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were essentially unchanged between July
and September.”
The on-premise industry was realizing
average monthly gains of nearly 200,000
jobs during the first seven months of 2021.
August and September represented a
sharp deceleration. As a result, on-premise
beverage alcohol purveyors remained
more than 900,000 jobs below pre-pandemic staffing levels.

ON-PREMISE JOB GROWTH
STILL SLUGGISH
December 2021 should prove to be
more cheerful than December 2020. Staff
writer Teddy Durgin concludes our "The
Great Reopening" series with a visit to
Frederick, Md. Teddy spoke with general
managers Jamie Ellis-Ade and Matt Josephs, from Brewer's Alley and Showroom.
Please check out Teddy's piece beginning
on page 4. Both managers share successes to overcoming obstacles that are
prevelent in the era of covid. They also
relay a refreshing shared optimism moving
forward.
We all would like to continue the move
forward and put as much of the last 20
months behind us as possible. The onpremise side of the industry was making
strides towards a 'return to normal' for
most of 2021. However, difficulties involving staffing continue. Job growth actually
slowed significantly from recent months.
Nationally, on-premise establishments
added a net 29,000 jobs in September on
a seasonally-adjusted basis, according to
preliminary data from the Bureau of Labor
Statistics.
Bruce Grindy, National Restaurant
Association economic analyst, observed,
“September’s modest gain followed a
revised decline of 24,700 jobs in August,
which means overall employment levels
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78% of Restaurants are Understaffed
Although the industry added back
numerous jobs that had been lost during
the early months of the pandemic, many
restaurants remain understaffed. In a September 2021 survey done by the National
Restaurant Association, 78% of operators
said their restaurant did not have enough
employees to support existing customer
demand.
Speaking to the survey, Grindy stated,
“For most restaurants, staffing was significantly below necessary levels. Among
restaurants that were understaffed in
September, 83% of operators said their
restaurant was more than 10% below necessary staffing levels. Thirty-nine percent
of understaffed operators were more than
20% below necessary staffing levels.”
Reduced Hours and/or Reduced Capacity
Again, while observing the results of
the National Restaurant Association survey,
Grindy concluded, “As a result of being
understaffed, 68% of operators say their
restaurant reduced hours of operation on
days that it is open for business. Forty-six
percent of operators cut back on menu
items, while 45% closed their restaurant on
days that it would normally be open. Fortyfour percent say they reduced seating capacity as a result of being understaffed.” n
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Brewer's Alley
and Showroom
With Workers Scarce,
Frederick Bars and Restaurants
Stay Open as a Labor of Love
WRITTEN BY TEDDY DURGIN

F

rederick, Md., is known for many
things. County music legend Patsy Cline lived there in the 1950s.
Francis Scott Key is buried there.
The city’s minor league baseball team,
the Frederick Keys, is named after “The
Star-Spangled Banner” composer. The
town has a symphony orchestra, some of
the most beautiful historic churches in the
state, and was briefly Maryland’s capital
city in 1861 when the legislature moved
from Annapolis to vote on the secession
question.
But it’s also known for its eating and
drinking establishments, some of the best
of which are located along Market Street.
Frederick is the latest in our series of ar-
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ticles about the Great Reopening of 2021,
and it has a mostly positive story to tell
coming out of the pandemic.
One such Market Street favorite is
Brewer’s Alley. General Manager Jamie
Ellis-Ade remarks, “I think Frederick is doing great now. It’s a wonderful little foodie
town. We have some awesome chefs,
and the local community has really rallied
around the restaurants during this time and
supported us. For those people who have
not taken the time to come to Frederick
and dined their way down Market Street,
they really should come! You can have an
appetizer at three different places, an entrée with us, and still have dessert at a few
more places.”

Things have definitely improved
throughout 2021 for Brewer’s Alley and its
various competitors. One such establishment that has seen an upswing is Showroom. General Manager Matt Josephs
states, “The COVID fear is not so overarching compared to this time last year.
People seem to be more willing to dine inside restaurants now. As a result, we have
redoubled our efforts on creating a guest
experience that will be a memorable one
-- one that people will want to return for.”
That’s not to say certain COVID-era
challenges don't linger. They do. Chiefly,
an ongoing labor shortage has both GMs
frustrated. Josephs laments, “Retaining
and finding employees has, by far, been

www.BeverageJournalInc.com
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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

"...the world is short-staffed, short-stocked, and a year behind."~ Jamie Ellis-Ade, General Manager, Brewer’s Alley

the biggest challenge over the last year.”
Ellis-Ade concurs, adding, “Staffing has been such a
big test of my leadership. Twenty years in this business,
and the past year and a half has been the hardest stretch
to find people who can and/or want to work. Sometimes
it’s hard to come to work and be positive when you set up
interviews, and only one person out of 20 shows up.”
Josephs says one of the keys moving forward will be
“motivation.” There has always been a certain psychology

to managing staff in service industries. But the pandemic era has made it even more imperative that employers
know what’s going on with their employees and what is
important to them.
He explains, “It’s not just monetary that’s the sole or
primary motivating factor anymore. People’s priorities
have clearly realigned. Those of us who manage need to
understand that our employees are people who need to
be led in a way that they know they’re being taken care of

"...finding employees has, by far, been the biggest challenge."~ Matt Josephs, General Manager, Showroom

6 BEVERAGE JOURNAL December 2021

www.BeverageJournalInc.com

and looked out for.”
Ellis-Ade states, “We’re now in the fourth quarter,
and the world is short-staffed, short-stocked, and a
year behind. We’re just living in a different world now
than two years ago. But you have to adapt. You have to
roll with the punches. You have to find new ways to do
things that you’ve been doing for decades.”
Both were quick to point out that not everything
that has come from the COVID-19 crisis has been bad.
Brewer’s Alley, for example, has made increasingly
smart use of technology. “We’re getting more techsavvy,” Ellis-Ade declares, “which I feel wouldn’t have
happened if the pandemic wasn’t a thing. I really like
that we’ve gone to QR code menus. It’s easy for us
to make menu changes now and update prices. And
if we want to change specials three times a day, we
can. It’s that easy. We’ve also updated our computer

SHOW MORE
8 SELL MORE

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

Happy Holidays!
from

DISTRIBUTED BY INTERBALT PRODUCTS

PH: 301-869-2422

system during COVID to allow for greater online ordering.” Brewer’s Alley now uses the Toast online ordering
system, which allows guests to order takeout directly
from the restaurant.
Josephs, meanwhile, has observed an increasing
comfort level among staff and customers with wearing masks: “The benefit of wearing masks has not just
been to combat the coronavirus, but it has also helped
to prevent other airborne illnesses. I wouldn’t be surprised if some restaurants or individuals continue wearing masks well into the future.”
Finally, Frederick bars and restaurants have discovered newfound value in features they already had.
Ellis-Ade concludes, “Fortunately, we have many patio
areas for dining, and that’s really helped us. Our rooftop bar, in particular, has been a real game-changer!
Unfortunately, there are still customers who don’t feel
comfortable sitting inside.” n

Thinking of Selling your Business?
Thinking of Selling your Business?

“ Are you looking for professionalism,

CONFIDENTIALITY, and a dealmaker? ”

“ Do you want to maximize value

with the comfort of not leaving money
on the table? ”

Steve Atkins, Principal Broker
Business Intermediary

“ Looking for an Industry Expert trained

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

in the process with an
active database of buyers? ”

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

Call us today!

