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With the current and on-going pandemic, it has been one of the toughest
times bar operators have had to endure ever... indeed, there are few comparable experiences even considering such catastrophes as the Great Depression.
With governments now allowing graduated re-opening across the country,
operators must deploy new strategies to safeguard their employees and customers. In this issue we look at Restaurants Canada’s re-opening guidelines and
some of the sanitizing protocols that need to be followed if this new phase in battling the pandemic is to be successful. And we all need it to be.
First and foremost is the need to develop a communications strategy that lays out the measures you are taking to safely serve customers. This should be clearly communicated when
your customers enter the establishment. Then you must get all your team members on board to
execute the strategy properly.
We are living in uncertain times for sure and it will not likely get back to the way it was
until a vaccine arrives that once again gives people the confidence to even venture out. There
will be closures and a re-balancing within the bar industry. Estimated losses are in the billions.
The industry, however, is resilient and will recover.
Here’s to all the frontline workers and entrepreneurs who have put themselves on the line
during this difficult time!

Frank Yeo, Publisher & Editor
(204) 954-2085
e-mail: fyeo@mercurypublications.ca

Careful consideration of dishwashing
equipment take the bar experience
to the next level.
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beverage news

SIX WAYS THE PANDEMIC IS
TRANSFORMING RESTROOM DESIGN

TUTTOFOOD TO BE THE HUB AS AGRIFOOD
RELAUNCHES IN 2021
TUTTOFOOD, the exhibition dedicated to quality Italian and international food and beverage, is
already working hard to prepare its 2021 edition — set to take place at fieramilano from May
17-20 — that will see exhibitors and buyers travel from all over the world to Italy, where they will
focus on innovation, strategies and the future of the supply chain.
Initiatives to guarantee a real network of direct relations with key stakeholders on the market are
already under way, with scouting activity to increase the number of hosted buyers from countries of
particular interest such as Singapore, Japan, the USA and Europe (the UK, Germany, France,
Spain, The Netherlands), but
also planning strategies to
involve an increasing number of
bloggers, influencers and trendsetters. Focus on the USA,
Canada and the Middle East
continues with the involvement
of associations and chambers
of commerce.
To date, more than 550
names are already confirmed
from countries including
Belgium, Germany, Greece,
Ireland, The Netherlands, Peru,
Portugal, Romania, Spain, the
United States, Switzerland and
Taiwan, as well as Italy. One new feature is TUTTOFRUIT, an area dedicated to fresh fruit and
vegetables and innovation in the IV and V ranges, which value fruit and vegetable products with
high service content.
With this growth, and as a showcase for the Made in Italy on global markets, TUTTOFOOD
continues to strengthen its position as a hub where international companies can meet their
stakeholders in a qualified way, within the context of the Italian agrifood ecosystem, focused on
quality, innovation and food safety.

Heretic Spirits Wins Gold at International
Spirits Competition
Heretic Spirits Gin #1 has been awarded a gold medal at the 2020
San Francisco World Spirits Competition . As a gold medal winner, Gin
#1 was the top-ranked gin of all Ontario entries in the category.
Scott Morrison, Heretic Spirits CEO and distiller says “a heretic is someone
who thinks differently. Heretic Spirits was created with that philosophy at the
core of all that we do. Our entire team is incredibly honoured to have our
flagship product recognized at a global competition of this scale. We’re proud
that our hard work has created something truly special.”
Heretic Spirits Gin #1 is distilled using a 14-botanical blend sourced from
around the world. Its complex, citrus lead and aromatic core give way to a spicy, prolonged finish.
The SFWSC is the most respected and influential spirits competition in the world. It was founded
in 2000 to recognize exceptional products in the spirits industry. The 2020 competition was the
biggest in its history, featuring almost 3,000 entries from across the globe.
Heretic Spirits is South Georgian Bay’s first craft distillery. With a focus on innovation, the Heretic Spirits
team has created a world-class tasting experience for consumers of their award-winning gin and vodka.

The global pandemic of COVID-19 is fast tracking infection control
technologies and products in public restrooms.
“While cleanliness has always been a goal in designing
restrooms, coronavirus has underscored the need for hygienic, sterile
and safe environments,” said Jon Dommisse, director of strategy and
corporate development, Bradley Corp., a global manufacturer of
restroom equipment.

Renown Mixologists
Julie Reiner and Elayne
Duff Join Copalli Rum
as Global Ambassadors
Copalli Rum has appointed
industry veterans Elayne Duff
and Julie Reiner as Global
Ambassadors. A single estate
organic rum made with three
simple ingredients in the heart
of the Belizean Rainforest,
Copalli Rum is positioned to
become a catalyst in the
evolution and a premiumization
Julie Reiner
of the rum category.
Julie Reiner and Elayne Duff are widely
recognized in the industry for their work in
reshaping the cocktail landscape. Before Duff
founded on-trade consulting consultancy firm,
Duff on the Rocks, she was head mixologist
and luxury spirit brand ambassador with
Diageo and has appeared
on the hit show Bar
Rescue. Reiner is the
co-owner of award-winning NYC bars Clover
Club and Leyenda and is
a published author of
at-home cocktail book,
The Craft Cocktail Party:
Delicious Drinks for Every
Elayne Duff
Occasion. In addition to
running their individual
businesses, Reiner and Duff will now add
Global Ambassadors to their resume. As
such, they will lead training and education
programs for industry professionals and consumers, while partnering with bartenders
across the United States to drive support for
Copalli’s zero impact operation and pledge
for environmental sustainability.

Phillips Distilling Company Appoints Andrew England as Chief Executive Officer

Andrew England
6

Phillips Distilling Company, one of the most innovative and enduring independently owned distilled spirits companies
in the U.S., has appointed Andrew (Andy) England as chief executive officer. England is a proven leader and highly
accomplished executive with more than 30 years of experience across roles in marketing, operations and general
management in consumer-facing businesses.
England architected bold strategies that led Coors Light to be the No.2 share brand in beer, overtaking
Budweiser. He also significantly increased innovation resources that resulted in quadrupling the size of Blue Moon,
and the very successful launch of Redd’s Apple Ale, and drove multiple strategic plans that exceeded profit goals
every year. England’s success operating through a three-tier system and driving growth through distributor
networks will be particularly relevant to Phillips Distilling Company.
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The following design strategies to help guard against coronavirus
and other germ transmission in public restrooms:

No-touch fixtures
Touchless hand washing models that incorporate advanced
sensing technology for continuous and reliable washing will be more
in demand. Voice command and IoT are other up-and-coming
hands-free technologies for restrooms. Automatic door openers
typically seen to support accessible design are now also being
implemented in locations to prevent hand-surface contact.

From trends to necessities and everything in between,

WE COVER THE ISSUES THAT
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HOLIDAY/WINTER 2020 ISSUE EDITORIAL SCHEDULE
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•
•
•
•
•
•
•
•
•
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Entertainment & Special Events
Classic Cocktails & New Twists
Seasonal Menu Ideas: Wings,
Pizza & Deli Supplies
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Barware & Equipment Supplies
Bar Reno & Design Feature
Dishwashing Equipment
Holiday Promotions

improved veNtilatioN
More robust HVAC systems are now being considered but
especially in shared spaces such as in restrooms. Ventilating with
outdoor air is vital to diluting airborne contaminants.

modified layouts
Design elements like eliminating doors, adding S-curved and
automated doors and widening doorways are also gaining traction.
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avoidiNg wet floors
Water dripping from hands
onto floors can cause slips and
falls, and breed bacteria. To avoid wet floors, locate soap and drying
options close to sinks so people do not need to move from the sink
with wet hands.

aNtimicrobial fiNishes aNd materials
Some high-touch restroom surfaces like grab bars are available
with antimicrobial coatings.

siNk materials aNd desigNs
For sinks, using smooth and nonporous materials with seamless
construction like solid surface and natural quartz help prevent bacteria, mould and delamination accumulation.
While there are a number of infection control measures on the
horizon for restrooms, in the short-term it’s still important to keep six
feet of distance between people, wash hands with soap and
water, dry hands completely, wear masks and limit crowding in
restroom areas.
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Dano’s Tequila Wins Winning Platinum, Double
Gold and Gold at the 2020 SIP Awards
Dano’s Tequila, makers of ultra-premium, 100 per cent agave tequilas
hand crafted in a family-owned distillery that dates back to 1840, announced
incredible results from the 2020 SIP Awards:
The brand earned a total of five top medals including the Double Gold for its Añejo Tequila
and Pineapple and Jalapeño Infusion Tequila and Gold for Dano’s Reposado and Blanco. This
is the third consecutive year the tequila brand has won at least two Double Gold medals in the
prestigious competition.
The company also received
the highly coveted Platinum and
Innovation awards for its Series
Bottle Design. The Platinum
Award recognizes a distinguished class that earned exceptional marks from consumer
judges and are highly recommended to the public, while the
Innovation Award applauds spirits with an interesting and unique
taste profile or design.
The SIP Awards has grown
into a movement that is gaining traction across the spirits industry. The only competition with
solely consumers as judges, the SIP Awards provides small and big brands – local and international – an opportunity to receive unbiased consumer feedback. Despite having to pivot this
year’s competition to an at-home tasting experience due to COVID-19, a record-breaking 984
spirit brands were submitted for consideration in 2020.
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Purity Awarded Two
Gold Medals at This
Year’s International
Wine & Spirit
Competition
The NEW Purity Mediterranean Citrus
Spritz as well as Purity Navy Strength
Organic Gin, both earned a 95-point
score and Gold Medal in their respective
categories.
“I am very honoured to be awarded
two gold medals at this year’s International Wine & Spirit Competition for our
new Purity Mediterranean Citrus
Spritz and Purity Navy Strength Organic
Gin. When you start with an outstanding
base spirit, it allows you the opportunity to
create innovative, flavorful, complex, and
versatile spirits,” says Mathias Tonnesson,
Master Blender at Purity.
IWSC judges describe Purity Spritz
was “Bright, clean aromas bud in succession on the nose then bloom like a splendid, unkempt Mediterranean garden on
the palate. Big, fresh, pink grapefruit and
blood orange lead accompanied by
brushes of rose petal. Balanced with a
lengthy, vibrant finish.”
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GUIDELINES
FOR RE-OPENING
RESTAURANTS CANADA HAS SET OUT THE FOLLOWING
GUIDELINES FOR RE-OPENING RESTAURANTS:
• Post signage promoting physical distancing upon entry.
• Display signs in multiple locations that indicate the maximum
number of customers and staff a restaurant can
accommodate at any one time.

