tannins. Eaux-de-vie from the Fins Bois and
Bons Bois vineyards go through a two-step
ageing process: first aged in traditional oak
barrels, then blended and put in Aqua Ignis
III barrels. Bottled at 42.3 percent ABV.

SRP: $49.99
cognac-larsen.fr
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3. FEVER-TREE SPARKLING
LIME & YUZU

Fever-Tree has launched Fever-Tree Sparkling
Lime & Yuzu, adding to its expanding line of
mixers. Marrying Tahitian limes from Mexico
and hand-picked Japanese yuzus, Fever-Tree
Sparkling Lime & Yuzu rolls out nationwide at
bars and restaurants, including the Fever-Tree
Porch at Bryant Park and key retailers. FeverTree Sparkling Lime & Yuzu expands the
brand’s growing sparkling range following the
debut of Fever-Tree Sparkling Pink Grapefruit,
the company’s most successful launch to date.

SRP: $4.99/6.8 oz 4-pk
fever-tree.com

6. SPACE AGE ROSÉ SPRITZ

Winemaker Josh Phelps, owner of Grounded
Wine Co., introduces Space Age Rosé
Spritz, a naturally flavored wine spritzer.
The base is Space Age Rosé, a still wine
made from Central Coast fruit by Phelps
and his veteran winemaking father, Chris
Phelps. Inspired by craft mixologists, they
have enhanced Space Age Rosé Spritz with
Meyer lemon and strawberry flavors. At 90
calories and 5.5 percent ABV, Space Age
Rosé Spritz is sold in individual 250 ml cans
or in 4-packs.

SRP: $3.49 per can | $13.99 per 4-pk
spaceagerose.com
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7. THE PALE

Named after its transparent, pink color, The
Pale by Sacha Lichine is a new creation for
the U.S. market by the rosé pioneer, made in
Provence from a blend of Grenache, Cinsault,
Syrah, and Rolle varietals. It’s the newest
rosé launched by Lichine, and with less than
one gram of residual sugar, is meant for the
sophisticated rosé drinker at an entry level
price. Made by winemaker Bertrand Léon,
the IGP Var wine is said to have aromatic
freshness on the nose followed by subtle fruity
notes on the palate. 12.5 ABV.

SRP: $16.99
instagram @thepale

10. KASAMA RUM

Kasama, named after the Filipino term for
“together,” is a new rum that pays homage
to founder Alexandra Dorda’s FilipinoPolish heritage, produced and distilled in
the Philippines, and blended, bottled, and
packaged in Poland. The golden rum is aged 7
years in ex-bourbon American oak barrels with
dominant notes of sweet pineapple, a hint of
vanilla, and a pinch of sea salt. Founder Dorda
is the scion of the Polish family that created
Belvedere Vodka and Chopin Vodka.

SRP: $27.99
kasamarum.com
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8. FOUNDERS BREWING MÁS AGAVE
CLÁSICA PRICKLY PEAR

Founders Brewing Co. has announced the
latest release in their barrel-aged series with
Más Agave Clásica Prickly Pear. The cocktailinspired imperial gose is brewed with agave
and sea salt aged in tequila barrels and
receives prickly pear extract before bottling.
Más Agave Clásica Prickly Pear has an
ABV of 9.7 percent and was made available
nationally in May. The new brew will ship
simultaneously with Más Agave Clásica Lime
and Más Agave Clásica Grapefruit.

SRP: $15 / 4-pk
foundersbrewing.com

11. DIRTY DEVIL VODKA

Dirty Devil Vodka, produced in Canada
from non-GMO corn and hyper-oxygenated
water, is expanding to the United States.
Created and launched in Quebec in 2019 by
St. Lucifer Spirits (SLS), Dirty Devil Vodka
uses a patented process that yields water
with five times the oxygen of ordinary water.
The result is a vodka with a distinctively
smooth and sumptuous finish at 84 proof.

SRP: $27.99
us.dirtydevilvodka.com
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9. FISHERS ISLAND POPS

Fishers Island Lemonade Frozen Spirit Pops
are a new frozen alcohol treat joining the
growing category, with the taste and flavor
of RTD Fishers Island Lemonade in a frozen
treat. Made with premium vodka, barrelaged whiskey, honey and lemon, the pops
employ the same recipe used in the range
of Fisher Island RTDs. Packaged at 7% ABV
with 10 pops per carton.

SRP: $27.99 for carton of 10
filemonade.com

12. ESTRELLA JALISCO CHAMOY
MICHELADA

Estrella Jalisco announced the latest addition
to its Michelada portfolio with the new
Tropical Chamoy Michelada, joining its fruitflavored line of brunch beers. The flavored
lager is 3.5 percent ABV, with the sweet and
tart taste of pineapple with a kick of heat from
Clamato and chamoy (Chamoy is a popular
Mexican condiment typically served as a dip
for fresh fruit, made with fruits like apricot,
mango or plum, chilies and lime juice and is
bottled in varying degrees of spiciness).

SRP: $3.49 per 25 oz can
estrellajalisco.com
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SUPPORT OUR TOOPS
WITH

S A I L O R J E R RY

the SAILOR JERRY
Aleethia Foundation Partnership
FOR EVERY BOTTLE OF SAILOR JERRY SPICED RUM SOLD BETWEEN
APRIL 1ST AND JUNE 30TH, BREAKTHRU BEVERAGE AND SAILOR JERRY
WILL DONATE PARTIAL PROCEEDS TO THE ALEETHIA FOUNDATION.
ALEETHIA PROVIDES FRIDAY NIGHT DINNERS TO OUR WOUNDED
AND INJURED SERVICE MEMBERS RECUPERATING AT
THE WALTER REED NATIONAL MILITARY MEDICAL CENTER.

@ S A I L O R J E R RY
RESPECT HIS LEGACY. DRINK SAILOR JERRY RESPONSIBLY.

S A I L O R J E R R Y. C O M
©2021 Sailor Jerry Rum, 46% Alc./Vol. William Grant & Sons, Inc. New York, NY.

WHISKEY:
WHAT‘S NEW
U.S. EXCLUSIVE FOR
NEW DISTILLERY
ARDNAMURCHAN

Ardnamurchan Distillery has
joined forces with importer
ImpEx Beverages to bring their
single malt launched late last
year to the U.S. The allocation is
5,000 bottles of AD/04.21:03 Single Malt Scotch whisky alongside a
Single Cask AD/CK187. Ardnamurchan distillery produces two styles,
one peated and one unpeated. The Single Malt comprises a 50/50
split of peated and unpeated whiskies, matured in a 65/35 mixture of
ex-bourbon and ex-sherry casks. SRP $65 for the AD/04.21:03 Single
Malt Scotch, $110 for the AD/CK187.

STRANAHAN’S IN NEW CLOTHES

Stranahan’s American single malt
distillery, and Colorado’s first since
prohibition, updated its Original
expression in celebration of the distillery’s
15th anniversary. The new Stranahan’s
Original boasts an older liquid; a blend of
four-year, five-year, six-year and sevenyear old American single malts. The
four-year provides the Original’s signature
malt-forward character, while the older
barrels add spice and oak complexity
to the final whiskey, says the distiller.
Stranahan’s Original is bottled at 94 proof
with an SRP of $55.

GROWTH OF THE SILKIE

The Legendary Silkie Irish Whiskey is expanding its footprint in
the U.S. with distribution now in 25 states including California, New
York and Florida. The new entry is focusivng on producing blended
Irish Whiskey with a smoky profile using peated malt and is now
sold in two expressions: The Legendary Silkie Irish Whiskey and The
Legendary Dark Silkie Irish Whiskey, both 92 proof. Parent company
Sliabh Liag Distillers (pronounced “sleeve-league”) is building out
a 500,000+ liter facility with plans to open in the fall. The distillery
overlooks a finger of the sea carved into the Donegal coast and lies in
the shadow of the Sliabh Liag cliffs. SRP $39.99

WHISKEY WORTH STEALING

Larceny Barrel Proof Bourbon is back
for 2021. The expression, named A121
(“A” signifies the year’s first batch, “1” for
January, and “21” the year), follows the
2020 launch, and the wheated bourbon
comes from barrels aged between six
to eight years. Continuing the tradition
of the Old Fitzgerald mash bill, Larceny
uses wheat instead of rye as the
secondary grain, perhaps the highest
wheat content among bourbons. The
brand was inspired by John E. Fitzgerald
who as a Treasury agent in the late 1800s
had a key to whiskey rickhouses and was
said to grab samples for himself. 114.8
proof. SRP $50
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BUFFALO TRACE CONTINUES KOSHER BOURBON

Buffalo Trace Distillery has released its annual supply of kosher
whiskey, introduced in 2020 after working with the Chicago
Rabbinical Council (cRc-Kosher) since 2010 to create what it believes
to be the first authentic Kosher Whiskey. In 2012 the cRc oversaw the
sale of new American Oak Kosher barrels to a non-Jewish executive,
Buffalo Trace Distillery president Mark Brown, where they were filled
with whiskey and stored in specially marked barrels. The whiskey is
available in three styles, Kosher Rye Recipe Bourbon; Kosher Wheat
Recipe Bourbon; and Kosher Straight Rye Whiskey. The labels depict
both Buffalo Trace Distillery logo and the cRc-Kosher logo. 94 proof
SRP: $39.99

www.BeverageJournalInc.com

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?