410-757-4965
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WHISKEY:
WHAT‘S NEW

NEXT IN LINE

Malt Master David C. Stewart selected aged stocks from 18 of The
Balvenie’s rarest casks to create the 104.4-proof Tun 1509 Batch 8, the
final installment in the single malt Scotch whisky’s Tun 1509 series.
The limited-edition blend is non-chill filtered, matured for three months
in the large Tun 1509 oak vessel, and tastes of honey, cardamom, and
candied ginger. SRP: $410 per 750ml bottle

SPLURGE ITEM

2019 was the last year that Michter’s released its 20 year Kentucky
Straight Bourbon. Now there’s a 2021 rendition of this limited
bottling culled from barrels selected by master distiller Dan McKee.
The 114.2-proof bourbon was aged in fire-charred, new American
white oak barrels and unites notes of black cherry, molasses, and
honeysuckle. SRP: $750 per 750ml bottle

ANNIVERSARY RELEASE

To celebrate 10 years in business, and
the 125th anniversary of the Bottled in
Bond Act in 2022, Illinois distillery FEW
Spirits has launched the 100-proof FEW
Bottled in Bond Bourbon Whiskey. The
four-year-old whiskey has a mashbill
of 70 percent corn, 20 percent rye, and
10 percent malted barley and was aged
in Minnesota oak barrels. SRP: $50 per
750ml bottle

BURST OF SMOKE

Graced by a Stranger & Strangerdesigned label, the 97.8-proof No Name
No. 3, the final release in Compass
Box’s heavily-peated No Name series,
stars malt whisky from Laphroaig
Distillery that is aged in re-charred
hogsheads. It is bolstered by malt
whisky from Bowmore Distillery as well
as Compass Box’s own Highland Malt
Blend, resulting in smokiness rounded
out with hints of baked pear and
pineapple. SRP: $130 per 750ml bottle
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ROUND THREE

For the 92-proof Templeton Rye Oloroso
Sherry Cask Finish, the newest expression
in Templeton Distillery’s Cask Finish
series (it also includes whiskies mellowed
in maple and Caribbean rum casks)
the American straight rye whiskey was
originally aged for a minimum of six years
in first-fill American oak flame-charred
barrels. Then, it was finished for nine
months in former Oloroso sherry casks
from Spain’s Jerez region, yielding flavors of
tropical fruit, milk chocolate, and walnuts.
SRP: $49.99-$54 per 750ml bottle

www.BeverageJournalInc.com

WHISKEY:
WHAT‘S NEW
WHISKEY TASTING

Limousin Rye, from
Wisconsin’s Dancing Goat
Distillery, is aged in vintage
American oak, finished in
French Limousin oak, and then
blended in a 16-barrel solera
system. In this gift box, the
92-proof whiskey is aptly paired
with a six-ounce Glencairn
tasting glass. SRP: $44.99 per
box

SEASONS CHANGE

There are 24 seasons a year in a
Japanese lunar calendar, and the
House of Suntory’s artsy, limitededition bottle of 86-proof Hibiki
Japanese Harmony captures them.
Reinforcing the brand’s connection
to nature, the tranquil design melds
colorful blossoms with flowing water
that symbolizes the cyclical passage
of time. SRP: $125 per 750ml bottle

FILIPINO ANGLE

Sequel to WhistlePig’s the Boss Hog VII: Magellan’s Atlantic is the
BossHog VIII: LapuLapu’s Pacific, a nod to the Filipino hero LapuLapu,
who warded off Magellan’s Spanish fleet. The barrel-strength 104.8 –
106.6-proof straight rye whiskey was double finished in small-batch,
single-island Philippine Rum casks. It hits the palate with fresh ground
cinnamon, citrus zest, butterscotch, and toffee. SRP: $499.99 per
750ml bottle

HISTORY LESSON

Named for the horse goddess who
appears in an 11th-century Welsh
folk tales The Mabinogi, the 92-proof
Rhiannon is the most recent
addition to Penderyn Distillery’s
Icons of Wales series honoring
significant personalities and events
from Welsh history. The limitededition whisky is layered with
notes of fig, red berry, frangipane,
chocolate ganache, and coffee. SRP:
$95 per 750ml bottle
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SINGLE SHOT

The limited-edition Single Barrel
Kentucky Straight Bourbon Whiskey
from HIRSCH Selected Whiskeys
showcases a mashbill of 72 percent
corn, 13 percent rye, and 15 percent
malted barley. Aged for a minimum
of six years in new American oak
barrels in Bardstown, Kentucky, the
125-proof non-chill filtered bourbon
has an herbaceous, peppery bite
that leads to a sweet chocolate
finish. SRP: $89.99 per 750ml bottle

www.BeverageJournalInc.com
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WINE
BUZZ

BALANCED BOTTLE

Winemaker Linda Trotta’s
easy-drinking California
Merlot is the newest varietal
from Napa’s Bread & Butter
Wines. Joining the lineup of
everyday Chardonnay, Pinot
Noir, Cabernet Sauvignon,
Merlot, Sauvignon Blanc,
Rosé, and Prosecco, the classic
fruit-forward Merlot mingles
notes of plum, dark cherry, and
sweet baking spice. SRP: $14.99
per 750ml bottle

MILESTONE VINTAGES

As part of its 40th anniversary celebrations, sustainable Sonoma
winery Sonoma-Cutrer has unveiled the 2019 Russian River Valley
Pinot Noir and 2019 the Cutrer Chardonnay. Flavors of black cherry
and tobacco are found in the textured, ruby-red Pinot Noir, while the
Chardonnay is redolent of white peach and roasted nuts. SRP: $35
per 750ml bottle

ON THE GO

Importer Origins Organic
introduces Le Petit Verre, a duo
of 250ml canned Argentinian
wines. Both the Malbec and
the Bubbly Rosé (50 percent
Pinot Noir, 30 percent Syrah, 10
percent Pinot Gris, and 10 percent
Viognier) highlight 100 percent
organic fruit from the Tupungato
Valley, a high-altitude sub-zone of
Mendoza’s Uco Valley. SRP: $13
per four-pack

TASTE OF SOUTH AMERICA
MENDOZA SPOTLIGHT

The De Sangre collection, from Argentina winery Bodega Luigi
Bosca, comprises seven wines that capture the nuanced terroirs
of Mendoza. The three Malbecs—the 2018, the D.O.C. 2019, and the
Edición Limitada 2017—as well as the Cabernet Sauvignon 2018,
Cabernet Franc 2018, Red Blend 2019, and White Blend 2020, are all
made with grapes from micro-zones and soils in Mendoza’s finest
vineyards. SRP: $24.99 per 750ml bottle
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Fetzer Vineyards is rolling out Unrated, a new
brand spearheaded by Chilean winemaker Isabel
Mitarakis. The first release, XTRA CAB, is an
intense Cabernet Sauvignon full of red and black
fruits that blends grapes sourced from stellar
estates in Chile’s Maipo, Maule, and Cachapoal
valleys. SRP: $20 per 750ml bottle

www.BeverageJournalInc.com

IN SEARCH OF THE
NEW FRANCIACORTA
A new generation of Italian producers are casting off decades of French influence to pursue
metodo classico wines with a more genuine sense of place.
BY ZACHARY SUSSMAN

T

o understand the identity crisis that
has long plagued the wine producers in
Franciacorta, we may as well start with
the puzzle of its name. According to one
of several conflicting accounts, it was none other
than Charlemagne who, upon settling in the region
in the year 774 and, finding it reminded him of home,
affectionately dubbed the area “Little France.”
Whether fact or fiction, the story speaks to the very real challenge the region has faced in establishing its own unique place in
the world of sparkling wine. Ever since the 1960s and ’70s, when a
well-financed cadre of winemaking estates set up shop in this hilly
patch of Lombardy with the goal of transforming it into a power-

house of premium sparkling wine, Franciacorta’s identity has revolved around a single imperative: to imitate Champagne.
Not content merely to adopt the classic Champenoise grapes
of Chardonnay and Pinot Noir (Pinot Blanc is allowed as well) and
its signature méthode Champenoise of secondary fermentation in
bottle, the region also lifted Champagne’s famous “Grand Marque”
model, whereby several large Franciacorta houses historically purchased and blended grapes from across the region to maintain a
consistent house style.
Half a century later, this strategy has catapulted Franciacorta
to fame within Italy, securing its status as the tipple of choice of
Milan’s fashionable elite. But as critics have often pointed out, the
category has struggled to gain a foothold in the U.S. After all, with
prices for Franciacorta rivaling those for Champagne, why splurge
for the knockoff when you could just buy the real thing?