• Use, when possible, directional arrows on the floor in
kitchen settings to control flow of traffic and reduce
interaction and crossover between cooking and
clearing areas.

• Size of parties cannot exceed that of current public health
authority restrictions.

• Remind third-party delivery drivers and suppliers of internal
distancing requirements. Provide separate entrance where
possible.

• Mark direction of travel, to designate entrances and exits,
pickup areas and washrooms.

• Practices for Specific Model/Format In a full service
dining environment:

• Unless otherwise required by local authorities, redesign floor
plans to demonstrate 50 per cent posted capacity or greater
if floor plans can demonstrate required social distancing.

• Consider a reservations-only business model or call-ahead
seating to better place and space customers.

• Demarcate floor with markers for any areas where a lineup
may occur (restrooms, pickup areas, etc.) and/or provide
directional signage to indicate flow through the restaurant
as well as outside.
• Where furniture cannot be removed to adjust for physical
distancing, mark certain tables and chairs unavailable for use.
• Temporary table dividers may be installed to make social
distancing easier for restaurants with communal seating or
larger tables.
• Where practical, separate booth seating with physical barriers.
• Bar seating should have physical barrier between guest and
bar or kitchen and one seat every six feet. Alternatively,
bar seating must be closed until physical distancing
requirements are eased.
• Washroom capacity may need to be adjusted to allow physical
distancing.

• Provide clear guidance to customers that they show up only
at their designated time.
• Remove waiting area seating and create a process to
ensure customers stay separate while waiting to be seated
— could include floor markings, outdoor distancing, waiting
in cars, etc.
• Clearly designate takeout/pickup locations when separate
from dine-in operations. In a dining environment with
self-serve areas:
• During the initial phases of reopening, and only where
allowed, consideration may be given to staff member
assistance in buffets, salad bars and other self-serve areas.
Also, where salad bars and buffets are permitted, they
should consider putting extended sneeze guards in place.
Change, wash and sanitize utensils frequently and place
appropriate barriers in open areas.

• Train staff on physical distancing and how to best serve food
with the least amount of contact.

• Modify or reconsider customer self-serve stations to limit
contact with items and other guests by utilizing strategies
such as floor markings and individually-wrapped stir sticks,
straws, utensils.

• Create separation from action stations or open kitchens.
Must separate guest from the kitchen or plating team with
high, clear dividers if the distance between guest and staff is
less than six feet.

• If providing a “grab and go” service, stock coolers to
no more than minimum levels and consider staff support
for selecting items. In a quick service restaurant
environment:

• Where possible, stagger workstations so employees avoid
standing directly opposite one another or next to each other.

• Demarcate floor with markers for any areas where a lineup
may occur (order stations, pickup areas).
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ENHANCE ENVIRONMENTAL CLEANING PROCEDURES AND PROTOCOLS WITH SPECIAL ATTENTION
TO HIGH-TOUCH SURFACES AND OBJECTS.
PER GUIDANCE UNDER DEVELOPMENT FROM THE
PUBLIC HEALTH AGENCY OF CANADA:
• Use only approved hard-surface disinfectants that have
a Drug Identification Number (DIN). A DIN is an eightdigit number given by Health Canada that confirms the
disinfectant product is approved for use in Canada.
• Provide clear signage and guidance to guests regarding
ordering and pickup areas, including mobile orders.
Reducing Contact

CLEANING PROCEDURES

• Weather permitting, prop open entrances and exits to limit
need for staff and customers to open/ close doors

• Avoid food contact surfaces when using disinfectants.

• Reduce the number of items on tables – discontinue on-table
condiments, condiment caddies, table cards, marketing
materials and candles.
• Bring customer items only once they are seated: glasses,
cutlery, rolls, condiments (as needed), etc.
• Don’t touch water glasses or coffee cups when refilling.

• Thoroughly clean the entire restaurant upon reopening.

• Update cleaning schedules and logs to reflect increased
cleaning for high touch areas including door handles,
front of house counters, restrooms as well as in the
back of house.
• Clean and sanitize shared equipment such as credit card
machines, point of sale stations, safety vests, headsets,
etc. after every use.

• Leverage technology where possible to reduce person-toperson interaction, e.g. mobile ordering, menu tablets, text
on arrival for seating, contactless payment options.

• When cleaning tables between every seating, any cutlery,
salt and pepper shakers, sauce dispensers, or other
items must be removed and cleaned as well. Tables should
be left empty until the new guest arrives and only those
items needed should be provided to customers.

• Build physical separation between customers and staff in
counter service and payment settings.

• Clean and sanitize reusable menus. Paper menus should
be recycled after each customer use.
• Make hand sanitizer available for staff and guests.

www.barandbeverage.com / Bar & Beverage Business

• Tables should be cleared one at a time to reduce potential
for cross-contamination.
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• Have deep cleaning response plan in place, in the event
of an employee(s) testing positive for COVID-19.
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On Our Cover
by Frank Yeo

A

n upscale but affordable gastropub offering the best in food,
craft beer, entertainment, and
atmosphere in the suburbs? That is the
inspiration behind the Taphouse Taverns,
a unique concept launched by Wayne
Ferguson in 2014 with now two locations in B.C.’s lower mainland in Guildford and Coquitlam and more to come.
“The idea was built on attracting
guests to experience a ‘wow’ factor in
a suburban location without having to
travel into downtown Vancouver or
abroad,” says Ferguson. “If we were
going to serve pub food, we’ll offer the
best tasting pub food we can make. If
we were going to have live entertainment or focus on sports, we had better
make the consumer walk into the best
atmosphere for sports and entertainment as possible, whether it’s the products and selection we offer, the TVs, the
big screen, the sound system, you name

it. We have a great product to share
with the industry and that’s our goal, to
cement our reputation in the industry as
trendsetters, always ahead of the curve,
companies want to emulate.”
This commitment to top quality can be
seen throughout the Taphouse operation,
beginning with the facilities themselves.
The interior of the Taphouse Guildford is unique because of its two floors.

The Sky

It was built to be a live entertainment
centre with an auditorium style feel with
views from every seat, in a place that
has a capacity of 514 (with patio) and
one of the most amazing stages. It has
a stunning covered patio that can be
used all year round, including two
small firepits.
The Taphouse Coquitlam was built as
a modern warehouse with the interior

B.C.’s TAPHOUSE TAVERNS
Continues its Upwards Trajectory

is the Limit
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based on more vibrant colours, as a
stand alone one floor business with a
bar directly in the centre of the room.
Coquitlam has a capacity of 444 (with
patio) and is architecturally stunning.
Both buildings were intended to be a
vibrant pub with emphasis on the size,
music, colours and dancefloors. There
are over 30 TVs with the most state-ofthe-art projection screen and sound and
has become the sports haven.
The emphasis on top quality is also
evident in the food program focused on
consistency of taste, value, selection
and quality at reasonable prices.
Head chefs Troy Stewartt and Chris
Caswell are proud of what they offer
and want to share it with guests. “The
majority of our food is made in-house
including most sauces and we try and
buy local, farm fresh produce/protein,”
says Stewartt. “We have larger than life
portions on a number of our dishes.”
The inspiration of the current menu,
says Caswell, is that of modern pub
food. “We update our menu semi-annually with updates on our main menu
(fall/winter – spring/summer), to our
happy hour and brunch menus every
quarterly period. Food is the driving
force of our business, whether it’s inhouse dining to takeout/delivery.”
While food is a central element to the
overall offering, the company plans to
soon have one of the most extensive
local beer programs in the city.
“Currently in our Guildford location,
we have the ability for 27 beers on tap
and in Coquitlam 60. As of this publication, we are pouring 22 beers on tap
at both locations. Of those 22, we offer
10 beers that are “specifically” pure

craft beer and local,” says Operations
Manager Owen Coomer.
The key for draft beer is quality, consistency, taste, cleanliness, freshness,
and movement. “We want to ensure
that the beer we pour out of our draft
lines is the same quality as what you
would receive directly from the brewery. We want to make sure the guest
has a great experience, let alone the
reputation in the community between

tance for driving new business in the
craft world,” says Coomer.
“Due to COVID”, Coomer continues,
“we have to ensure quality, freshness
and consistency. We want to run 60
lines, but it is irresponsible to due so.
We are simply trying to have a justified, quality selection that caters to our
customers but is ensuring a quality
pour. How can you run the same
amount of draft, or wine, food menu or

our partners in the craft world. We are
in a symbiotic relationship which
requires due diligence and care when it
comes to handling the products we
serve. For some beers on tap, this may
be the first time a consumer tries one of
their products, so perfection is key. We
are not willing or wanting to compromise our values, or relationships with
the consumer, brewery, etc. We’re all in
this together. We support them, they
support us. This is the utmost impor-

cocktails as when you were operating
at full capacity? There is something fundamentally wrong with that.”
Of course, with the COVID-19 pandemic, the Taphouse faced a lot of challenges as most others in the industry. But
instead of retreating they took a bold
course forward to re-position themselves
for when things returned to normal.
During the closure, says Ferguson,
“we took a lot of time reviewing our
policy manuals, procedures, contracts,
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suppliers, etc. Due to the uncertainty of
everything, we were handcuffed with
the government for information and
direction. We weren’t sure the longevity
of the closure, whether we would ever
get to re-open, etc. We did a complete
overhaul of our kitchens, fully cleaned
the buildings, took care of all
repairs/maintenance issues regardless of
size. We took the time to invest a lot of
money into the brand, but we also took
the time to make sure that when we
came out of this climate, we were going
to be that much better as a business.”