Call Today for a FREE cooler health
check! Mention “BEVERAGE JOURNAL”
for an extra $50 OFF a future service.
*$50 discount on purchase of Service within 30 days
of a free health check.

Like us at

facebook.com/CAREYSALESANDSERVICES

Serving the Local Beverage Industry since 1933
3141 Frederick Ave. Baltimore, MD

410-945-7878 or 800-848-7748 • careysales.com

INTRODUCING THREE NEW AMERICAN
S I N G L E M A LT E X P R E S S I O N S

With the courage to create our own traditions, and the
conviction to remain true to ourselves and our Virginia home,
we’ve set a new standard for American whisky, rivaling the
finest in the world.
These whiskies showcase old-world Sherry casks, traditional
Bourbon barrels, and re-coopered Cuvée red wine casks aged
in Virginia’s climate. These exceptional casks bring distinctive
notes to the whisky and define our signature taste.

SETTING A NEW STANDARD FOR THE NEXT GENERATION

LEARN MORE ABOUT OUR NEW RELEASES AT

AVAILABLE THROUGH
BREAKTHRU BEVERAGE
PLEASE ENJOY COURAGE & CONVICTION RESPONSIBLY.

WHISKEY:
WHAT‘S NEW
SCORCHED ISLAY EARTH

A TWELVE YEAR OLD FROM A TINY ISLAND

Jura Whisky has added Jura 12 Year Old to their family of whiskies
sold in the U.S. The new 12 Year Old offering joins the three existing
expressions – 10 Year Old, Seven Wood and 18 Year Old. Distilled in
exceptionally tall stills on the tiny, one road island off the west coast
of Scotland, the spirit is matured in American ex-bourbon barrels and
then finished in aged Oloroso Sherry casks. 40 abv Jura 12 Year Old
is now available from specialist liquor stores throughout the United
States. SRP: $49.99

Ardbeg held annually on the final Saturday of
Islay’s Festival of Music and Malt
(Fèis Ìle) a global celebration which this year
will take place entirely online. To mark it,
there’s Ardbeg Scorch, matured in heavily
charred ex-bourbon American oak casks.
“Ardbeg Scorch is our tribute to the legendary
dragon of Islay,” Ardbeg’s director of distilling
and whisky creation Dr. Bill Lumsden said.
“By using our most heavily-charred casks,
we’ve created a fire-breathing beast of a
dram.” Intense aromas of soot and smoke,
grilled fare, and black licorice mingle with
notes of medicinal lozenge, according to the
distiller. 92 proof, SRP: $199.99

THE RETURN OF KOJI WHISKEY

Honkaku Spirits debuts Takamine Whiskey,
an 8 year-old, 80 proof, 100 percent barley,
koji-fermented whiskey. Jokichi Takamine,
a Japanese chemist living in Illinois, was
the first to apply koji (aspergillus oryzae)
fermentation to American whiskey in the
1890s. The whiskey relies on the koji mold
that grows on grains to break starches
into sugars which yeast then ferment into
alcohol. The mash bill is 100 percent pearled
2-row barley: 40 percent koji-fermented and
60 percent steamed and double pot-still
distilled and aged in virgin American oak
and ex-bourbon casks. SRP: $99

NEW BOOKER’S FOR 2021

OLOROSO-INFLUENCED PEAT

Laphroaig has launched a 10-Year-Old Sherry Oak Finish. The
new expression from the Islay producer combines the flavor of the
Laphroaig Distillery's iconic 10-year-old whisky with sweet and
aromatic flavors from Oloroso sherry casks, resulting in notes of
Manuka honey, bacon, and maple syrup alongside the classic smoke,
seaweed, and hint of salt according to the distiller. Limited to 4,450
cases globally, it’s newly available in the U.S. SRP: $89.99
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The first release of the Booker’s Bourbon
2021 Collection is Booker’s Batch
2021-01 “Donohoe’s Batch,” named in
honor of Mike Donohoe, a retired Jim
Beam employee and close friend of the
late master distiller Booker Noe who
suggested to him that Noe with give
bottles of his special stash whiskey as
holiday gifts to distributors and industry
partners. Noe sourced wine bottles from
a warehouse and wrote the labels himself
to get the job done. Like all batches,
Booker’s “Donohoe’s Batch” was selected
by 7th generation master distiller Fred
Noe, this one at 125.3 proof. SRP: $89.99

www.BeverageJournalInc.com

THE
FIND
DEWAR’S ON THE LINKS

For golfing Dads, Dewar’s master
blender Stephanie Macleod has created a
limited edition bottle for the 2021 US Golf
Open. The new premium bottle features
whiskies that have a minimum age of 19
years and are finished in ex-American
Bourbon casks. For the Dad who enjoys
a more personal touch, there’s the
Personalization Emporium, available for
the Dewar’s 15, Dewar’s 12, and the 1.75L
bottle of Dewar’s 12. SRP: $79.99

GLAMPING WITH WHISKEY

Hirsch Selected Whiskeys has partnered with active lifestyle media
company Outside for a campaign called “Chase Your Horizon,” with
the top award an upscale camping experience by provider Under
Canvas, valued at $5,000. Entries are open through July 10, 2021, all
entrants must be at least 21 years old and can enter by sharing a
photo of themselves on Instagram enjoying the outdoors tagged @
HirschWhiskey, hashtag #ChaseYourHorizonContest, or by uploading
the image on chaseyourhorizon.com. Hirsch is promoting their latest
expression, the Horizon, a mix of two straight bourbons distilled in
Lawrenceburg, Indiana.

AUGMENTED REALITY WILDMAN

Frederick Wildman and Sons announced the launch of
new augmented reality (AR)experiences for two of their
Italian wine brands—Santi and Nino Negri. The new
feature will transport users to these wineries
through curated virtual experiences accessible
on mobile devices. Wildman conceptualized
this AR experience as an opportunity to
engage marketers and consumers in an
increasingly digital world and is debuting
with Santi “Ventale” Valpolicella Superior
DOC and Nino Negri “Quadrio” followed by
Santi “Santico” Amarone della Valpolicella
Classico DOCG later this year. “The goal is
to roll out with a variety of different wines
from Italy to show the diversity of fine Italian wines,” said Amanda
Paul-Garnier, director of Italian fine wines for Frederick Wildman.

HIGH NOON IN THE TROPICS

New for summer 2021, High Noon
introduces a Tropical Variety
8-pack including original
Pineapple and Watermelon
alongside new flavors
Mango and Passionfruit. The
pack contains two cans of
each and is available from
May through September
2021. Made with vodka, juice
and sparkling water at 100
calories, High Noon contains
no added sugar and is
gluten-free. SRP: $18.99
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VESUVIO PORT ERUPTS

Symington Family Estates has bottled six Quinta Vintage Ports from
2019 and will release one en primeur to the U.S.—Quinta do Vesúvio.
The release will be accompanied by a limited-edition case from Quinta
do Vesúvio containing the 2019, 2009, and 1999 Vintage Ports. The
other Quinta Vintage Ports produced in 2019—Graham’s Quinta dos
Malvedos, Dow’s Quinta do Bomfim, Warre’s Quinta da Cavadinha,
and Cockburn’s Quinta dos Canais—will age in the Symington cellars
in Vila Nova de Gaia for future release. SRP $85

www.BeverageJournalInc.com

MADE WITH WATER ENRICHED
BY PACIFIC MINERALS
Create a smoother vodka soda

CONTACT YOUR
CAMPARI AMERICA SALES
REPRESENTATIVE TODAY

SKYY® Vodka distilled from grain. 40% alc./vol. (80 Proof). ©2021 Campari America, New York, NY. Please enjoy responsibly.