PHOTOGRAPH COURTESY OF CÀ DEL VÉNT / ARCARI + DANESI / ALESSANDRA DIVELLA

Thus, we arrive at the crossroads
Franciacorta faces today. Fortunately, a
small but growing cohort of winemakers—
some working within the Franciacorta
denomination, others choosing to opt out
of the DOCG—have made it their mission
to carve out an alternative path. As they
collectively cast aside Champagne’s
exaggerated influence, they’re asking a
simple yet revolutionary question: What
would it mean to reimagine Franciacorta
not as a ready-made style inspired
by somewhere else, but as a singular
expression of place?
As this evolution continues to unfold,
the contours of an alternative Franciacorta paradigm are now coming into view.
And at a time when authenticity has become the most valuable form of currency
among the next generation of wine drinkers, the groundbreaking bottles that have
emerged from this shift have recently
started to claim their rightful place on
progressive wine lists and retail shelves
across the U.S.
ABOVE: Wines produced by Cà del Vént // Bottles from the
Arcari + Danesi project // Giovanni Arcari and Nico Danesi,
champions of making wines evocative of the region. RIGHT:
Alessandra Divella, who defected from the Franciacorta
denomination and launched her own business.

Rethinking Metodo Classico for a
Warmer Region
No one has fought harder to deconstruct
the Franciacorta establishment’s outdated
logic than Giovanni Arcari, a Lombardy
native who, along with his partner Nico
Danesi, founded the visionary Arcari +
Danesi project in 2006. Their goal? To
finally wean the region off its codependent
relationship with Champagne. After all,
that original analogy never quite added
up, and the reasons why are twofold:
geography and climate.

Think about it: In the chilly vineyards
of Champagne, grapes wage an epic battle
to achieve ripeness. It follows that the set
of winemaking practices that form the
méthode Champenoise developed in direct response to that struggle, using techniques such as refermentation in bottle,
chaptalization, and added sweetener (dosage) to transform acidic, underripe grapes
into something delicious. By contrast, located nearly 1,200 kilometers southeast of
Champagne’s capital of Reims and moderated by the warming influence of Lake
Iseo, Franciacorta’s Brescia province offers
growers optimal conditions for evenly and
consistently ripening their grapes.
To Arcari and others like him, Franciacorta’s woes derive from a fundamental
failure to account for that difference. “We
here in Italy are still stuck trying to copy
[Champagne’s] methodology, both in the
vineyard and the cellar, without looking at
the overarching idea of how this technology or winemaking approach fits with our
climate, the grapes we grow, or the identity of our territory,” he explains. “I fail to
see how a wine made using a method that
was developed more than a thousand kilometers away could ever be successful for
expressing the identity of our land.”
It’s hard to argue with this diagnosis.
But rather than blame the method itself,
Arcari believes the deeper fault lies in the
formulaic “copy-and-paste” way it has long
been applied in Franciacorta. In this way,
he’s one of several winemakers—including
rising stars such as Antonio Tornincasa
of the Cà del Vént project in the remote
hills of Cellatica, the Gussago zone’s Alessandra Divella and Nicola Gatta, and the
Corte Fusia project in the area of Monte
Orfano—who are actively fine-tuning the
metodo classico to better reflect the particularities of their own home turf.

REGION FOCUS

focus upon harvesting physiologically ripe
grapes that eliminate any need for dosage—hence the latest wave of zero-dosage
bottlings that emphasize the nuances of
grape and soil.
The goal, however, isn’t imitation. To a
self-taught winemaker like Divella, it’s all
part of the larger mission of figuring out
what “here” is supposed to taste like. “We
have a very recent history,” she observes.
“Viticulture goes back here for centuries,
but we’ve only been making sparkling wine
since the 1960s. We need time to understand what we have and how to express it.”

A Complicated Question of
Regional Identity
Perhaps the most exciting aspect of this
experimentation is the counterpoint
it provides to the conventional notion
of Franciacorta as a homogenous wine.
Shaped by five different periods of glacial activity, the Franciacorta zone consists of an incredibly complex tapestry of
soil types, microclimates, elevations, and
terroirs. To its credit, the Franciacorta
consortium has made conscious efforts
to highlight this diversity, including an
elaborate zoning study first launched in
1992. But as Italian wine expert Ian d’Agata
explains in Italy’s Native Wine Grape Terroirs, “identifying a terroir effect in Franciacorta's wine can be difficult in most

ABOVE: Cà del Vént, in Campi de Cellatica // Cà del
Vént founders Antonio Tornincasa and Flavio Faliva
RIGHT: Cà del Vént vineyards, the source of bracing,
high-altitude wines.

cases because the majority of estates
blend together grapes from many different communes."
The small-scale producers driving
change in the region today are challenging that notion both in theory and
in practice. Their efforts to excavate the
identities of their respective subzones
provide a fresh opportunity to pick apart
distinctions between Franciacorta’s various communes—even if current DOCG
regulations preclude them from printing
such place names on the label.
It’s largely this restriction that
prompted Alessandra Divella, along with
fellow defectors Nicola Gatta and Antonio
Tornincasa, to declare her independence
from the Franciacorta denomination altogether. Instead, she bottles her vivid
lineup of zero-dosage bottlings under the
village name of Gussago. A lesser-known

PHOTOGRAPH BY ANTONIO TORNINCASA COURTESY OF CÀ DEL VÉNT

Unsurprisingly, much of this progress has come through trial and error.
“Over time, we decided to get rid of
many things that were considered the
dogma of the classic method, but which
we felt were unnecessary to make great
wine here,” explains Tornincasa, who
has earned a reputation as one of the area’s most restlessly non-programmatic
winemakers. His bracing, high-altitude
wines from the remote hills of Cellatica
were rejected by the Franciacorta consortium as “atypical” (he currently uses
the generic VSQ, or “Quality Spumante
Wine” designation). “From this point
of view, the idea of our wine is to offer
something transparent and not driven
by style.”
Even among the progenitors of this
new paradigm, there’s no consensus for
exactly how to enact that mandate. But in
what might seem like a twist of irony, the
course they are pursuing generally follows
a minimalist playbook that will be familiar to anyone versed in the grower rebellion that recently upended the balance of
power in Champagne.
For one, that signals return to more
virtuous (read: organic or biodynamic)
farming, using ambient yeasts for the primary fermentation, and investigating alternative ways to kickstart the secondary
fermentation. Some, like Arcari + Danesi,
have even replaced the cane sugar historically used in the liqueur de tirage with
grape must of the same vintage. Most critically of all, rather than picking early to
keep Champagne-like acidity levels, they
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subzone in Franciacorta’s cooler, higher-altitude eastern sector, not far from
the rugged Campi di Cellatica where Cà
del Vént is perched, the area has lately
emerged as a creative laboratory for Franciacorta’s new guard.
“It’s very important to me that my
wines show their connection to the land
where I work,” Divella says. “Unlike the
better-known parts of the region, Gussago
is a pre-Alpine area, with a higher elevation and a very particular set of Jurassic
limestone soils that give the minerality,
structure, and acidity I look for.” That
tension is tangible in her racy Blanc de
Blancs, for instance, fermented in equal
parts concrete tank and used barrique and
aged 30 months on the lees, as well as her
Ni Nì bottling, a savory blend of Pinot Noir
and Chardonnay that walks a tightrope
between ripe orchard fruit and a faintly
oxidative edge (a result of the reserve wine
that constitutes 25 percent of the blend).
Similarly, on the steep slopes of Monte
Orfano, Franciacorta’s southernmost subzone, Daniele Gentile and Gigi Nembrin
of Corte Fusia are crafting terroir-driven
Francicaorta wines from four small parcels that had largely been abandoned during the shift to commercial production.
“For us, it’s very important to emphasize
that we don’t want to make the greatest
Franciacorta—we want to make a great
Franciacorta from Monte Orfano,” Gentile
says, contrasting the “power and salinity”
that characterize the zone from the “softer, more floral quality” of the wines that
“come from closer to the lake.”
Next year, the project plans to release the first of a series of site-specific
bottlings they started producing in 2014,
which will highlight three separate vineyards planted at different elevations on
the hill of Monte Orfano. There’s just one
caveat: “The wines will need to have imaginary names because we’re not allowed to
use the name, or cru, like they do in Barolo,” Gentile says. “This type of work is still
very avant-garde here in Franciacorta.”