14

One of the challenges was to maintain “fresh, quality” product when
everyday there are new challenges in
the industry preventing 100 per cent
capacity coming through the doors.
“Our goal was to be the best pub
around, and during the closure it
allowed us to breathe a bit and start refocusing on that goal. We were
extremely happy with the product we
were putting out prior to the pandemic
shutdown, but simply being good is not
good enough,” says Ferguson.
To ensure the safety of guests and

employees, the company has staff
wearing masks and gloves during
service. Moreover, says Coomer, “our
kitchen staff wear masks and gloves,
we take temperature checks of staff, we
write ever yone’s name down who
comes in, the sanitization is above better than normal and the dishwashers
and glasswashers have been increased
to a beyond normal level.”
Fortunately for the entire industry, the
B.C. government has been quite good
at mitigating the spread of COVID-19
and has been ver y pro-active with
getting information out to the businesses
and consumers as best as possible.
“Throughout the closures, and daily
updates we’ve relied on their best
efforts for understanding and changing
of practices throughout this ordeal.
Whether it is the government subsidies,
rent programs, 3rd part delivery tackling of discounts, wholesale pricing of
liquor or patio extensions. If anything,
it has allowed us to operate like a
‘normal’ pub in the most trying times.”
As to the future, the Taphouse has a
lot on its plate.
Aside from the opportunity to review
practices afforded by the pandemic,
right now the Taphouse Guildford is
being spruced up to coincide with the
current themes the company has developed for interior design.
The company’s craft beer program is
also being expanded in the fall with
the goal of building better, stronger
relationships in the craft beer communities
and better training amongst staff.
“We have a strong social media
presence, including twitter for craft beer
in B.C.,” says Coomer, “and with my
experience in the craft beer market in
B.C., we’ll start to make waves even
more so in the future. My goal is to
tackle the craft beer market customer
base with a reputable draft lineup,
knowledgeable staff, and a quality
pour over the next three-four months.”
For Ferguson, “We achieve for greatness and are proud of being involved in
this industry, but we haven’t and will not
plateau until we’re there yet. The future of
our business includes growing as a brand
to more locations, selling sauces/
merchandise to consumers, building our
reputation in the community as strong
supporters and being industry leaders
and trend setters. The sky is the limit.” ♣
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Spirits: Vodka
by Carolyn Camilleri

The most versatile, trusted spirit is standing up and getting noticed as the
category continues to grow with new innovations and refined quality

V

odka is a staple spirit around the world, loved for
playing a supporting role in myriad cocktails. But
things have changed for this most reliable of spirits.
“For many years, vodka was seen as an intentionally
neutral spirit intended to blend seamlessly into a cocktail and nearly vanish amongst the other ingredients,”
says Danielle Milette, brand manager for Northern
Keep Vodka, Beam Suntory Canada.
But vodka is not so neutral anymore — or not all the time.
“We believe vodkas like Nor ther n Keep are
changing the game when it comes to the way bartenders can serve vodka,” says Milette.
People are drinking these vodkas neat, on the rocks,
or in vodka-forward cocktails where the vodka is the
hero ingredient.
“This opens up an entirely new range of opportunities
for bartenders to move away from traditional vodka
cocktails and really push the envelope on vodka mixology,”
she says.
In Ontario particularly, consumers seem to agree.
“In the last year, the sales of flavoured and super
premium vodka have grown significantly,” says Scott
Morrison, CEO of Heretic Spirits Inc., referencing
figures from LCBO sales data. “Flavoured vodka is up
66 per cent to total sales of $63,000,000 in the last 12
months, and super premium is up 51 per cent to
$40,000,000. Those two areas now represent 12 per
cent of total vodka sales and are by far the fastest
growing sectors in the vodka space.”
The pandemic has boosted overall vodka sales.
“During the pandemic, it was one of the best perform-
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ing categories in retail,” says Amy Liu, brand manager
for Corby, affiliated with Pernod Ricard. “I’m sure it’s
not the most exciting category like whisky and gin, but
people generally revert back to what they know when
purchasing for the long term.”
The pandemic has made people stock up on staples.
“The vodka category is trending well, growing at +7.4
per cent rolling 12 months in volume and +8.6 per cent
rolling 12 months in value,” says Liu. “The biggest gainers,
especially through the pandemic, are big well-known,
trusted brands such as Absolut and Smirnoff.”
Looking specifically at the unflavoured vodka category,
growth has been consistent.
“Over the last three months, the category has seen a +15
per cent increase in both shipments and sales,” says Milette.
“Within the category, premium brands have been consistent
in growth as well, with +15.4 per cent in shipments and
+16.3 per cent in sales in the last three months.”
Of course, vodka is so often the perfect fit for any
occasion.
“The vodka category continues to be very vibrant
given its versality and with new innovations arriving
monthly,” says Mark Phillips, director of marketing for
Diageo Canada. “With ongoing innovation in the
vodka category, we are continuously working with
our vodka brands, including Smirnoff, Ketel One,
and CÎROC, to ensure we’re adapting to growing
trends and meeting consumers’ needs with a variety of
trusted beverage options for any occasion.”
Focusing on the top two vodka trends — craft vodka and
flavoured vodka — you’ll find some exciting new products.
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CRAFT VODKA
“The craft vodka space is tricky,” says Morrison. “There
is some great product and some not-so-great product. I
would think that some consumers are trying craft vodka
and not always enjoying it. This can affect the overall perception of the craft vodka space.”
Morrison adds that with all the
new players out there in the craft
spirit market, you had better be
good.
“Vodka is to be flavourless and
colourless,” says Morrison. “This
makes it very hard to be distinct.”
But you can create a great story.
Heretic Spirits Vodka, made in
Collingwood, Ontario, at South
Georgian Bay’s first distillery, is
triple distilled and ultrafine filtered Heretic Spirits Vodka
for a smooth, crystal clear vodka is triple distilled
and ultrafine filtered
with a clean finish.
for a smooth crystal
“Our vodka has a special process clear vodka.
for production that we keep secret,
but it makes our product very smooth and able to be
enjoyed even just on the rocks,” says Morrison.
Northern Keep is another brand-new “on the rocks” premium craft vodka that launched in spring 2020.
“Northern Keep is a uniquely
Canadian vodka crafted from the
finest, locally sourced ingredients
grown in our own backyard,” says
Milette. “Using a mix of Canadian
rye and winter wheat, this vodka is
distilled five times for exceptional
smoothness and boasts hints of
orange peel and light rye spiciness
with a clean, crisp finish.”
Northern Keep is more than just
a distinct-tasting spirit.
“It’s a tribute to Canada’s land
and
those who look after it,” says
Northern Keep Vodka
from Beam Suntory is
Milette. “Sustainability and the proan uniquely Canadian
tection of the lands used for harvodka with locally
vesting are at the heart of everysourced ingredients.
thing Northern Keep does — that’s
why they’ve partnered with the Nature Conservancy of
Canada and every bottle sold will help to protect five
square feet of ecologically significant land in Canada.”
Daniella Vizzari, assistant marketing manager for
Globefill Inc., owners of Crystal Head Vodka, describes
their product as vodka for the creative spirit, known for
disrupting the industry and pushing boundaries.
“Our original blend is made from locally sourced Canadian corn, and Aurora is an English wheat-based vodka,”
says Vizzari. “Using different raw materials allows us to
offer unique expressions of ultra-premium vodka, without
the additives.”
Vizzari points to the importance of consumer demand
for natural, local ingredients.
“People want to know what they are drinking — they
Bar & Beverage Business / www.barandbeverage.com

want the best,” says Vizzari. “Crystal Head prides itself on
being a Canadian product that contains only two ingredients. We use the highest quality locally sourced ingredients and blend with the purest water from Newfoundland.
This ensures consistency and great quality.”
She adds that Crystal Head is the perfect canvas for
bartenders to use as a base to create their cocktails. Noting that premium-end vodka is driving growth in the category. “It is in a healthy place from an industry standpoint,
and we will continue to be a strong player in the industry.”
“We are extremely excited for the launch of our third
expression, Onyx. The bottle is a celebration of the powerful, warrior crystal with is luxurious black finish and matching crest debossed cap. Sharing its powers of intuition,
focus, positivity and protection to those who keep it close.
Onyx holds connection to our earth with its protective
energy allowing in no light and keeping it safe from harm.
Crafted from Blue Weber Agave sourced from a single
farm in Mexico, Onyx acts as a symbol of the human journey. It is a focus on positivity, calling on one’s inner creative spirit,” says Vizarri.
Crystal Head Vodka is bridging the gap between vodka
and tequila by introducing consumers to something entirely new to create with. Combining the flavour of tequila
with the smoothness of our vodka allows for a modern
take on traditional tequila cocktails and classic vodka
cocktails. Onyx offers notes of fresh green grass, nuanced
white pepper and hints of citrus on the nose. Developing
into the subtle, yet mistakable earthy grip of agave with a
touch of spice and sweetness. This is like no other vodka
you have tasted.
Everything Crystal Head Vodka does originates from
our passion to deliver quality products with a difference.
Like all Crystal Head expressions, Onyx is blended with
the purest water from Newfoundland and filtered through
over 10,000 Herkimer diamonds. These semi-precious