HARD-HIT AMERICAN
CRAFT DISTILLERS
PREPARE FOR
FUTURE GROWTH

PERMANENT FEDERAL
EXCISE TAX REDUCTION
AND LOOSENING DIRECT-TOCONSUMER SHIPPING LAWS
BREED OPTIMISM AMIDST
ONGOING CHALLENGES
BY JAKE EMEN

A

PHOTOGRAPH COURTESY OF ST. AUGUSTINE DISTILLERY / CATOCTIN CREEK DISTILLERY BY RICK MARTIN / CATOCTIN CREEK BOTTLES BY KRISTEN DILL / JAIME WINDON COURTESY OF LYON RUM

fter several rounds of temporary enactments, craft distillers have
finally achieved permanent federal excise tax (FET) reduction with
the passage of the Craft Beverage Modernization & Tax Reform Act
in December 2020. This keeps in place the temporary reduction
of FET on spirits from $13.50 to $2.70 per proof gallon on the
first 100,000 proof gallons removed from bond annually—a boon for craft
distillers, as 98 percent of craft distillers in the country produce less than this
annually, according to the American Craft Spirits Association (ACSA).
This legislative achievement has a direct bottom-line impact for craft distillers, and combined with progress around
regulations like direct-to-consumer (DTC)
shipping and on-premise cocktails to-go,
the craft spirits industry is preparing for
growth ahead—albeit cautiously. Small
and medium-sized producers were hit
particularly hard by lost revenue as a result of the pandemic, and sales have not
yet fully returned. There’s also the matter
of the EU and U.K.’s tariffs on American
whiskey, which are set to double in June.
As the craft distillers begin to see a
light at the end of the tunnel after fighting
through hardship, what’s ahead for the
American craft spirits industry?

Opportunities for 		
Immediate Growth
The impact of permanent FET relief is
massive—and could be felt immediately,
allowing distillers to invest in upgrades.
"My own distillery was finally able to
make a deposit on a million-dollar plant
expansion project that we have been
postponing for multiple years," shares
ACSA president Becky Harris, the cofounder and distiller of Catoctin Creek.
"Nearly every distiller I know has exOPPOSITE: St. Augustine Distillery in Florida is helping
push for DTC sales for craft spirits producers //
OPPOSITE BELOW: Virginia's Catoctin Creek Distillery,
where distiller Becky Harris is also president of the
American Craft Spirits Association; FET relief enabled
her to invest in a million-dollar expansion.

panded production through upgraded
equipment, improved systems, increased
staff, and many have even moved into
larger facilities," says Jaime Windon, the
founder of Lyon Rum and president of
the Maryland Distillers Guild. Windon
increased Lyon’s production capacity and
hired new staff; Melissa Katrincic, the cofounder and CEO of Durham Distillery,
says she's been able to keep prices more
competitive with larger brands; Jeff Quint,
the founder and CEO of Cedar Ridge Distillery, has invested in $500,000 of new
production equipment and begun construction on a new building; Keith Bellinger, the president and COO of Balcones
Distilling, says he was able to invest into
additional personnel, production upgrades, and sales and marketing.

Accelerated Push for DTC
The pandemic also greased the bureaucratic wheels on longstanding regulations
that the industry has been trying to change.
"The pandemic has accelerated innovation
and marketplace modernizations in the
spirits industry," says Chris Swonger, the
president and CEO of DISCUS.
"The impact of COVID-19 has only
pushed some of these regulations to the
forefront and made many consumers start
to question the entire alcoholic beverage
system," says David Large, director of industry consultancy Thoroughbred Spirits
Group. "National shipping, on-site distillery regulations, direct-to-consumer sales,

“Nearly every distiller
I know has expanded
production through
upgraded equipment,
improved systems,
increased staff... many
moved into larger
facilities.”
– Jamie Windon, Lyon Rum

and third-party shipping are all topics facing the industry over the next few years."
DTC tops the list: Ten states, plus
Washington, D.C., allow for DTC spirits
sales, while six states are permitting instate DTC spirits shipping as a temporary relief measure. "As distillery tasting
rooms shuttered due to pandemic restrictions, another major takeaway was the importance of having expanded sales channels for distilled spirits and the need for
modernized regulations that allow distillers to quickly react to changing consumer
preferences," Swonger says. "Consumers
are the real driver for direct-to-consumer
shipping of distilled spirits, and public
support for this convenience has gained
momentum due to the pandemic."
Systems are already in place to ensure
the safe and appropriate application of
DTC spirits shipping, says Philip McDan-

iel, the CEO of St. Augustine Distillery and
DISCUS Craft Advisory Council member.
"Wine has successfully navigated these
issues for over two decades [45 states allow DTC wine shipping] and allowing DTC
sales for spirits would be a massive step
forward for our industry," he believes.
The payoff for distillers was real in
states where a pandemic allowance for DTC
was made, such as New York and Virginia,
with an American Distilling Institute
(ADI) survey of 269 distilleries conducted
in January indicating that distilleries
who could ship DTC in 2020 generated 39
percent of total sales through the channel.
"During COVID, we have been allowed
to reach our consumers safely at home
with the allowance of DTC shipping," says
Brian Facquet, the founder of Do Good
Spirits, president of the New York State
Distillers Guild, and a DISCUS Craft Spirits
Advisory Council member. "While some of
our members have had to close, DTC has
allowed many of us to survive."
As it's a matter of state legislation, so
change happens locally. But once the ball
gets rolling, momentum can lead to swift
change across the country. Just look at
cocktails to-go: A relatively niche idea a
year ago, 30 states plus Washington, D.C.
are allowing cocktails to-go from bars and
restaurants, with D.C., Iowa, Ohio, and
Kentucky having made such measures
permanent. The push is on to see a wider
permanent application there, too, many
distillers believe.

Confronting Revenue Losses and
Harmful Tariffs
Despite optimism, there are still a number
of pressing concerns for craft distillers.
Despite positive reports of increased alcohol purchasing, many producers are still
reeling from revenue losses. ADI’s aforementioned survey showed that 55 percent
are reporting declining revenues, while
a survey released last August by the Distilled Spirits Council of the United States
(DISCUS) indicated that craft spirits sales
had dropped 41 percent overall—a total
of$700 million.
While DISCUS also reports that total U.S. liquor sales were up in 2020, that
obfuscates how heavily the gains went
to large brands backed by multinational
companies. Craft distilleries which bore
the brunt of the economic beating without the ability to host tastings and tours
or move product on-premise amidst widespread closures.
"We're on a climb and it's a flight of 20
stairs—we're two or three steps up," says

“Wine has successfully
navigated these issues
for over two decades...
allowing DTC sales
for spirits would be a
massive step forward
for our industry.”
– Philip McDaniel, St. Augustine

Monique Huston, Winebow's vice president of wholesale spirits. For example,
many reopened bars are sitting on unused
inventory and don't need to place orders.
"We're also seeing that people are cutting down what's available. They're doing
fewer cocktails, fewer ingredients, much,
much-slimmed down drinks lists."
Interestingly, the opposite is happening with at-home imbibing, a trade-up
trend to higher-end expressions which has
benefited many craft distillers’ off-premise sales, Huston points out: "Everything
is premiumized! That's the way everything
is going. Our business for products $50
and up has increased triple digits, quarter
on quarter on quarter, through the whole
pandemic."

LEFT: Melissa Katrincic of Durham Distillery credits local
community support with the reason her company was
able to survive 2020.
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ABOVE: Catoctin Creek Distillery // Consultancy group
Thoroughbred Spirits guided Green Door Distilling Co to
best utilize the FET relief savings.

“My own distillery was
able to make a deposit
on a million-dollar plant
expansion project we
had been postponing
for years.”
– Becky Harris, Catoctin Creek

There were positive signs earlier
this year that the harmful tariffs
against U.S. spirit exports to the EU
and U.K. could end; however, that battle
might actually get worse before it gets
better. "While the recent U.S. and EU
agreement to suspend tariffs on spirits
products for four months is a promising
breakthrough in the longstanding trade
dispute on civil aircraft subsidies, the
EU and U.K. continue to impose a 25
percent tariff on American whiskey in
the steel and aluminum dispute, [and
the EU’s] will double to 50 percent on
June 1," Swonger says.
A new coalition dubbed Toasts Not
Tariffs, launched in March, brings together
47 industry organizations united against
tariffs, while in early April, congressmen
Andy Barr and John Yarmuth, backed by a

bipartisan group of 48 additional members
of Congress, sent a letter to Katherine Tai,
President Biden’s newly-confirmed U.S.
Trade Representative (USTR), pressing the
importance of the issue. American whiskey
exports have declined by 37 percent to the
EU and 53 percent to the U.K. as a result
of the tariffs, and their doubling would
devastate the market and tarnish what
had been a promising channel of growth
for craft distillers.
"Before 2018, export was a great opportunity to build a brand in a region
thirsty for American whiskey," Harris says.
"Until American whiskey is removed as
collateral damage from this dispute, one
of the largest whiskey export markets in
the world is effectively blocked."