“It's very important to
me that my wines show
their connection to the
land where I work."
– Alessandra Divella, Gussago

Finding an Audience
If this next generation of metodo classico producers has ushered in a new era
for Franciacorta, the good news for wine
drinkers on this side of the Atlantic is
that industry professionals have started
to notice.
At E&R Wine Shop in Portland, Laura Bartram and Ed Paladino—two of the
category’s earliest champions—have
assembled one of America’s most comprehensive selections of Franciacorta’s
new wave. “It’s not always easy to in-

ABOVE: Alessandra Divella bottles her zero-dosage
sparkling wines under the name Gussago, a little-known
area rife with Jurassic limestone soils that lend her wines
minerality and acidity.

troduce people to these wines,” Bartram
admits. “But once they taste them, they
immediately understand that these are
among the greatest sparkling wines in
the world.”
Having struggled to find metodo
classico wines that fit the parameters of the
natural-leaning, Italian-centric wine list
at Manhattan’s Altro Paradiso, sommelier
Amanda Smeltz (the restaurant’s former
wine director) recalls her first encounter
with Alessandra Divella’s examples in
2019, which quickly became staples of the
beverage program there. “When I first tried
them, they were immediately palpable as
extremely high-quality, bone-dry, super
elegant sparkling wines that offered such
clear expressions of their grape varieties,”
she says. “If I had been blind tasting them,
I wouldn’t have guessed Champagne, but
I also wouldn’t have guessed Franciacorta
because they’re so different from so much
of the Franciacorta to which I had been
exposed.”
If there was once a time when Franciacorta popped up almost exclusively
in Italian restaurants, that’s also changing. At San Francisco’s three-star Michelin restaurant Quince, for instance,
Nicola Gatta’s 60 Lune rosé—refined for
a remarkable 60 months on the lees—
currently graces the pages of the wine
program alongside many of the hottest
names in Champagne. It’s yet another
testament to the category’s expanding relevance. But if the message is that
these Italian examples have the capacity to keep company with highly coveted
grower Champagnes such as Selosse or
Prévost, that’s ultimately a reflection of
the fact that they’re just as unique.
“These days, the public wants to drink
something for what it is, not because it’s
an alternative version of something else,”
Quince general manager and sommelier
Matt Cirne explains. “These producers are
trying to make wines that actually reflect
the identity of Franciacorta. That’s why
I’m able to represent them on the list.” ■
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A NEW ERA
FOR AMERICAN
SPARKLING WINE
As emerging and legacy domestic sparkling wine producers alike invest in quality and
ageability, the U.S. market is ready to embrace a wider array of home-grown bubbly

merican sparkling wine has been a serious category since Jack and Jamie Davies
brought Calistoga’s old Schramsberg estate
back to life in the mid-1960s. But in recent
years, increasing attention to quality and versatility within the category has breathed new energy into
American sparkling wine.

A

At the same time, changing consumer mindsets and Champagne supply shortages have allowed American sparklers to penetrate parts of the market that had primarily been occupied by
their French counterparts. Producers have taken notice, resulting
in an uptick in the number of winemakers crafting sparkling wine,
the range of styles they’re crafting, and the quality and ageability
of the wines themselves.

“The market was dominated by a handful of domestic brands for
years, but the entire category is expanding these days,” says Ryan
Davis, estates division regional manager in New York, New Jersey,
and Pennsylvania for Jackson Family Wines, whose Gran Moraine
and La Crema wineries produce sparkling wine. American sparkling
wine is reaching an inflection point—and it’s time to pay attention.
INCREASING QUALITY AND EXPANDING VARIETY

This evolution of American sparkling wine makes sense, points
out Remi Cohen, CEO of Domaine Carneros—after all, the category
is still relatively young. “There has definitely been an increase in
quality in American sparkling wine, and there are also more producers who are willing to dedicate the time, capital, and patience
required to make sparkling wine,” she notes.
Classics like Roederer Estate, J Vineyards, Domaine Carneros,
and Schramsberg Vineyards largely built their reputations on ex-
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OPPOSITE PAGE FROM LEFT: Sparkling wine from Domaine
Carneros and Schramsberg Vineyards in California, and
from Gran Moraine in Oregon's Willamette Valley.

Many of these American sparkling wine
newcomers are increasingly willing to challenge accepted wisdom when it comes to
the category. Evening Land Vineyards in
Oregon, for example, built its reputation
on Pinot Noir and Chardonnay,
cellent sparkling wines—after all, many
but its pét-nat is changing pregrower Champagnes now availwere founded by the families behind the
conceptions about how detailed,
able on the market. “I know pergreat maisons of Champagne—but even
transparent, and serious that
sonally, these wines gave me a
producers that haven’t traditionally been
style of sparkler can be. Bodkin,
feeling that, ‘I can do something
associated with bubbly have begun to foin the North Coast of California,
like that—in my own way,’” says
cus on the category. Noted Sonoma Pinot
has won over professionals and
Shane Moore, the winemaker
Noir producer Donum Estate, for example,
consumers alike with its beautifor Gran Moraine in the Willarecently released its first-ever sparkling
fully wrought sparkling Sauvimette Valley. “My feeling is that
Shane Moore
wine, a 2016 Blanc de Blancs built on esgnon Blanc. Producers like these,
many of us came to it from that
tate-grown, old-vine Chardonnay.
who are willing to buck convenangle, ultimately bringing more
“It was less about the market and more
tion, have given buyers a wealth of options
diversity and more offerings, meaning
having enough fruit, as well as feeling that
to choose from that they didn’t necessarily
more competition and better wines over
we could make a style of sparkling that is
benefit from before.
time.”
different from wines currently available,”
It isn’t just newcomers who are raisOthers have turned to sparkling prosays Donum’s winemaker Dan Fishman.
ing quality standards for American sparduction for a more practical reason: cli“This sparkling wine is in a leaner, more
kling wine, either. From working with new
mate change. With the nearly constant
austere style than is typical in California,
clones and rootstocks to understanding
threat of fires on the West Coast, espeand we feel that this is the ideal expression
the nature of fruit from one block as opcially late in the growing season, producof our wind-swept blocks of Chardonnay.”
posed to another, legacy American sparers have frequently been forced to harAnd this isn’t just happening on the
kling wine producers have accumulated
vest their fruit earlier than they’d like.
West Coast: New York State, which has
significant knowledge. “Many of us have
When that happens, sparkling wine is a
its own long history of sparkling wine
garnered greater experience in making
logical option, taut acidity being a key
production, has also seen an uptick in
bubbly over the years, and the wines are
component of traditional-method sparquality-focused, traditional-method sparbound to get better,” says Moore.
klers.
kling wine production over the past 5 to 10
This has also resulted in increasingly
“As producers have to more frequently
years, with producers like Heart & Hands
age-worthy American sparkling wines. “A
contend with fire and smoke events, and
and Hermann J. Wiemer returnfocus on producing age-worthy U.S. sparhave to pick earlier as a result—
ing to the state's sparkling roots.
kling has been in the works for decades,”
if the choice is between smoke
Just as the famous Chamsays Hugh Davies, the president of Schtaint and picking fruit at a lower
pagne houses inspired early U.S.
ramsberg Vineyards. Moore agrees. “With
brix and with higher acidity—
sparkling wine producers, for
more producers focusing on artisan sparthere will potentially be more
some, the motivation to crekling wine projects, it’s natural there will
American sparkling wine on the
ate more and better sparkling
be more age-worthy bottles,” he notes. “I
market in coming years than
wines stems from the qual[recently] had a 2015 Adelsheim Brut Rosé
there was before,” explains JackHugh
Davies
ity and character of the many
that was singing!”
son Family Wines’ Davis.
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At the same time, the market has become
more receptive—and favorable—to American sparkling wines. First, consumer perceptions of sparkling wine in general have
shifted from a category solely reserved for
special occasions to one embraced for everyday consumption.
“Dismantling preconceptions over
how and when sparkling wine can be consumed has been an important driver of
engagement with new consumers,” says
Dan Mettyear, research director for IWSR
Drinks Market Analysis. “For years, sparkling wine consumption has been anchored on special occasions and the endof-year season. The broadening into more
casual, summertime-oriented consumption has been at the core of the category’s
steady expansion in recent years.” While
much of that shift was spurred by affordable sparklers like Prosecco, it has trickled up to higher-quality sparkling wines,
too—including domestic ones.
Market factors have also conspired
to make top-quality American sparkling
wine more appealing. Though consumer
purchases of sparkling wine—specifically Champagne—plummeted in the early
days of pandemic lockdowns, demand rebounded and combined with supply chain
disruptions to create Champagne shortages ahead of the 2020 and 2021 holiday
seasons.