Crystal Head’s Aurora is an English wheat-based vodka.
Crystal Head Vodka is excited to launch Onyx (right),
which offers notes of fresh green grass, nuanced white pepper
and hints of citrus on the nose.

crystals remove any residue impurities and add a hint of
minerality to the final product. Crystal Head Vodka is
always free from any oils, sugars or additives.
Proof Small Batch Vodka is another newcomer in the
market and comes in a unique 500-mL bottle that Michael
Riley, owner of Proof Brands Inc., says gives a lower cost
to the operator and is great for bottle services and repeat
purchases.
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“Deluxe is ‘in’ and creating updated ‘vodka soda’ cocktails by adding muddled fruit and herbs and taking advantage of the new flavoured sodas in the market,” says Riley,
adding that Proof Brands works on personalized cocktail
development based on their customers’ objectives.

FLAVOURED VODKA
“We saw a surprising boost in flavoured vodka — +43.9
per cent rolling 12 months in value — all attributed to the
success of Pink Whitney,” says Liu, referencing figures from
June 2020. “Vodka has always
been a staple and many brands that
are successful in that channel saw a
hit in their volumes.”
Pink Whitney, an organic collaboration between Barstool Sports
and New Amsterdam Vodka, is
infused with fresh pink lemonade
flavour for a balance of sweetness,
natural lemon zest, and clean,
refreshing taste.
Absolut Juice is another atten- Absolut Juice is an
tion-getter, which Liu describes as exciting mix of Absolut
an exciting mix of Absolut with with real juice and
real juice and natural flavours natural flavours.
that’s perfect for cooling by a patio or at your cottage.
The latest innovations from Diageo Canada
include Smir noff Zero Sugar Infusions:
gluten free, sugar free, and available in
cucumber and lime, strawberry and rose, and
watermelon and mint.
“Smirnoff Infusions is in line with the continued trend among consumers seeking a more
balanced lifestyle while still being able to
enjoy a cocktail for any occasion,” says
Phillips. “It is important that we evolve with
our consumers’ growing taste preferences
and provide refreshing options that are
perfect for mixing simple, crowd-pleasing
cocktails that are one-hundred per cent
Smirnoff Zero Sugar
delicious, without all of the sugar.”
Infusions are gluten
Diageo also recently launched CÎROC
free and sugar free.
Mango in Canada.
“Deliciously smooth, it is infused with mango and other
natural flavours,” says Phillips. “The taste of
juicy Carabao mango combines with tangy
citrus and other tropical flavours to create a
unique taste and layers of flavour.”
The two latest lines fit well with last year’s
launch of Ketel One Botanical, available in
peach and orange blossom, cucumber and
mint, and grapefruit and rose.
“Ketel One Botanical is vodka distilled
with real botanicals and infused with natural
fruit essences,” says Phillips. “These products
use real ingredients with no sugar, no artificial sweeteners, and no artificial flavours.”
CIROC Mango is infused with mango
and other natural flavours.
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GETTING CREATIVE TO DRAW SALES
As with everything, ultimately, you need to understand
your market.
“You need to know your target consumer and what
makes them purchase,” says Riley. “Packaging is one of the
most important factors in the purchase decision of a new
product. Also, the packaging helps you stand out on the
back bar.”
Vizzari says quality makes a brand stand out.
“Everything we do at Crystal Head originates from our creative passion to deliver a quality product with a difference,”
says Vizzari. “We take our time and never cut corners.”
That quality is reflected even in the intricate skull bottle
design. “The complexity of our bottle and our commitment
to high quality compels us to reject and re-melt over 40 per
cent of all glass made,” says Vizzari.
Milette says consumers are more interested than ever in
not only how a liquid tastes, but also how it’s made.
“As Canada’s first national premium craft vodka, what
makes Northern Keep stand out is not only the fact that it’s
made from top-quality ingredients grown in Canadian soil,
but also the fact that with each bottle sold, you are giving
back to help preserve Canadian lands,” she says.

INNOVATION IS KEY, TOO.
“As one of the most versatile spirits on the market, we’re
proud to offer a selection of classic and innovative recipes
available to bartenders that incorporate ongoing trends
we’re seeing in the market, such as refreshing citrus and
fruit-forward serves for the summer season and low-calorie
no-sugar cocktails,” says Phillips. “We identify emerging
trends and boldly innovate at scale. Innovation is a permanent engine of growth for our business and we are constantly searching for new products to set ourselves apart.”
Liu believes standing out is a mix of having the right
product and marketing strategy.
“Pink Whitney is a great example of finding a white
space for the product and partnering with the right people
to drive buzz,” she says.
With fewer people on bar stools, suppliers, bars, and
restaurants are also getting creative off-premises with
where and how they serve their customers.
“I’ve seen some truly innovative solutions during the past
couple of months such as terrific cocktail kits that restaurants are doing, or bartenders who start their own channels
and social content to teach consumers how to make easy
cocktails. It’s all about entertainment value and learning
new skills,” says Liu. “Take a look at Google or Pinterest
trends, and you’ll see consumers are looking for things to
do at home, and it’s the best time to build an audience and
a following.”
What better way to build an audience than with a story?
“Consumers want to have a cocktail experience. Something with a story. Something they have not tried before,”
says Morrison. “Even a fresh take on a classic, old school
cocktail can create something the customer will post to
social media and be sure to tell their friends about.”
And you’ll want to make sure they tell those friends
where they enjoyed that experience. ♣
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BLUE AGAVE VODKA
A unique new expression of
Crystal Head Vodka, made from
Blue Weber Agave
•
Herkimer diamond filtered
•
Additive-free and gluten-free

crystalheadvodka.com | @CrystalHeadVodka #VodkaForTheCreativeSpirit
USE YOUR HEAD... DRINK RESPONSIBLY | ©2020 Crystal Head and the Crystal Head bottle design are registered trademarks of Globefill Inc. Vodka made in Canada. 40% alc./vol.

recipes

Try these new recipes to add some flair to your …
C O C K TA I L S • M A R T I N I S • M A R G A R I TA S • S M O OT H I E S • DA I Q U I R I S

Beattie’s Potato
Gin Fizz
Ingredients:
2 oz Beattie’s Gin
0.5 oz lime juice
1 tsp. monk fruit sweetener
1 egg white
4 oz soda water
Method:
In a cocktail shaker,
combine gin, lime juice,
sweetener, and egg white.
Shake for one minute, then
pour into a chilled glass.
Pour soda water into the
glass directly down the
middle until the foam
reaches the top. Garnish
(if needed) and serve.

20

Hendrick’s
Orbium
Martinez

Ketel One
Botanical and
Soda

Ingredients:
40 mL Hendrick’s
Orbium Gin
20 mL Dolin Sweet
Vermouth
5 mL Maraschino Liqueur

Ingredients:
1.5oz Ketel One Botanical Peach & Orange Blossom
3oz Soda Water

Method:
Combine all ingredients
over ice in a mixing glass.
Stir and then strain into a
cocktail glass. Garnish
with orange zest.

Method:
Serve in a wine glass
with ice and your choice of
fragrant herbs, crisp citrus
or other fresh fruit.

DRINK MENU
C O C K TA I L S • M A R T I N I S • M A R G A R I TA S • S M O OT H I E S • DA I Q U I R I S

CÎROC Mango
Mimosa

Smirnoff
Moscow Mule

Lemon Peel
Martini

Citrus
Caipiroska

Life
Is Rosy

Ingredients:
20ml CÎROC Mango
20ml Champagne
45ml fresh orange juice

Ingredients:
1.5 oz Smirnoff
No. 21 Vodka
4 oz Ginger Beer
3 Lime Wedges

Ingredients:
2 oz. Crystal Head Aurora
1/2 oz. Dolin Extra Dry
Vermouth
Lemon peel (Organic,
unwaxed lemons with
white pith entirely
removed)

Ingredients:
2.0 oz Northern Keep
1.0 oz Lime juice
0.75 oz Simple syrup
Lemon, lime, orange,
grapefruit slice

Ingredients:
1 oz PROOF Small Batch
Vodka
1/4 oz freshly squeezed
lime juice
2 oz Ocean Spray Pink
Cranberry
1 tsp orange simple syrup

Method:
Shake CÎROC Mango and
fresh orange juice together
over ice. Strain into a coupe
using a fine mesh strainer
and top up with Champagne.
Garnish with a slice
of mango.