Harnessing the 		
Power of Community
If every challenge is an opportunity, the
constant pivoting of the past year has
shown craft distillers that there are other
ways to succeed in the market. There's a
clear need to diversify business plans—
something that DTC is a core piece of,
along with cocktails to-go—so that if and
when on-premise sales or on-site tastings
aren’t feasible, there are other avenues of
promotion and revenue generation.
For Katrincic, much of what she's seen

in the past year goes back to the saying
"own the home," which she says she
received as advice when starting Durham
Distillery. "I didn't take that lightly back
then, and it fit naturally into our ethos,"
she says. "The distillery continuously has
prioritized giving back to the community
through good works, we have always
been a living wage employer and our
relationships with fellow businesses are
paramount to who we are. All of last year,
our community showed up to support us…
the local community is the reason why we
survived 2020."
Craft distillers are small, local businesses, and the power of community
cannot be understated. Facquet says
that surviving the past year was a test
of character for distillers, businesses
which are more fragile than many may
have realized. "However, I believe we
have a bright future as we find new ways
to reach our consumers," he says. "We
are a community of distillers who are
working together to rebuild, advocate
for small businesses, and make an impact on our communities."
As the craft distilling industry has
given so much to their communities over
the past year—more than 800 distilleries
produced hand sanitizer amidst supply
shortages, according to DISCUS—it’s
important for both consumers and trade
to support them, with the products we
choose to buy, as well as with support for
the legislative hurdles which remain. ■
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blending

POWER & ELEGANCE
i s a m at t e r o f t e c h n i q u e

For over 60 years, Bodegas Borsao has perfected their
mastery of Garnacha. Cabriola represents a new expression of
the grit and grace of the arid Campo de Borja region. Syrah
and Mazuela are expertly weaved into this powerhouse
Garnacha blend, resulting in a rich, yet refined Spanish red.
Introducing cabriola by Borsao
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THE ROSÉ MASTER’S
NEWEST RELEASE

S

acha Lichine has done more to
change the way that America
drinks rosé than anyone else. From
the megawatt success of Whispering Angel to Château d’Esclans and more,
his preternatural ability to channel the
flavors and lifestyle of his beloved southern France are unparalleled. Now, Lichine
is introducing The Pale, his newest rosé
and the most overt attempt yet to channel
the joie de vivre of the French Mediterranean in ways that will appeal to a younger
yet still wine-savvy audience.
The Pale, which resembles a classic
French vin gris in appearance, is “all about
a soirée, all about having fun,” says Lichine. “It’s chic, fun, and timeless.” Even the
packaging conveys that sense of sophisticated exuberance: The label and capsule

“It's all about a soirée.
It's chic, fun, and
timeless.”
— Sacha Lichine

capture the feel of the famous Bemelmans
Bar in New York City, or classic covers of
The New Yorker from the 1920s. And the
bottle itself takes its design cues, Lichine explains, from the world of whiskey:
The bottom is chamfered and the base is
etched with “The Pale.” For a SRP of just
$16.99, there is a sense of occasion to the
entire package, and it’s unlike anything
else on the market.

LEFT: The Pale's label captures a feeling of sophisticated
elegance. ABOVE: The bottle base is chamfered and
etched with the name of the wine.

INSIDE THE BOTTLE
The liquid itself, a blend of Grenache, Cinsault, Syrah, and Rolle, follows through on
the promise of the packaging. It’s an energetic expression of rosé, a food-friendly
wine that works just as well at the table
as it does on its own while soaking up the
sun at a cafe—even if it’s in Peoria and not
Provence.
Lichine has leaned on the same topquality growers for The Pale as he has for
his other standout rosés, and has included fruit from his own vineyards, too. It’s
crafted from free-run juice—no maceration here—and is the first major rosé to
hit American shores that’s labeled as Vin
de Pays du Var. Given its proximity to the
Côtes du Provence, Lichine is confident
that this will be both familiar enough to
consumers to make it approachable, and
different enough to stand out in a crowded
market.
“There’s a little bit of the ‘rosé all day’
philosophy with this wine,” Lichine says.
Whether consumers are sipping it in the
Hamptons, Nantucket, or somewhere else,
The Pale is poised to make as significant
an impression as Lichine’s other successes
have. “The timing is great for something
joyful and fun,” he adds. “People want to
go out and have some fun, and this will
entice them, maybe. At the end of the day,
it’s a pleasure meter, and you get pleasure
out of what’s in the bottle.” n
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SOUTHERN FRANCE’S ROSÉ PIONEER
SACHA LICHINE IS BETTING ON ‘THE PALE’
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THE NEW

APOTHECARY
Contemporary gins and new spirits categories drive
innovative explosion in botanical offerings.
BY JACK ROBERTIELLO

I
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N THE BEGINNING, THERE WAS GIN. More than one type, of
course—genever, Old Tom, sloe gin, and more—yet ultimately
the dominant style became London Dry, a bracing botanical
spirit, tangy, and juniper-led.
But at the turn of the last century, as spirit entrepreneurs
crowded the market with new ideas, the range of botanicals exploded, and
gin became a more wildly diverse category, particularly with the creation
of the low- or no-juniper, citrusy New Western Dry style. Gin distillers
further made their marks by introducing a cornucopia of ingredients—
chamomile, lavender, tea, mint, ginger, and far beyond.
Inevitably, other white spirit producers have turned to the enormous range of
aromatic and flavorful botanicals—fruits,
nuts, seeds, flowers, roots, barks, herbs,
and spices—to create new cross-category
spirits.

A New Generation of Flavor 		
Is Born
Consider Trakal, a brandy (made from
Chilean apple, crab apple, and pear) that
is spiked with indegenous Chilean ingredients—maqui, murta and elderberries,
laurel, mint, and other plants. It’s said by
the makers to smell like the Patagonian forest, or if “brandy and gin had
a baby of Patagonian descent,” says
co-founder Matthew O’Brien.
Digging into the apothecary to
flavor spirits is as old as distillation.
The monastics who created Chartreuse and Benedictine were merely the
most successful in the creation of the
appetizing and aromatic strong spirits.
Products like Trakal are benefiting from
the work of more recent pioneers including Square One Organic, which arguably
launched the first contemporary spirit allowed to be labeled “botanical” in 2006.

OPPOSITE CLOCKWISE: California's Callisto Botanical Rum
// "The Plum, I Suppose" from Copenhagen's Empirical //
Hendrick's ornage-blossom Midsummer Solstice // Ketel
One Botanical's grapefruit ginger spritz

Large players in the gin and vodka
worlds are taking note: Ketel One has
seen tremendous success with its new Botanical line (Peach & Orange Blossom, Cucumber & Mint, Grapefruit & Rose), Grey
Goose just offered extensions called Essences (Strawberry & Lemongrass, White
Peach & Rosemary, Watermelon & Basil).
Recently, gin line extensions from major
brands have become quite common (see
sidebar) as gin makers increasingly produce limited-time variants with alternate
botanical mixes.
“The opportunity for expressions
of any kind are only limited by the
imagination of the distiller and the
consumer palate,” says Hendrick’s
Gin national ambassador Vance Henderson. “I believe what is so magical
about gin is the different flavor profiles that come from the combination
of botanicals, ingredients, and processes.”
The Hendrick’s line now includes Lunar
(he describes it as having “warming spices, rich night-blooming flora and delicate
citrus"); the orange blossomy Midsummer
Solstice and the quinine, wormwood and
blue lotus blossom-enhanced Orbium
“I think that given the growth in mindfulness you will see an outsize influence of
herbs and spices on new products in total
spirits,” says Olivia Kupfer, brand director,
Ketel One Vodka. “I think consumers who
pre-pandemic were increasingly open to

new products and experiences will have a
lot of anticipatory demand for new consumption experiences.”
That openness bodes well for botanical spirits. “Ten years ago if we wanted
to launch Trakal, having a conversation
about a botanical spirit would be a lot
more difficult,” says distiller Sebastien Gomez. “Now cocktail nerds are playing with
all kinds of botanicals.”
As non-alcohol “spirits” have gained
traction, those producers are especially interested in the flavor promise of botanicals.
“When we started talking about what
we wanted to do with Wilderton, part of
what got our distiller so excited was being informed by botanicals that had been
used traditionally in distilled spirits,” says
founder Brad Whiting.