“There was already an increase in demand and awareness for California sparkling wine that began before the recent
Champagne supply issues,” explains Cohen. “There may be an even more dramatic bump in sales for American sparkling
wine these holidays with the shortages
of Champagne, but I think both categories will remain in a strong position when
Champagne supply issues are overcome.”
It may be several years before those
supply issues are overcome, though,
thanks to smaller vintages in both 2020
(due to yield restrictions from the Comité Champagne) and 2021 (due to extreme
weather), creating a continued gap that
American sparkling is ready to fill.
Champagne prices have also increased
in recent years amidst rising demand
and competition among buyers. “As restaurants move through their stores of
Champagne and begin to buy new vintages and bottles … we are no longer able
to sell these bottles at the prices we had
pre-pandemic,” says Jill Zankowski, the
beverage manager for St. Anselm in Washington, D.C. Though she has seen a huge
push in Champagne sales as consumers
return to restaurants, “the initial push has
waned, and people are reminded of the
price tag of Champagne more often than
not. The higher these prices go, the more
likely folks will be to purchase the alternative, and American producers will inevitably benefit.”

A view of the vineyard at Gran Moraine.

Though buyers are looking for better-priced alternatives, it may take
time before consumers readily reach for
American sparkling (though prestigious
domestic sparklers can climb well north
of $100 per bottle at retail, many quality options can be found for under $40).
“Thus far, I have not necessarily seen
American bubbles as an easy alternative
for Champagne, but I think that is simply a matter of time and availability,”
says Zankowski.
And with the renewed focus on quality, variety, and terroir-expressiveness in
American sparkling wine, there’s no reason why U.S. consumers shouldn’t consider these sparklers excellent alternatives
to their French favorites. “What we’re
producing is just as outstanding and every bit as delicious as French Champagne,”
says Davies. “Champagne producers themselves recognized this back in the ’70s and
’80s when they first came to California and
began producing sparkling wine stateside
as well.”
But even more than that, it’s time
to recognize everything that American
sparkling wine has to offer in its own
right—without comparison to Champagne. “With the right bottles, it’s not
like there is a qualitative difference, but
the two will never be congruent,” says
Moore. “[That’s] the beauty of terroir.” n
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A MARKET OPPORTUNITY
FOR AMERICAN BUBBLY

CHAMPAGNE
BY THE NUMBERS

D

ILLUSTRATION COURTESY OF iSTOCK

efying countless doom-and-gloom projections, Champagne
sales have boomed over the last year, and are now well
ahead of pre-pandemic pace. In fact, the only challenge
the category faces today is the threat of shortages due to
supply chain disruptions as well as surging demand. While this has
sent many buyers to other quality sparkling wine regions, and sales
of bubbly across the globe are up, Champagne sales continue to
climb, proving that the world’s most famous sparkler still reigns.

n By the end of 2021, global Champagne sales will hit

305

MILLION
BOTTLES

(General Syndicate of Champagne Growers)—the highest since 2017.

n In

2020, Champagne sales were down 18%,

n In response to the demand spike
and looming shortage, certain brands,
including Dom Pérignon and Cristal,
have reportedly increased their prices
by as much as 9% (Washington Post).

following a 2% decline in 2019 (IWSR).

#1

n In 2020, vineyard yields were severely restricted by a mandate
from the regional trade association, Comité Champagne, which
could impact future supply issues.

30 million bottles per year.

n The U.S. is the 2nd-largest export market for Champagne, just
behind the U.K. which has long been the region’s #1 market and
is responsible for around 21 million bottles annually (though some
years, the U.S. is higher by value).

60

%

HARVEST
IN 2021

9%

n Moët & Chandon is the world's largest
Champagne producer, producing over

#2

n Extreme weather caused a 60% drop in Champagne’s grape
harvest in 2021, making it the smallest harvest in 40 years.

PRICE INCREASE AS MUCH AS

n Nicholas Feuillatte is the

#1 selling Champagne in
France—while Veuve Clicquot is the
top seller in the U.S.

n Champagne remains

France’s 2nd
most valuable
export industry
(aeronautics is #1).

Amidst movements to leave the Cava DO, the denomination
has introduced new, quality-minded regulations.
Can it change the perception of Spain’s most famous
sparkling wine?
BY COURTNEY SCHIESSL MAGRINI

C

ava is undoubtedly Spain’s
best-known sparkler, known
for its mandatory use of the
traditional method but typically generalized as a cheaper
alternative to Champagne. It’s this characterization that spurred many high-end producers to distinguish themselves outside of
the Cava DO over the last decade, with some
stepping away to align under new designations (namely Corpinnat, Classic Penedès,
and Conca del Riu Anoia) and others deciding to forgo classification altogether.
But in recent years, the Cava DO has
announced changes that prioritize quality,

farming, and terroir specificity—another
frequent criticism of the category, which
is dominated by large producers who often purchase and blend wine from several
regions. The changes are likely motivated,
at least partly, in reaction to the defectors
of the region—but can they change the
course of Cava’s future?
CONFLICT AND DO DEFECTORS

In recent years, much of the talk about
Cava has been focused on those who have
chosen to stop making it. Ask a geeky
sommelier or wine buyer who their favorite Cava producers are and they’ll quickly

rattle off names like Raventós i Blanc, Recaredo, Gramona, and Clos Lentiscus. The
only problem? None of those producers
make Cava anymore.
Spurred by the feeling that the Cava
DO’s quality reputation is diluted by massive quantities of inexpensive sparkling
wine, over the past decade, many of the
best-known small, terroir-focused Cava
producers announced they would no longer label their wines as Cava.
Raventós i Blanc labels its wines Conca
del Riu Anoia, while both Recaredo and
Gramona are part of Corpinnat, a group
formed in 2018 which broke away from
Cava the following year (according to Ton
Mata, director of Recaredo and president
of Corpinnat, the group had proposed to
operate within the DO but could not come
to an agreement on the conditions with
the Consejo). And Clos Lentiscus labels its
wines as Penedès DO, which introduced
the entirely organic Clàssic Penedès designation (for both traditional and ancestral
method sparkling wines) in 2014.
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CAVA’S QUEST TO
UPGRADE ITS REPUTATION
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The feeling among many U.S. buyers
is that while there is innovation and quality in Spanish sparkling winemaking, it’s
happening outside of the Cava DO. “There
are cool things being done with sparkling
wine in Penedès—that don’t have the label
Cava,” says Chris Leon, owner of Leon &
Son wine shop.
This has undoubtedly impacted the
perception of Cava. “Imagine if growers in
Champagne had said, ‘we’re going to leave
and create something new,’” says Oscar
Garcia, the buyer for 67 Wine in New York
City. “It would be a huge conflict.”
A NEW PATH FORWARD FOR CAVA DO