Method:
Combine Smirnoff No. 21
Vodka, ginger beer, and
juice of two lime wedges
in a copper mule mug.
Stir to combine and
garnish with a lime wedge.

Method:
Add all ingredients to a
mixing glass. Stir until ice
cold. Strain into a frozen
martini glass or similar.
Zest lemon peel oil on and
around the glass.
Garnish with lemon peel.
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Method:
Put all citrus into a
shaker tin and muddle.
Add the first three
ingredients to shaker
and shake over ice.
Strain into a chilled
rocks glass.
Garnish with a grapefruit
slice and a sprig of mint.

Method:
Two dashes Siren’s
Song citrus bitters
(optional but bitters may
everything better)
Combine all ingredients in
a cocktail shaker filled with
ice, shake hard and strain
into a coupé glass. Garnish
with a piece of orange zest.
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Beer
by Karen Barr

LOCAL BREWS ARE GAINING POPULARITY

Crafting
it Right
T

he beer market in Canada is exploding. According to Statista, as of 2019, the were over 800
breweries in Canada. Ontario is leading the way
with 262, British Columbia with 167 and Quebec with
125. Tiny Prince Edward Island has six, the Yukon has
two and even Nunavut has one.
Canadians love their domestic beers, with 85 per
cent of the beer drinking population reaching for local
brews. The 2019 demographics were closely split
except for one age group. The 18 to 34 year-old category made up 38.7 per cent of beer drinkers, 35 to 49
at 29.9 per cent and 50 to 64 at 22.4 per cent. The
only demographic not represented well as beer drinkers
were the over 65 group at a mere eight per cent.
With more craft breweries emerging on the scene,
the choices for beer is endless. So, what is currently
trending? Just what to stock in each bar is something
bartenders need to decide. It is all about attracting and
maintaining business.
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THE TRENDS
“It’s clear that local has become important to all
Canadians,” says Kristjan Kristjansson, president of
Brazen Hall Kitchen and Brewery, in Winnipeg, Manitoba,
who spent five years talking to master brewers, and
visiting breweries, before opening the company and
developing expertly brewed artisan craft beer.
Provincially, Kristjansson sees two diverse segments for
beer in Manitoba. “On one end we have continued
drinking enjoyment of IPAs, from big and bold hops to
now lighter APAs, to newcomers like Nano IPAs with a
focus on fruit notes. A lot of interest in sours has also
grown in Manitoba and we’re seeing some that are really
well made,” he explains. “The other end of the spectrum
has been clean and crisp pilsner, lager and ales.”
“Consumers are still interested in craft beer. There is
a strong push to buy local and to buy brands they
know and trust,” says Josh Graham, director of sales
and business development for Lake of the Woods
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PRODUCT SHOWCASE
Sweet and Fruity
dead elephant is the flagship
india pale ale at railway city
brewing co. this brew has sweet
& fruity malts upfront with biscuit
notes and a grapefruit finish.
customers can reach for the
favourite they have already been
enjoying through lcbo, beer store and
select grocery stores year-round.

Tart and Sweet

Brewing Company, in Kenora, Ontario.
“As the fall season approaches bars should be looking at more flavourful darker beers like stout, honey
browns, amber or red ales,” says Paul Corriveau, vicepresident of sales and marketing for Railway City
Brewing Co., in St. Thomas, Ontario.
Tim McLaughlin, vice-president of marketing, Steam
Whistle, brewers of Canada’s premiere pilsner, in
Toronto, Ontario, points to health and wellness as
a determining factor, when it comes to patron beer
selections, “Better-for-you options are what is trending in
craft beers. Lighter lager and more seasonal beers are
performing well.” Steam Whistle has always differentiated
themselves by crafting beer with only four ingredients:
pure spring water, malted barley, hops, and yeast.

steampunk mixed berry sour,
from railway city brewing co.,
has pucker power with a
refreshing finish. a boost of berry
really spikes up the taste! available
in the ontario lcbo in this fall.

Health and
Wellness Trend
lighten up with steam whistle
session lager. with an easy
drinking taste of a lighter beer and
full-bodied taste of a craft beer
flavour, this lager uses the finest
spring water, malted barley, hops, and
yeast and is only four per cent alcohol.

From the
Blueberry Bush
hidden in the lake of the woods
region on a small back lake there
exists patches of berries usually
reserved for the discerning palates
of black bears. enter forgotten lake
blueberry ale abv. subtle with a clear
fruity nose. muted blueberry, low lever
of bitterness and medium body. by lake of the woods
brewing company, of course.

Anything but Short
brazen hall’s longsword pilsner
is brewed with 100 per cent malt
from saskatchewan, in a double
decoction mash. authenticity
brewed over two months and
taking seven minutes to pour it
perfectly. longer is better!
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“I RECOMMEND BARS STOCK A WIDE
VARIETY OF BEER STYLES WHILE
RESPECTING THE LEGACY BRANDS.
DON’T BE AFRAID TO CHALLENGE A
DOMESTIC STYLE, WITH A LOCALLY
BREWED VERSION.”
THE RECOMMENDATIONS
Knowing your customers and their preferences is
imperative notes Peter Hornstein, owner and CEO of
Sprint/Pour Controls, White Rock, British Columbia.
The Canadian manufacturer of liquor dispensing and
cloud based draft beer monitoring products, provide
an inexpensive management tool allowing restaurants,
bars, and hospitality operators to observe bartending
pouring habits in real time. “Get to know what your
customer’s favourite flavours are,” he says. “Just like
with wine, be sure to pair craft beer products with various food. This is a great way to introduce new and
seasonal beer with different menu items.”
www.barandbeverage.com / Bar & Beverage Business

CUSTOMIZE
YOUR CAN!
Railway City Brewing has
introduced a new “Customize
Your Can” program whereby
companies can have their own
brand identity emblazoned
on the beer can.

Railway City Brewing started out in 2008, with a
small location in downtown St.Thomas, Ontario. The
idea was to create a brewery that honoured the history and heritage of the small industrial town. With
sales taking off, the need for additional tanks and
production equipment meant a new location was
needed and in 2011 the brewery changed locations
to its current location 130 Edward St.
Paul Corriveau, vice-president sales and marketing
for Railway City Brewing Co. says “The main concept of the Custom Can or Private Label program is
that we provide our customers with the opportunity to
share their brand story with their customers. During
COVID, many local bars and restaurants managed
to sell their branded beer with their food orders.”
Corriveau points out that the program can extend
to many non-traditional venues. “Local events, tourist
attractions, resorts, and even weddings can benefit

from sharing their brand or memorable experience
with their customers or friends.”
One client, Matthews Barbershop had this to say:
“When COVID came I leveraged my client loyalty
and encouraged them to buy my Custom - Railway
City beer that had my barbershop label on it. Everyone loved the idea of me having my own beer. I
have two!!
Having a unique product allowed my clients to
really get behind me and support me through the
worst of COVID
Now, with the new beer sales rules I sell it out the
door to clients who have tried my Railway City products and love them.”
Railway City can offer this program with a 20case minimum commitment.
The cost is competitive at $65-70 a case depending on the style of beer.

As a local manufacturer of draft beer
monitoring systems, Sprint/Pour Controls
has seen increased interest, not only
locally, but across the country “now,
more than ever, as businesses need to
work to recover loss,” says Hornstein.
Variety is key. “I recommend bars
stock a wide variety of beer styles while
respecting the legacy brands. Don’t be
afraid to challenge a domestic style,
with a locally brewed version,” says
Kristjansson
McLaughlin agrees, “Focus on
having a broad range of beers, with
complementary offering of styles in
beer category subsegments.”
“Bars often have an imbalance on
their lineup,” say Corriveau. “Too many
lagers, not enough variety in styles or
simply too many from one brewery,
either domestic or local. Consumers do
have their favourite brands; however,
many others enjoy a treat occasionally
of something new and different.”
“I’d make sure to have a rounded IPA
or two, a pilsner, a Belgian Ale, and
for the cooler weather, a stout. If your
clients are open to fun, toss a sour on
and watch for local seasonals,” says
Kristjansson.
When it comes to sales, Taras
Manzie, president of Lake of the
Woods Brewing Company, is quick
to add, “I believe knowledge of the
brewery behind the beer is important.
Also, bartenders need to see the value
in the quality and believe in the product
by supporting it.”
Corriveau says, “With COVID-19
restrictions still in place, bars and
restaurants should also consider a can
lineup they could offer with take-out.”
Smart advice. And that is a wrap on
beer for the fall, cheers! ♣
Bar & Beverage Business / www.barandbeverage.com
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Spirits: Gin
by Carly Peters

t may be one of the easiest spirits to make, but gin’s
popularity is hard to match. Not only does this versatile beverage offer excitement — it’s easily transformed
by adding various botanical infusions — but it fits into
consumers’ desire for something old that is new again.
has the classic gin and tonic ever been more popular?
canadians are certainly buying in. during the fiscal
year ending march 31, 2019, gin sales in canada
amounted to approximately $322 million, an increase
from around $286 million the previous year, according
to statista.
as craft distilling has developed, gin makers have
had an opportunity to create their own blends and
make their own distinctive stamp on the category.
there’s no better example than collingwood, ontario’s
heretic spirits, who recently brought home the gold
from the san francisco world spirits competition for
their hand-crafted gin #1, along with racking up top
awards from london to the united states.
the small-batch spirit is based on the simple philosophy that better botanicals make the best gin. by sourcing
14 all-natural ingredients from around the world and
spending time to blend batches into a uniform product,
the spirit presents with a citrus lead that gives way to a
spicy finish that’s smooth enough to be enjoyed on its
own or on the rocks. “gin is having a renaissance in
the market,” states scott morrison, ceo of heretic
spirits. “Now there is an opportunity to play and
experiment in order to give consumers an experience
they’ve never had before.”
this allowance to play with blends and what defines
gin has opened the category to innovation in the
canadian market. in a true farm to glass experience,
beattie’s distillers recently launched canada’s first potato
gin. low on the juniper, the spirit focuses on local botanicals for more of a citrus feel, while the distilling process
with potato provides the smoothest finish on taste.