“We had to do so
much explaining in the
beginning because the
retailers didn’t really
know what to do with it.”
– Allison Evanow, Square One Organic

Made by brewing botanicals and distilling the result at low pressure and
temperature, Wilderton launched with
two expressions: floral and bitter-citrus
Lustre and the woodsy Earthen (cardamom, frankincense, and smoked tea).
“We knew that we wanted to target these
general ideas—one product that was
bright, light, summery, and refreshing
and one that was more contemplative
and introspective.”
Other non-alcohol producers are relying on a botanical promise: Gnista includes
wormwood, herbs, and citrus in Floral
Wormwood, and lovage, oak, almonds,
malt, rosemary, cinnamon, rhubarb, and
sea salt in the Barrelled Oak version. Various Seedlip offerings employ spearmint,
rosemary, thyme, hops, allspice, oak and
cascarilla barks. And well-known brand
name gins are getting into the non-alcohol world, like Damrak's Virgin.

The Challenge of Defying
Category Classification
In fact, even the term “botanical spirit”
was misunderstood until recently. Allison Evanow of Square One struggled to
obtain TTB approval for Square One Botanical, made with pear, rose, lavender,
chamomile, lemon verbena, coriander,
and citrus peels. “We had to do so much

ABOVE: Non-alcohol Wilderton's floral Lustre and
woodsy Earthen // Wilderton Founders Seth O'Malley
and Brad Whiting // Ketel One Botanical's Cucumber &
Mint // Empirical's Ayuuk uses smoked Oaxacan pasilla
chilis // Empirical's Lars Williams

explaining in the beginning because the
retailers didn’t really know what to do
with it. People were asking, ‘Why did you
leave out the juniper?’ I said because a lot
of people don’t like gin and we’re trying
to make it a gateway to gin.”
The potential range of flavors puts
botanical spirits far outside any existing
category, which means a well-honed
explanation of what’s in the bottle is
required, particularly for producers like
Copenhagen-based Empirical.
“Describing our spirits is still our
biggest challenge,” says cofounder Lars
Williams. “The main idea we try to convey
is that flavor is our guiding principle
and what we create is a fusion of actual
ingredients, hard work, fermentation,
techniques, and traditions from around
the world. In the end, the best way for
people to understand our spirits is to
try them and connect them to their own
memories and past experiences.”
The “smells like a forest” concept
seems to be a major attraction for botani-

cally-inclined producers. Callisto Botanical Rum was partially inspired by a trip
to Yosemite National Forest, says founder
Giles Templeman. Finding little interest
in rum when he moved to California, the
Bermudan-born Templeman decided to
create a new style—dry and flavored with
California ingredients.

“The main idea we
try to convey is that
flavor is our guiding
principle and what we
create is a fusion of
actual ingredients, hard
work, fermentation,
techniques, and
traditions from around
the world.”
– Lars Williams, Empirical
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At first reluctant to reveal his botanicals, he soon realized the trade had a different idea. “Everybody that we started
speaking to was very keen on hearing
about these ingredients so I got a sense
that maybe people felt that we weren’t
being transparent.” Callisto’s core ingredients—lavender, rosemary, burdock root,
and cherry—are infused into aged and filtered rum from Trinidad and Nicaragua.
Empirical is also exploring untraditional base spirits for its botanical offerings, which makes them challenging to
explain and understand.
Among Empirical’s current offerings: Ayuuk, made with pasilla mixe, a dry
smoked chili from the Sierra Norte Mountains in Oaxaca; and “The Plum, I Suppose.” made with plum kernels and marigold petals, which Williams describes as
tasting like spicy and juicy marzipan.
“When we first started we were just
trying to make delicious things; it was only
later that we found out we didn’t fit into
existing categories,” says Williams. “We’re
not making gin, vodka or whisky. Instead
we came up with our very own, flavor-first
approach. We’re a flavor company which
means the only common denominator is
the exploration of flavor, and that it must
be delicious.”
While more experienced customers
may have settled into exploring wellestablished categories, these botanical
producers are counting on the same sort
of flavor curiosity among consumers that
has birthed the cocktail revolution, juicy
IPAs, hard kombucha and other recent
innovations.
“If you think about the history of alcohol, it was very apothecary, it was a medicine and closer to nature,” says Gomez.
“We’re rediscovering nature’s apothecary.
People are aging gins, trying botanicals,
and I think that’s great. The consumer is
so much more informed and we believe
this is the next direction for spirits.” ■

Classic Juniper Gin, Reinvented

F

rom pink gins to new gins
to old-fashioned gins,
the industry is seeing a
great explosion in style
diversity—particularly at
the high-end—for the world’s bestknown botanical spirit.
Pink gins, now said to represent
as much as 20 percent of UK sales,
have boomed with brands like
Boodles (strawberry rhubarb) and
Beefeater (strawberry), while smaller
producers are turning out pink peppercorn, grapefruit, blood orange, hibiscus, rose, and elderberry versions.
Brockmans employs blackberries
and blueberries, and Bombay Sapphire
just introduced Bombay Bramble, a
bright reddish gin with the essence of
blackberries and raspberries.
New French gins include the
Provençal XII, made with thyme,
rosemary, basil, eucalyptus, sweet
almond, mint, and juniper. Citadelle
has just launched an extension,
Jardin d’Ete, which adds melon,
whole lemon, yuzu zest, and more
orange peel to the 19 botanicals used
to make Citadelle Original. Brazilian
gin McQueen and the Violet Fog
includes guava and açai from its home
country in addition to 19 more botanicals.
Numerous producers have followed
in the footsteps of Hendrick's, including
flowers, fruits, and vegetables for added
distinction. For one, Nolet’s Silver
brings in rose, peach, and raspberry.
Damrak Gin lists eight (Curaçao
orange, Valencia orange, juniper,
lemon, lavender, coriander, ginger, and
cinnamon) of their 17 botanicals in both

the original and the brand’s newer
alcohol-free expression.
There are plenty of 21st Century
gins that haven’t abandoned the tried
and true London dry formula, like
Brooklyn Gin, which leans on fresh
citrus and juniper, and newer brands
Highclere Castle Gin which leads
with juniper, but weaves in a distinct
mix of other flavors, including
lavender, coriander, lime flower,
licorice root, cassia bark, and
oats, among others.
Among the early proponents
of locavore gin was California craft
pioneer St. George, which produces
three types—cilantro-flecked
Botanivore; Douglas fir-, laureland sage-infused Terroir, and junipery
classic Dry Rye. Another emerging
distiller and local ingredient proponent,
Nevada’s Bently Heritage, distills three
types of gin under the Juniper Grove
label: the arboreal Alpine, citrusy
American Dry, and juicy Atrium.
Some have even taken ginmaking vintage: in Kentucky, Castle
& Key’s recently released Rise 2021
Seasonal Spring Gin is made with
galangal root, lavender, elderberry,
Earl Grey tea and wintergreen.
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A KIWI ICON’S
NEW CHAPTER
VILLA MARIA’S RECENT MOVE TO WINEBOW
IMPORTS PROMISES GREATER SUPPORT
ACROSS THE U.S. FOR THEIR DIVERSE RANGE
OF NEW ZEALAND WINES

L

AN ORGANIC EVOLUTION
With over 30 percent of their vineyards
organically farmed, Villa Maria is backing their sustainability commitment with
a new line of certified organic and vegan
wines made with minimal input, called
EarthGarden. (The wines won’t yet be labeled organic in the U.S. due to a lack of

winery for sustainability in innovation because we are seen as a leader,” says Deller.

equivalency in organic standards between
the two countries, although New Zealand’s
BioGro organization has approved.)
The sustainable process goes beyond
organic farming, which Villa Maria started
in 1999: Wildflower seeds are planted as a
cover crop to provide natural soil nutrition and an environment for bees; new
vineyards use underground irrigation
systems that reduce water usage while
controlling weeds; wineries use natural
lighting and cooling, minimizing electricity requirements; and packaging includes
lighter-than-standard bottles.
The organic evolution hasn’t been linear, Deller says, and the journey was challenging. “We were organic pioneers here
and had to write the rule book ourselves.
There have been years that we’ve lost entire crops, and it’s only now that we’re
confident we can launch a range and supply our global partners year after year.”
Villa Maria is so connected with sustainability that innovators routinely approach them to develop new products, like
a recent effort to turn plastic food packaging into vineyard posts. “We are the go-to

PROMOTING QUALITY
AND DIVERSITY
Most people buy wine for quality first, and
there, Villa Maria has continued to stand
out. With wines from four regions and
six ranges, the high quality demands set
by founding owner Sir George Fistonich—
who planted vines in areas considered
challenging in 1961—have continued.
While many U.S. consumers know Villa
Maria for its delicious Sauvignon Blanc,
the winery is also known in its home
country for high-quality Chardonnay,
Bordeaux blends, Pinot Noir, and more—
a reputation that Villa Maria is looking to
expand stateside through its new partnership with Winebow Imports.
“Winebow Imports’ experience in
marketing a rich diversity of regions is
important,” says Deller. “We make so many
phenomenal high-tier wines, and they
love to sell premium wines.”
Winebow’s reputation and unique position as a major wholesaler in important
U.S. markets was a big pull for Villa Maria,
especially knowing that they could count
on programming follow-through. “We
know in developing programs for displays
and sampling, as well as above and below
the line marketing, it will be executed at
the highest level now,” says Deller. n