But amidst this controversy, many are
missing the positive movements within
the DO. “I do think that it’s in our nature
to be drawn to drama,” says Martin R.
Reyes, MW, founder of wine consultancy
Reyes Wine Group. “But what’s left is still

worth plenty of attention and admiration.”
Earlier this year, Cava’s Consejo Regulador announced several major changes to
DO regulations, including two new overarching quality tiers, the higher of which
prioritizes organic farming and subzonespecific labeling. “Our priority is communicating to the world that Cava is a
serious, high-quality, traditional-method
sparkling wine and that we have both
quality and identity,” says Javier Pagés,
president of DO Cava.
Beginning January 2022, all Cava will
fall under two tiers: Cava de Guarda, the
base level of Cava that must be aged for
nine months, and Cava de Guarda Superior, which covers reserva, gran reserva,
and paraje calificado wines. All of these
Superior wines must be aged for at least
18 months and vintage-dated; vineyard
yields are restricted, vines must be at least

Disgorgement by hand at Recaredo, which is now part
of Corpinnat.

10 years of age, and by 2025, all Cava de
Guarda Superior will be organic.
“The perception of Cava is that it’s
just cheap, traditional-method sparkling
wine,” says Rick Fisher, Spanish Wine
Scholar education director for the Wine
Scholar Guild. “But the reserva and gran
reserva levels of Cava are spectacular.
They rival many of the best Champagnes
out there at a fraction of the cost.”
Cava’s commitment to organic production shouldn’t be overlooked, either.
“Organic does not necessarily equate to
quality, but it is a facet of the conversa-
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tion,” says Reyes. “This is something bold,
and everyone should follow Cava’s lead.”
The DO has also approved the use of
subzones on the label, which are located
across four major production zones. Wineries who estate-produce and bottle all of
their Cava may also use the term “Integral
Producer” on their labels.
“What you’re seeing is a complete shift
in the mindset to elevate the reputation of
Cava,” says Fisher.
PLAYING CATCH-UP?

It’s difficult not to draw comparisons of
these new Cava regulations to producers
working outside of the Cava DO. Corpinnat (which operates as a trademark; it is
not a DO) focuses on a specific territory in
the heart of Penedès. All wines are made
from organic grapes, estate-produced and
bottled (producers may purchase grapes if
they have a long-term contract with the
grower and pay a minimum price), and
aged 18 months on the lees.
“Before Corpinnat, the appellation had
never wanted to do subzones,” says Mata.
“Without Corpinnat, Cava wouldn’t have
made any of these new regulations.”
That’s the perspective among some
buyers as well. “In my opinion, the response from the DO is 100 percent guided
by the decisions of all these producers
[who have left],” says Garcia. Adds Leon,
“When something is fringe and becomes
popular the larger party will fold it into
their platform … that’s what we’re seeing.”

Pagés cautions against this thinking, noting that the handful of producers
who left weren’t the only ones pushing for
quality and transparency in the DO. He
also states that when he became president
in September 2018, he asked Corpinnat
producers to wait a few more months before leaving to see if change could happen
from within. “In the end, a DO comes from
a region and there is a set method, but
people in the DO have different market
strategies,” says Pagés. “I still tell [the Corpinnat producers] it’s a pity that we don’t
all [work] together as one.”
There are small- to medium-sized,
organic Cava producers who estate-bottle
their wines and remain within the DO,
such as Bohigas Cava. “We did ponder at
a certain point the possibility of leaving
Cava, but then we learned the Consejo
Regulador was going to make a radical
change in its internal and external structures, and that those changes were going
to be in the direction to improve the image of Cava,” says Maria Casanovas Giró,
the director of Bohigas Cava.
Both Mata and Pagés speak highly of
one another, and Mata does state that he is
happy about the change that Cava is making—though those changes seem unlikely
to draw Corpinnat producers back into the
DO. He is protective of Corpinnat, firmly
stating that Corpinnat is a more overarching commitment to these principles.
“Cava will always exist, and I want the
best for the future of Cava,” says Mata,
“but I would very much like to have one
unique name for high-quality sparkling
wines in Penedès—and I would like that to
be Corpinnat.”

THE FUTURE OF CAVA

Though Cava’s new regulations go into effect soon, long-term effects are difficult to
predict—and challenges remain. So many
new regulations and labeling terms have
created confusion in the U.S. market.
“I think it’s going to take a major education effort on the part of Cava [for the
market to embrace new labeling],” says
Fisher, who notes that all of the subzone
names are Catalan, furthering confusion.
Pagés notes that the DO has plans to partner with key trade members in order to
educate them on Cava’s new regulations
and initiatives, and it launched the digital
Cava Academy earlier this year.
Availability presents another problem:
These new regulations largely pertain to
Cava de Guarda Superior wines, of which
the U.S. market doesn’t see many. Cava de
Guarda, which is not subject to these more
restrictive quality measures, was responsible for 88 percent of the DO’s production
and 93 percent of exports in 2020.
And of course, the impact of these
regulations on quality remains to be seen.
Despite this unclear future, it’s an exciting
time for Spanish sparkling wine—and that
does include Cava. “I am excited to see the
Corpinnat wines hit the market, but I am
equally as excited to see the impact of the
new rules in the DO,” says Robert Gamble,
head sommelier of Catch in Las Vegas.
“This is an opportunity for the rising levels of quality to elevate the reputation of
all producers in the region.”
“This appellation is reinventing itself
before our eyes,” adds Reyes. “We owe it to
ourselves to pay attention to what’s happening in this DO.” n
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ABOVE FROM LEFT: Chris Leon of Leon & Son is more
excited by innovation happening outside of the Cava
DO // Vineyards and grape harvest in DO Cava

NEW
PRODUCTS

1. COGNAC FRAPIN VSOP

Along with its luxe, bronzed VIP XO expression,
Cognac Frapin has released a VSOP. Aged in
Limousin oak barrels at the family’s estate, the
spirit has a bouquet of dried flowers and subtle
vanilla notes, leading to a rush of orange on
the palate and a spicy cinnamon and pepper
finish.

SRP: $69.99 per 750ml bottle
cognac-frapin.com

4. WATERFORD WHISKY’S THE CUVÉE

Waterford Whisky is known for its Single Farm
Origin releases. Taking cues from the châteaux
of Bordeaux, The Cuvée is even more complex,
composed of 25 disparate whiskies, each one
sourced from a single Irish farm’s single barley
harvest and deftly stitched together by head
distiller Ned Gahan. The Cuvée, Waterford
Whisky’s flagship Irish single malt, expresses
notes of lemon zest, dark chocolate, and
marmalade.

SRP: $95 per 750ml bottle
waterfordwhisky.com

2
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2. ROOSTER ROJO SMOKED
PINEAPPLE TEQUILA

To create Amber Beverage Group’s Rooster
Rojo Smoked Pineapple Tequila, classic
Rooster Rojo Añejo, aged for at least one
year in former bourbon casks, is invigorated
by a tropical infusion of roasted Red Spanish
pineapples. Using only 100 percent Blue
Weber agave, the tequila is blended with
water that is filtered through Mexican silver.

SRP: $45 per 750ml bottle
roosterrojo.com

5. FUJI WHISKIES

Japan’s Mt. Fuji Distillery now has a
presence stateside via Distinguished
Vineyards & Wine Partners and Winebow.
The distillery, located just a few miles from
its namesake mountain, is one of the few to
use snowmelt in its whisky production. In
addition to the FUJI Single Grain Whiskey,
a blend of three different grain whiskies
(American, Canadian, and Scotch) there is
the complex FUJI Whisky, which unites three
Japanese and Scotch varieties.