Clear Winner
GIN’S GAINS CONTINUE THANKS
TO CRAFT BLENDS, PREMIUM
OPTIONS AND A DESIRE FOR
COCKTAIL NOSTALGIA
Bar & Beverage Business / www.barandbeverage.com
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Heretic’s Gin #1 is racking
up awards.

“Gin drinkers are
very passionate so we
are thankful to have a
strong presence in the
category,” says Jonny
Metcalfe, sales manager, adding since the
product is gluten free it’s a great selling
point for bars looking to promote a better for you option. “With everything
that has happened this year, I firmly

believe that consumers are starting to
care more about where their products
are coming from.”
The movement among consumers to
find brands that have local relevance
and something that’s very differentiated
has benefited not only these new craft
brands, but also reinvigorated established brands in the Canadian market.
Last year, Hendrick’s released Midsummer Solstice, the first edition expression
as par t of Master Distiller Lesley
Gracie’s Cabinet of Curiosities. Inspired
by the mysterious and ephemeral

delights of blooms during the summer
solstice, the gin boasts a floral expression while remaining unmistakably
Hendrick’s. Hendrick’s will continue to
surprise and delight consumers with the
second limited expression from the
Cabinet of Curiosities in 2021, says
Jessica Mieczkowska Canadian brand
manager for PMA Canada.
These points of differentiation and
perceived quality has pushed the trend
towards drinking less but drinking better.
Morrison states customers are willing
to pay $10-$12 for a gin cocktail experi-

Fever-Tree allows for gin pairings
with unusual flavours.

ence. “Consumers expectations are higher. They want more than just a basic G&T.
“A 1+1+1 recipe seems to be the
key — premium spirit + premium mixer
(like Fever-Tree) + elevated garnish is
the winning combination,” says Alexis
Green, national brand engagement
manager for Fever-Tree, which recently
launched Refreshingly Light Cucumber
tonic — a cooling, crisp, and delicate
friend for gin.
Green states with gin and mixers it
can be fun to play around with unusual flavours and step outside the box
to give customers that true hand-crafted cocktail.
“Usually when pairing, like with wine
and food, you want to find a gin and a
mixer flavour that either complement
each other or contrast with each other. A
light, citrusy gin can pair nicely with our
Mediterranean Tonic, or a botanical forward gin with our Elderflower Tonic,” she
explains, adding Fever-Tree has even
carefully crafted a tonic pairing wheel for
Canadian bars to help navigate all the
gin choices that are out there.
With the gin drinkers dusting off old
classics and buying into new blends, gin
can look forward to a continued rise. ♣
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Classic Bar Menu
by Kathy Kerr

A

fter months of eating at home
due to the pandemic, patrons
are looking for food on bar
menus they don’t usually cook for
themselves. But bar owners must satisfy
those cravings while creating menus
addressing tough new economic and
staffing realities.
Restaurants Canada reports that
year-over-year drinking place sales in
Canada in May dropped 85.4 per
cent. Establishments coming out of the
COVID-19 lockdown face fewer
customers and often fewer staff.
“Everyone’s afraid of losing whatever
clientele walks in the door,” says Angelo
Trakas, business development manager
for Toppits Foods Ltd. “But you can be
creative. You start making more products
yourself as opposed to ready-made products and increase your profit that way.”
Trakas’ firm, which specializes in
seafood for the foodservice trade, offers
items such as tuna and shrimp which can

STREAMLINED
FOOD MENUS
WITH NOVEL
INGREDIENTS OR
FLAVOURS AND
SAUCES WILL SET
A BAR APART

PROFITING FROM
HOME-COOKING FATIGUE

Toppits Foods Ltd. offers seafoods that
can play into the prepared-in-house trends
without a lot of labour.

play into the prepared-in-house trend but
still not require a lot of labour.
“I see people take a raw shrimp and
bacon and wrap it and flash fry it, and
that may be their unique twist,” he says.

Calamari is another natural for a bar
menu, he says. “That’s one of those
unique items you can’t make at home.”
Trakas adds that tacos are a great
money maker on a bar menu. They are
quick to put together and almost any
topping will work.
David Cocker, corporate research chef
and business development manager for
Reuven International Ltd., recommends
bars consider labour friendly menu items
with quick turnaround. Reuven specializes in chicken products. Sauces and
flavours make the dishes stand out.
“Bars can offer some tempting menu
options by offering shareable, trendfocused menu (items),” advises Cocker.
For instance they can use Reuven’s fully
cooked plain steamed chicken wings
and add a trendy sauce, such as garlic
miso glaze and puffed rice.
With the necessary rise in patio space
to combat the pandemic, outdoor
flavours, such as barbecue and smoke
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are also on trend and can work well for
bars, says Bob D’Ambrosio, general
manager and managing partner for foodservice equipment company Kendale.
He advocates small plates and appetizer size options for bars. Kendale’s
barbecue smokers can add smoke
flavour to many foods, says D’Ambrosio.

Reuven International recommends items
with a quick turnaround.
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Kendale’s barbecue smokers add
smoke flavour to many foods.

“We’re talking smoked shrimp skewers,
smoked garlic bread, smoked avocado
guacamole - anything you want to add a
wood-fired flavour to these ovens will do it.
That flavour can put a spin on the
menu others aren’t doing,” he suggests.
Steve Silvestro, chef consultant for The
Fifteen Group, a hospitality consulting
agency with offices across Canada, also
praises smoking as a good novel flavour
for bars to add to their menu items.

Silvestro suggests bars
can also tap into their
communities with local
charcuterie or local
cheese menu items.
“That works great for
your mom and pop bar,
your trendy hipster bar
and even all the way up
to the chain restaurant,”
says Silvestro.
Hopkins agrees that bars,
particularly those that are
launching into a new food
program, need to consider the labour
issue when designing the menu.
“You need to make sure it’s a really
streamlined offering, not something you
need three people in the kitchen even
on a slow night. You need to be able to
execute it with one person in the
kitchen so that it can still make you
money even on a slow night.”
But, says Hopkins, now is an opportunity for bars to consider hiring more

Asian and South Asian buffet in a time of
social distancing, people are “craving a
little bit of Asian,” says Grande.
Grande predicts bar menus will have
fewer items to match up with the smaller staff in kitchens, but they may
change more frequently.
Exper ts in the field suggest bar
owners would be missing an opportunity
if they don’t craft a menu with food and
alcohol pairings in mind.
“Bar operators should consider
adding drink recommendations with
every food option on their menu. This
will push alcohol sales and help you
stand out and promote your food &
beverage offering,” says Cocker.
“Champagne and popcorn —
apparently they’re magic together,”
says Silvestro.

“You need to be able to execute it with one
person in the kitchen so that it can still make
you money even on a slow night.”
“Smoking, beyond typical barbecue
— smoking butter, smoking vegetables
— can be achieved in small kitchens,
so if that’s on brand with your bar that’s
a home run in my eyes,” says Silvestro.
Both Silvestro and The Fifteen Group
President David Hopkins stress that
being on brand is key for how bars
create their menus.

Steve Silvestro, chef consultant, and David
Hopkins (right), president, The Fifteen Group

“If you have a lot of craft beers on
your menu or a lot of local gins from
local distilleries, then clearly that’s part
of your brand package and your food
should be reflective of that as well,”
says Hopkins.

talent for the food side given the federal
government wage support for a sector
struggling because of the pandemic.
“There’s a real opportunity to hire
better staff, produce a better menu and
you’re actually making better profit on
it because you’re only paying a portion
of that labour cost yourself.”
Teja Foods’ President Tom Grande
says his sales staff is approaching
customers now with product that has
more than one application and that can
work with a pared-down menu.
“We’ve got a new tempura shrimp
item. It’s ovenable or deep friable; you
can put it on top of a salad; you can
put it out just as an appetizer, you can
put it on a Caesar.”
Teja also offers vegetarian options
that are doing well, he adds, including
a popular tempura cauliflower that acts
like a vegetarian chicken wing in terms
of the types of sauces it can carry.
Teja’s Kapow line of appetizers
works particularly well for the bar market, says Grande.
Much of that line has an Asian or
Asian fusion flare. With the decline of the
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The Kapow line from Teja Foods provides an
Asian or Asian fusion flare to dishes.