PHOTOGRAPHY COURTESY OF VILLA MARIA

ong a benchmark for New Zealand
wine, Villa Maria continues to lead
the country not only through its
dedication to quality but also its
commitment to sustainability, setting the
standards for the country nearly 25 years
ago as a founding member of Sustainable
Winegrowing New Zealand. Now, with its
March 2021 move to Winebow Imports as
its American import representative, Villa
Maria is aiming for a more targeted, robust channel strategy and follow through.
While sustainability has become an
international movement recently, it has
been an essential component of Villa Maria’s philosophy for quite awhile.
“We don’t think of sustainability as
something distinct or new,” says Matt Deller,
MW, chief global sales and marketing officer for Villa Maria. “It’s just something that’s
been part of everything that we do. We try to
do the right thing for our planet, our people,
our customers, and our community, and by
default, we end up being arguably the most
sustainable winery in New Zealand.”

Outstanding quality.
Great results.
VILLA MARIA PRIVATE BIN
SAUVIGNON BLANC
TOP
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INSPIRING A GLOBAL
SUSTAINABILITY REVOLUTION
MENDOZA’S TILIA WINERY PUTS ITS COMMITMENT TO
AT THE FOREFRONT—RIGHT ON THE FRONT LABEL


SUSTAINABILITY


TILIA Malbec 2020
Varietal



100% Malbec
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s consumers become more aware of
the environmental impact of their
wine choices, sustainability has become a wine industry buzzword.
Like many popular terms, however, it’s easily abused, with countless brands boasting
of a commitment to sustainable principles,
yet few demonstrating measurable sustainability practices in the vineyard and cellar.
This is the situation that Mendoza,
Argentina wine brand Tilia, a pioneer of
sustainable winemaking, has dedicated itself to changing. Sustainability is integral
to every aspect of Tilia’s business, and by
illustrating their commitment to sustainable winemaking, going as far as to feature
specific sustainability actions on its labels,
Tilia hopes to inspire other global wineries to integrate sustainable practices.
“Sustainability has been part of our
traditional farming culture in Argentina
for generations,” says Guillermina Van
Houten, vineyard sustainability specialist
for Tilia. “We the people are part of the
ecosystem, and we are committed to preserving our nature and our traditions for
the generations to come.”
Named after the species of linden
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BRAND PROFILE

STUNNING SPARKLING,
INSIDE AND OUT

s one of the leading producers of
sparkling wine for more than 40
years, Zardetto’s heritage has long
been entrenched in the heart of
Prosecco territory. But that doesn’t mean
this historic producer is afraid of innovation—it’s quite the opposite, in fact. With
new, modern packaging and a fresh line of
wines, including the producer’s first Prosecco Rosé, Zardetto proves that heritage
and innovation can go hand-in-hand.
Zardetto’s striking new labels, designed by award-winning Italian agency
Robilant Associati, are dual-layered, revealing a surprise layer of colorful artwork when peeled back. Each SKU features a unique artwork design, and some
also include contemporary Italian expressions, translated into English, that capture the joy of living a celebratory lifestyle. The latest Zardetto releases are also
bottled in a new, proprietary bottle shape

DOC itself, which was established in 1969;
Zardetto’s origins go back to 1936.
Over the past few decades, Zardetto
has established itself as a leader in Italy’s
Prosecco category, becoming one of the
first to introduce the rest of the world to
this now-beloved style of wine. With a
focus on quality grapes from select vineyards, Zardetto’s wines are vibrant and
refreshing, balancing the use of state-ofthe-art winemaking techniques with traditional practices.
Prosecco can be crafted throughout a
wide swath of land in the Veneto and Friuli-Venezia Giulia, but Zardetto’s identity
is steeped in the hilly countryside at the
with the Zardetto name embossed directly
center of the region, with vineyards locatinto the glass.
ed just between Conegliano and ValdobbiBut the modern style of this new packadene. These rolling hills vary in elevation
aging belies the deep roots that Zardetto
between 300 and 1,600 feet, with
has cultivated in the heart of Prosecco
vines planted on sunny, southcountry. The winery’s history in this
Each
facing slopes.
region predates even the Prosecco
Zardetto SKU
With land this special,
has a unique, dualZardetto
is determined to harlayered label.
ness and highlight this terroir
through their delicious sparkling
wines. Techniques like careful grape selection at harvest ensure that only the highest-quality grapes are used for Zardetto’s
wines, and gentle pressing in the producer’s modern winery preserves freshness. Every bottle of Zardetto showcases
this exacting philosophy, including the
brand-new Zardetto Prosecco Rosé, which
will join the producer’s stellar selection of
sparkling wines in June 2021. n
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NEW, MODERN PACKAGING AND A FRESH
PROSECCO ROSÉ RELEASE PROVES THAT
ZARDETTO IS STILL ON TOP
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was one of the ﬁrst Proseccos imported to the
U.S., upending the sparkling category forever.
We’re changing the game again with a new
look and a new attitude. Introducing our innovative
PEEL and REVEAL label and custom bottle.

Because we don’t just play the game, we

CHANGE THE GAME

OPPORTUNITY ABOUNDS IN TODAY’S CURRENT HIRING FRENZY,
BUT OPERATORS ARE LOOKING FOR WINE PROS WITH NEW SKILLS
WHO CAN TAKE ON HYBRID RESPONSIBILITIES
BY COURTNEY SCHIESSL

A

s recently as January, the
outlook for restaurants
seemed bleak. While this
impacted all restaurant
jobs, it was particularly dismal for the sommelier—a position that is
not universal across restaurants and is
often considered expendable when operators are forced to reduce labor costs.
Yet as summer approaches, the situation is far more optimistic. Restaurants
have reopened in every state, and in many
major markets, new sommelier job openings are posted daily.
“I think the reliance on a great somm
is coming back quicker than expected,”

says Matthew Kaner, who until recently
was the owner of several Los Angeles wine
bars and is currently a consultant, host,
and producer for SOMM TV, who notes
that L.A. restaurants in areas like Beverly
Hills, Venice, and Santa Monica have been
very busy.
“If you’re a somm and you want a job,
this is your market,” adds Jeff Porter, a
New York City-based wine and hospitality
consultant, and the owner of Volcanic Selections, who notes that large restaurant
groups and independent establishments
alike are hiring sommeliers in New York.
But with restaurants strapped for
cash and facing a different hospitality

LEFT to RIGHT: Alisha Blackwell; Jeff Porter; Mia Van De
Water, MS; and Matthew Kaner.

“A restaurant’s wine
program is the single
biggest area of
opportunity for raising
profitability, full stop.”
– Mia Van De Water, MS,
Cote
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WHAT'S THE FUTURE OF THE
RESTAURANT SOMMELIER ROLE?

Caribbean Rum with Real Dairy Cream, Natural & Artificial Flavors,
Alc. 13.75% by Vol. (27.5 Proof), ©2021 Agave Loco Brands, Pewaukee, WI. All Rights Reserved

INDUSTRY TRENDS

landscape, how has the sommelier’s role
on the floor changed in a post-pandemic
world? Most employers are looking for
flexibility and salesmanship over rote
knowledge and certifications—and above
all, a commitment to hospitality.
WHY THE HUNT IS ON
FOR TOP WINE TALENT

For upscale restaurants that have long
hung their reputations on robust wine
programs, sommeliers are simply an essential part of the dining experience.
“If you take wine seriously, you need
to have these positions,” says Bobby Stuckey, MS, a Boulder, Colorado-based partner
behind Frasca Food and Wine, Pizzeria
Locale, Tavernetta, and Sunday Vinyl, who
continued to have sommeliers on staff
throughout the pandemic. Guests are returning en masse, he reports, and they
“expect great wine service.”
This is particularly critical in “sommelier hubs” like New York, reports Por-