SRP: $94.99 and $59.99 per 700ml bottle
fujiwhisky.com
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3. DRINK RAMONA’S
AMARINO SPRITZ

The dry, orange-hued Amarino Spritz is
the newest addition to the Drink RAMONA
line-up of flavors. Jordan Salcito, founder of
the 3E Certified Sustainable winery, spent
two years developing the recipe for this
low-alcohol (5% ABV), 90-calorie canned
aperitivo, which melds organic grapes
harvested from vineyards in Sicily and the
Veneto with bitter oranges and herbs.

SRP: $20 per four-pack of 8.4 oz. cans
drinkramona.com

6. ENGINE GIN

Cleverly encased in a tin oil can, EnGINe
Gin plays on founder Paolo Dalla Mora’s
passion for motorcycles and classic cars.
Part of the Disaronno International portfolio,
the 100 percent organic gin is made in
the Langhe, in Italy’s Piedmont region—
appropriately the country’s epicenter
of automobile production—with such
botanicals as Ligurian sage, lemon, licorice
root, and damask rose.

SRP: $29.99 per 750ml bottle
engine.land
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7. MIKKELLER’S GAME OF THRONESINSPIRED BEER

Danish brewery Mikkeller and Warner Bros. Consumer Products, collaborators on last spring’s
rollout of the Iron Anniversary IPA commemorating 10 years of Game of Thrones, have teamed up
again. This time it’s for a trio of wintry beers that
pay tribute to the HBO series: the fruit-forward
Night King Double IPA ($13.99 per four-pack of
16 oz. cans), easy-drinking Ghost Visions Lager
($20 per four-pack of 16 oz. cans), and bourbon
barrel-aged Castle Black Stout ($22 per 500ml
bottle.)

SRP: $13.99 to $22
mikkeller.com

10. THE MACALLAN HARMONY
COLLECTION RICH CACAO

For the Macallan Harmony Collection Rich
Cacao, the first limited-edition whisky in a series
of single malts highlighting innovative sustainable packaging, the Macallan whisky maker
Polly Logan headed to Girona, Spain, and took a
deep dive into chocolate with celebrated pastry
chef Jordi Roca and chocolatier Damian Allsop.
Housed in a recyclable and biodegradable
box made with natural by-products from the
chocolate-making process, the whisky fittingly
culminates in a rich chocolate finish.

SRP: $160 per 750ml bottle
themacallan.com
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8. PATRÓN SHERRY CASK AGED
AÑEJO TEQUILA

Former master distiller Francisco Alcaraz
hatched the idea for Patrón Sherry Cask
Aged Añejo, the brand’s first release in two
years. The tequila, which rests in Spanish
oak barrels that once held Oloroso sherry
for over two years, is blended from different
casks by current master distiller David
Rodriguez to elicit a spirit that is rife with
caramel, toasted walnuts, and coconut.

SRP: $79 per 750ml bottle
patrontequila.com

11. SMIRNOFF POCO PICO SELTZER
PACKS

Smirnoff’s seltzer line expands with a Poco
Pico pack of four bold varieties: Mango
Chili, Pineapple Jalapeño, Spicy Tamarind,
and Spicy Margarita are served in colorful
cans reminiscent of Día de los Muertos.
In tandem with the release, the seltzers
will make appearances in the vodka
brand’s “Sabor for the People” campaign, a
partnership with Colombian superstar Karol
G. promoting Latin culture.

SRP: $15.99 per 12-pack of 12 oz. cans
smirnoff.com

11

12

9. LAIRD’S OLD FASHIONED

Laird & Company has entered the readyto-drink (RTD) market with a cold weatherperfect Laird’s Old Fashioned. Based on a
recipe from bartenders Chad Solomon and
Christy Pope, the cocktail stars Laird’s Apple
Brandy, bolstered by bitters and natural
flavors.

SRP: $14.99 per 375ml bottle
lairdandcompany.com

12. WOODFORD RESERVE ANNUAL
HOLIDAY BOTTLE

Woodford Reserve’s Annual Holiday Bottle,
filled with Kentucky Straight Bourbon, is
decked out with a festive watercolor label
designed by British architect Nick Hirst that
delineates the distillery’s sky-lit three copper
pot stills.

SRP: $50 per 1L bottle
woodfordreserve.com

MIKKELLER PHOTOGRAPH COURTESY OF MIKKELLER
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Turning inventory.
And heads.
That’s Proof.

Proof
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Visit about.sgproof.com to find out more

BRAND PROFILE

THE FABULOUS
BAKER BOYS
LITCHFIELD COMES
TO MARYLAND

H

ollywood once featured “The Fabulous
Baker Boys,” about two brothers (Jeff
and Beau Bridges) who are struggling
musicians until they meet singer Michelle
Pfeiffer. Litchield, Conn., has its own terrific Baker
brothers in the form of Peter, Jack, and David Baker,
co-founders of Litchfield Distillery.
Their line of bourbons, gins, vodkas, and canned
cocktails are making their way into the Maryland
market, and the siblings are hoping for big things.
“We think our relationship with Constantine Wines is
going to be a great one going forward,” said Peter
Baker, the youngest of the three. “I think the demographics of Maryland are very attractive. We lose a
bit of our local story the further we get away from
Connecticut, but we’re pretty proud of what we do
here.”
Middle brother Jack Baker thinks their Connecticut ties are still something Marylanders should appreciate and know about. “We’re lucky to have the
great resources that are our local farmers,” he said.
“Connecticut has great soils for grains. Our corn is
known everywhere. Our rye and barley are grown in
the state. The New England climate is different than,
say, Kentucky.”
Litchfield Distillery’s ready-to-drink, canned cocktails should
prove especially enticing to drinkers across the Old Line State. The

David, Jack, and Peter Baker, co-founders of Litchfield Distillery.
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WRITTEN BY TEDDY DURGIN
Batcherita is the brothers’ newest concoction. This
tasty, Margarita-inspired offering is crafted from a
recipe with spirits distilled from agave, agave syrup,
lime juice, and natural orange flavor. According to
Peter, “we call ourselves ‘batchers,’ because we
make small batches of things. That’s where the word
‘Batcherita’ comes from.”
Additional canned cocktails include a Spiked
Lemonade and “The Litchfield,” a crowd-sourced
cocktail that is a blend of the distillery’s straight
Bourbon whiskey, local maple syrup, and lemon
juice. Jack Baker remarked, “It’s kind of like a New
England whiskey sour. It’s 7 percent alcohol, so it’s
light and easy to drink. It’s very versatile and appeals
to both bourbon and non-bourbon drinkers.”
Other spirits in Litchfield Distillery’s lineup include multiple bourbon whiskeys (everything from
double-barreled bourbon aged five years to such
flavored variations as cinnamon and coffee) and
numerous flavored vodkas (apple, blueberry, and
more).
Founded in 2014, Litchfield Distillery has grown
steadily and recently completed an expansion of its
distillation capacity with the installation of a second
fermentation and distillation line. The equipment for
the second line includes a new hybrid still and five fermentation
tanks. “It’s going to increase our total footprint by 50 percent,”
Peter said. “We’re busting at the seams. We’re doubling our output
of product, so we needed to plan for that and have plenty of room
to store those barrels.”
So, what’s the secret of the brothers’ success? And how do
three siblings work so closely together and still get along? The
youngest was quick to answer. Peter replied, “We were in a threegeneration family business [water] prior to this. So, we’ve got a
lifetime experience of working together. We’re hands-on here. We
are physically on the floor every day. It’s not just a couple of guys
who got together, threw some money into a venture, and have had
other people doing all of the distilling and sourcing. We do all of
that ourselves. The upside is we have each other’s back. I tell most
people who come through here, ‘Hey, at least we don’t get into
fistfights anymore like we did when we were younger!’” n
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Introducing Pay Now,
Online Bill Payment
powered by

Breakthru Beverage Group’s
eCommerce solution to manage your
business anytime, anywhere — and
now you can pay your bills, too.