Suppliers and consultants agree that
chicken wings and fries are still staples
for bar menus, dressed up or down
depending on the theme of the establishment. But there are plenty of other
options with potential to set a bar
above the crowd. ♣
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Bar Renovations & Design
by Mike Yeo

A Look at Canada’s 2019 Winners from

RESTAURANT
& BAR DESIGN

AWARDS
W

hen it comes to your patrons, one of the most
important things to consider is comfort and setting. What kind of bar do you want to portray
yourself as? What kind of patrons do you want to attract?
You can have a great menu, and great drinks, but if
you’re serving them in a setting that is less than desirable
you will likely be losing out on repeat customers. You’ll also
likely be missing a lot of new customers who might not know
you’ve got the ‘Best mojito and nachos in town’ and without
the curb appeal, these potential customers might walk right
by without giving your establishment a second glance.
Restaurant & Bar Awards, out of the U.K. are now in
their 12th year, and is a globally recognised competition
dedicated to the design of food and beverage spaces.
They cover every imaginable hospitality space, from ships
to airports, museums to burger vans, and from revered
Michelin-starred establishments to the fleeting dynamism of
pop-ups. Judged by a panel of some of the most influential
personalities in design, hospitality and lifestyle globally,
this annual 2019 edition of the Awards attracted over
1,000 entries from the UK and 70 other countries.

Europea out of Montreal, QC was one of the 2019
Canadian winners, and according to Leigh Robertson, Editor-in-Chief / ELLE Decoration Magazine (South Africa) “A
space that masterfully plays on its scale and offers the
“quietness” required to fully appreciate the immaculate use
of materials and detailing from walls to floors to stairwell,
balustrade to screens. It is both ultra classic and modern,
its cool, uncluttered corners and passages giving off an air
of cool, confident grandeur.”
Designed by the Montreal-based architecture firm
Provencher_Roy, one of the predominant players in urban
architecture in Canada, Europea’s open layout facilitates
orientation and getting one’s bearings. It is subdivided into
different sections that lead from one to another, like a trail
of discovery, with tall wooden arches that separate these
spaces and their different functions.
Upon entering the establishment’s hotel-like lobby, the
client is at once immersed in the chef’s bold and grandiose
universe. The space chosen, at 1065 de la Montagne, formerly housed a small, two-storey restaurant and a large
vacant space. It was necessary to merge these two previ-

Europea out of Montreal provides an open layout that facilitates orientation and getting one’s bearings.
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LOUIX LOUIS in Toronto was inspired by the iconic cocktail parlours of
New York and Paris.

ously cut-off sections into one cohesive whole. The designers
took the time to carefully study the flow and movement patterns of waitstaff and guests in order to fully exploit the space
and maximize its functionality and productivity.
The bistro is a busy café by day and intimate lounge by
evening. Its sober, muted space evokes thoughts and feelings
of the gentleman’s clubs of the past century. Next, the anteroom: a transitional space between the bistro and the dining
room, it houses a cellar that towers and spans over two floors
with a circular staircase leading to the mezzanine.
Another Canadian winner from the 2019 awards was
LOUIX LOUIS in Toronto, ON. It’s been inspired by the iconic
cocktail parlours of New York and Paris, located on the 31st
floor of The St. Regis, Toronto.
The two-storey high Grand Bar is a mystical and alluring
place to enjoy some classics and rediscover the lost charm of
conversation. Painted by local Toronto artist Madison van
Rijn, our 60-foot ceiling mural ‘Bouquet of Whisky’ is inspired
by a smooth glass of Canadian whisky. Like a river overflowing during the spring thaw, the mural reflects both the process
and the product of this distinct libation.
Influenced by Toronto’s heritage as one of the largest distillery districts in the world during the turn of the 19th century,
the bar houses over 500 dark spirits, one of the largest collections in North America.
Tim Petrillo, one of the judges for the 2019 awards and
owner of The Restaurant People (USA) said this about LOUIX
LOUIS, “It has a thoughtfully integrated design which gives
the ceiling, and mural great depth.”
The 2020 Restaurant & Bar Design Awards will be held via
a virtual awards ceremony on October 15th, 2020. With the
shortlist featuring some compelling entries from Canada, like
the newly renovated Paradise Theatre on Toronto’s Bloor
Street you might want to tune in to get some ideas brewing
for a renovation of your own.♣
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Dishwashing Equipment

Professional warewashing technology

Careful Consideration of
Dishwashing Equipment
Takes the Bar Experience
to the Next Level

by Anne-Marie Hardie

THE RIGHT FIT
M-iClean
Inactivates coronavirus in one wash
Does your dishwasher inactivate coronavirus? MEIKO machines do.
M-iClean undercounter dishwashers not only deliver brilliant cleaning results, they give you safety
and peace of mind. Because MEIKO undercounters are certified to inactivate coronavirus in a
single wash cycle.
Dishwashing cleaning technology can vary considerably from manufacturer to manufacturer. But
specific technological features and processing conditions are required to create the high level of
clean that prevents the transmission of disease through food wares.
Virologist Dr. Friedrich von Rheinbaben of the HygCen Institute has certified that the disinfectant
cleaning of MEIKO warewashing technology, combined with recommended warewashing
operating conditions, will safely inactivate SARS-CoV-2, and all other types of envelope viruses,
after a single wash. That means MEIKO dishwashers are highly effective against these viruses.
Don’t wonder if your food wares have been safely disinfected.
M-iClean: Warewashing technology that keeps you safe.

1.416.817.8518 | SALES@MEIKO.CA | WWW.MEIKO.CA

Scan here
for MEIKO
undercounter
dishwasher
certification:
FOLLOW US ON:

C

hoosing the right bar dishwasher should not
be taken lightly. This equipment can enhance
the overall customer experience, improve
productivity, reduce employee stress and save energy.
“Choosing the right size machine is of utmost
importance. This will allow the operator to wash all of
the wares required within the recommended one-two
hours post meal service but also take into account
some of the new technology including energy savings,
chemical consumption usage and best in class results,”
says Jeff Williams, vice-president of sales and marketing,
Champion /Moyer Diebel/Bi-Line Canada.
Ideally, the process should begin with a detailed
review of the entire workflow including ensuring that
there is the space available to rack and process the
dishware. By investing this time upfront, bar owners
will ensure that their bartenders are able to focus
their time serving customers, instead of transferring
glassware from one location to another.
“One other factor that is often missed is the water
pressure, which should ideally be 20 psi,” shares
Stefan Lemoine, business development manager,
Hobart Canada. “Hardwater can cause mechanical
issues, spotting on the dishware, and the increased
use of detergent.” Treating the water can help alleviate these concerns. This initial review will also help
determine the “must have” features in the equipment
including capacity, energy consumption and spacing.
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Choosing Equipment to Respond
to the Unique Needs of Today’s
Environment
COVID-19 has resulted in an increasingly cautious
consumer population. These consumers are wanting
reassurance that their favourite locations adhere to
the highest level of sanitation, which is why choosing
the right dishwasher has never been more important.
“Sustainability is still important, but now that COVID19 is here, sanitation is the primary concern,” says
Gary Lee, director of sales, Meiko Clean Solutions
Canada. “Bar owners are looking for a piece of
equipment that can not only meet the high sanitation
standards needed to combat the virus but put their
customers at ease.” In response to these industry concerns, Meiko Clean Solutions Canada, sourced an
independent lab to test their machinery for its ability
to deactivate the coronavirus. “We were provided
with certifications that demonstrate the COVID-19
virus is deactivated in a single wash providing confidence to both the buyer and the consumer,” says Lee.
NSF certified commercial dishwashers are available
in either a low temperature machine with a sanitization
cycle or a high temperature washer that sanitizes with
extremely hot water. “NSF rated products must
achieve a minimum of 99.999 per cent or five-log
reduction of bacteria and must reach a final rinse
temperature of 180˚F if using a high temperature
35

PRODUCT SHOWCASE

new products

Here is some dishwashing equipment
that will help keep things clean.

BABE is coming to Canada!

Polished Performance

BABE Rosé with bubbles is coming to Canada. The product is a light, sparkling rose with notes of melon that
pairs well with literally anything. Also introduced is BABE Grigio with bubbles is a deliciously refreshing and fizzy
pinot grigio with clean notes of pear and melon. 12 per cent ABV – Available in a four-pack
For more information: www.babecanada.com

Say goodbye to hand drying with Meiko’s
M-iClean GIO under-counter glasswasher.
Equipped with a reverse osmosis filter system,
the purified water leaves glassware spot-free
eliminating the need for hand drying.

Palm Bay ZEROg Sugar

Particle Power
Seamlessly wash particles away with
Meiko’s M-iClean Filter. This automatic
feature captures particles through a filter,
resulting in cleaner water, better results
and the need for less detergent.

Sustainable Sanitization
Save energy while sanitizing your
dishware, with Hobart’s LXGER steam
elimination and energy recovery system.
Using only .62 gallons of water per rack,
this innovative under-counter dishwasher captures steam from the wash cycle for the next
rinse cycle.

Maximum Performance
The Hobart CUH is designed to handle a
busy bar environment. Able to clean 24
racks per hour with .84 gallons of water
per rack this efficient high temperature
undercounter dishwasher will respond to
your sanitization needs. Take out the guess
work with the top mounted LED temperature display, service diagnostics and maintenance alerts.

Adaptive Design
Preserve space, water, chemicals and
energy with Champion Moyer Diebel’s
DH-6000 machines. These high
temperature models check off all the boxes,
with two available heights, ventless heat
recovery, quick conversion from straight to
corner operations and an automatic drain valve.