“I think you will see a
lot more diversity in
our industry—diversity
meaning BIPOC, LGBTQ,
and women.”
– Tonya Pitts,
Tonya Pitts Consultancy

ter, who is helping a restaurant group hire
sommeliers for new establishments opening later this year. “This is a wine town,”
he says. “In other cities it may be different,
but New York is a city where guests expect
that level of service, and operators are being bullish on the industry.”
Yet even more casual restaurants feel
the pressure to deliver, especially as consumers return after over a year of largely
avoiding sit-down dining.
“Diners returning to upscale casual
aren't just coming because they are hungry and thirsty,” says Gretchen Thomas,
the VP of creative for Barcelona Wine
Bar, who predicted last fall that somm
jobs would return quickly even though
Barcelona Wine Bar does not have traditional sommelier positions. “They are
coming because they are desperate to
feel normal. They don't want a modified experience at their favorite restaurants—they want the real deal, sommelier and all.”
Many operators also recognize that as
they dig out of a financial hole, sommeliers
can help drive sales and maximize revenue
more than any other employee. “A restaurant’s wine program is the single biggest
area of opportunity for raising profitability,
full stop,” says Mia Van de Water, MS, the

“This is a wine town.
New York is a city where
guests expect that level
of service, and operators
are being bullish on the
industry.”
– Jeff Porter, wine/hospitality
consultant and owner,
Volcanic Selections

assistant general manager at Cote in New
York City and Miami. “The ceiling on wine
is nearly limitless, and unlike cocktails and
food, it is not something that can be effectively sold by the average server.”
NEW OPPORTUNITIES IN
A JOB SEEKER’S MARKET

The job market for sommeliers has certainly done an about-face since last year:
While out-of-work sommeliers were
fighting it out for the few open beverage
director or sommelier positions throughout 2020, now it’s the owners who are
fighting for top talent.
“The hiring landscape is about as nuts
as it’s ever gonna get,” says Stuckey, who
is currently hiring readily across positions
to bring his restaurants up to full staff. “If
anyone wants to leap into fine dining, this
is the time to do it.”

“I think a lot of us have
left the industry, mostly
out of necessity. And the
quality of life outside of
the restaurant industry is
actually livable."

MATTHEW KANER PHOTOGRAPH COURTESY OF JASON WISE JACKSON MYERS

– Alisha Blackwell-Calvert

The result is a reported shortage of
staff to fill open restaurant positions—
sommelier jobs included. And because so
many positions are now open, wine professionals looking for floor sommelier positions can take the opportunity to make
an upward career move.
“It seems like most of the big jobs with
titles that people clamor for are free now,”
says Caleb Ganzer, the managing partner for Compagnie des Vins Surnaturels
in New York, who is currently looking to
hire a sommelier. “But hiring for the middle tier or lower tier is nearly impossible.
There’s not a lot of lateral movement right
now.”
While there are reports of restaurant
workers choosing not to go back to work
unless the risk of working on the floor is
fairly compensated, the problem is that
restaurants are still strapped for cash. “It’s
not that restaurants don’t want to give
more,” says Stuckey, who noted that in
2019 the average restaurant profit was just
5.9 percent. “But you can only squeeze so
much from a stone.”
There’s also a high rate of burnout
from those who worked in restaurants
throughout the pandemic. Many people
have relocated from major cities (and
top wine markets) like San Francisco and
New York. Some wine professionals have
changed industry channels, shifting to
work in retail or wholesale, and others
have left the industry completely.
“I think a lot of us have left the industry, mostly out of necessity. There were

months that we didn’t have jobs or steady
income,” says Alisha Blackwell-Calvert,
formerly the sommelier of Elaia and Olio
in St. Louis, who is primarily working at
Louis Vuitton right now, though she continues to take on wine consulting jobs.
“And the quality of life outside of the restaurant industry is actually livable.”
The plus-side: All of these sommelier openings make room for candidates
that traditionally have been shut out of
coveted restaurant positions. “I think
you will see a lot more diversity in our
industry—diversity meaning BIPOC, LGBTQ, and women,” says Tonya Pitts, the
sommelier and wine director for One
Market Restaurant and owner of Tonya
Pitts Consultancy. “That is the upside of
2020—everyone became more conscious
of the disparity in our world.”
RISE OF THE HYBRID
“SOMMAGER” ROLE

Though the Biden administration allocated $28.6 billion to the Restaurant Revitalization Fund, operators worry this will fall
far short of what the industry needs to get
back on its feet; during the first two days
of applications, 186,200 food businesses
applied for relief.
“People are going to have to make
tough decisions with their money,” says

Kaner, who thinks that many restaurants
will likely contract their wine programs
and not necessarily need floor sommeliers. “But ultimately, it depends on the
ethos of the restaurant. It’s not exactly a
necessity, but it’s the epitome of luxury
hospitality.”
In St. Louis, Blackwell-Calvert only
knows of one restaurant hiring a floor
sommelier; most establishments are hiring sommeliers in hybrid roles, where they
take on management or server responsibilities in addition to selling wine or managing a program.
“Sommeliers are generally highly
trained or experienced and are needed as
assistant and general managers, where
they will perform a hybrid version as a
sommelier and manager,” says Barcelona’s
Thomas.
It was a trend already in place, accelerated by cash-strapped restaurants need-

“In the last five years,
I think we’ve seen
more of that hybrid job
anyways—the ‘sommager.'
Restaurants with just
a floor sommelier are
exceptions to the rule.”
– Matthew Kaner, Will Travel for
Wine Consulting and SOMM TV

INDUSTRY TRENDS

“Sommeliers need to
have solid restaurant
experience, period.”
– Gretchen Thomas,
Barcelona Wine Bar

revenue, a somm can really be a jack of all
trades for a restaurant outside of wine.”
And of course, job candidates with
experience running a profitable beverage
program will be extremely valuable to operators. “A lot of restaurants just needed
sommeliers and people didn’t have the
business acumen of running a program,”
says Stuckey. “No way can a restaurant afford that now.”
WINE EDUCATION?
EXPERIENCE? SALESMANSHIP?
WHAT MATTERS MOST

As certification programs like the Court
of Master Sommeliers have become more
popular over the past decade, many aspiring sommeliers have placed studying and
testing above on-the-job experience. That
begs the question: Is formal education
now more important, or less?
“Sommeliers need to have solid restaurant experience, period,” says Thomas.
“I think experience will outweigh the need
for certifications, but certainly having
those certifications and wine education
makes you that much more hirable.”
“Previously, it was all about who had the
biggest pin,” says Blackwell-Calvert. “But
now I think a skill that will be crucial is
salesmanship. Restaurants need someone
who can make an impact and sell what you
have in inventory.” Van de Water adds that
selling skills are much more difficult to
teach than academic knowledge.
Yet certifications provide proof that a
candidate has the necessary wine knowledge for the job, she adds (Van de Water
is on the Board of Directors for the Court
of Master Sommeliers, Americas). “As an
employer, certifications provide an easy
shorthand for how much I can expect you
to know, and for exams with a service
component, how skillful I can expect you
to be tableside,” she says. “That being said,
your work in a restaurant will speak for itself, and a glowing recommendation from
a former employer will speak louder than
any pin.”

“A lot of restaurants just
needed sommeliers and
people didn’t have the
business acumen of
running a program. No
way can a restaurant
afford that now.”
– Bobby Stuckey, MS,
Frasca Food and Wine
THE RETURN OF HOSPITALITY

Some see this moment as an opportunity
to get back to the hospitality component
of the sommelier’s role. “There are so
many people who can be an encyclopedia
but don’t have warmth,” says Porter. “Harken back to the idea of what being a somm
is, which is truly about being in hospitality. Wine isn’t the primary focus—it’s the
service of the guest.”
Above all, it’s likely that the sommeliers
who return to the floor in a post-pandemic role will have a real passion for working the floor of a restaurant and building
relationships with guests through wine. “I
chose wine a long time ago because I love
wine, and I still love doing it today,” Porter notes. “I think everybody has to truly
want to do this—because you give up a lot
to work in restaurants.” n
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ing to keep labor costs low. “In the last five
years, I think we’ve seen more of that hybrid job anyways—the ‘sommager,’” notes
Kaner. “Restaurants with just a floor sommelier are exceptions to the rule. There’s
an expectation that they are also a captain
or run food, for instance. There was an attitude somms would have of, ‘that’s not my
job.’ Everything is your job now.”
Blackwell-Calvert advises sommelier job candidates to focus on emphasizing flexibility, teamwork, and leadership,
rather than relying largely on their knowledge of wine. “Now more than ever, sommeliers need to learn how to be flexible.We
know you’re good at wine, but you need to
be a good server, manager, host,” she says.
“Employers will be looking for other skill
sets,” adds Pitts. “Can you run a bar program, or help manage or support the private dining program, for instance?”
Sommeliers who can think like entrepreneurs will find more doors open, believes Porter.. “Sommeliers are inherently
nerdy, so they’re always thinking outside
the box,” he says. “If you’re coming into
a restaurant where things are reopening
and come up with ideas that help drive
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Talbert's Peter Frank: Still Active at 93
In his 93 years, Peter Frank has witnessed Prohibition, the Repeal of
Prohibition, a World War, Space Walks and Moon Walks. For much of his
time he has been an active member of the beverage alcohol business. In
fact, he holds the distinction of being the longest living director of the
Maryland State Licensing Beverage Association (MSLBA) board.
What’s his secret? “I’m not retired,” he said, during a recent interview with the Beverage Journal. “But
I think it’s important that when people do retire, they at least get into
volunteer work. They need to keep
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active. If they don’t keep active, their
mind will go, and then their body will
follow. Not me! I’m 93 and I’m still
pretty active. You have to stay with it.
And to stay with it, that means keeping up with everything.”