Pay Now, Breakthru’s online solution to managing invoice payments, can now
be accessed through BREAKTHRU NOW.
• Fast, secure, convenient with 24-hour account access
• Easy to setup and easy to use.
• Free to use. No hidden service fees or additional charges.
• Select and pay the bills you want, schedule payments or utilize the
auto pay functionality

Sign up for BREAKTHRU NOW today for more
information by scanning the QR code or by or
sign up for an account at Now.BreakthruBev.com

Delivering a better beverage experience.
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OCKIN’ AT THE RACES 2021
a success!

MARKET
SHOTS

s to our family & friends who generously
o help before, during and/or after the event!

BCLBA ...
Rockin’ at the Races

KIN’ AT THE RACES COMMITTEE

King—Chairman, King Liquors
arolan, Casa Mia’s White Marsh
ick Vitale, Chartley Liquors
no Zink, Executive Director, BCLBA

PHOTOGRAPHY BY ASHLI MIX

M

embers of the beverage
alcohol industry recently
gathered for the Baltimore County Licensed
Beverage Association’s (BCLBA) Rockin’ at the Races event at the Timonium
Fairground Grandstand Concourse.
Industry members from all over Maryland joined the fun. Attendees enjoyed the opportunity to gather and
take part in corn hole competitions,
beer, wine and liquor tasting stations,
local restaurant tasting stations, pig
on a pit, pit beef, raw oysters, money
wheels, liquor wheels, betting on the
ponies and much, much more. n

Stay Safe!
Drink Responsibly,
esignated Driver, UBER or LYFT!

October 10, 2021
NICK’S GRANDSTAND GRILL
Timonium OTB
Timonium Fairgrounds

BCLBA

Representing the Interests of Alcohol Beverage Licensees Since 197
"The Boys" … Andy Sheehan, RNDC; Nick Vitale, Chartley Liquor Store; Gary Rissling,
Silver Spring Mining Company; Paul King, King Liquors; Joe Carolan, Casa Mia's White Marsh;
John Appel, Johnny Dee's Lounge; and Mark Sullivan, River Watch Restaurant; enjoying the event.

There were many items for attendees to bid on this year. The assorted Auctions were a big hit.
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Stay Safe!
Drink Responsibly,
esignated Driver, UBER or LYFT!

NICK’S GRANDSTAND GRILL
Timonium OTB
Timonium Fairgrounds

BCLBA

Representing the Interests of Alcohol Beverage Licensees Since 197
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BODILY INJURY • PROPERTY DAMAGE • MEDICAL PAYMENTS
LEGAL DEFENSE & JUDGMENT • PERSONAL & ADVERTISING INJURY...

Workplace Incidents & Accidents happen...

WHO CAN YOU DEPEND ON?
Call Passauer & Miller • 410-871-4400 now!
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.
IMPROVED COVERAGE. SUPERIOR SERVICE. BEST RATES POSSIBLE!

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

Passauer & Miller Insurance, Inc is your partner in the food and beverage industry.
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Under 21 is underage
for tobacco.
It’s illegal to sell tobacco products,
including vapes, to anyone under 21.
Know the Steps to Take.
1. Ask for photo ID from everyone under 30.
2. Check to make sure all customers are at least 21.
3. Refuse to sell tobacco to everyone under 21.
Find store signage and more free resources at
www.NoTobaccoSalesToMinors.com

MARKET
SHOTS

True Chesapeake Oysters.

Gary Rissling, Silver Spring Mining Co.
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Vince Grande, MS Walker.

Wheatley Vodka.

Paul King, Delegate Carl Jackson, and Jeri Zannino Zink.

Another True Chesapeake Oyster.

www.BeverageJournalInc.com

THE
FIND

LUXURY OLD FASHIONED
DOUBLE DOSE

When a leaky cask forced Kentucky Peerless Distilling Company
to transfer the bourbon to another charred oak barrel, the end
result was an especially complex whiskey. That discovery has since
prompted the launch of the brand’s Double Oak Bourbon, which
yields notes of spicy oak, cinnamon, honey, and leather. SRP: $84.99
per 750ml bottle

The classic Old Fashioned is taken to new heights in the Gold
Fashioned, the ready-to-drink concoction from Sunday’s Finest.
Created by bartender and spirits producer Robert Haynes, the
global-inspired recipe melds a base of 8-year straight Kentucky
bourbon and 5-year Indiana straight rye whiskey with a bitters blend
comprising Herat saffron from Afghanistan, Tahitian vanilla bean,
single-origin Ecuadorian cacao, Seville orange peel, and gentian
root harvested in the French Alps. The cocktail is rounded out with
Malawi demerara sugar. SRP: $150 per 750ml bottle

SPICE BLEND

GOOD TEQUILA

After maturing in American oak barrels
for 18 months, Tanteo Tequila’s
seasonal, limited-edition Tanteo
Navidad expression is infused with
a warming medley of pequin chile,
nutmeg, clove, cinnamon, ginger, and
cocoa bean. In the spirit of the holidays,
10 percent of all profits from the sales
of these bottles will be donated to Un
Salto Con Destino, a charity providing
health services to underprivileged
members of Mexico’s El Salto and
Juanacatlan communities. SRP: $59.99
per 750ml bottle

To make its Roots of Ruin Harvest
Seasonal Gin, Kentucky distillery
Castle & Key embraced the same
production methods as it does for
its rye whiskey. Rather than placing
the distillate in a barrel, however, it’s
redistilled into vodka and steeped with
sumac, then distilled again. A verdant
label designed by Stranger & Stranger
hints at the botanicals of juniper,
coriander, Angelica root, star anise,
cedar leaf, fennel, and bay leaf within.
SRP: $36.99 per 750ml bottle

SAVORY SELTZER

Texas brewery Shiner is as well-regarded for its hard seltzers as it is its beers. One
intriguing addition to the category is the Juicy Dill Pickle Straight Shooter. Made with
real sweet and sour dill pickles based on a deli-style recipe from brewmaster Jimmy
Mauric’s family, the bracing 4.5% ABV seltzer is laden with dill, coriander, and spices.
SRP: $7.99 per six-pack of 12 oz. cans
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LAST
CALL

PEAR-LY LEGAL
A WHISKEY DRINK FOR EVERYONE
BY MARLENA HOFFMAN

“

I

created it with cold weather months
in mind, but I never like to limit a
good time. If you like it, drink it,” says
Elizabeth Storm, bartender at Acme
Bar & Company in Berkeley, California,
about her cocktail Pear-ly Legal. The drink,
which has a bourbon base, also utilizes
St. George spiced pear liqueur, fresh
lemon juice, and black walnut bitters, an
ingredient that “really put this drink over
the edge for me,” says Storm. “I chose the
black walnut in particular because even for
bitters, the taste is fairly strong and, well,
bitter. Walnuts are rich and hearty, and can
stand up against sugar and sweetness while
adding umami and their own sharp notes
that go really well with pears and spices.”
To make Pear-ly Legal approachable to all
drinkers, not just avid whiskey fans, Storm
focused on the bourbon’s pear, cinnamon,
and clove notes instead. “My idea was
more along the lines of accentuating those
flavors with added depth, with a touch of
sweet to mellow out that whiskey burn,”
she says. ■

● PEAR-LY LEGAL
By Elizabet Storm
Bartender, Acme in Bay Area, California
½ oz. fresh lemon juice
2 drops of Fee Brothers
black walnut bitters

PHOTO GRAPH BY MICHELLE CHOU

Ingredients:
2 oz. bourbon
¾ oz. St. George spiced
pear liqueur

Method: Place bourbon, liqueur, lemon juice, and
bitters in a cocktail shaker. Fill the shaker with ice
and shake well; double strain into a coupe glass.
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