Energy Efficient
Maximize your dishwashing space and
save up to 50 per cent more energy
with the undercounter, high temperature,
Champion UH 330B. Features include
cold water feed, ventless heat recovery,
built-in booster heater, and condensate
removal with Dry Assist.
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Meiko Clean Solutions notes that a daily cleaning will help
avoid blockages from occurring.

commercial style dishwasher,” says Williams. The NSF
has also launched the Checked by NSF program that
provides businesses with independent verification that
their COVID-19 preventative measures, and their
policies and procedures, meets the required standards
to reduce the transmission of COVID-19.
Failing to properly adhere to the cleaning and
maintenance schedule could impact the performance of
the machine. “If a wash or spray nozzle is clogged with
food particles or grease, you may only be getting a
50 per cent spray,” says Lee. “By doing daily cleaning,
you will avoid this blockage from occurring.”
One of the challenges that bar environments may be
faced with, shares Lemoine, is high employee turnover.
This can make it challenging to adhere to the proper
cleaning and maintenance schedule. In these situations,
bar owners may want to opt for models equipped
with LED prompting screens, including reminders on
cleaning and maintenance, as these tools can help ensure
that the cleaning is done properly and communicate
any potential challenges.
There also needs to be a process in place to ensure
that employees check all dishware upon removal for
spotting, chips, and chemical residue (in the case of low
temperature dishwasher). “If you were pouring a draft
and there was some chemical residue remaining on the
glass than you would lose the head of the beer and if it
was a glass of wine, this residue could impact the
bouquet,” says Phil Beauvais, market manager,
Hobart Canada. “This would in turn impact the customer
experience as the beverage might be returned for not having the right head or aroma.” In high volume environments, it may make sense to invest in a high temperature
model to reduce the amount of returned beverages.
The process of choosing the right dishwashing equipment requires investing the time understanding the full
workflow so that the choice responds to the needs of the
environment. This piece of machinery is an investment, that if
done thoughtfully, can improve sanitation, productivity and
place both the consumer and employee at ease. ♣
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ZEROg sugar, ZEROg carbs and ZERO sweeteners is what distinguishes Palm Bay Vodka Sodas. Palm Bay Zerog
Sugar is available in four-packs, six-packs and a 12-pack mixer. The Tangerine Mist is refreshingly light tasting and
deliciously crisp. This vodka soda has zero grams of sugar or carbs, but is bursting with the natural fruit flavours of
exotic tangerine and citrus. The Key Lime Cherry is one of the original flavour duos. Bursting with the flavours of juicy
cherries and the freshest key lime, this vodka soda with zero grams of sugar or carbs is perfectly balanced with light
fizz and a tart finish. The Blackberry Lemon is packed with the punch of fresh blackberries and a taste of lemon, with
zero grams of sugar or carbs.

Mike’s HARDer Sparkling Water
Mike’s HARDer Sparkling Lemon Water has 0g Sugar, 0g Carbs, no artificial sweeteners, and Natural Lime
Flavour. A 7% ABV, the vodka soda is easy drinking, crisp and refreshing. Mike’s HARDer Sparkling Lime Water is a
refreshing lime flavour that’s easy to drink, with 0g of sugar and carbs, and no artificial sweeteners. A crisp and
refreshing vodka soda with 7% ABV. Mike’s HARDer Sparkling Cherry Water has a refreshing hint of cherry flavour,
but with 0g of sugar or carbs. It is crisp and easy drinking with 7% ABV.

The Award Winning RumChata Limón Launches in Canada
Following a very successful introduction this spring in the United States, RumChata Limón is now available in the initial rollout Provinces of Ontario, Alberta and Manitoba. Selected as Best American Cream at the 2020 World Drinks
Awards, RumChata Limón blends Caribbean rum with real dairy cream, vanilla and lemon in a sweet, smooth cream
liqueur with a fresh lemon finish. RumChata Limón is packaged in a bright yellow version of the iconic RumChata bottle,
complete with the familiar gold cap. “We wanted to blend a RumChata flavour that would be the perfect light summer
cocktail enjoyed by simply pouring it over ice,” said Tom Maas, RumChata founder and master blender. “The addition
of lemon to the exotic taste of RumChata creates a really refreshing drink.” According to MetrixLabs’ 2018 Popular
Drinks study for the U.S. market, lemon and citrus continue to top flavour cocktail trends. Recent Nielsen data has
lemon growth at more than five per cent and Limón spirits as a $35 million category. RumChata Limón gives the
consumer a new way to experience the popular taste of lemon. In Canada, RumChata has gone from strength to strength
since its launch in 2013, hitting a new market share record of Canadian Liqueurs in 2019. RumChata Limón can be
enjoyed on the rocks, as a light and flavourful creamer in hot or cold coffee, in a refreshing Limón Spritz with seltzer or
blended with other flavoured spirits such as blueberry vodka in a shot or cocktail. In addition, RumChata Limón is a delicious
recipe ingredient for brunch favourites such as French Toast and pancakes.

Pure Pour Now Available Online
Florida-based start-up Pure Pour is now offering its game-changing no-leak bottle pour spout online at
www.thepurepour.com. Sterile and antimicrobial, the spout puts a stop to bottle leaks and spillage, the No.2
cause of beverage product loss according to the National Restaurant Association. The innovative design fits virtually
any bottle and includes a snug-fitting bug cap. Pure Pour is made of FDA-approved food grade material, is
dishwasher-safe, does not rust and lasts up to three times longer than other pour spots.
For more information: eva@buzzwordpr.com.

advertisers index
. . . . . . . . . . . . . .IFC, 33

Globefill Inc. . . . . . . . . . . . . . . . . . .19

Reuven International Ltd . . . . . . . . . . . 30

Adria International . . . . . . . . . . . . . . .3

Heretic Spirits Inc . . . . . . . . . . . .16, 26

Sprint & Pour Controls . . . . . . . . . . . .25

Cavendish Farms . . . . . . . . . . . . . . .14

Meiko Clean Solutions Canada Inc . . .34

Wholesale Club

Fever-Tree RoW Ltd

. . . . . . . . .28, OBC

POP-UP Street Patios Inc . . . . . . . . . . IBC

Fiera Milano S.p.A

. . . . . . . . . . . . . .8

Railway City Brewing Company . . . . .22

Access Cash

Bar & Beverage Business / www.barandbeverage.com

. . . . . . . . . . . . . . . .9

37

last call
by Nicole Sherwood

BARTENDING HAS BEEN A PASSION
PROJECT FOR ELSA TAYLOR

A

t 26, Elsa Taylor is already making a name for
herself in the bartending world, which she fell
into very organically. It all started seven years
ago. Taylor had been a host and server and was
drawn to the creative possibilities of bartending.
“I started reading about the craft cocktail culture
and experimenting on my own. I got promoted to
bartender at Cibo because they could see how keen
I was. I was in university at the time. On one shift
during my third year of school it suddenly became
very apparent to me that I wanted to change paths

CREATIVE POSSIBILITIES
and open a queer, feminist cocktail bar. I am so lucky
that The Roost has become that. I love the idea of
creating and holding a special space for people while
also getting to push myself creatively. It has absolutely
been a passion project,” she shares.
At Cibo she was making basic cocktails such as
Old Fashioneds and Negronis, and easy, popular
things like sangria. She was very eager to broaden
their offering and was able to do so with the guidance
of some older co-workers.
Taylor helped open The Roost in Winnipeg five
years ago with her partners at the age of 21.
“Opening The Roost was a wild experience. My
partners and I were just young and stupid enough to
believe we could do it. We were also very willing to
devote our entire selves to the project, which I feel
was key to us actually making it.”
Over the years she has created over 500 original
recipes and would describe her style as whimsical
and sparkly with an edge.
If that wasn’t impressive enough, Taylor became
involved with The Oxbow this past spring when they
merged companies.
“I was proud to be part of the talent and hard work
behind it when they opened, and I’m proud to now be
a partner there. It’s a beautiful room, and we serve
beautiful food and wine there. It’s nice to have a spot
that offers something different from The Roost.”
Taylor and her partners have also recently become
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operating owners of Forth Bar. It has long been a
favourite spot of hers and it’s surreal for her to now
lay some claim to it.
Although there is a significant amount of overlap, the
three establishments are in different areas of Winnipeg
and each serve a slightly different demographic.
“It’s a real treat to be able to provide what The
Roost does – a cute, fun, magical vibe, a more classic,
sophisticated atmosphere at Forth and the wine bar
ambience of Oxbow.”
She has seen the cocktail culture expand significantly over the years — even just in Winnipeg. There are
far more cocktail bars and craft cocktails have even
made their way into mainstream franchise type spots.
Over the years she has been in a variety of competitions — such as Made With Love and ones sponsored
by Hennessey, Bacardi and a handful of local initiatives.
“To young bartenders starting out I would recommend finding a strong mentor, reading everything you
can and developing a strong foundation of knowledge
to grow and create your own style from. Play the long
game and know that you’ll have to pay your dues
before landing your dream bartending gig.”
Looking to future Taylor hopes to maintain the health
of the three establishments. She would also like to
read a lot of books and write a lot of recipes. Whatever the future holds it is clear that she is as creative
as her cocktails, and that she has definitely landed her
dream gig. ♣
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