BY TEDDY DURGIN

Keeping up is a big part of his
job as President of Montgomery Ice,
which operates Talbert’s Ice and Beverage Service in Bethesda. He is not
at the store every day anymore. His
daughter, Toni Levin, handles the
day-to-day operations. But he still
can talk shop with the best of them.
“Our core customers stretch from
Potomac to Northwest Washington,
D.C.,” he said. “It’s a very high economic area. That means we need to
carry the very high end as well as the
low end in both wines and beer. We
used to not carry as much high-end
product, because there wasn’t the demand. But over the years, the variety
of wines has dramatically changed.
We now carry a wider selection than
we ever have. For the longest time,
we had no more than 50 SKUs. Now,
we probably have about 250 in beer
alone, and it changes from day to

www.BeverageJournalInc.com

day.”
Frank has been with Talbert’s from
its 1955 beginnings. It was founded
that year as a wholesale ice business. In 1958, he and his partner purchased a business in Bethesda that
delivered beverages – at that time,
just soft drinks -- to people’s homes.
That same year, Talbert’s was able to
transfer a local beer and wine license.
In 1961, an expansion added a beer
and wine convenience store, and Talbert’s has been a landmark in Montgomery County ever since.
Today, beer and wine sales have
made up for a wholesale ice business
that suffered mightily during the pandemic. “A large part of our operations has been supplying restaurants,
hotels, and country clubs,” Frank
noted. “Our corporate accounts have
also suffered. We virtually shut down
at the beginning of the pandemic.”
Fortunately, Talbert’s beer and
wine clientele have indeed remained

Peter Frank has been with Talbert’s from its 1955 beginnings. It was founded that year as a wholesale
ice business.
loyal. So, what characterizes a typical Talbert’s Ice & Beverage Service
customer? Frank was quick to answer.
“Our customers have gotten smarter
about their beverage choices,” he
said. “But most just go with the flow.

They go with what they see advertised. The more astute wine drinker
buys wines in anticipation of the
product, or the vintage.”
It’s the customers that keep him
(continued on next page)
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going more than anything. Frank has been service-oriented all of his life. He doesn’t know any other way to be.
“I still love that we’re able to have what the customers
are looking for,” he declared. “They don’t have to spend
a long time shopping in our place. Most people come in
and out within, I’d say, four minutes. We’re also one of the
largest lottery agents in the county, although that does not
automatically translate into beer and wine sales. Lottery
customers generally buy lottery tickets and nothing else.
But we cover a need. We also still deliver beer and wine,
and people love that.”
The other thing that keeps him going is the industry camaraderie. He is particularly proud of his ties with the MSLBA. “I think membership in the MSLBA is very important,”
he stated, “because it is a very astute lobbying group in
the state capitol. It has proven over the years to be strong
in helping maintain the three-tier system and representing
the individual licensees in the state.
He added, “MSLBA has kept the state government
from overreaching into our businesses. They’re very good
at understanding the problems retailers in Maryland have.
They’re trying to prevent the extension of alcohol sales to
grocery stores. They do this by engaging with the legislators. Lacking that, our businesses would suffer greatly." n
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LINKS DRINKS' CANNED COCKTAIL
IS A HOLE IN ONE
Fred and Denise Evanko
of Links Drinks LLC.

BY TEDDY DURGIN

S

ome of the best days are golf
days. You’re away from the
demands of your business, your
family, your day-to-day life,
and it’s just you and the ball . . . and
maybe two or three of your buddies or
colleagues. You shot a pretty decent
round, you’re feeling pretty good about
yourself, and now you just want to relax
at the clubhouse and have a drink. A
beer is always good. So is a soft drink.
But a lot of golfers will tell you that the
best drink after 18 holes -- or at the turn
-- is the Transfusion.
A mix of vodka, ginger ale, and
grape juice, Transfusions are not only
great to replenish the fluids, they’re also
good to share in social circles. Now,
Links Drinks LLC has come up with a
canned, ready-to-drink version.
THE DRINK
This gluten-free Transfusion features
a six-times distilled vodka made with
ginger ale and Concord grape juice. The
company uses all-natural ingredients and
no preservatives. And it is seven percent
ABV.
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Links Drinks owner Fred Evanko says
the product was a hit right from the
testing and tasting phase. He remarked,
“The overwhelming response when
people tasted it was 1) ‘It’s refreshing;’
and 2) ‘It’s delicious and is not too sugary
or sweet.’ A fair amount of people also
say it’s ‘dangerous.’ [chuckling] It doesn’t
really feel like you’re drinking a strong
vodka drink, but it certainly has a kick at
seven percent.”
THE APPEAL
For sure, the product has a builtin audience in golfers. And Maryland
certainly has its share of popular courses
from Bulle Rock in Havre De Grace to the
Links at Perry Cabin in St. Michaels to the
Maryland National Golf Club in Middletown. “A lot of people know this cocktail
and like it,” Evanko stated. “We figured
the response would be, ‘Wow, there’s a
can version? Let’s give it a try.’ Golfers
like to tell each other about things they
purchased. Well, hopefully, they are telling each other about our product.”
Evanko added that the product is
selling well in packaged-goods stores
near golf courses and at sports bars. In
fact, Links Drinks found that about 60
percent of Transfusion’s sales have been
via off-premise. “There’s more volume,
more foot traffic,” he reasoned. “Plus
not all golf courses are open year round.
When they are open, they have certain
hours. You’re probably only going to
have a couple of drinks at most at the
course. But you might buy in bulk at a
store.”
Evanko hopes the product will eventually mature into a lifestyle drink. After
all, you can’t be on the course all of the
time. But with Transfusion in a can, you
can pop the top in your living room, your
kitchen, or on your back porch after a

long day of work or family; close your
eyes, sip; and feel you’re about tee off
on a Par 4.
THE PACKAGING
Links Drinks’ Transfusion is sold in
standard, 12-ounce cans in so-called
“foursome packs.” The can design
practically shouts “TRANSFUSION.” But
it appeals to golfers with its subtle use of
golf ball dimples as background art. The
company’s logo is featured also and has
a subtle, almost hidden peace sign. “We
lost our daughter to cancer,” Evanko
said, “and she was big into peace signs.
The words ‘Enjoy life’ that are on the can
also comes from that. We went through a
lot and we came out the other side with
a perspective that many people don’t
have. Life is too short. Enjoy it.”
His wife, Denise, is the creative person on the Links Drinks team and came
up with the company name. She is also
credited with the dimpled design of the
can and handles Links Drinks’ website
and social media.
THE FUTURE
Looking ahead, the Evankos are eyeing an expanded line of canned beverages for the golf course and beyond.
“We want to continue growing the business,” Fred concluded. “We’re hopefully
going to have two more flavors by the
end of this year. Right now, we have the
classic Transfusion. But we’re also going
to have the Front 9 Transfusion, which
is vodka, ginger ale, and orange juice.
It will be ideally suited for those earlymorning tee times. And then the Back 9
Transfusion will be vodka, ginger ale, and
cranberry juice. It’s going to be more of
a year-round cocktail. The game plan is
variety!” n
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Ready to Drink

transfusion
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cocktail in a can!

Vodka
Ginger Ale
Grape Juice

Grab it and go
No bartender needed
Perfect for golf course
Ideal for the outdoor patio
Bring to the beach & pool
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www.linksdrinks.com / info@linksdrinks.com / (203) 984-4809 / @linksdrinks

Assure your customers that the AIR they breathe
and the SURFACES they touch are VIRUS FREE!
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”- NASA developed FDA Certified Covid Kill.

Greenmount Station
Hampstead, MD

Patten Rabbitry
Hampstead, MD

McDonogh School -Dorms & Classrooms

Owings Mills, MD

Dr. Lori Andochick,
Dentist
Frederick, MD

2020-2021 Satisfied Customers
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
Dianna Murk Russell, Home, Jarrettsville
David Sieck, Home, Worthington Ridge l David Brinkley, Home, Mount Airy

